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Stronghouse: Working on Persona’s

In an online workshop Stronghouse partners shared their insights in the drivers of homeowners. Through the design instrument of persona’s we developed a better understanding of goals, motivations and frustrations of different groups of homeowners. This understanding is essential to make support instruments more effective. 

Stronghouse: adjust, redesign and reorganize support
Energy renovation by individual homeowners is lagging. Current support measures do not yet have the wished-for impact, both in number of homeowners renovating and in the resulting reduction of CO2-emissions. Stronghouse wants to make a difference. Stronghouse wants to adjust, (re-)design and (re-)organize support measures with a clearer focus on homeowners’ drivers to renovate, their possibilities to invest and their needs for support. 

Focus on homeowners
Adjustment, (re-)design and (re-)organization of support measures starts with a better understanding of the drivers of individual homeowners. Here Stronghouse learns from the design thinking methodology, which is already successfully used in software development to bridge the gap between technical possibilities and the wishes of the end-user. An essential tool in the design-thinking toolbox is the Persona. 

What is a Persona?
A persona is a fictional, but realistic, user of a product or service. He or she has a name and some social details. He or she helps us to understand user’s context, behavior, attitudes, needs, challenges, goals and motivations. Based on existing insights, available data and interactions with (groups) of homeowners Stronghouse partners Drenthe & Noordenveld, ProjectZero, Gate21, Spring, Linnaeus, IGEMO, and Robert Gordon University have created a persona’s. These persona’s, their similarities and their differences have been discussed in an online session Tuesday June 23d. 

Drenthe & Noordenveld: Ingeborg, Jan and Willem
Based on their current experience with energy renovation in villages in the Dutch municipality of Noordenveld, the municipality and the province of Drenthe developed three persona’s: Ingeborg, Jan and Willem. Ingeborg is eager to save the climate, Jan seems energy renovation primarily as part of a community activity, whereas Willem is more critical but not unwilling to participate. Discussing these different perspectives already helped to differentiate in the communication to homeowners. 

	Question for Drenthe & Noordenveld: How do the support measures relate to and or improve the social cohesion which is so important to Jan and Willem?



ProjectZero: the green versus the convenient consumer
ProjectZero works on energy renovation in the Danish Sonderborg region. Here ProjectZero focusses on two groups of homeowners: the green consumer and the convenient consumer. Both are interested in energy renovation, but where the green consumer actively pursues a clean conscience with minimal CO2 emissions, the convenient consumer of more focused on his own health and comfort. ProjectZero wants to supply both groups with simple and easy solutions at logical moments. These logical moments are often related to life events: buying a new home, moving in together, children leaving home, retirement. 

	Question for ProjectZero: How does ProjectZero relate to other, potentially related concerns of homeowners: such as possibly health, social cohesion, comfort? 



Gate21: Families change oil-burners for heat pumps
Gate21 is based in the Danish greater Copenhagen region and there also identified groups of homeowners based on their life situations and phase of ownership. First time homeowners, families with small children, empty nesters, homes which need major maintenance. Based on this understanding Gate21 identified a group of homeowners, around the age of 65, married, empty nesters, medium income, often living in an older single-family house, situated outside the city. These homeowners are puzzling with the question whether they will stay or move and if they stay, which energy renovation add to their comfort. Gate21 wants to stimulate this group to change their oil-burners for heat pumps. 

	Question for Gate21: How do you use the insights in the background, motivations and frustrations of this group of homeowners in you campaign to change oil burners for heat pumps?



Spring: Insta-man Rolf
In Sweden the digital agency Spring is not focused on a particular area. Its focus is on groups of homeowners which can be best reached and motivated digitally. Here Spring sees a group represented by the persona Rolf: a successful homeowner, husband and father in his forties, whose social life is mainly organized through social media. On Instagram and other media Rolf wants to ‘capture and share’ how he improves his home and engages in environmental issues. Here the picture is more important than the long-term effect. For Spring it is a major challenge to motivate Rolf for deep renovation. 

	Question for Spring: How do you plan to include the wish of Rolf to ‘capture and share’ in your support measures for homeowners?



Linnaeus: Anders, Anna, Jessica and Bosse
The Linnaeus University has analyzed its data about homeowners in the Swedish Vaxjo region and thus identified four persona’s: Anders, Anna, Jessica and Bosse. All hope to become more environmentally friendly but have different means to energy renovate. Whereas Anders and Anna might be interested in Do-it-yourself solutions, for Jessica and Bosse who are both older, avoiding hassle and complexity is very important. 

	Question for Linnaeus: How does the Linnaeus One-Stop-Shop concept differentiate in the support for these different persona’s, groups of homeowners?



IGEMO: Marc wants to stay in his current home
Representing a number of Flemish municipalities IGEMO described the persona of Marc, a 70-year-old homeowner from Mechelen. For him, staying in his home, increasing comfort, lowering the energy bill are the main concerns. However, he is aware that his home needs some updating, that his insulation can be improved, and he wants to do part of that himself. 

	Question for IGEMO: How do you plan to prevent the renovation hassle that Marc is afraid off? Does Marc need the available grands to renovate his home?



Robert Gordon University: Rich couple in an energy in-efficient house
The Robert Gordon University has studied the potential of energy renovation for a rich couple living in a heritage building outside Aberdeen, Scotland. Here the financial means should not be a constraint to energy renovation. However, the historical character of the building can be a constraint. The Robert Gordon University sees a number of technical possibilities to energy renovate while safeguarding the character of the building. 

	Question for Robert Gordon University: How does the palette of technical possibilities relate to the wishes and needs of homeowners? Are these homeowners already motivated that they need to renovate – to save the climate, to save money, to save their home?



Similarities and what’s missing
Discussing the persona’s developed so-far shows that in all Stronghouse regions different groups of homeowners can be identified, with different needs and possibilities. For many of them concern about the environment is not the only issue at stake when thinking about energy renovation. Differentiation in communication to homeowners is a first step. It will be interesting to analyze how the support should and could be differentiated as well. Interestingly most persona’s are male, whereas all partners agree that most decisions about energy renovation are taken by both partners and that in most cases this partner is female. Here we definitely need a better understanding and maybe more inclusive communication, embracing the perspectives of ‘husbands and wives’. 

Next steps towards effective, persona based customer journeys
Analyzing the drivers of individual homeowners and describing the different persona’s already show the potential for improvement of the communication to different groups of homeowners and probably also for next steps in the customer journey. For this we will develop and discuss different customer journeys in a next session. 
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