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ABOUT US

Illume Advising, LLC (ILLUME) is a wholly woman-owned and operated research consultancy founded in 2013. 
ILLUME has grown to a team of 32 consultants and social and data scientists actively serving over thirty 
Investor-Owned Utilities throughout North America. 

At ILLUME we believe that true innovation happens at the intersection of your business’ 
needs and your customers’ dreams. 

ILLUME combines in-depth energy data science with rich social science research to bring you closer to your 
customers and your future successes. 



OUR SERVICES 

Deep Bench of Energy 
Thought Leaders. 

Decades of Utility 
Expertise. 

Working Across Data 
Sources to Integrate 
Utility Intelligence.

Rigorous Fusion of 
Structured & 

Unstructured Data. 

load forecasting
market potential
customer adoption
probabilistic modeling
Experimental designD
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Interactive Marketing 
Research. 

Values Driven for 
Equity & Diversity in 

Energy. 

User Experience & 
Customer Journey. 

Human Centered 
Behavioral Science. 

ethnography
behavioral strategy
field trials and pilots
UX and CX innovation
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No. 1 in Leadership

In a national search, ILLUME  
was selected

for women-owned industry-
disrupting companies

--IVY EXEC 
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AGENDA   

COMMUNICATION TAKES TWO

ENERGY & HOME & COMMUNITY 

CASE STUDIES 

REGIONAL DIVERSITY 

KEY INSIGHTS
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IT TAKES TWO1



FRAMES AND 
FRAMING
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Context impacts how people speak, think, and respond to stimuli.

The words we use do not exist in isolation. They are loaded with connotations
beyond their explicit meaning and connections to other similar words. 

When we talk about energy efficiency, we activate specific frames that might not 
be otherwise active.



A WINK

”Yet the difference, however 
un-photographable, 
between a twitch and a wink 
is vast; as anyone 
unfortunate to have the first 
taken for the second knows. 
The winker is 
communicating, and indeed 
communicating in a quite 
precise and special way: (1) 
deliberately, (2) to someone 
in particular, (3) to impart a 
particular meaning, (4) 
according to some socially 
established code, and (5) 
without cognizance of the 
rest of the company.”
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A NOTE
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CASE STUDIES
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METHOD: Ethnography 

CONTEXT: In-home interviews and discussion-based focus groups

QUESTION STYLE: Conversational; Mix of open-ended questions 
and more structured concept cards 

HOW DID WE DO THIS?

Ethnographers study the “ephemera of 
daily life”
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HOME IS . . .2
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HOME KIDS HOUSE WATER SCHOOL HUSBAND

GOD HOUSE LIFE FAMILY LOVE

ENERGY FEEL HOME WORK PRETTY TRYING

HOUSE YEARS NEIGHBORHOOD ROOM KITCHEN YEAR

HOME HOUSE WORK COOL SAVINGS WATER



IGNITER
C O N V E R S A T I O N  
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How might we think differently 
about comfort, safety, and the 
home to improve our outreach 
to diverse customer groups? 
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REGIONAL DIVERSITY3
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The tagline 
“Californian’s Don’t Waste” 

was not an effective call to action 
because respondents interpreted 

the statement as a fact.



CALIFORNIANS DID 
NOT IDENTIFY WITH 

EACHOTHER 

L O C A L  V S .  G L O B A L  
C A L L S  T O  A C T I O N  

I think you can say Northern 
Californians don’t waste.
-San Francisco, English 5/6/14

It means different things in 
different areas… being from 
L.A., I don’t think L.A. people 
really care about water 
shortages.
-Fresno, English 5/5/14

Central Valley and cotton… 
agriculture in general is 
really the one using [the 
water].
-San Francisco, English 5/6/14
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WOMEN4
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The financial decision-maker in a home is not a given. 

Women are often managing budgets and making decisions about 
improvements, upgrades, and how spaces within the home are utilized 
or repurposed.

Many couples adopted a ‘divide and conquer’ approach to family 
finances – each person managed the areas best suited to their talents. 

FAMILY FINANCES
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At the same time, many women 
expressed frustration that they are 

not taken seriously by contractors or 
technicians on account of their 

gender. 

How might trainings and outreach 
engage contractors and trade allies 

around working with varied members 
of a household?  

KEY FINDINGS | GENDER
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“If we're all downstairs, why are all the lights on 
upstairs and no one's up there. My kids say ‘like 

there's mom going again…’ And then when I 
show them the bill and I'm like ‘okay so this is 
what happens now so when you ask for this 
extra treat or something extra then I'm not 

getting it because this goes towards this bill that 
you helped rack up.’”

- Cynthia, 33, African American, Augusta
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“I use Tiffany Budgetnista now. She's huge on 
Facebook. A friend had told me about it. I joined 
and that's how I found out about some of those 
savings apps, because I was like, ‘Well, if I had 

known about this before’... I help friends. It's like, 
‘Oh, would you like to save?’”

– Kayla, 35, African American, Columbus



IGNITER
C O N V E R S A T I O N  
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How might we think differently 
about acknowledging all genders 
in messaging, being sure not to 
disregard a person's individual 
and inherent abilities?
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AFRICAN-AMERICAN/BLACK 
COMMUNITIES5
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Energy efficiency behaviors have been practiced for 
generations within the African American community as a 
means to save energy and money. 

Program messaging support these household values and
traditions, and communicate how programs can make it 

easier to conserve money and energy.

--

Among the African Americans we spoke with, many were 
deeply involved in their neighborhood or faith or service 
communities. 

There should be more culturally-specific community 
outreach and engagement to connect energy efficiency with 

community values and concerns. 

KEY FINDINGS | AFRICAN AMERICAN 
COMMUNITY 
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“And it wasn't until I started giving things to 
people and actually paying attention to their 

reaction…from that point on, I started to 
understand more why being a giver is so much 

more of a blessing than just receiving. You 
could change somebody's world...I've given 

people my last dollar.” 
- Keisha, 37, African American, Savannah
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ILLUME’s residential 2017 ethnography for Georgia 
Power Company found that ‘home’ and ‘comfort’ 
extend beyond physical property into community 
and neighborhood spaces.

HOME AND COMMUNITY

Creating a welcoming community that 
was inclusive increased feelings of safety 
and comfort.

“I pay attention 
to organizations 
and people that 
are nice to and 

welcoming to us.” 
Kallie, 30, African American, 

Atlanta
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“I'm in the South pretty much alone. I'm a person of 
color. I'm dark-skinned. You know? There's no mixing 
me up... You know, people don't ask you what your 

culture is, they just assume because of your skin tone. 
But I am Asian, Hispanic, Jamaican, and African-

American, and French. And no one asks you, ‘Oh, well 
what are you?’ No, ‘You just look black, so you're 
black.’ And that's okay. But I don't wanna be killed 

because somebody didn't take, get the time to know 

who I am as a person. ”
- Monique, 38, African American, Augusta



IGNITER
C O N V E R S A T I O N  
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How might we recognize the 
multiplicity of people’s various 
identities and still offer targeted 
messages?



IGNITER
C O N V E R S A T I O N  
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How can we expand our 
definition of diversity to reach 
diverse audiences we cannot 
”see”?
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FIRST GENERATION 
IMMIGRANTS6



ENERGY EFFICIENCY
A N  A M E R I C A N  P R O B L E M

The sentiment that energy conservation 
is something people do and that 
machines are wasteful, was particularly 
strong among first generation 
immigrants from Mexico and Central 
America. 

Respondents valued personal effort over 
convenience and felt it to be inherent to 
their culture.

Letting a machine do something that 
could be done manually was seen as 
antithetical to their identity and wasteful. 
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And the waste we make of energy… The 
more ways we have to use energy, the 

more sedentary we become. When there 
was no blender, we used other devices. 
When there was no [electric]mixer, we 

exercised our hands [by mixing manually]. 
Now with TV and the internet, we don’t 

read… we don’t talk [to each other] 
anymore. 
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Personally, we [Latinos] are more inclined 
to talk to each other; in this country, no, 
it’s like everyone is in their own house. 

Because of energy use, we become 
more isolated… like we lose human 
relations because of this [increased 

energy use].
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IN-LANGUAGE COMM 7
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39 – 1623 residents

1624 – 3207 residents

3208 – 4790 residents

4791 – 6374 residents

NUMBER OF KOREAN/VIETNAMESE 
SPEAKERS in ATL BY ZIP CODE

On average, survey 
respondents had lived in 

the Atlanta area for 16 
years.
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54% OF RESPONDENTS 
SAY THAT SPEAKING 
KOREAN OR VIETNAMESE 
IS SOMEWHAT OR VERY 
IMPORTANT TO THEM

80% SAY KOREAN OR 
VIETNAMESE IS THE PRIMARY 
LANGUAGE SPOKEN AT HOME 
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59% OF RESPONDENTS 
WHO READ THE 
NEWSPAPER DO SO IN 
KOREAN OR 
VIETNAMESE

42% OF RESPONDENTS 
WHO LISTEN TO THE 
RADIO DO SO IN 
KOREAN OR 
VIETNAMESE

59% OF 

RESPONDENTS OF 

RESPONDENTS 

WHO WATCH T.V. 

DO SO IN KOREAN 

OR VIETNAMESE
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HOWEVER, 79% SAY THAT FEW OR NONE OF THE 
SIGNS/BILLBOARDS THEY SEE ARE IN KOREAN OR 
VIETNAMESE

THE MAJORITY OF RESPONDENTS SURVEYED IN 
MORROW AND LAWRENCEVILLE SAY THAT 
THEIR PRIMARY HOUSEHOLD LANGUAGE IS 
EITHER KOREAN OR VIETNAMESE
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UTILITIES AND SERVICES

59% SAY IT’S 
IMPORTANT TO 

HAVE THE 
OPTION TO 

COMMUNICATE 
ABOUT BILLS IN 

THEIR 
LANGUAGE

83% 
SAY THAT 

WHEN 
SPEAKING 

WITH THEIR 
UTILITIES 

THEY CAN 
ONLY USE 
ENGLISH

68% SAY THEY 
WOULD BE MORE 
LIKELY TO REACH 

OUT IF THEY 
KNEW THEY 

COULD TALK TO 
SOMEONE IN 

THEIR LANGUAGE
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It's my native language and 
it's easier for me to express 

my opinions in Korean.
Korean, Adjusting to ATL
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I speak Vietnamese among 
my community and the 

neighborhood, because then I 
understand 100% of what I'm 
saying and what I'm hearing, 
and it makes me feel more 

confident.
Vietnamese, New to ATL
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My parents don't speak 
English so it is important for 

me to communicate with 
them and I help other 

Vietnamese people who do 
not speak English well so I 
think it is an important skill.

Vietnamese, New to ATL 



IGNITER
C O N V E R S A T I O N  
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To effectively communicate with 
people, it's not enough to speak 
a language that they understand 
(especially if their understanding 
is limited). 

How can we ensure we speak to 
them in the language that their 
heart speaks?



A CAUTION
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Establishing administrative 
requirements and protocols 
up front and making sure our 
team is meeting NIPSCO’s 
needs from the start.

The terms “energy” and “water” are 
linguistically close in Chinese and 
introduced significant confusion. 

Thus “electricity” and “gas” had to be used 
to replace the concept of “energy”
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Establishing administrative 
requirements and protocols 
up front and making sure our 
team is meeting NIPSCO’s 
needs from the start.

Energy is a very inclusive phrase, 
it’s more general. It includes 
water, it includes gas and 
electricity, and in the future 
there may be even more 
energies to use in our lives.
- San Francisco, Mandarin 5/7/14

Water is just one kind of energy. 
-San Francisco, Mandarin 5/7/14

When we say water is a type of 
energy, do you mean it’s water 
for home use, for drinking, or 
water in rivers?
- San Francisco, Mandarin 5/7/14
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