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About Us 
Behavior & Culture Change Specialists 
•  Empowering Customers and Communities 
•  Overcoming Barriers & Increasing Energy 

Savings 
•  Providing Seamless Program Delivery  
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Key Questions 

•  What makes engagement partnerships 
successful? 

•  Why are community-based or locally 
targeted partners effective in reaching 
customers?    

•  How are partnerships changing  
   customer engagement? 
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1.  Discovering the right partners 
2.  Mobilizing your champions 
3.  Releasing ownership 
4.  Facilitating responsibility 
5.  Supporting contractors 
 

Engagement Barriers
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Discovering the Right Partners 
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Mobilizing Your Champions 
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Releasing Ownership 
http://www.envisioncharlotte.com/energy/ 
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Facilitating Responsibility
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Supporting Your Contractors 
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We are social creatures 
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Trusted messenger influence 
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People need a reason  
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Community 
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Contractor 

March 9, 2016 Confidential, Kat A. Donnelly 17 



Customer 
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Utility Company 
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Regulators 
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•  Lead from the Top 
 

•  Model Behavior from the Middle 
 

•  Mobilize from the Bottom 

A Way Forward 
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In this Half of the Presentation 

•  Community-Based EE Program Basics 
•  Highlights from Three Programs 
•  Test/Learn/Adapt Case Study 
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Community-Based Energy 
Efficiency Programs 
•  Close partnerships: cities, 

contractors, community 
organizations, customers 

•  Leverage existing social 
frameworks  

•  Use behavioral messaging 
and community-based 
social marketing combined 
with enhanced data 
tracking 

 

Test/ 
Learn/ 
Adapt 

Existing Res 
EE Programs 

Community-
Based 

Partners 

Advanced 
Data 

Tracking 

Energy 
Experts and 
Contractors 
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The success of any program starts and ends with 
the people that are involved, so…�

 

1. Use Individual and Social Behavioral Science

2. Remember: Technology supports programs; but 
people make engagements successful

3. Data enhances results when it is translated into 
people-friendly information
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Research	Approaches	
•  Participatory Action Research:  

 Continuously Test/Learn/Adapt; 
•  Qualitative analysis; and 
•  Behavioral experiments and surveys. 
 

Social/behavioral	approaches,	
Real-3me	data	collec3on,	
Frequent	analysis,	and	
Quick	course	correc3on.	
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Methodology:		
Par4cipatory	Ac4on	Research	

Uncover		
Barriers,		
Benefits,		
Poten4al		
Impacts	

Measure	&	
	Evaluate	the		

Impact	

	Recommend			
Approaches	

Feedback	Loops		
and	Course	Correc4ons		

Design	the		
Pilot	based		
on	findings	

and		
literature	

Test	w/a		
segment	of	
the	social		
community	

Derived	from:	

Step	1	 Step	2	 Step	3	 Step	4	 Step	5	

Community-Based	Social	Marke4ng	

McKenzie-Mohr,	D.	(2009).	Fostering	Sustainable	Behavior	Presenta4on.	Paper	
presented	at	the	Behavior,	Energy,	and	Climate	Change	Conference.		
hUp://aceee.org/conf/09becc/09BECCPresenta4ons.html	-	Day3		
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Internal	Tools	for	Innova4on	
•  Technology Platform 

– Track Customer through all energy actions 
– Real-time in-field data collection, and reporting 
– Set targets and compare cost-effectiveness of 
outreach strategies 

•  Behavioral research 
– Quantitative action research  
– Qualitative analysis of outreach and messaging 
– Behavioral experiments 

•  Program dashboards 
– Internal and external dashboards 
– Contractor pipeline / scorecards 

 



Action Research: 
Car	Idling	in	Schools	

•  Barriers	à	Forget,	Incorrect	beliefs	(3	min)	
•  Benefits	à	Air	Quality/Health,	Save	fuel/$	
•  Approach:	

1.	Describe	benefits	and	barriers	first	sentence	
2.	Secure	commitment:		

“Would	you	be	willing	to	make	a	commitment	to	turn	
your	car	off?”	

•  Measure	results	of	idling:	
–  Reduced	frequency:	32%	
–  Reduced	dura3on:	73% 	 		
source:	(MacKenzie-Mohr,	2009	
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•  Approach:	

1.	Describe	benefits	and	barriers	first	sentence	
2.	Secure	commitment:		

“Would	you	be	willing	to	make	a	commitment	to	turn	
your	car	off?”	

•  Measure	results	of	idling:	
–  Reduced	frequency:	32%	
–  Reduced	dura3on:	73%	

•  Provide	Turn	Key	Tool	Kits	
•  Follow	up	Regula4on	à	50	Canadian	Municipali3es	passed	

Idle	Free	laws	 	 	source:	(MacKenzie-Mohr,	2009	

Public	commitment,		
Social	diffusion,		
Trigger,	Social	norm	
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Action Research: 
Car	Idling	in	Schools	
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PaUerson	et	al	(2009)	
Donnelly,	K.	A.	(2010)	

Real-world	behavior	change	is	MUCH	harder	than	we	
expected.		
Households	have	different:	

•  Awareness/readiness	(mo3va3on).	
•  Abili3es	to	take	ac3on.	

	
	
	
	

Behavior	Change	Science	
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Neighbor to Neighbor Energy Challenge 

•  14 diverse towns across CT 
•  $4.2M, 3-year pilot funded by DOE 
•  Goal: Home upgrades 
•  Results:  

–  134 Signed Partners 
–  7,300 email list 
–  3,632 upgrades 

•  Average savings 17% of household energy use 
•  Total energy cost savings $2.14MM/yr (average 12 

year lifetime of savings) 

CT Gov. Malloy    
announces kickoff 
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Neighbor to Neighbor Energy Challenge  
(N2N) Customer Journey 

#1.	Sign	Up	for	
the	N2N	
Challenge	at	a	
workshop,	
tabling	event,	
on-line,	etc.	
	

#2.	Change	
out	ligh3ng,	
install	CFLs,	
see	instant	
savings.	

#3		Complete	
Home	Energy	
Solu3ons	visit;	
Achieve	10%	
energy	savings.	
Learn	what	
else	needs	
improved;		
Buy	Clean	
Energy	
Op3ons.	

#4		
Complete	
necessary	
upgrades	in	
your	home.	
Achieve	
20%	energy	
savings.		

#5.		With	
savings	
achieved,	
install	
solar	PV.			
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N2N	Focused	on	Driving	Upgrades	
Objectives: 
•  Increasing demand and 

cost-effectiveness  
•  Using community-based 

and behaviorally-
focused outreach 
strategies 

  

Methods: 
•  Event-based Outreach 
•  Workshops  
•  Door-to-door canvassing 
•  Community-partner 

outreach 
•  Passive sign-ups, and  
•  Contractor-generated 

leads 
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Data is Essential for Research & 
Evaluation 

•  Utilities have very poor and disorganized data 
collection and reporting.  

•  Data integrity questionable. 
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Solu4on—Course	Correc4on:	

•  N2N	All-Staff	Analyses	

•  Refine	pitches/materials	

•  Prime	for	upgrades	

•  Staff	Training	

•  Sign	up	“receipts”	

Problem	

•  Poor	Close	Rate	(26%	of	leads	completed	Home	Energy	Audit)	

Qualita4ve	Diagnosis:	

•  Low	Quality	Leads	

•  Customer	Confusion	

Problem,	Diagnosis,	Solu4on:	
The	Outreach	Team	
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Learning:		
• 	Canvasses	not	walking	tables.		
• 	Ini3al	data	indicated	tabling/canvass	had	similar	#s	for		

	sign-ups	per	staff	hour.		
• 	But…	over	3me	far	lower	canvass	complete	rates 		
	

Ac4ons:		
• 	In	spring	2012	began	to	use	canvassing	as	part	of	mul3-touch		

	neighborhood	strategy	with	leker	from	town,	house	par3es.	
• 	Increase	use	of	volunteers	to	improve	sign-ups	per	staff-hour	

	(clean	energy	corps	not	allowed	to	approach	doors	alone)	
• 	Watching	data	for	summer	2012	to	see	impact	

Using	Data:	Comparing	Outreach	
Strategies	
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Using	Data:	Comparing	Outreach	
Strategies	
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Program	Tools	
Dashboards	

Transparent	Data	Publica4on	
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Transparency	Leads	to		
Market	Innova3on	

•  Increased	regulator	focus	on	broader	
statewide	opportunity	and	issues	
•  Release	forms		
•  U3lity	data	partnerships	
•  Marke3ng	efforts		
•  Technology	solu3on	RFPs		
•  Contractor	performance	metrics	
•  Recognized	increased	ligh3ng	opportunity	

Driving	Policy	Changes	in	CT	
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Smart Energy Now® 
Envision Charlotte 
•  $4.1 million dollar, 5-year 

uptown Charlotte, NC 
•  Commercial   
•  Goal: Office building 

behavioral and cross-sell 
utility programs 

•  Results:>6% savings after 18 
months 

•  Long-term: savings up to 
16% across uptown Charlote  

64	of	66	qualifying	building	partsicipated	
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Step Up and Power Down  

•  Partnership between cities 
and PG&E (3-city pilot) 

•  CBSM approach 
–  Encourage conservation 

behaviors 
–  Increase engagement in PG&E 

programs 
–  Support local Climate Action 

Plans 
•  Residential initiative 

implemented by Empower 
Efficiency 
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“My home has gone from an average energy rating to 
an energy efficient home rating. The little changes 
you make every day actually do yield big results.”  
– Sylvia C. 
 
 
“I thought I was doing everything I could to save 
energy until I visited the Step Up and Power Down 
website.  
– Darcy A. 
 
 
“Being part of Step Up and Power Down is a way for 
me to give back to my community.”  
– Chelsea B.   
 
 “I	pledge	to	save	

the	world!”		
–	Alex	B.		

Benefits to Customers and Communities 
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Customer Journey 

Reach/Invite 

Attend 

Sign-Up 

Pledge (any 
action) 

Complete 
(one action) 

Complete 
(>1 Action) 
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Marketing & Outreach Strategy 
		 • Build	

Awareness	

• Broaden	
Engagement	

		 • Deepen	
Rela3onships	

• Mo3vate	
Ac3on		

March 9, 2016 Confidential, Kat A. Donnelly 44 



Continuous Improvement:  
Perfecting the Pitch 

•  Behavior science gives us the tools 
•  Field experience dials it in  
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Behavioral Science Levers 

Social	
Pressure	

Loss	
Aversion	

Reciprocity	 F.A.C.S.	&	
Mimicry	
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Pitch Perfection  

Pitch	A		 Pitch	B	(stronger)	

We	want	to	educate	and	empower	
you	about	your	energy	use	and	
help	you	save	money.	

We	want	to	help	you	stop	energy	
waste	in	your	home.	Let’s	make	your	
energy	work	for	you!	

Do	you	know	about	Woodland,	
Step	Up	and	Power	Down?		

Have	your	friends	told	you	about	
Woodland,	Step	Up	and	Power	
Down?		

LED	light	bulbs	will	last	for	more	
than	11	years.	

If	you	install	LEDs	you	won’t	replace	
another	bulb	un3l	your	kid	turns	25!	

Running	a	second	refrigerator	may	
be	was3ng	energy	in	your	home.		

If	you	take	your	old	fridge	to	the	
dump,	they	will	charge	you	$10;	if	
you	have	PG&E	recycle	it	for	you,	
they	will	PAY	YOU	$50!	
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Tips for “Perfecting” the Pitch  

•  Assess the person 
before you engage 

•  Break down 
barriers and boost 
motivation  

•  Get them to take a 
first step on the 
spot 
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Kat	Donnelly,	Empower	Efficiency	
kdonnelly@empowerefficiency.com		

Questions?  
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I’m not telling you it’s going 
to be easy, I’m telling you 
it’s going to be worth it. 

 



Transparency	Leads	to		
Market	Innova3on	

S4ll,	N2N	was	limited	by	contractor	incen4ves	and	
performance…	

N2N	Course	Correc4on	Results	

26%,		
546	visits	

62%	
2,485	visits	

5.1%	
22	upgrades	

7.8%	
188	upgrades	

0%	

10%	

20%	

30%	

40%	

50%	

60%	

70%	

June	2011	 October	2012	

HES	Visit	Close	Rate	 Follow	On	Upgrade	Rate	
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Solu4on—Course	Correc4on:	
•  N2N Assign Leads 
•  Contractor Scorecards 
•  N2N Contractor RFQ 
•  Energy Advisors 
•  Customer Sales Training 
•  Lead “swim lanes” 

Problem	

•  Poor	Close	Rate	(26%	of	leads	completed	HES	visit)	

Quan4ta4ve	Diagnosis:	
•  Lost leads 
•  Poor contractor 

follow up 
•  Low bid rates  
•  Low customer 

upgrade awareness 

Problem,	Diagnosis,	Solu4on:	
The	Contractors	
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