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OVERVIEW OF PRESENTATION

• Attitudes  / self-efficacy
 Linkage getting them ready to hear / adopt

• Bundles of features & value / NEBs 
 figuring out what to “sell”

• Marketing culturally / socially 
 marketing for behavior adopting & retention



INFLUENCING BEHAVIOR

• Marketing “efficiency” using standard outreach is likely NOT 
efficient!
– Bottom line to the talk – Don’t sell “efficiency”  - sell what they want to 

buy!!  
– … how do we find that out??? Affected by specific attitudes, behaviors*, 

culture (ABC)
• Our Goals

– Help utilities and cities identify best “bang for the buck” in effective 
expenditures

– Research and analysis of best practices 
– Energy efficiency & Recycling applications

(Note: speech covers outreach / advertising, not curriculum)



BACKGROUND – TRADITIONAL TO 
ENHANCED METHODS

• Traditional education / outreach / advertising to move residents from:
Unaware  aware  consider  intent  purchase/modify behavior 

(assumption last step)
– Led to focus on awareness-product basis
– Missed behavior / purchase influence
– Step beyond  Research on the “human” side 

• 3 areas of research provide motivation insights beyond focus on 
efficiency or recycling and savings
– Self-efficacy attitudes
– Omitted / indirect effects & values (NEBs)
– Community Based Social Marketing (CBSM)



BRIEFS ON OTHER WORK / LITERATURE 
REVIEW (100+)

Elements Effects
Energy Reliable techniques (pre-post, 

control/treatment)
Influencing factors; limited work 
on outreach methods; small 
sample issue.

0-12% savings; most 4-
7%.  Higher (13-15%) 
from feedback; increase 
in satisfaction

Advert. Focus, survey methods; Success 
at “decision point” / intention.  
Track quality of copy, “hits”.  
Control/test.

Intent & recall but  little 
quantitative work on 
purchase or behavior 
change

Recycl. Pre/post, seldom control; CBSM 
non-quantitative; primitive 
analyses

2-12% diversion; 0-
50% target material, 
other effects (HHW)

Limited sample size; data / market complexities; 
Attribution; Little analysis of retention

Source (SERA 2000)



EVALUATING 
OUTREACH

• Measurement hard – not 0/1 like “widgets”, and quality matters
• Study of recycling outreach campaigns

– (Skumatz & Green for Iowa DNR 2000)
• Data and results:  

– 120 outreach campaigns; regressions
– recycling performance vs. program factors, demographic, outreach program 

dollars and types
– Found 1-3 percentage point increase with $1/hh/yr increase (higher if lower 

spending a priori) all else constant; variations by outreach type (above)



SELF-EFFICACY

– Perception of impact of personal actions / 
empowerment… affect behavior



SELF-EFFICACY

• Traditional “unaware to purchase” on product basis…
– Consider attitudes as underlying factor to reach “next level” of potential 

participants – beyond traditional demographic stratification
• Self-efficacy: participant has ability, skill, knowledge, experience 

to contribute to change / empowerment
• Scaled attitudes – specialized statistical analysis method:

– What I do makes a difference; future, etc.



HIGHER SELF-EFFICACY – WHAT THEY 
DO…

• Participate more - TVA Renewables (Peters)
– Early sign-ups 90%+ agreed/strongly “my actions can make a difference”; 57% 

disagreed with “only a difference if others do it too”
• Conserve energy – Northeast (SERA) –

– SE scores higher for participants in 1) Renewables program & 2) ESTAR 
appliance purchasers compared to non-participants

– PV: “make a difference”, “impact on future”, “using energy too fast”; ESTAR 
less broad empowerment

• Recycle more - Utah (SERA)
– 11% higher recycling for : “each responsible”, conservation “easy, common 

sense to reduce resource use”



HIGHER SELF-EFFICACY – WHAT THEY 
DO…

• Take more green actions - Cool the Earth (SERA)

Self Efficacy / 
Empower

# Green Actions 
Pre

# Green Actions During

High scores 5.5 7.7 (25% increase)
Low scores 4.3 4.8 (12% increase



MOVE THEIR SELF-EFFICACY TO GET 
THEM TO DO MORE…

• ASE Green Campus Program (SERA)
– Intern-delivered program
– 9 attitudinal statements; causal models
– Strongest behavior change/influence from “make a difference in future”, 

“each responsible”, “using resources too quickly” –
–  Impacts BEYOND quality of information, number of  “exposures”



GREEN CAMPUS COLLEGE PROGRAM -
SELF-EFFICACY INCREASED OVER YEAR…

 

0 0.5 1 1.5 2 2.5 3 3.5 4 4.5 5

a) What I do only makes a difference if others do it too

b) Each of us has to be responsible

c) There is not much I can do to decrease the amount of resource use in my
dorm

d) Conservation is an easy, common sense way to reduce energy use

e) Whether or not I conserve makes little difference to future generations or
the environment

f) I don’t believe conservation does much to reduce pollution

g) Conservation can provide an easy way for the School to control energy
cost

h) We are using up our resources too fast

i) Convenience is more important to me than saving resources

1=strongly  disagree; 5=strongly  agree

Start of Year Year End

Program actions moved positive SE scores up / negative down…



… AND MOST GREEN ACTIONS INCREASED 
(GREEN CAMPUSES)

  

0 1 2 3 4 5 6

Look for yellow energy tags

Leave lights on when leaving room

Leave computer monitor on overnight

Purchase energy star appliances

Purchase CFLs for your room

Purchase E* CFLs for your room

Use Power strips to turn off appliances when not in room

Use Air conditioning less than in the past

Use heater less than in the past

Get rid of appliances you don’t use that often

Look for items with less packaging when shopping

Ask for recycled paper

Use two sided copying

Take public transportation or bike instead of car

Recycle

Score:1=never; 7=always practice

Start of Year Year End

1=never
5=always
practice



SELF EFFICACY CONCLUSIONS

• BEYOND basic demographics / strata -- high SE means more 
likely to purchase EE or recycle
– Those who feel: 1) what they do makes a difference regardless of what 

others do; 2) amount of energy / waste has impact on future 
generations; 3) using resources too fast

•  Consider advertising local actions to encourage feelings of 
empowerment to move toward converted – especially for those 
on edge

(Source:  SERA 2004)



INDIRECT EFFECTS / NON-ENERGY 
BENEFITS (NEBs)

• Effects beyond energy savings or recycling tons (or direct 
impacts) attributable to the program

• What participants get is NOT only energy savings or recycling



INDIRECT EFFECTS / NON-ENERGY 
BENEFITS (NEBs)

• What are NEBs? – same concepts transfer…
– Bundle of features associated with measures or programs; 
– Positive & negative
– Measurement

• Motivating consumers… what do they value?
– Bundle and services, not just your program goals (energy savings, recycling).  

Varies by program audience, measures, region (SERA research)



LOW INCOME WEATHERIZATION 
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Market on comfort, and Ability to control 
bill– NOT energy efficiency.



ESTAR HOMES
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Market homes & repair on:
Comfort, ability to sell, 
Environment, maintenance, 
NOT energy effic.



ENERGY STAR 
APPLIANCES
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Market all on enviro; Market A/C on 
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quality  – NOT energy effic.



ENERGY STAR 
APPLIANCES

0%
2%
4%
6%
8%

10%
12%
14%
16%
18%

Mainten
ance

Appearan
ce

Perfo
rm

ance
Lifetim

e
Noise

Satisf
action

Comfort
Light

Safety

Ability
 to Sell

Avoiding Move

Wate
r sa

vings

Good for E
nviro

Refrigerator Dishwasher Clothes Washer
Source:  SERA analysis

Market EE washers on water savings, 
NOT energy.     Market refrigerators on 
Performance & enviro, etc.



COMMERCIAL NEBS RESULTS

• Motors
• Lighting
• Commissioning
• New construction
• Builder / designer training
• Audit / tech assistance
• Schools & grocery daylighting
• And many more…

• Dozens of types of programs – res, com’l, renewables, etc…



NEBS FOR INFORMATION ON VALUED 
FEATURES & BARRIERS

Negative perceived NEBs are a quantitative assessment of 
program or measure “barriers” – tell you what to address 
In program or outreach…



NEBS CONCLUSIONS

• NEB Results:
– Negative NEBs  barriers to be addressed; value of intervention (real 

vs. perceived)
• Positive NEBs imply - Sell on features people want to buy –

Tide™ example
– EE are “already converted” (and even they aren’t always sure of 

savings!)
– Use to craft outreach

– KNOW your audience.  What do they want to “buy”?  Sell that / no 
shame.  (NEBs as enhanced market research)



SOCIAL MARKETING

– Using effective and targeted marketing techniques to 
influence behaviors for positive change

– Use culturally-, individually- sensitive links



COMMUNITY BASED SOCIAL MARKETING 
(CBSM)

• Traditional education / outreach / advertising to move residents 
from:
– Unaware  aware  consider  intent  purchase/modify behavior
– Led to focus on awareness-product basis

• CBSM approach / focus – incorporate culture, interactions, 
feelings to encourage behavioral change 
– Address barriers to change
– Personal approach
– Pledges and honor commitments
– Limited quantitative



COMMUNITY BASED SOCIAL MARKETING 
(CBSM)

• Recommends 5 elements:
– Commitments to behavioral change
– Prompts
– Norms
– Incentives
– Communication

• Argues greater…
– Participation and behavior change
– Unconverted
– Retention

• Impacts
– CFLs in South Africa

• 100% increases each of 5 years
– Door to door about education about 

upcoming program changes – forum for 
public feedback

• Pre-post showed 10% increase in 
savings

– Interventions in other fields / 
consider approach

• Pledges (paint)
• Personal (grocery)
• Outreach tailoring



LITERATURE REVIEW

• Over 100 previous studies reviewed 
– It works! But there are some “gaps”

• Pallak, Cook & Sullivan, Iowa City 1973
• Save the Bay Foundation, MD 2008

– Save the crabs-
– Then eat’ em

• BIG Literature gaps
– Cost-effectiveness
– Retention

28



SOCIAL MARKETING – RECENT RESULTS

A Social Marketing Project in Colorado
targeting energy &recycling behaviors

29



PROJECT DESIGN

• Almost 1,600 Single family residents in Broomfield, CO
• Chosen for convenient location & ability to accurately measure 

trash/recycling
• Relatively homogeneous
• 2 impact, 1 “control”
• Design & measurement

30



EXPERIMENTAL DESIGN

• Route 1 
– Control group – VERY important

• Route 2 – PARTIAL TREATMENT 
– Social marketing, expanded outreach, door hangers

• Route 3 – FULL                          TREATMENT
– Add site visits

31



BASIC CBSM STEPS

• Background research
• Set goals
• Identify audience/Barriers
• Develop message/interventions
• Deliver and monitor (pilot)
• Evaluate
• Go full scale

32



BACKGROUND RESEARCH - FOCUS 
GROUPS, BASELINE, & SURVEYS

• Field measurements
• Focus groups

– Barriers, resonant words / goals, etc.
• Baseline measurement

– Surveys (behaviors, attitudes) – no kWh
– Trash / recycling / composition

•  Goals, basics of messaging, market research, barriers to 
address
– Facebook (78%); self-efficacy (low); what they value, rarely talk about with 

friends

33



PROJECT CONTACTS – MORE OUTREACH 
THAN OPTIMAL…

• Survey postcards
• Handbills / pamphlets / direct mail
• Commitment cards
• DTD (or door-hangers)
• Reminder behavior postcards
• Bumper stickers, decals

• 2 contests
• Phone calls on “house tightening 

week” / reminders
• Surveys, phone, mail
• Monitoring

• To allow us to measures 
separate impacts & costs



CBSM TOOLS

• Vivid
Message

35



CBSM TOOLS

• Prompts 
• Feedback on progress (hangers, email, phone, “asks”)

36



CBSM TOOLS

• 2 Contests
• Social Norms
• Recognition, rewards, incentives

37



CBSM TOOLS

• Commitments  (and reminders)

• Home visits (pairs, CFL, recy)

• Phone calls

38



CBSM TOOLS

• Website
– On-line commitment
– Prompts
– Feedback
– On-line community/ Facebook
– Quiz
– Tips, etc.

39



IMPACTS AND MEASUREMENT

• Committed Actions
– Over 500 people committed to almost 2,400 actions 

(4%, 40%, 60+%)
– Over 500 MTCE avoided to date

• Behaviors
• Costs, cost per impact

40



COMMITMENTS BY TYPE

41

Energy & recycling both popular commitments

Source:  Skumatz Economic Research Associates, 
(SERA), DRAFT Report, 2010

1 CFL – 70%
COLD WATER LAUNDRY – 69%
POWER STRIP – 34%



SHARES OF GHG REDUCTIONS FROM 
COMMITMENTS MADE

42Source:  Skumatz Economic Research Associates, 
(SERA), DRAFT Report, 2010



ENERGY BEHAVIORS
Route 1 
(control)

Route 2 
(partial 
treatment)

Route 3 (full treatment)

Number of last 2 loads 
of laundry that were 
rinsed in cold

n/a 1.48 1.76 (19% more than low 
treatment group)

Turned off power strip 
yesterday (% yes)

11.3% 17.6% (56% 
more than 

control group)

20.5% (81% more than 
control)

Adjusted thermostat up 
one degree in summer 
and/or down one 
degree in winter (% 
yes)

41.9% 54.5% (30% 
more than 

control)

55.3% (32% more than 
control)

Installed caulking in the 
last year (% yes)

n/a 11.8% 36.8% (312% more than low 
treatment group)

43
Source:  Skumatz Economic Research Associates, 
(SERA), DRAFT Report, 2010



RECYCLING AND RETENTION

44
Source:  Skumatz Economic Research Associates, 
(SERA), DRAFT Report, 2010

% Incr in 
Recy

Lbs/cap

Control group, not just pre/post is critical in measurement…



COSTS

• Cost per HH
• Cost & incremental cost per action

45

• Costs by type of outreach / 
intervention

• Cost effectiveness

$-

$500.00 

House Committed 
HH

Action Ton GHG 
Avoided

Ton of 
Recycling

C
o

st

Blue: Route 3 (full treatment) – cheaper per impact…
Purple: Route 2 (no site visits)Cost

Source:  Skumatz
Economic Research 
Associates, (SERA), 
DRAFT Report, 2010



RELATIVE COSTS FOR RECYCLING 
IMPACTS

• How CBSM compares to cost of other recycling programs (“widget”) and outreach –
• CBSM on par with recycling programs on cost/ton

46

Relative Cost 

Source:  Skumatz Economic Research Associates, 
(SERA), DRAFT Report, 2010



RELATIVE $/MTCE GHG FROM “WIDGET”         
& CBSM PROGRAMS

47

Relative Cost per MTCE      

 Assumes CBSM lasts 1 yr;
Half the cost if lasts 2 yrs.

Source:  Skumatz Economic Research Associates, 
(SERA), DRAFT Report, 2010

Appears that 
CBSM can be 
cheaper than

Res Wx, Com’l EE –
And much cheaper 
Than renewables…



SOCIAL MARKETING CONCLUSIONS

• Powerful
• Cost-effective
• Lasts – behavior persists

– Strong impacts – on par with other “widget” programs
– Door-to-door / personal connection cost-effective
– More expensive than standard outreach, but next step

• Link to barriers and what they care about in ways they “connect 
with”.

48



CONCLUSIONS & IMPLICATIONS

• Self-efficacy  
– “Message” to clarify individual power, linkage to behavior  - ready to 

hear & adopt
• NEBs 

– What bundle to sell / what they value / want to buy, NOT what you want 
to SELL

– Those interested in efficiency already “sold”
• Social Marketing 

– Personal link increases impacts and possibly retention – add to toolkit
• Theory and results indicate influences beyond demographics 

and traditional factors… 
– integrate elements for improved, more effective outreach for long-

term behavior change, not repeating to the converted “choir”



THANK YOU!!
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