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Introduction
 

In the past, 
programmes 
aimed at changing 
energy behaviour 
struggled with 
various degrees 
of citizen 
motivation and 
policy attention. 

E urope and its Member States are adopting and implementing policies aimed at reduc­
ing the emission of CO2 into the atmosphere. Some of these policies will deal with large 
system changes as Europe is switching from a dependence on fossil fuels to the use of 

other sources of energy. Other policies will encourage changes in everyday behaviour among 
Europe’s citizens as they adjust to a more sustainable way of life. 

In order to improve policy interventions aimed at influencing the behaviour of consumers, 
the European Commission, under the Intelligent Energy for Europe programme, decided to co­
fund the project BEHAVE. The aim of this project has been to draw lessons from an evaluation 
of 41 energy behaviour change programmes from all over Europe, combine them with insights 
from theory, provide an overview of best practices, and create guidelines to develop and 
implement successful policy interventions aimed at consumers. The EnR Working Group on 
Energy Behaviour Change has carried out the project. EnR is a network of National Energy 
Agencies. The project builds upon the SAVE Guide to Change Energy Related Behaviour 
(Greer et.al., 2000), a similar project that reviewed energy behaviour change programmes and 
projects from the period 1990 – 1998. 

In the past, programmes aimed at changing energy behaviour struggled with various degrees 
of citizen motivation and policy attention. At the start of the BEHAVE project at the end of 
2006, the influence of human behaviour on climate change was still debated. Today, a gener­
al consensus agrees on the urgent need for radical change in the way we use energy. Citizens 
of Europe are worried by global warming and want to contribute to a more sustainable soci­
ety, but they need advice and support to do so. 

The current interest in global warming creates the need for policy makers to develop and 
implement behavioural change programmes. These programmes, however, will only be suc­
cessful if they are well planned, focussed, and built on the collective experience of earlier pro­
grammes, as well as on scientific insights into behavioural change interventions. With this pub­
lication, we aim to contribute to the successful planning and execution of these programmes. 

About this publication 
This publication starts with a brief overview of the importance of behavioural change for a 

sustainable energy future. It then discusses theory and a planning method for behavioural 
change programmes. This is followed by an overview of lessons learnt in 41 cases in Europe 
over the past years. The publication ends with pointers for policy makers and programme 
developers, and conclusions about the achievements made since the publication of The Guide 
to Change in 2000. 
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1
 Overview of Energy Use 
and Human Behaviour 

Improving energy 
efficiency is today 
believed to be the 
fastest and most 
cost­effective 
method of 
limiting global 
warming. 

E nergy use is omnipresent, and the demand for energy still increases. Despite efforts in past 
years to switch to more sustainable sources of energy, fossil fuels still dominate the energy 
mix, resulting in harmful environmental impacts. A reduction in the use of energy is needed 

for Europe to meet its sustainable energy goals, next to other policies. 
We can reduce our energy consumption by using energy more efficiently, investing in energy effi­
cient appliances and energy conservation measures, and by adopting a more energy­efficient 
lifestyle—in short, by changing our behaviour. 

1.1 Energy use 
Improving energy efficiency is today believed to be the fastest and most cost­effective method 
of limiting global warming. It reduces energy demand, thereby reducing the cost of using en­
ergy services, and improves Europe’s security of energy supply. Based on present trends, by the 
year 2030 the European Union will be dependent on imported fuels for 90% of its oil and 80% 
of its gas. 
Energy is used in Europe in industries (27%), in transport (31%), and in households, offices and 
commercial buildings (42%). Total European energy use is about 1825 Mtoe p.a. (www.energy.eu, 
2006 data). Energy use is increasing rapidly, explained by a general increase in the standard of 
living: smaller households, increasing floor space per capita, and increasing use of energy con­
suming domestic appliances. In EU countries with lower but growing GDP per capita, consumer 
energy use is now growing fast. People are buying more appliances and the markets are far from 
saturated. 

A strategic view on energy use includes addressing the following energy use issues (Enova, 2008): 

1.	 Structure: How do we build society? Which houses do we live in? Their size? Quality? Energy 
needs? Strategy: Build structures with low energy needs! 

Renewables Gas Industries 
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Oil Hard coal Transport 
Nuclear Lignite Households, offices, commercial buildings 

Source: Energy, transport and 
environment indicators. 
Eurostat, 2007 

Figure 1. 

End energy use 
in Europe­27 
(2007)	 
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2.	 Technology: Which machines and gadgets do we fill the structure with? What are their func­
tions and how is their quality? Strategy: Complement the structure with energy­efficient 
technology! 

3.	 The consumer, that is: How does man use the technology? Habits, attitudes, norms, knowledge, 
abilities? Strategy: Interact with technology in such a way that energy wastes are avoided! 

In this publication, we focus on the third issue: To influence the way consumers use energy and 
interact with technology. 

Source: European Energy and 
Transport, Trends to 2030 – 
Update 2007. EC DG TREN, 
2008 

Figure 2. 
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How does man 
interact with 
technology in 
such a way that 
energy wastes are 
avoided? 

Switching off the TV rather than 
leave it on standby will save, in 
Spain, 40 million € and avoid 
300,000 tonnes of CO2emissions. 
Source: IDAE (Spain) 
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SELECT A SPECIFIC TARGET GROUP 

Case E­3, SAVE ENERGY IN GOOD COMPANY is a good example where the focus of the 
intervention specifically targets children by using the Disney Channel. To raise the awareness 
of children, Disney figures pointed out behaviours such as “turn the light out” and “don’t 
waste hot water”; these advertising spots reached 600,000 children. 

Start with the behaviour that has the greatest impact and is easiest to change. To do this, the 
changeability of the behaviour has to be determined. The behaviour to be changed can be habit­
ual behaviour. Examples include retailers who automatically point to incandescent bulbs when 
customers come in, or consumers, who still think CFLs give ugly light, etc. Finally, one has to decide 
on which group to target. This can be the retailers of light bulbs, consumers, producers of CFLs, or 
a combination of these. 

Save Energy in Good Company. 
Collaboration IDAE­Disney 
Channel. 
Source: Disney Channel España 
(Spain) 
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Performing 
pre­research 
can lead to the 
development of 
a well­targeted 
programme. 

RESEARCH ON BEHAVIOUR THAT CAN BE CHANGED 

Case UK­1, ADVERTISING CAMPAIGN FOR EST MY HOME shows how performing pre­
research can lead to the development of a well­targeted programme. Previous advertising and 

PR evaluations were combined with market research and research and development of a 
detailed segmentation model. This led to a campaign that addressed different segments in the 
target group and developed different delivery channels. 

SELECT INSTRUMENTS THAT HAVE A SUBSTANTIAL IMPACT 

Cases E­7 and E­8, PLAN RENOVE & TRAINING PLAN FOR DOMESTIC 

APPLIANCES SALES PERSONNEL is a good example of using more instruments to target 
consumers; subsidies and information were deployed to stimulate buying A++ appliances. 
Also, salesmen—influential external actors—were trained to promote sales of A++ appliances. 
Internal and external groups were targeted to reach the goal: more A++ appliances. 

Example: Assessment of the target group and its behaviour 

In one recent example of the design of a behavioural change programme, households in a neigh­
bourhood were chosen as target group. The energy­related behaviour was established by review­
ing relevant literature and by organizing focus groups in the neighbourhood. This research on 
behaviour and goals led to the following results. A conservation goal of 10% could be established 
by changing the following energy conservation behaviour: 

> Use CFL bulbs, and apply weather strips;
 

> Turn out the lights and heating in rooms that are not used.
 

> Defrost the freezer on time,
 

> Wash the laundry of a fully loaded machine at a lower temperature.
 

> If the weather permits, dry the laundry outside.
 

> Turn the thermostat one degree lower; one hour before going to bed;
 

> Set the thermostat to a lower temperature at night: 15 degrees night time temperature;
 

> Turn appliances completely off, not on standby.
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The identification 
of the factors 
that can 
effectively 
lead to the 
behavioural 
and contextual 
changes, can be 
done by analysing 
the target group 
and its context. 

Step 2 – Analysis of determinants and target groups 

The identification of the factors that can effectively lead to the behavioural and contextual 
changes, can be done by analysing the target group and its context. For example, focus groups or 
surveys with questionnaires can supply much data that can identify the most important influen­
tial factors. Note that these factors can be barriers to change that need to be removed or bene­
fits for behavioural change that can be added. Examples of a focus group protocol and a summary 
of a questionnaire are given below. 

GUIDANCE NOTE 1: TYPES OF INFLUENCING FACTORS OF BEHAVIOUR 

Influencing factors can be one of three types of factors. 

(1) Motivating factors are individual, internal drivers of behaviour. These factors are aware­
ness, knowledge, social influence, attitude, perceived capabilities and intention. For people to 

intentionally change their energy behaviour, they must become aware of their energy use, pay 
notice to it, and be informed about the consequences. And, they must be motivated to use the 
available information and instruments to control their energy use. 

(2) Enabling factors are the external constraints on behaviour. These factors allow new behav­
iour to be realized. Factors involve external financial, technical, organisational and judicial 
resources. Examples of instruments that influence these factors are subsidies, availability of 
products in shops, and the availability of specific advice. New skills may have to be acquired to 

realise the desired behaviour. 

(3) Reinforcing factors are those consequences of actions that give individuals positive or neg­
ative feedback for continuing their behaviour. These include information about the impacts of past 
behaviour (e.g., lower energy bill), feedback of peers, advice, and feedback by powerful actors. 

PROVIDE ENABLING TOOLS 

Case NL 2, MEASURING IS KNOWING clearly shows 
that if you provide household enabling tools, in this case 
a plug­in kWh meter, people will become active in energy 
conservation, buy better appliances and switch them off— 

reaching electricity savings of about 8%. Wattch meter. Photo and Concept by 
Interactive Institute (Sweden) 
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