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urope and its Member States are adopting and implementing policies aimed at reduc-

ing the emission of CO, 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.






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

Overview of Energy Use
and Human Behaviour

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 energy-efficient
lifestyle—in short, by changing our behaviour.

E nergy use is omnipresent, and the demand for energy still increases. Despite efforts in past

11 Energy use

Improving energy efficiency is today believed to be the fastest and most cost-effective 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!

End energy use
in Europe-27
(2007)

] Renewables M Gas M Industries
M Ol M Hard coal M Transport
I Nuclear M Lignite & Households, offices, commercial buildings
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Figure 2.
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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 energy-efficient
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.

Switching off the TV rather than
leave it on standby will save, in
Spain, 40 million € and avoid
300,000 tonnes of CO, emissions.
Source: IDAE (Spain)

OVERVIEW OF ENERGY USE AND HUMAN BEHAVIOUR | 7



Energieeffizienz Campaign.
Source: DENA (Germany)

1.2 The potential of behavioural change policies

Energy behaviour is either investment or habitual behaviour. The former typically involves the
adoption of a new technology, perhaps the purchase of a new appliance. Habitual behaviour is
routine behaviour such as turning off the lights when leaving a room. Changes in this consumer
behaviour can lead to important savings in energy use. A literature review of 2000 references in 37
articles and books made clear that the changing energy related behaviour can potentially save
about 19% (+5%) of our energy consumption (Kok et.al., 2007) The savings are due to changes in
conservation, lifestyle, awareness, low-cost actions, and small investments.

A similar study for American households (Laitner et al, forthcoming in 2009) reports on the ques-
tion: How much of an energy efficiency gain might be supported through smart or improved
behavioural decisions in the household sector? The researchers explored 100 separate conserva-
tion and energy efficiency measures (all cost-effective) that could be taken in a short period of
time. A Monte Carlo probability simulation—allowing random distribution of participation, effec-
tiveness, and saving magnitudes—revealed an energy saving potential of about 220 Mtoe com-
pared to current use. Results are shown in Table 1.

Table 1: Energy saving potential of behavioural change actions

Category of actions Potential national energy savings (in Mtoe)

Conservation by lifestyle, awareness, low-cost actions | 123 (57% of total savings)

Investment decisions 93 (43 % of total savings)

Total energy savings 216 (22% of household energy)

8 | CHANGING ENERGY BEHAVIOUR



Flower Lamp.
Source: Interactive Institute
(Sweden)

A further study, on the potential savings from household behavioural change in the United States
(Stern et al,, forthcoming 2009), examined 24 types of behaviour, divided in 4 classes: weatherisa-
tion (work on the exterior of a building to reduce energy consumption), energy-efficient equip-
ment, adjustment and management, and daily activities or routines. The study resulted in the con-
clusion that a fully-fledged programme could lead to an adoption rate of 80% (of measures) in 10
years time. This programme would entail multi-channel, multi-target marketing, and community-
based programmes, and financial incentives.

Table 2: Energy Saving potential of behaviour change actions

Category 5 year 10 year
1. weatherisation 2.8 % 5.8 %
2. other equipment 4.6 % 9.8 %
3. adjustment and management 1.3 % 2.9 %
4. daily activities 3.7 % 40 %
Total 12.5 % 22.4%

To conclude, behavioural change programmes offer considerable potential for energy conser-
vation. Its potential and feasibility are demonstrated by the case studies described in this pub-
lication.

OVERVIEW OF ENERGY USE AND HUMAN BEHAVIOUR | 9



1.3 From energy policy objectives to programme development

A decision to invest in changing citizens’ energy-related behaviour starts at the policy making level. A
government develops long-term priorities and goals for energy conservation and energy efficiency;
as discussed above, energy conservation and efficiency are today seen as representing a significant
and essential component of all strategies and policies on the provision and consumption of energy
for society. Since energy consumption is distributed across society, no policies for energy conserva-
tion or efficiency can ignore the need to involve the decision-maker — the individual consumer.

Getting energy conservation policies and strategies right is the first essential step towards achiev-
ing the behaviour changes needed. Care in moving from policies to the specification of proposed
programmes is the next important step. It is perhaps here that the biggest mistakes are made.

No policies for
energy
conservation or
efficiency can
ignore the need
to involve the
decision-maker
- the individual
consumer.

Rainmakers Campaign.
Illustrations by Lars Hegdal.
Source: Enova (Norway)
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One of the challenges for policy makers is to choose the right mix of instruments to influence
energy behaviour. This document presents a method that may help to make choices for choosing
effective instruments. First, however, we briefly discuss some aspects of policy making for behaviour
change — acknowledging that it is high-level policy making and its proposals for behavioural pro-
grammes that set the initial specifications for the development and design of those programmes.

Energy supply strategies are usually long-term and broad in nature, perhaps setting a framework
of goals and actions within a time horizon of ten to thirty or more years. It is within such a long-
term strategy that policies for energy-related behaviour change are usually set. Behavioural change
is often included in national plans and strategies as a short-term intervention, as a quick fix. A
longer-term policy for behavioural change, however, can be more effective.

Policies relating to aspects of behaviour derive from a spectrum of motivations, from:
A need to raise citizens” awareness and understanding of the need for concern about energy in
society — important in gaining acceptance of other major policy measures which may be unpopu-
lar or controversial, to:
A desire to win individuals’ commitment to the idea that they have a role to play in reducing
energy demand, and to:
A recognition that individuals' habitual and/or investment behaviour is itself an essential com-
ponent in reducing consumption patterns.

Enova’s Rainmakers Campaign.
Source: Enova (Norway)
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Rainmakers Campaign.
Illustrations by Lars Hegdal.
Source: Enova (Norway)

While this spectrum of concerns necessitates engaging with individual citizens and with small
social groups, only the last of these is, in fact, concerned with behaviour change. The others are
concerned with promoting general understanding. While all may represent valid policy concerns,
we must clearly distinguish between them because programmes and instruments appropriate to
each lead to quite different outcomes. Our focus is on the last concern, and in the section below
we present our approach to it.

Unfortunately, political pressures often lead to the need for taking quick, visible actions.

This may translate into programmes which create attention, but which in reality result in little by
way of changed behaviour. Of course raising awareness is desirable, but it may not in itself achieve
much by way of reduced consumption.

Due to the pressures described above, it is frequently the case that those aspects of energy policy and
strategy that relate to behavioural change are translated into advertising and promotional programmes.
Public relations and advertising clearly may play a part in a wider-ranging programme. However, if the
objective is lasting behavioural change then PR and advertising activities are in reality peripheral or
complementary to the main programme, rather than providing the main tools for change.

The comments below refer to the specification of behavioural change programmes, rather than to
the detailed design and implementation of such programmes (the detail of programme design and
implementation is the focus of the remainder of this guide).

In all cases, the effectiveness (and cost-effectiveness) of behavioural change programmes will be
greatly increased if adequate time and consideration is given to identifying the approaches, instru-
ments and programmes most likely to yield the desired outcomes, at the time of writing policy
and of proposing new programmes. The following should be considered:

a. Take time to prepare action (programme design, resourcing and implementation):
Jumping into immediate and visible action may account for the bulk of the mistakes made
in developing a behavioural change programme. Careful consideration of what changes are
expected and how they may be brought about always pays off.

b. Seek synergies through collaboration between departments: Before embarking on an
entirely new programme focusing on behavioural aspects of energy conservation, policy mak-
ers and implementers alike should identify what other parallel programmes exist or are being
developed in related areas. The most obvious here are behavioural programmes concerned
with aspects of environmental management, including those that aim to increase awareness
and induce behavioural change in relation to climate change. More cost-effective approaches
may be found through integrating programmes which are complementary to one another —
or that may be perceived to be complementary or overlapping by the public.

c. Seek synergies with private and civil sector activities: Programmes are often more
effective when these are supported by a wide range of parties, from governments to the



Rainmakers Campaign.
lllustrations by Lars Hegdal.
Source: Enova (Norway)

private sector. Activities can be complementary, thus reinforcing each other, and achieving
better results for all at lower costs.

d. Identify what has been done previously that has been effective, in comparable
fields (not energy alone): All too often, behavioural change programmes are developed
as though it is the first time they have been conceived. In reality, there is by now a great
deal of accumulated experience in such programmes, as the case studies examined in the
BEHAVE project illustrate. Furthermore, there is a vast body of experience in other fields,
such as public health, drug control, citizenship and the environment.

e. Involve appropriate expertise across a range of disciplines: It has been mentioned
above that many so-called behavioural change programmes are handed over to public rela-
tions and advertising consultants. Yet much of what can be incorporated into such pro-
grammes derives from research and experiences in areas such as social psychology, soci-
ology, economics, and in public and commercial marketing. A basic tenet of what is now
called social marketing is that multi-disciplinary approaches to behaviour change are more
effective than those that derive from one discipline only. Those who are involved in mov-
ing from policy to the specification of programmes for action should consult as widely as
possible across disciplines.

f. Highlight the importance of specific behavioural goals, target market(s) and time-
frames: It is important to establish clear behavioural goals and target markets, as a part of
programme design. Detailed goals, however, cannot adequately be set in high-level policy.
Therefore, policy makers should insist on the development of specific goals to be realised
by behavioural changes, and on adequate market segmentation, as part of the programme
development and implementation process.

OVERVIEW OF ENERGY USE AND HUMAN BEHAVIOUR | 13



xperience shows that interventions aimed at changing the behaviour of individuals and

organisations are only effective if they are set up systematically and according to a planning

model. Often, planning starts with mapping out the interventions that should be imple-
mented followed by a description of the effect that the intervention should have on the target
group, and the resulting expected change in their behaviour. This approach can be described as
the instrument-oriented approach: the behaviour to be influenced by the programme’s instruments,
is considered to be a black box—apply an instrument and wait to see what the outcome is.

Figure 3.

Programme

Behavior of Effect:

a target outcome
group

The backdrop of this approach is that it usually does not take sufficient account of the complex-
ity of the situation that needs to be changed and the multitude of factors that are relevant for
introducing a different behaviour. As a result, actions, even when properly implemented, often
don't lead to the desired change in behaviour. A more change-oriented approach helps to over-
come this disadvantage.

The change-oriented approach opens up the black box of behaviour, and assumes that behaviour-
al change occurs if people are motivated and enabled to change. This approach focuses on the
factors that motivate people to change their behaviour. The so-called “motivating” factors are
awareness, knowledge, attitude, social and personal norms, and self-efficacy. These factors lead to
an intention to perform the desired behaviour. They are internal, intrapersonal factors.

Motivation by itself, however, is not enough; one also has to be able to perform the desired behav-
iour. The change-oriented approach therefore also focuses on “enabling factors” These are, for exam-
ple, financial, organisational and technical resources, and new skills. These factors are external to the
individual. Motivating and enabling factors can influence individuals to start the desired behaviour.

Finally, if we want a change in behaviour to be permanent, it requires reinforcement. “Reinforcing
factors” include feedback from peers, experts, authorities and customers. These factors are also
external to the individual.

The change-oriented approach logically leads to a goal-oriented planning scheme that takes into
account that both internal (personal) and external (contextual) factors influence behaviour. In
addition, it should recognise that programmes should clearly differentiate between the design and
implementation stages, with distinct steps in each stage.

A model with these characteristics is described in more detail in the next section, and in chapter
3 we demonstrate how it can be applied in practice.



Energy Awareness, Children
experiencing the power of
wind at Eureka Science Centre
in Finland.

Source: Motiva (Finland)
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2.1 Planning & evaluation model

Figure 4 (below) presents a step-by-step planning and evaluation model, based on a model devel-
oped by Green and Kreuter (1999). This model was originally aimed at directing change/behaviour
change processes in health promotion. The ideas and insights that can be drawn from this model
are very useful in the field of energy conservation, and it can be a helpful tool for changing
processes in this area. It consists of six steps in two phases:

> The first phase, the design phase, consists of three steps: define the goal, analyse the influenc-
ing factors of behaviour, and choose the appropriate instruments.

> The second phase, the implementation phase, also consists of three steps: implementation,
monitoring and evaluation of the programme.

Planning and evaluation model

PHASE 1: PLANNING

STEP 2 STEP 1

PHASE 2: EVALUATION

16 I CHANGING ENERGY BEHAVIOUR



The motto of the model is “Beginning at the end”. It starts with a clear definition of the problem
and the desired solutions. What exactly is the outcome that needs to be achieved? It is vital to
define the exact problem before moving ahead. The next step is to look at the factors that influ-
ence the process. This is important because in the field of energy conservation especially, there
still is a strong tendency to develop objectives that focus on instruments, rather than on the prob-
lem itself.

The model is presented in two main phases: the planning phase and the evaluation phase. Within
these phases are six steps; three related to ‘planning’ and three to ‘evaluation”.

Step 1: Problem orientation and specifications of goals and objectives;
Step 2: Analyses of determinants and target groups;
Step 3: Design of the intervention.

Step 4: Implementation of the intervention and start of the monitoring: Has the intervention
been carried out as planned? What were the barriers that had to be dealt with?

Step 5: To what extent has there been a change (improvement) in the determinants of change?
Among which target groups?

Step 6: To what extent were the ultimate and intermediate goals achieved? (impact evaluation)

«You control Climate Change»
Campaign’s launch event in
June 2006 in Helsinki.

Source: llmo Pylkkanen, Viherjuuri
(Finland)
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The steps in the planning phase are detailed below.

The level of detail in which objectives are formulated may vary, but in all cases it is necessary to
translate the required results very precisely into specific objectives that answer the question:
What should be changed, among whom, when and to what extent?

Although it is not always easy to make a distinction between behavioural and contextual fac-
tors because they are so closely related, changes are always related to specific actors or target
groups. Behavioural factors usually play a direct role, and contextual aspects an indirect one.
Behavioural factors are (for example) related to purchase or investment or usage of a product,
whereas contextual changes are related (for example) to the availability of a product. The
changes involved can apply to prevention, such as de-motivating the purchase of products with
a high-energy use, or they can try to influence existing behavioural patterns (for instance, stim-
ulate less use of hot water), or they can focus on learning new behaviour, such as using green
electricity.

Rainmakers Campaign.
Illustrations by Lars Hegdal.
Source: Enova (Norway)
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Following an inventory of these factors, we need to look at the relative weight (frequency, level
of influence) and their ability to change (habit). Based on this ranking, we can prioritise the pos-
sible choices (interventions with a high interest but with a low or unknown impact deserve a
relatively high priority: this can lead to the development of new innovative programmes). This
leads to much more focused knowledge of which changes we want to realise with what target
groups. Now we can start to formulate our objectives in terms of ‘what’, ‘who’, ‘how much’ and
‘When'.

It is important, in this phase, to do a detailed market segmentation, so that the analysis, and later
on the implementation of activities, can be tailored to specific segments of a target group. Target
groups should be carefully selected so that activities can be specifically set for the behavioural
changes that are requested of a specific group, rather than sticking with a one-size-fits-all
approach.

In the first step, we have analysed the problem in terms (a) of our ability to change those factors
that contribute to the problem, and (b) the target groups involved. The second step involves
analysing the determinants that underlie the desired change. The model describes three categories
of influencing factors:

Predisposing factors (knowledge, attitudes, beliefs, perceived needs and individual capabilities);

Enabling factors (conditions, facilitating factors e.g. availability of products, regulations, subsi-
dies);

Reinforcing factors (positive feedback, physical or social or financial benefit e.g. support from
the (local) government, feedback on energy saved.

Another ‘group’ of influencing factors are socio-demographic factors. Examples are sex, age, edu-
cation level, income, composition of the household etc. These factors, however, cannot be
changed by carrying out interventions. They are ‘used’ to make segmentations of target groups.

In the area of changing energy-related behaviour, attention is usually given only to the first cate-
gory, namely, the predisposing factors. The influence of the factors in these three categories on
the desired changes must be carefully analysed before the development of interventions per tar-
get group. This process has three steps:

1. Conduct an inventory of all the factors and place them in the three categories;
2. Choose priorities between the categories;

3. Choose priorities within the categories.

As stated before, the frequency, the urgency and the ability to change can determine the relative
weights assigned to the factors.

THEORY ON BEHAVIOURAL CHANGE PROGRAMMES | 19
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To influence predisposing factors we can undertake a number of activities, depending on what we
are trying to influence. For instance, we can motivate the target groups by increasing their knowl-
edge of the effects of their behaviour. Disseminating information amongst them, either by mass-
media campaigns, written material such as brochures and leaflets, or face-to-face discussions, can
do this.

To enable the target group to adopt the desired behaviour, we have to create the necessary con-
ditions. These can be of a technical nature, but they may also involve instruments such as laws and
regulations, or training courses.

Reinforcing factors are responses from the environment to the established changes, both during
and following the change process. Examples are feedback, financial incentives (both reward and
punishment), and social support.

Analysis of the influencing factors should give us more insight in predicting the relative weight of
these factors in explaining or predicting change. Table 3 presents a general overview of the kind
of interventions which might be employed in trying to change energy related behaviour; the aver-
age amount of change that may be expected from them; and the kind of factors that play a promi-
nent role in bringing about (behavioural) change.

Table 3: General overview of interventions: average amount of change and type of factors.

Factors

Likely Saving | Predisposing| Enabling | Reinforcing
Contracts and reward (+/-) 6 % X X
Financial incentives 3% X
Fin. incentives + information 5% X X
Information dissemination 1-2 % X
Specific information 3% X X
Financial support 9 % X
Tailor-made info 16 % X X
Tailor-made + fin. support 16+ % X X
Weekly feedback + info. 10% X X
‘Ecoteams’ (high impact amongst small 15 % X X X
population)




Step 4 is the first step to be taken in Phase 2 of the model. During the implementation of the inter-
ventions, it is important to follow its process in a structured way. Therefore step 4 and 5, though
listed in different steps, will be carried out simultaneously.

Monitoring means providing feedback to the programme management to check whether the pro-
gramme is on track and to provide performance data for the evaluation. Insight is gained from
answers to questions such as:

Were the interventions carried out as intended?

Did they reach the target groups at stake? Did the groups understand the message?

How did the target groups appreciate the kind of interventions that were carried out?

Did the interventions meet the groups’ expectations?

What is the perceived effectiveness of the interventions in the view of its developers, intermedi-
aries, representatives of the end target groups?

What were stimulating and restricting factors in the implementation process?

Answers to these questions are important to develop an understanding of the reasons/expla-
nations why effects do or do not occur. This kind of information is of great help to other devel-
opers of interventions in composing their programs and to learn of experiences of others.

Share Aware Light. Photo and
Concept by Interactive Institute
(Sweden)
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Process evaluation, as described in this step is also called (in literature) formative evaluation'’ It is
the kind of evaluation that attempts to describe the process of an intervention in a structured way.
In this way, it is possible to gain an insight into the reasons for the success or failure of interven-
tions. This kind of evaluation uses effect evaluation, also known as ‘summative evaluation’. In sum-
mative or effect evaluation data are gathered in order to determine if the project has met the
objectives that were set in step 1.

In this phase of the evaluation, the effects of the interventions undertaken are established. That
implies trying to find out to what extent there have been changes in the three categories of influ-
encing factors, as were described in step 2. Are there any changes in, for example, the level of
knowledge, attitudes, perceived needs and capabilities of the target groups? Are there any
changes in facilitating factors like the availability of products, which can be related to interven-
tions?

In this step the focus is on reaching the ultimate goals of the programme. The most important
question to be answered in this step is:

To what extent have changes been established at behavioural and environmental levels; and

To what extent have these changes contributed to energy savings or CO2 emission reduction?

The model presented in this chapter provides the starting point from which we have analysed the
case studies, and drawn the lessons presented in the subsequent sections.



Rainmakers Campaign.
Illustrations by Lars Hegdal. &

Source: Enova (Norway)
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The actions on
defining the goal
and meeting this
goal, determine
the target group
and the necessary
changes in the
group’s behaviour
and context.

Save Energy in Good Company.
Collaboration IDAE-Disney
Channel.

Source: Disney Channel Espana
(Spain)

Practical Guidance
for Programme Development

ed projects, about the application of the Precede-Proceed planning model for behavioural
change programmes. Guidance includes hints about the steps in the planning process, as well
as ways to improve the effectiveness of intervention strategies.

I n this section, we provide practical guidance, based on lessons learnt in currently implement-

Guidance is provided broken down by the six steps of the planning model, as discussed earlier in
this document.
Step 1 - Problem orientation and specification of goals and objectives

The actions for defining the goal and meeting this goal, determine the target group and the ne-
cessary changes in the group’s behaviour and context.

To achieve a specific goal, the relevant behavioural and contextual changes have to be established.
For example, to reduce CO, by 20% in 20 years, increasing the purchase of CFL bulbs by 30% in one
year might be established as a behavioural change. In this first step of the design of a programme,
there are at least two important considerations: changeability of behaviour, and targeting.

24 | CHANGING ENERGY BEHAVIOUR



SELECT A SPECIFIC TARGET GROUP

Case E-3, 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 IDAE-Disney
Channel.

Source: Disney Channel Espana
(Spain)
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Case UK-1, ADVERTISING CAMPAIGN FOR EST MY HOME shows how performing pre-
research can lead to the development of a well-targeted 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.

Cases E-7 and E-8, 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.

In one recent example of the design of a behavioural change programme, households in a neigh-
bourhood were chosen as target group. The energy-related 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.



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.

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.

Case NL 2, MEASURING IS KNOWING clearly shows "(3 )

that if you provide household enabling tools, in this case

a plug-in kWh meter, people will become active in energy ”_. -
conservation, buy better appliances and switch them off— wattch

i ir i 0,
reaching electricity savings of about 8%. Wattch meter, Photo and Concept by

Interactive Institute (Sweden)
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In all the programmes, a mix of communicative instruments is used. These include press materials,
infotainment, advertising, educational materials, and personal advice. The use of digital communi-
cation channels was still relatively low.

Most of the cases addressed more than one type of behaviour, seemingly without distinguishing
their differences.

Communicative Communicative instruments

Instruments Journalistic material
(T

Infotainment

TV/Radio

Advertising material

Journalistic material

Infotainment

Newspapers
/magazines

Advertising material

Internet based

Digital channels
Booklets/brachures
Information sessions
Demonstrations
Formal and informal education
Personal advice
Training and coaching
Telephone help lines
Bench-marks
Labelling

Others

Others

0 5 10 15 20 26 30 35
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4.2 Case Studies

Index of Case Studies per country, promoter and project

COUNTRY PROMOTER PROJECTS/PROGRAMMES

A AUSTRIA AEA - Austrian Energy Agency A2 Climate Active “Climate Herald”

Energie AG A3 Fair Energy (Energy Check)

LGWA- Leistungsgemeinschaft Warmepumpe Austria A4 Climate Active “Heat Pump”

AEE — INTEC - Institut fiir Nachhaltige Technologien A6 Climate Active “Solar Heat"

BG BULGARIA Ministry of Regional Development and Public Works BG5  National Programme for Residential Buildings Renovation
Ministry of Economy and Energy BG10 National Energy Efficiency Law

D GERMANY DENA - Deutsche Energie Agentur GmbH D1 Campaign Initiative EnergieEffizienz

E SPAIN UNION FENOSA E1 Energy Efficiency Domestic Index

IDAE - Instituto para la Diversificacion y Ahorro de la Energia E3 Disney Channel “Save Energy in Good Company”
E5 Energy for All, Energy Forever

E8 Training Plan for Domestic Appliance Sales Personnel on
Energy Labelling

Madrid Regional Government E7 Plan Renove 2006

EREN - Ente Regional de la Energia de Castilla y Leon E9 Collection of Used Cooking Qil from Households — Local
and Innovative Biodiesel

EMVS - Empresa Municipal de la Vivienda y Suelo E10  Mediterranean Veranda ways/Sunrise Building

ADEME — Agence de I'Environnement et de la Maitrise de 'Energie  F1 Climact (CO, Impact Calculator)
F6 Etiquettes énergie
F8 Espaces Info Energie

ADEME & Nicolas Hulot Foundation F5 Défi Pour la Terre
FI FINLAND Motiva Oy Fi1 Energy Awareness Week
FI2  National Energy Theme Week for Primary School Second
Form Pupils

FI3  The Finnish Climate Change Communications Programme
Fl4  Energy Efficient House
FI5  Safe and Economic Driving

VWO Housing Company FI6  Yard Talk Campaign
G GREECE CRES - Centre for Renewable Energy Sources G1 Open Doors
NL NETHERLANDS Milieu Centraal NL2  Measuring is Knowing
Obragas NL3  Electronic Feedback and Goal Setting
SenterNovem — Dutch Agency for Sustainability and Innovation NL9  Eco-driving
NL11  Energy Box
SenterNovem & KRO Broadcast Company NL12  Energy Survival
N NORWAY Enova SF N1 Rainmakers
Ministry of Petroleum and Energy & Enova SF N3 Electricity Savings in Households
S SWEDEN SNRA — Swedish National Road Administration S1 Don't Drink and Drive
STEM — Swedish Energy Agency S5 Heating in Villa
S7 Wood Pellet Heating - Future Heating
NMN — The Nordic Council of Ministers — Eco labelling board S4 “The Swan” Label
Swedish Environmental Protection Agency S6 The Swedish Climate Campaign
UK UNITED KINGDOM EST — Energy Saving Trust UK1  Advertising Campaign 2006/07

UK3  Energy Efficiency Advice Centre EEAC
UK5  Scottish Eco-Driving
UK9  Sustainable Energy Network
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AUSTRIA

CLIMATE CHANGE

A?D CLIMATE ACTIVE “CLIMATE HERALD”
(2005/07)

Target group

CONTEXT

The “Climate Herald Campaign” was launched in 2005 as
part of the Austrian climate protection programme
“klima:aktiv’, managed by the Austrian Energy Agency. The
“klima:aktiv” Programme consists of more than twenty sub-
programmes. “Klima:aktiv” addresses mainly intermediaries,
so that the “Climate Herald Campaign” is only one of two
dedicated to end users. Because the chimney sweeps acted
as climate heralds, the target group of the campaign was well
defined: detached and semidetached houses. Chimney

ABSTRACT

The primary objective of the campaign was to motivate
people to modernise their homes; in Austria more than
700,000 privately owned homes built between 1945 and
1980 can be effectively renovated. On average they have a
heat requirement of 200 kWh/m?a. Properly modernised
houses have a heat requirement of 50 KWh/m?a or even less.
The modernisation potential should be exploited by imple-
menting a comprehensive modernisation (skilled and suffi-
cient insulation of the cladding and the ceiling, new energy
efficient windows, new energy efficient and environmentally

CONCLUSIONS

The rationale behind the programme was the consideration
that no professional guild has such good access to the home
owners as the chimney sweeps; they are required by law to
clean and check the heating systems at least once a year. The
crucial weak point was that it was not possible to bring all
professional representatives of the chimney sweeps at the

PROMOTER
AEA - Austrian Energy Agency

sweeps are familiar with all questions concerning heating,
but they are not general experts on energy efficiency in hous-
es. Hence an agreement with the regional energy agencies
had to be reached in order to offer the home owners the
opportunity to acquire technical energy conservation advice.
The chimney sweepers explored the home owners’ interest in
energy conservation and created the interest in technical
energy conservation advice.

sound heating system). In cooperation with the regional
energy agencies, the Austrian Energy Agency produced an
information brochure for every federal state. These
brochures were distributed to the households by the chim-
ney sweeps. They contained information about energy sav-
ing behaviour which everyone can implement quickly and
gasily. Additionally, a questionnaire to request technical
energy conservation and information material was included.
And as a subsidiary communication channel, a hotline for
the households was installed.

federal and regional level in line with the aim of the project.
The Austrian Energy Agency had to present the project at
regional events of the chimney sweeps. Additionally, a train-
ing film explained the rationale of the campaign and showed
how to perform optimally during the contact with the home
OWNEr.

> Well-defined course of the project.

> Multi-channel approach to address the target group (chimney sweeps, hotline, option of
mailing the request for energy conservation advice to the project office).

originated by this campaign.

> The professional representatives of the chimney sweeps were not able to motivate the
individual chimney sweeps in all regions; they perceived the campaign more or less only as a
good public relation activity for their profession.

> No concrete incentives for the individual chimney sweeps to participate; very often they
perceived the campaign as a one-man effort of their professional representative to get publicity.
> It was not possible to determine the number of energy conservation recommendations

RESULTS

Roughly 20% of the Austrian chimney sweeps participated in the campaign. Notable were, the enormous regional differences.
In regions with strong, motivated professional representatives with good reputations, the campaign was successful. In other

regions the results were more or less disappointing.
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AUSTRIA

EVALUATION

The evaluation was carried out internally by the project management and by the Ministry. The objectives of the evaluation were
> to find out the improvement potential of the course of the project.
> 10 get a clear view of the fact whether the project met the needs of the target group.

The following topics were monitored.
> number of distributed leaflets.

> number of households which applied for technical energy conservation advice.
> number of households which took concrete energy conservation measures as a result of this campaign.
> the kind of measures taken by those who decided to take action as a result of the energy conservation advice.

HOUSEHOLD ENERGY USE

A3 :alpl}c!EN;(::)Gs{ (ENERGY CHECK)

Target group

CONTEXT
The main motivation when initiating this campaign was to in-

ABSTRACT

Since 2005, the regional electricity utility of Upper Austria
has offered its costumers services to motivate them to take
energy efficiency measures. All initiatives take place under
the umbrella programme of “Fair Energy”. The core service
is an energy check. This check provides information about
how the annual energy consumption of the household is
compared to the average for this household category in
Upper Austria. Additionally, based on the costumer’s speci-

CONCLUSIONS

The big advantage of an electricity utility is that it has
excellent access to all the costumers. Because all costumers
got the direct mail, almost 100% of the target group was

PROMOTER
Energie AG - Electricity utility of Upper Austria

crease costumer satisfaction in a deregulated electricity market.

fications, he receives a proposal on how to save energy in
his house or apartment. This check is combined with sever-
al services which help the costumer to save energy, vouch-
ers for replacing old appliances, for energy saving light
bulbs, for an energy consultation, free admission to the ener-
gy conservation fair, an energy conservation booklet and the
loan of an energy consumption meter.

reached. An additional advantage was that all necessary
resources were available in-house or from the market part-
ners of the utility.

> All address data were available to contact the target group.

> The utility has all necessary know-how and resources available.
> The funding of the programme was no problem.

> The management structure is simpler than in complex consortia.

> The energy efficiency measures that the costumers implemented after receiving the advice
were not monitored.

RESULTS

Because the first year of the Fair Energy programme was very successful (3,000 energy checks), the utility decided to imple-

ment annual renewals with broader services.

EVALUATION

No data are available about whether the costumers were satisfied with the on-site energy advice.
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AUSTRIA

RENEWABLE ENERGY

A4

2006/10

Target group

CLIMATE ACTIVE “HEAT PUMP”

CONTEXT

In 2005 there was a remarkable increase in heat pump sales.
There was a market growth of 28%. In total, 9,883 units of
heat pumps were sold. They were used as follows:

> 61.7% for space heating

> 32.2% for hot water production

ABSTRACT

After reaching a high in the mid 80s, there was a severe market
shift in the 90s. The reason was that the experiences with the
installed heat pumps were not satisfying for the end users. The
programme addresses both end users and intermediary agents.
The main objectives of the programme are:

“ Intensified PR and lobbying.

CONCLUSIONS

The programme has been successful. The reasons for this
Success are

PROMOTER

The programme is managed by a consortium consisting of
the Austrian Heat Pump Association (LGWA), two regional
energy agencies, one research institute (Arsenal Research)
and the Austrian Society for Environment and Technology.

> 5.1 % for heat recovery
Most popular, with a market share of 74%, are ground-
coupled heat pumps. The thermal capacity of all installed
heat pumps is 80 MW,, which corresponds to an oil equiva-
lent of 237,459 tonnes.

> Education and advanced training for planners and
installers.
> Afeasibility study for heat pumps using no HFC.

Quality assurance by means of monitoring heat pumps over
a heating season and the definition of quality standards

> a broad marketing mix targeting intermediaries as well
as end users.
> good general market conditions for heat pumps.

has a strong external support.

> Close cooperation between the programme management and the heat pump industry.
> Strong economic interest of the electricity utilities to support the programme; the programme

> Good general framework due to the increasing energy prices.

> The Austrian heat pump industry is divided into two groups; this caused a disharmony

RESULTS

The programme is evaluated annually on the basis of the annual work programme. The target groups were reached as follows

(evaluation after 1 year programme duration)
> Intermediaries:

— Training courses for installers (200 installers were trained, 65 of them earned an official certification as “certified heat

pump installers”).

— 3 training courses for energy advisers.
> End users

— 4 different types of leaflets.

— 8,000 folders were distributed at fairs.

PRELIMINARY RESEARCH

Conducted in advance; a thorough market analysis was available because the Austrian heat pump market has been monitored

since 1975.
EVALUATION

The evaluation has been undertaken by the programme management itself and the climate active general management on
behalf of the Ministry. The indications for the success/failure of the programme are the reliable heat pump market figures and
the performance indicators procured by the programme management.

Regarding the market development, the two heat pump associations collect the data. The heat pump companies submit their
sales figures, which represent nearly 100% of the Austrian market.
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AUSTRIA

RENEWABLE ENERGY

A6

2004/08

Target group

CLIMATE ACTIVE “SOLAR HEAT”

CONTEXT

In Austria fifteen per cent of all single-family homes have a
solar thermal collector. Unfortunately, the situation in apart-
ment buildings and the tourism industry is still quite differ-
ent; the use of solar energy in these areas is significantly

ABSTRACT

The programme aimed at motivating and facilitating factors by
> Providing training for planners and installers to guar-
antee the best quality for the end users.
> Initiating a solar hotline and website where people can

CONCLUSIONS

The programme has been an outstanding success. The rea-
sons for this are
> aclear, practicable market segmentation (single-family
houses, apartment buildings, tourism industry).
> good marketing strategies for these segments.

PROMOTER

The programme is managed by a consortium consisting of
AEE INTEC, Austria Solar and Arsenal Research

lower. But there was also significant stagnation in the single-
family housing sector. Since 2003, the annually installed
area of solar collectors has decreased. In 2003 150,000 m?
(105 MW,,) were installed.

get good quality technical information.

> Providing information and motivation by means of
brochures and information folders.

> Being present at exhibitions and trade fairs.

> asufficient budget.

> a well established technical solar heating advice infra-
structure.

> bringing the solar panel industry in line with the goals
and the approach of the programme.

> Close cooperation between the programme management and the solar panel industry.

> The solar panel industry saw a clear economic benefit from participation in the programme.
> Long tradition in Austria in solar heating marketing.

> No problems with the federal structure in Austria, which is very often a severe obstacle.

> Good general framework due to the increasing energy prices.

effects of the programme.

> It was not possible to set up a programme scheme which identifies unequivocally the market

RESULTS

The target groups were reached as follows (evaluation after 2.5 years programme duration)

> Intermediary agents:

— Training courses (57 training courses with about 950 participants)
— Own professional centre on the website for planners, installers and energy advisers

> End users
— Events (130 with about 12,400 participants)
— Brochures and information folders (130,000)
— Stands at fairs (16)
— Website (470,000 visits)
— Solar hotline (5,000 requests)
—1,100 news items

The quantitative market goal was reached. In 2005 the goal of 200,000 m? (161 MW,,) for the year 2008 was exceeded with

230,000 m?.

PRELIMINARY RESEARCH

The programme addresses both end users and intermediaries. A thorough market analysis was conducted in advance, which
provided a clear picture of the relevant segments. Accordingly, the programme is very well targeted.
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BULGARIA

EVALUATION

The evaluation has been undertaken by the programme management itself and the climate active general management on
behalf of the Ministry. The indications for the success/failure of the programme are the reliable market figures and the per-
formance indicators procured by the programme management. The solar market figures stem from the annual solar market
review. The figures on the distributed number of brochures and folders, the number of website hits, the number of planners
and installers participating in the training courses et cetera came directly from the programme management.

ENERGY EFFICIENT BUILDINGS

BG5S

NATIONAL PROGRAMME FOR RESI-
DENTIAL BUILDINGS RENOVATION IN

THE REPUBLIC OF BULGARIA (NPRBRRB)

Target group

CONTEXT

120 multifamily residential complexes throughout the coun-
try with nearly 800,000 dwellings in 19,800 buildings are

ABSTRACT

The NPRBRRB was adopted in January 05 and for the period
2006-2020 foresees renovating 684,683 dwellings. The pro-
gramme priority is panel residential buildings.

The State will support the panel dwelling owners by means
of a direct subsidy of 20% of the renovation total cost. The
Municipalities have a very active role in the buildings’ reno-
vation process as they create a Municipal Association (MA),
as a legal person, to support the implementation of invest-
ment projects for the renovation of residential buildings. In
this process many key actors are involved: the municipal
association, legal representatives of building blocks and
condominiums, energy service companies and financing
entities. The Municipal Associations elaborate project pro-
posals to be implemented in the Municipality territory,
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PROMOTER

Ministry of Regional Development and Public
Works

subject to urgent renovation (urban, overall and energy ren-
ovation)

assigns the projects by means of competition, finances it
implementation and distributes the state subsidy.

The dwelling owners establish and register a legal person to
represent them at the Municipal Association, they are finan-
cially responsible for the renovation and cooperate with
municipalities in the management and maintenance of the
newly renovated building and adjacent green spaces. The
amount invested by the owners will be gradually recovered
asaresult of the reduction in their energy consumption, from
35% t0 40%, and of the real state tax exemption for a certain
period of time.

The programme foresees proposals for legislative amend-
ments in connection with the legal, institutional and financial
credit system improvement.



BULGARIA

ENERGY EFFICIENT BUILDINGS

BGIO

Target group

ENERGY EFFICIENCY LAW
(EEL)

CONTEXT

This law shall regulate the public relations with regard to the
implementation of the government policy for energy efficien-
cy raising and providing energy efficient services. It address-

ABSTRACT

To implement the Energy Efficiency Law, several National

Programmes have been adopted:
> National long term Energy Efficiency Programme 2005-
2015 (NLTEEP), adopted in April 05 and is based on the
Energy Strategy of Bulgaria, the existing energy legislative
framework, regional, sector and EU accession policies,
the national taxation and environmental policies and
prospective. The programme’s main target is to reduce the
energy intensity of the national GDP in all sectors of the
economy. To put this programme into practice, the
> National short term Energy Efficiency Programme
2005-2007 (NSTEEP) has also been adopted with the
objective to implement the long term programme
thorough the support of specific projects in industry,
transport, agriculture, as well as in household, service
and tertiary sectors. This short term programme includes
552 projects, which needs an investment of M€ 150 for
their implementation.

PROMOTER
Ministry of Economy and Energy

es environment, energy efficiency, renewable energy and
transport sectors.

> National Strategy for Financing the Building Insula-
tion for Energy Efficiency and Action Plan Implementation
(NSFBIEEI), propose various financial tools for the
financing of the implementation of building energy
efficiency measures.

> National Target Programme for Energy Efficiency in
Buildings (NTPEEB), includes state-owned and municipal
buildings, mainly schools and hospitals.

> National Programme for Energy Efficiency
Improvement in the Transport sector (NPEEITS). This
Programme includes energy efficiency measures for
urban public transport, railways, maritime coastal trans-
port and transport infrastructure.

> National Long Term Programme on Renewable Energy
2005-2015 (NLTPRES), adopted in June 07. With the aim
to reach 11% of the electric energy gross inland con-
sumption, to be generated by renewable energy sources
in 2010.
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GERMANY

HOUSEHOLD ENERGY USE

D CAMPAIGN INITIATIVE ENERGIEEFFIZIENZ| PROMOTER
- ENERGY EFFICIENCY IN PRIVATE
HOUSEHOLDS

Target group

CONTEXT

The necessity of mitigating climate change and our limited
energy resources have brought forth a new challenge: we
must make intelligent decisions today which make it possi-
ble to use energy in the future. Increasing the efficient use of
energy plays a critical role in enabling consumers to enjoy
the same benefits while using less energy and thus spend-
ing less money. About twenty five percent of the electricity in

ABSTRACT

To show how individuals can use electricity efficiently in the
home. It provides information on how energy and costs can
be saved in electrical applications throughout the consumer
sectors in the long term. It encourages intelligent purchasing
and investment decisions and better habits where the use of
electricity is concerned.

The wide range of information and advisory services provid-
ed by the Initiative EnergieEffizienz include top-quality infor-

CONCLUSIONS

The Campaign’s impact: successful in building up a network
of retailers and consumer advice centres co-operating with
the Initiative EnergieEffizienz (around 8,300 retail and elec-
trical sellers and more than 1,000 consumer advice, environ-
mental and energy counselling centres); high press coverage

DENA - Deutsche Energie-Agentur GmbH

Germany is consumed by private households, therefore con-
sumers play a key role in reducing energy consumption. The
Initiative EnergieEffizienz is supported by DENA and the
energy companies EnBW, EON, RWE and Vattenfall Europe,
and is sponsored by the Federal Ministry for Economics and
Technology (BMWi).

mation for private individuals, continuous communication
by press releases and high-profile activities in the public
domain such as exhibitions or promotion weeks at the point
of sale. The website www.stomeffizienz.de has been esta-
blished as a central information platform. The /nitiative
EnergieEffizienz also provides information for school kids
and competitions for young people.

(since October 2002 around 8,850 articles have been pub-
lished in newspapers and magazines, TV and radio). More
than 8 million distributed brochures since 2002. Change in
public awareness and attitudes between 2002 and 2007
(according to a survey carried out by Forsa).

> Continuous evaluation.

> Special focus on young people.

> Up to date communication approach.
> Showing the advantages of energy efficiency without moralising: humorous and modern
language, bright colours, life-style pictures.

> Using a variety of communication channels: consumers, campaign, electric/electronic and
other retail, consumer advice centres, press and media, internet and free consumer hotline.
> Promotion activities and special events.

audience of 39 million households.

e > Itis a challenge to organise tailored communication towards a heterogeneous target

RESULTS

The campaign /nitiative EnergieEffizienz has been providing information on the efficient use of electricity in the private house-
hold and encouraging individuals to take corresponding action since 2002. The communication is focused on the personal
advantage of the consumer: saving costs. This focus addresses the target group successfully. The programme was consid-
ered a success by the financier, the implementing agency and the target group.

EVALUATION

The research institute “Forsa” carries out regular evaluation of the programme (until 2004 twice a year, since 2005 once a year)

by national representative surveys.
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SPAIN

HOUSEHOLD ENERGY USE

E"I ENERGY EFFICIENCY DOMESTIC

INDEX

Target group

CONTEXT

In November 2003, the Spanish Government adopted the
Strategy for Energy Saving and Efficiency 2004-2012. This
Strategy estimated savings of 12,853 million euros for the
aforementioned period. In order to reach this goal, its pro-
posals include taking action in the building and residen-
tial sector in areas such as rehabilitation of the thermal
envelope, heating systems, lighting, domestic appliances,
etc.

ABSTRACT

Patterns of energy use in the domestic sector are not well known
in Spain and this situation makes it very difficult to incorporate
efficient actions aimed at improving energy efficiency in
households. The utility Union FENOSA (UF) has a new tool for
determining the energy efficiency situation of Spanish
households which, at the same time, could help to disseminate
knowledge on energy efficiency in the domestic sector and raise
awareness while promoting responsible energy use. UF finances
and implements the programme (65,000 euros/year). It was
launched in June 2004 and is still ongoing.

RESULTS

Three EEDI national studies have been carried out in Spain
since 2004 on a representative sample of all Spanish
households (4,100 households in 2004, 4,100 in 2005
and 3,800 in 2007). The questionnaire was designed in
collaboration with consumer organisations.

An outreach campaign aimed at UF customers has been
implemented and other marketing campaigns have also
been put into place. “The efficient UF house” is a market-
ing campaign based on a specific event (travelling house
that showed efficient domestic technologies) that has trav-
elled to various Spanish cities: 51,595 reports and “How

PROMOTER
UNION FENOSA - Utility company

The residential sector represents 17% of final energy con-
sumption in Spain. Electricity demand in the sector has
grown by 7% since 1995, reaching 33% in 2002, with
heating and sanitary hot water accounting for 75% of total
consumption. Spain and Portugal are the only countries in
the European Union whose energy intensity is on an
upward trend, following the typical curve experienced by
developing countries.

The Energy Efficiency Domestic Index (EEDI) is construct-
ed using the data obtained from telephone interviews
focusing on two main areas: the user's knowledge of ener-
gy efficiency and the features of the household appliances.
Algorithms are applied to obtain a score (1 to 10) of the
interviewee’s domestic energy use and habits and to draw a
picture of the household saving potential (electric and ther-
mal). An advisory report is drafted for each case and sent
back to all participants together with the Guide on “How
best to use energy”.

best to use energy” guides have been delivered as a result.
UF has made the questionnaire interactive and available
through its website, so anybody can enter the information
required and obtain a personalised EEDI: over 22,000
people have used this tool since 2004, and this webpage
registered 10,000 visits in 2007.

Participation in teaching activities was also promoted. As
a result, UF professionals took part in over thirty courses
in collaboration with different universities in the first half
of 2005.

> Prior knowledge of habits, energy sources and widespread technologies in Spain.
> Daily monitoring of the campaign launch phase to detect flaws quickly, clarify frequently
asked questions (FAQs) and conduct interviewers' training.

> The interviewers’ training could benefit from a better allocation of time and resources.
> Poor quality of the database: some reports never reached their destination.

EVALUATION

In 2004 and 2005 some of the participants (500 people) in the study were gathered in a repetition group that was asked to
answer the questionnaire for a second time in order to assess any changes in the EEDI. The results showed an overall
improvement of 4%, which translates into a reduction of 1.25% in energy consumption and a saving of 48kg of equivalent
€O, per household (2,860 tonnes /year). Therefore, the EEDI project has a positive measurable impact on energy related

behaviour.
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E EXPERIMENTAL MEDIA CAMPAIGN
“SAVE ENERGY IN GOOD COMPANY”
IDAE-DISNEY CHANNEL

Target group

CONTEXT

In November 2003, the Spanish Government adopted the
Strategy for Energy Saving and Efficiency 2004-2012. This
Strategy estimated 12,853 million euro savings for the fore
mentioned period. In order to reach this goal, it proposes,
among others, communication activities aimed at raising
public awareness about the responsible use of energy in dif-
ferent environments (home, electrical appliances, public and

ABSTRACT

“Save energy in good company” (“Ahorra energia en buena
compafiid’) is a media campaign designed by IDAE in
collaboration with Disney Channel, which broadcasted it from
January to December 2006. It had a budget of 72,000,
provided by the national Strategy for Energy Saving and

RESULTS

Under the title “Energy saving in good company’ four
1-minute spots were produced. These spots featured well-
known Disney characters and dealt with the following topics:

> Not leaving domestic appliances switched on.

> The importance of daylight versus artificial light.

> The greenhouse effect: public versus private transport.
> Hot water wastes energy.

PROMOTER

IDAE - Institute for Energy Diversification and
Conservation

private transport, etc).

Children are current and, especially, future energy con-
sumers, besides being very effective prescribers to their fam-
ilies. Disney Channel is the leading children-family spe-
cialised television channel in Spain, with a share of as much
as 24% of children aged 4-12.

Efficiency and it was managed directly by IDAE. The campaign
was conceived as an experimental project, and it focused on
the need to save energy while providing children with
information about actions they could put into practice in their
everyday life.

The spots were broadcasted on a rotation system, so they
reached the targeted audience in various occasions for a year
(it was estimated that over 600,000 children had seen the
spots). After this, the materials produced were published in
IDAE's website for free use. Some Spanish Regional auth-
orities have requested the use of those materials in schools,
and primary school teachers have also asked permission to
use them in the classroom.

> Clear focus of the objectives of the programme.
> Ongoing broadcasting for a long period of time.

experimental action (try and see).

> There was not prior preparation of results evaluation as the campaign was conceived as an

PRE-RESEARCH

“Survey of public opinion and attitudes fo energy saving’, a quantitative and qualitative study carried out in November 2002
by Demoscopia and the Centre for Sociological Research, for IDAE.

EVALUATION
Disney Channel monitored the audiences.

As it was designed as an experimental action, no evaluation study was planned.

CHANGING ENERGY BEHAVIOUR
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SPAIN

ENERGY EFFICIENCY CAMPAIGNS

E 5 MEDIA CAMPAIGN “ENERGY FOR ALL,
ENERGY FOREVER”

Target group

CONTEXT

In November 2003, the Spanish Government adopted the
Strategy for Energy Saving and Efficiency 2004-2012. This
Strategy estimated 12,853 million euro savings for the fore
mentioned period. In order to reach this goal, it proposes,
among others, communication activities aimed at raising
public awareness about the responsible use of energy in dif-
ferent environments (home, electrical appliances, public and

ABSTRACT

“Energy for all, Energy forever’ (“Energia para fodos, Energia
para siempre’) is a media campaign focusing on TV and
radio that was broadcasted between November 2004 and
May 2005. It had a budget of 6,000,000 €, provided by the
national Strategy for Energy Saving and Efficiency and it was
managed directly by IDAE's Media Department. The cam-

RESULTS

Six TV spots (two longer and general ones, and four shorter,
specific ones focusing on lighting, transport, heating and air
conditioning) and five specific radio slots were produced.
They were broadcasted by four TV stations and four radio

PROMOTER

IDAE - Institute for Energy Diversification and
Conservation

private transport, efc).

Spanish citizens are directly responsible for using 30% of
energy produced in Spain (12% at home and 18% in the
car). Despite this, they are generally unaware of the value of
energy, its origin and its cost, both in financial and environ-
mental terms.

paign was designed by one of the most renowned advertis-
ing agencies in Spain, that was selected in public concur-
rence. Its message was “Energy is vital to our lives but it is
a scarce resource that can be exhausted. It is important to
use it properly so that it lasts for many more lifetimes”.

stations, all of them being general interest, and the ones with
highest audiences covering the whole country. In addition,
there were 65 appearances in different TV programmes.

campaign slots.

> Clear focus of the campaign’s objectives.

> The main challenge was to define the message and general style of the campaign to grant its
suitability to all kinds of public. IDAE set up a working group with members of its own
personnel and the advertising agency to define the structure, contents and format of the

> The materials produced did not undergo a pre-test with representatives of the target
audience to assess the quality and understanding of the messages.

> Behavioural changes happen in the long-term, and it is very difficult to evaluate the impact
of media campaigns limited to a short period of time.

PRE-RESEARCH

Some reports on the issue were reviewed. Of special interest was the “Survey of public opinion and attitudes to energy sav-
ing’, a quantitative and qualitative study carried out in November 2002 by Demoscopia and the Centre for Sociological

Research, for IDAE.

EVALUATION

Regular monitoring and audience assessments of the broadcastings were carried out.
A randomized telephone survey was carried out among individuals aged 16 and over in May 2005 (1,000 interviews of
fifteen minutes). Results showed that seven out of ten people who stated to have seen the campaign said the message

was very clear and interesting.
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E7 PLAN FOR THE RENEWAL OF DOMESTIC

APPLIANCES IN MADRID (PLAN RENOVE)

2006

Target group

CONTEXT

One of the main aims of the Autonomous Community of
Madrid Energy Plan 2004-2012 is to reduce energy con-
sumption by 10% by 2012. To achieve it, the regional gov-
ernment has implemented a series of measures aimed at all
energy consuming sectors in the region. Many of those are
undertaken in conjunction with the National Government
under the Strategy for Energy Saving and Efficiency 2004-

ABSTRACT

“Plan Renove de Electrodomésticos en la Comunidad de
Madrid 2006™ consists in the subsidising, with 80 €, the
purchase of class A and above domestic appliances (refrig-
erators, freezers, washing machines and dishwashers) for
the replacement of old ones. The Plan is supplemented both

RESULTS

Plan Renove was implemented in the Madrid Autonomous
Region in 2006 supported by a media campaign. The Plan
was developed in conjunction with the two main associa-
tions of retail establishments in the region, which undertook
management and liaison with the sales outlets.
> Consumers of A class (and above) appliances could
ask for subsidies if the appliance was in the data base of
the Institute for the Diversification and Saving of Energy
(IDAE) at www.idae.es; it had to replace an old one and be
installed in Madrid.
> Subsidies were available at Partner Commercial
Establishments (the vast majority of the establishments
were). Requirements to become a partner included train-
ing of sales personnel in energy labelling and the dissem-

PROMOTER

Madrid Regional Government (Madrid
Autonomous Community)

2012. This Strategy estimated 12,853 million euro savings
for the fore mentioned period.

Efficient domestic appliances are more expensive than con-
ventional ones. Besides, in Spain there is a lack of awareness
both of the public and of the actual sales personnel regard-
ing the advantages of energy efficient domestic appliances
and energy labelling.

with a series of training activities aimed at salespersons and
citizen information campaigns. Subsidies are provided by
the regional government, that has an annual budget of
9,000,000 for the whole programme.

ination among consumers of Plan Renove and the advan-
tages of efficient domestic appliances.

> The outlet checked whether there were funds available
by way of a software tool over the Internet and, if so, 80 €
discount per good was applied on the bill instantly.

Over 107,000 old domestic appliances replaced with new
high efficiency units; a direct energy saving of around 4,400
equivalent tons of oil i.e. the equivalent to the annual elec-
tricity consumption of more than 42,000 Madrid house-
holds; an induced reduction of over 124,800 tons of CO, dis-
charged to the atmosphere a year; and an increase in the
market share of domestic appliances of class A or above,
which rose from 43% in 2005 to 70 % in 2006.

> Gooperation with retailers” associations was essential for success.
> Increase in sales of class A domestic appliances has been confirmed.
> Simplification of the subsidy application procedure to the outmost.

> Itis difficult to grant that the purchase is actually aimed at replacing an old one of the same
type. In the second edition of the Plan, carried out in 2007, the subsidy application requires
proof that the old appliance has been properly discarded (recycled).

PRE-RESEARCH

A prior study of the market analysed the domestic appliance refailing sector in Madrid, its organizational and training struc-
tures, and the existing main barriers for the purchase of these kinds of appliances.

EVALUATION

The regional government conducted a stringent inspection campaign on the retailers’ premises.

Sales percentages have also been obtained.

CHANGING ENERGY BEHAVIOUR



SPAIN

HOUSEHOLD ENERGY USE

E8 TRAINING PLAN FOR DOMESTIC
APPLIANCE SALES PERSONNEL ON
ENERGY LABELLING

Target group

CONTEXT

Following Directive 92/75/CEE (energy label), in 2004 IDAE
sets up a working group on the issue. The next year an
Energy Saving and Efficiency Action Plan is implemented for

ABSTRACT

The programme was designed in 3 variants: face-to-face
training, e-learning and publication in specialised maga-
zines. It extended from April 2006 to December 2007 with a
budget of 122,400. For the face-to-face variant thirty one
people with a technical profile were trained to be the pro-

RESULTS

75% of the population addressed (over 3,000 domestic
appliances sales personnel) finished the programme and got
a certificate by IDAE, with an average mark of 83 out of 100.
The programme was carried out in thirteen autonomous
communities, out of the nineteen that form part of Spain.

Sales of class A domestic appliances have increased an
average of 50% every year after the programme’s implemen-
tation. It is not possible to state that this is a direct effect of
the training, but there seems to be a synergy with the more
recent Domestic Appliances Renewal Plan (Plan Renove).

PROMOTER

IDAE - Institute for Energy Diversification and
Conservation

the period 2005-2007; this case study is one of its tools. A
second Plan for 2008-2012 was also approved.

gramme’s frainers and were responsible for delivering the
courses to domestic-appliance sales personnel. IDAE coop-
erated with associations of domestic appliance sellers, dis-
tributors and manufacturers.

Plan Renove consists of subsidising consumers the acquisi-
tion of white goods labelled A, A+ and A++, but only credit-
ed sales outlets can offer the subsidies. Some Autonomous
Communities have established that for getting such an
accreditation at least 50% of the sales personnel of each
sales point must have been trained on energy labelling by
IDAE's programme in any of its variants. The online course
through IDAE's website was open until December 07, hosted
ina LMS platform, for those vendors who were not able to
do the face to face or publication training course.

companies’ technical personnel.

> The programme was initially very well planned, particularly with regard to teaching
documentation. Furthermore, all the teachers had been previously selected from their

> When preparing the course documentation, advice was provided by very high level technical
experts in the manufacturing sector, who occasionally took part as teachers in the trainer-
training phase. The material was very thorough, simple and accessible.

of the course) and specialist journals.

> Collaborating agents were not available for the whole of Spain.

> Low availability of free time on the part of domestic-appliance sales personnel (to attend
training not specific to their daily work, together with a lack of motivation regarding training).
> Insufficient results obtained from indirect training: Internet course (for the e-learning version

PRE-RESEARCH

Working group meetings with appliances sales associations, manufacturers and consumer associations to find out the best
ways to promote A, A+ and A++ appliances. The result was to reach first the group of vendors.

EVALUATION
Attendance (75% of targeted audience).

Results of the tests needed to get the certification (an average mark of 83 over 100). Individual data are available for each stu-

dent in each of the three training variants.
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E9 COLLECTION OF USED COOKING OIL
FROM HOUSEHOLDS - LOCAL AND
INNOVATIVE BIODIESEL

Target group

CONTEXT

Spain is a long way from the goal established by the
European Directive on biofuels: their market share is below
1% and following the current trend it will be no more than
1.7% by 2010 (Directive goal, 5.75%I). The Spanish Plan
for the Promotion of renewable energy sources is mainly
focused on biogthanol while little progress is being achieved
in biodiesel. Biodiesels are tax-free in Spain, and used oil

ABSTRACT

The programme for collecting cooking oil in the Castilla y
Leon region is part of the ALTENER project “Local and
Innovative Biodiesel’, EREN being one of its partners. It ran
from January 2004 to February 2006, and it was financed by
both the EC project and by EREN (222,600 euros). The pro-
gramme aims to increase both the regional supply and
demand of biodiesel. A big handicap was that little knowl-
edge on collection and management strategies was available

RESULTS

Pilot actions on oil collection were carried out in ten urban
areas between October 2004 and February 2005. They
reached over 39,000 people; 7,800 litres of used cooking oil
were collected using four different systems: collection at
households, collection at schools, mobile units and large
containers placed in public buildings.

Different studies were also carried out providing valuable
data. There is an estimated potential of 9,000 t/year of col-
lectable oil in the region. The use of big containers appears
to be the most suitable collection system, with a cost of
24 euros/L for a 250km average route, recycling 1,000 litres.
In this regard, 400 litres is the minimum amount to be col-
lected on a 100km route for the system to be profitable.
Finally, producing biodiesel from locally collected oil has a
cost of 590 euros/t. Study results also concluded that a

PROMOTER
EREN - Regional Energy Agency of Castillay Leén

collection is free for households and restaurants. Castilla y
Ledn (one of the seventeen autonomous communities of
Spain) produces over 6,000 tonnes of used oil per year,
2,200t of which are being collected separately. If 50% of this
waste were transformed into biodiesel, oil imports in the
region would be reduced by 3,000 t/year. Furthermore,
between 1,000 and 2,300 jobs could be created.

and there was no reliable data on collectable cooking oil or
on collection and management costs. Given this situation,
the programme was organised in three areas: 1)
Implementing pilot actions; 2) Defining the best possible
project to be implemented in the region; 3) Disseminating
information on biodiesel opportunities and raising aware-
ness among both used oil producers and potential con-
sumers of biodiesel.

single biodiesel plant is enough for the whole region, with a
production capacity of 6,000 t/year. EREN has set up a new
industrial company together with a very important investor
group to build it. Existing storage and production plants will
cover the exira requirements.

A communication campaign was launched at the end of 2004
covering local media, the production of different materials,
meetings with local authorities and potential biodiesel con-
sumers, and a seminar (200 participants). The proposed
ideal biodiesel consumers are public and commercial trans-
port fleets.

As a result of the programme, the Regional Government has
approved a new Urban Waste Plan defining specific
measures to be taken to improve, among others, oil
collection.

E > High participation and collaboration from local authorities and recovering companies.

PRE-RESEARCH

Study of the best practices on biodiesel promotion at local level provided by the Clean City Network.

EVALUATION

1,000 questionnaires were distributed to potential biodiesel consumers to assess the quality of the information received

through the programme’s various communication actions.
Media impact monitoring.
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SPAIN

ENERGY EFFICIENT BUILDINGS

E“I O MEDITERRANEAN VERANDA WAYS /
SUNRISE BUILDING

Target group

CONTEXT

Vallecas is a large working class neighbourhood of Madrid
whose enlargement has been planned and is under way.
Many EMVS building developments are currently taking
place inthe New Extension Area of Vallecas and they are pro-
viding a great opportunity to test the incorporation of new

ABSTRACT

Mediterranean Veranda Ways refers to the bioclimatic land-
scaping of an urban public space, a boulevard, and it is a
project of the LIFE Programme 2000-2004. The pedestrian-
isation of the area was the first aim to reach. Three cylindri-
cal constructions “breathing” like a tree, called “air trees”
have been built following a common structure and according
to sustainability criteria: climatic, ludic (children’s playing
area) and media (a textile wall serving as a screen).

Sunrise Building refers to the development of 139 government

RESULTS

The building works finished successfully at the end of 2006
(social housing) and 2007 (boulevard).

More than 90% of the materials used in the boulevard are re-
cycled or recyclable, the emissions generated are compensated
by the trees and plants growing there, the evapotranspiration
air conditioning system used in the boulevard air trees drops

PROMOTER

EMVS — Madrid Municipal Housing and Land
Authority

sustainable values (landscaping, energy saving and efficien-
cy, renewable energies, accessibility, diversity, recycling, etc)
to the criteria already considered when developing an urban
residential area (fair distribution of advantages, meeting city-
planning standards, infrastructure engineering....).

subsidised homes, garages, storage rooms and commercial
premises that must reduce the average CO2 emissions by 25-
60% and implement energy efficient criteria in their
construction and equipment. It is a demonsirative project derived
from the participation of EMVS as an integral partner in a global
project of transnational character, approved by the 50
Technological Research and Development Framework
Programme and sponsored by the Directorate General TREN
of the European Commission.

the temperature up to 7°C, the energy produced by the
photovoltaic panels on the top of the trees contributes to the
maintenance of the installation, social use and interaction has
substituted traffic. The social housing, follows the same criteria
and is already a reference site for sustainable architecture and
urban planning both at national and European levels.

other institutions.

and correct them.

> Having a clear objective through the whole process.
> High intellectual content thanks to the collaboration with various experts, universities and

> Dealing with the inhabitants of social homes allowed to assess needs, detect deficiencies

> Neighbours’ little knowledge and awareness regarding energy efficiency. More than a weak
point of the programme, this is just a social feature that poses a great challenge.

PRE-RESEARCH

EMVS is involved in different international projects on efficiency and social viability of bioclimatic architecture, as well as
being in contact with organisations, participation in conferences, etc.

EVALUATION

Sensors to measure temperature, CO2 emissions, humidity and decibels have been installed in 12 social housing dwellings
and the boulevard air trees to verify energy saving, reduction of emissions and comfort levels.

Surveys have been delivered to neighbours to assess their satisfaction and gather proposals.

Meetings with residents and owners’ associations have been organised. It is too early to assess knowledge acquisition,
increase in awareness and behavioural change, but it can be stated that information, training and people’s involvement results
inan interest and will to actively participate in the sustainable way of living exemplified by the architectural examples.
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CLIMACT

Fl

Target group

(CO, IMPACT CALCULATOR)

CONTEXT

The Climact calculator was launched in 2004 in the frame-
work of a national communication campaign titled “Energy
savings, lets hurry, its heating up® carried out by ADEME.

ABSTRACT

Through a series of twenty four questions on the individual’s
habits in energy consumption and behaviour (heating, hot
water and cooling at home and in the office, domestic appli-
ances and equipment, transportation, etc.), an individual car-

CONCLUSIONS

Most of the measures recommended to reduce personal
carbon imprint look realistic. But what is more interesting is
to look at the order of importance of all these measures. To
take a shower instead of a bath, for instance, comes first (in

PROMOTER

ADEME - French Agency for Environment and
Energy Management

The calculator was designed as an awareness raising tool
aimed at the general public, whereas ADEME usually creates
information dissemination tools.

bon impact is calculated. The person undertaking the test
can simultaneously select measures to reduce her/his car-
bon impact.

fact, most people already do this!), and the most difficult
is to change transportation habits by using cars less fre-
quently.

> The focus of the calculator is to raise awareness, and this has been successful.

> However, it creates a guilty feeling in some users. This is particularly the case with the
questions linked to transportation where people often feel they are unable to change (there is
no public transportation available or they have to travel often for professional reasons).

RESULTS

The calculator was first distributed through ADEME's own network, which includes regional delegations and local energy
advice centres. ADEME then began to distribute the calculators through its partner network. The calculator is one of the tools
included and one that is best adopted by the partners. This mode of dissemination has been quite successful: in 2003-4,
750,000 of the 830,000 calculators produced were disseminated by ADEME's partners.

PRELIMINARY RESEARCH

The idea started out within a horizontal group within the Agency on “climate change and new instruments”. Initially, the group
intended to create a programme in 3 stages: first a questionnaire to calculate your CO, impact and compare it with a “sus-
tainable” impact, then a proposal to commit to climate change measures, finally a proposal to compensate part of your impact.
The latter idea was finally rejected on the grounds that the public was not ready for the concept of compensation.

EVALUATION

An evaluation was undertaken during a May 2004 operation, when the calculator was distributed in movie theatres where the
film " The Day After’ was playing. Carried out by an independent organisation, the evaluation revealed how the public of the
four different movie theatres perceived the calculator in terms of form (colours, text...) and content.

CHANGING ENERGY BEHAVIOUR



FRANCE

CLIMATE CHANGE

FS DEFI POUR LA TERRE (CHALLENGE
FOR THE EARTH)

Target group

CONTEXT

Défi pour la Terre was launched in May 2005 with important
media coverage (daily TV, movies, radio, billboards, etc.)
including popular youth media.

A dedicated website monitors volunteers, gives information
on reducing one’s carbon impact but most importantly it

ABSTRACT

The programme was adapted from a successful initiative in
Queébec, Canada. The organisers wished to go beyond clas-
sical communication campaigns and set up an initiative
based on the commitment-to-change theory.

CONCLUSIONS

At first, the aim of the programme was to obtain a 100,000
ton reduction in (estimated) CO2 emissions from the volun-
teers. This goal has been largely exceeded. For the second
year of operation, a new goal was established called “1 +1 =
1 million”, i.e. to go from approximately 500,000 partici-
pants to one million by asking each volunteer to enlist a friend.

PROMOTER
ADEME - French Agency for Environment and

Energy Management and the Nicolas Hulot
Foundation for Nature and Mankind

showcases the celebrities that are ambassadors for the Défi
and broadcasts posts and videos by Défi volunteers. It thus
combines information, personal commitment and feedback
from peers and authorities or role models to change behav-
iour.

There are ten basic climate protection measures that volun-
teers are asked to select from. Most measures concern habit-
ual behaviour that can be applied every day at home or in
transportation, but among the ten, there are also a few invest-
ment measures (insulation, sustainable shopping, etc.).

This goal, however, has not yet been achieved. But reaching
this new quantitative goal is not considered as important as
before. It is felt that organisations such as companies or
local communities are increasingly committing to the Défi,
using it as a means to raise awareness in their employees
and publicise their efforts towards sustainable development.

> The IPSOS survey shows that new behaviours were adopted.

> In order to run such an operation at its full potential, more manpower is needed.

RESULTS

At present, over 700,000 people have committed to the Défi.

Nevertheless, the Défi seems now to have a life of its own. Although the number of people committed is increasing more slow-
ly now, the Défi has become a useful tool for companies and local communities that would like to get involved in sustainable
development initiatives.

PRELIMINARY RESEARCH

A qualitative study was commissioned by the organisers and carried out by an independent organisation in order to pre-
cisely define the form of the Défi. This study used three representative panels to test the perception, understanding and inter-
est of the operation, to identify the barriers and opportunities to public adhesion to such an operation, to define the best adapt-
ed terminology and semantics, etc.

EVALUATION

An independent survey-based research company conducted a survey targeting participants of the Défi commitment on one
hand and the general public on the other hand.
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HOUSEHOLD ENERGY USE

F6 ETIQUETTES ENERGIE

(LABELS ON HOUSEHOLDS APPLIANCES)

Target group

CONTEXT

In France, the energy label was first introduced on cold
appliances in September 1995 through the transposition of a
1994 European Directive. Since only cold appliances were
labelled (and not all appliances correctly labelled in the first

ABSTRACT

ADEME carried out monitoring activities to ensure that the
energy labels were actually displayed and that the information
given was correct before turning to communicative activities.
Booklets and advertising material were developed. At national
level, ADEME carried out general awareness-raising campaigns

CONCLUSIONS

Today, manufacturers have adopted the energy label since it
permits them to display the high energy performance of
their models. The label has introduced more transparency
on the technical performance of the appliances. Consumers

PROMOTER

ADEME - French Agency for Environment and
Energy Management

months), the consumers did not see many labels and did
not really understand them. Furthermore, many consumers
believed that cold appliances do not consume much energy.

on a regular basis where the energy label is highlighted.
Alongside the national activities, ADEME began a series of
initiatives towards appliance retailers in order to motivate them
to display the energy label and to promote the most efficient
appliances.

are aware of the label and know how to read it. This has
motivated manufacturers to increase the share of energy
efficient appliances (classes A and B, later A and A+) on the
market.

> The energy performance of appliances is now taken into account by manufacturers, retailers,
consumer organisations, national and European administrations and consumers. For cold and
washing appliances, the least efficient models have been removed from the market.

> In France, the retailers constitute the most difficult group to work with. This is due to the
fact that these actors are strongly centralised, that competition is very high and therefore that
each group wanted either to have exclusive participation in the programme or decline.

RESULTS

Through a periodic opinion poll carried out for ADEME, we know that 76% of the population recognises the energy label and
that energy consumption is the second criteria of selection for domestic appliances.

PRELIMINARY RESEARCH

The preparatory phase included technical and economic studies aimed at analysing the national and European appliance
stocks in order to evaluate the energy use and economic stakes of domestic appliance consumption, and to analyse the exist-
ing labelling and appliance standard scheme in the US and the cooperation with the industrial sector.

EVALUATION

In 1998, three years after the introduction of the label on cold appliances, an independent opinion survey firm conducted a
study on a panel of 10,000 households in order to determine what criteria customers used in selecting a new refrigerator
(price: 45%, technical characteristics: 28%, electricity consumption 18%). The survey also showed that 46% remembered
seeing the label and 73% of these respondents said it influenced their choice. In a 2004 opinion survey (same organisation,
same panel), 22% mention energy consumption as the first criteria of choice.
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FRANCE

ENERGY ADVICE

F 8 ESPACES INFO ENERGIE (LOCAL ENERGY
INFORMATION CENTRES)

Target group

CONTEXT

Following the oil crisis of September 2000, the French
Government presented a National Programme for the
Improvement of Energy Efficiency (PNAEE) in which the cre-
ation of local energy information centres was a key measure.

ABSTRACT

The EIE network operates both as a single national network
and as distinct regional ones. At national level, the EIES ben-
efit from support from ADEME in the form of a three-day
introductory training course on energy management for each
adviser and through access to ADEME's large catalogue of

CONCLUSIONS

EIEs succeed in their two missions: to provide free and inde-
pendent individualised advice to the general public, organi-
sations and small companies and to carry out outreach and
information activities by holding conferences, leading work-

PROMOTER

An EIE is created between ADEME, one or several
financial partners (often regional and local authorities)
and a host organisation (non-governmental organisations
specialised in housing or environmental issues).

In 2001, ADEME, the French Environmental and Energy
Management Agency, launched the nationwide network of
local energy advice centres called Espaces Info Energie
(EIE).

permanent training courses (from technical subjects to com-
munication and organisation strategies). ADEME also car-
ries out regular national media campaigns on energy effi-
ciency and renewables that highlight the EIES as the contact
points for information.

ing-groups, organising on-site visits, participating in fairs
and exhibitions, etc. Both the number of individual advice
contacts to be reached yearly and the number of events to be
organised have strongly increased since 2001.

> Global beneficiary satisfaction is 90%, one out of four contacts decided to take action and
many others stated that they will continue to develop their “project”.

find and train new advisors.

> Although the target group of the EIEs is the general public, the main category reached is that
of already motivated people with a "project” in mind, usually linked to solar energy or passive
construction. The second major weak point is related to the professional status of most energy
advisors. In general, these are relatively young and inexperienced people and they are
employed through special government-aided temporary employment systems at relatively low
salaries. There is thus a large turnover of staff: after 1.5 or 2 years of experience; many
advisors can find better paid jobs elsewhere and thus leave the EIE system, which then has to

RESULTS
The number of EIEs is currently 187 (340 advisers).

One in-depth contact leads to an average annual primary non-renewable energy saving of 0.16 toe and avoided emissions of

0.27t eqCO2/year. It represents 36,000 tCO2/year.

EVALUATION

Since its creation in 2001, the network has undergone three separate sets of evaluations: an evaluation of the energy advice
component of the EIEs activities carried out at the national level, an independent evaluation of the outreach activity compo-
nent carried out in three regions, seven regional evaluations in 2006 and eight in 2007.
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F | "I ENERGY AWARENESS WEEK

Target group

ABSTRACT

The national Energy Awareness Week in Finland is an annual
theme week in October (week forty one) during which schools,
companies and other organisations focus on energy efficiency
activities. From 1996 the Energy Awareness Week has become
an established annual event in Finland. As the coordinator,
Motiva provides tools, informative material, tips and
information dissemination to support the participants, and acts
as the national media contact point. Motiva also organises
workshops to activate different organisations to exchange ideas,
to collaborate and to arrange events together.

PROMOTER
Motiva Oy

The energy awareness week raises topics such as heating,
use of water, traffic, use of electricity and green procure-
ments, and motivates people to use energy efficiently and
rationally. Every weekday has a special energy related theme:
Monday — heating, Tuesday — traffic, Wednesday — water
consumption, Thursday — energy efficient purchases, Friday
— electricity use, Weekend — material efficiency (recycling
and waste management).

the success of the programme.

> Early planning and early invitations as well as information provided via brochures, a
planning seminar and an intranet for participants are important success factors.

> Networking has had an important role because participants of the week are the ones who
actually plan and carry out the events of the week. Reaching many people is easy.

> Providing themes for weekdays has given people the freedom to adapt their actions and
events depending on organisation type; the concept works really well.

> Participation in the Week is easy — there is no registration fee.

> Networking and commitment of the participants are probably the main factors that explain

> The annually organised campaign is quite well known and popular.

be focused on face-to-face marketing.

could give even better results.

developed in the future.

> Most of the new attendees are obtained through personal contacts. Marketing efforts should

> Actions and events of the Week are also somewhat uncontrollable.
> There are not enough resources for coordinated national advertising.
> Broader participation and more active cooperation among participants and with the media

> There are some cases where un-registered organisations have adopted the Week.
> The target group is quite heterogeneous. More segmented actions and tools should be

PRELIMINARY RESEARCH

In the first year of the Energy Awareness Week (1997) eight pilot cases were analysed in the Linkki Il Research Programme,
which gave a good basis for the implementation of the week during following years.

EVALUATION

The number and type of participants are monitored as well as media hits and contacts with the journalists. In 2006, there were
322 media hits of which, 295 were press hits, fourteen radio, five TV, four Web and four news agency hits. Feedback ques-
tionnaires are distributed among the participating organisations to review whether the events and activities were successful

or not and a feedback seminar is organized annually.

In 2006, students at the University of Helsinki searched and analysed the theme week from different theoretical perspectives.
The results confirm the findings that the Energy Week is a good possibility for the participants to save energy. Participating

in the week gives good publicity to the companies.

CHANGING ENERGY BEHAVIOUR
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F | 2 NATIONAL ENERGY THEME WEEK
FOR PRIMARY SCHOOL SECOND
FORM PUPILS

Target group

CONTEXT

The national Energy Awareness Week in Finland is an annu-
al theme week in October (week forty one) during which
schools, companies and other organisations concentrate on

ABSTRACT

An energy theme week is organised every October in Finnish
primary schools for approximately half of the second form
pupils. The energy topic is studied during one to two lessons
every day, culminating in a national energy saving competi-

PROMOTER

Jointly the government, Motiva Oy and energy
utilities

energy efficiency activities. It was first introduced in primary
schools in 1996 and a year later extended to other target
groups.

education packages, organising visits to energy utilities and
awarding the schools locally. Teaching material is published
by the Children’s Centre publishing house and developed in
cooperation with teachers and Motiva.

tion. Local energy companies support schools by providing

> Cooperation with energy utilities is essential.

> Professional and efficient marketing by publishing company LastenKeskus.

> The material is being developed continuously by Motiva and the publishing house.

> Impartial energy context — several parties were involved in developing the material.

> Pedagogical approach of the material: teachers were and are involved in producing the
material- A teacher’s guide has been developed to provide guidance in teaching energy and
using the material for upper levels as well.

> Good motivation: all the stakeholders involved find energy saving and energy efficiency
education important.

> Involvement of parents could be enhanced.

> Results of learning are partly teacher-dependent — the commitment and enthusiasm of the
teacher is important.

> The possibility of continuous use of material after the theme week is often not recognised.

RESULTS

> Pupils’ knowledge on energy saving has been high after the theme week.

> Pupils find energy saving sensible (96% of respondents) but sometimes difficult (one third).

> Almost 90% of the parents who participated in the evaluation agreed completely with the argument that saving energy is
important and believe that it is important to teach children how to save energy.

> Qver 80% of the parents believed that the education received during the theme week had a good influence on their child
and the children attempted to save energy at home.

> Energy saving was discussed together with the whole family. Only 17% of the families did not have any joint conversations
about the subject. Unfortunately it looks like the majority of the active discussions faded soon after the week had passed.

> Most of the classes (8/12) had not addressed energy saving issues before the Energy Awareness Week. However, nearly
all teachers assumed that energy saving was somewnhat familiar to the pupils before the education took place.

> According to the teachers, pupils were really interested in energy saving during the education. The teachers firmly believe
that energy efficiency education affected the pupils in a positive way.

EVALUATION

Evaluation was carried out in 2001 as a part of a SAVE Project. Evaluation data was collected by testing the pupils and using
questionnaire-based surveys for parents and teachers. Altogether 211 pupils, twelve teachers and 180 parents took part in the
gvaluation.
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Fl 3 THE FINNISH CLIMATE CHANGE
COMMUNICATIONS PROGRAMME

Target group

CONTEXT

The programme was launched following a parliamentary initi-
ative in the autumn 2002 as part of the implementation of

ABSTRACT

The aim of the Climate Change Communications Programme
(2002-2007) was to explain the issue of climate change to the
public, to help them understand how they can make an impact
themselves and to motivate them to take action. The
Programme provided information, financed practical projects
and promoted cooperation.

In addition to financing focused projects, information was
distributed through various events, publications and web-

PROMOTER

Motiva Oy in close cooperation with several
ministries.

Finland’s National Climate Strategy.

authorities, research institutes and organisations carry out as
part of their normal operations. The culmination of the
Programme coincided with an EU-wide public information
campaign in 2006-2007. A national campaign ‘Tee muutos
(Make a Change) was conducted across Finland in collabo-
ration with the EU-wide campaign. It involved more than 70
partner organisations and a group of climate ambassadors
trained by the programme.

sites. The Programme also supported the practical work that

> A strong point was the gathering together of many professionals from different fields
throughout the Programme, starting from the preparatory phase.

> In retrospect, the timing of the programme was perfect.

> It seems to have been prudent to concentrate first mainly on professionals and later extend
to the general public.

> The Finnish Climate Change Communications Programme attracted people from different
administrative sectors and they worked well together.

> The special target group of the 2006-2007 campaign (highly educated urban males aged 30
to 45) was challenging. More resources and segmented marketing should have been done in
order to reach this target group sufficiently.

PRELIMINARY RESEARCH

The former Ministry of Trade and Industry (at present the Ministry of Employment and the Economy) commissioned an opin-
ion poll in 2002 to determine the attitudes and level of knowledge of the Finnish public. The Programme was focused first on
professionals: businesses, including firms in the energy, waste management, construction, forestry and farming sectors, as
well as local authorities, regional associations and journalists. Teachers and pupils were also addressed from the beginning
of the Programme. Later on, much more focus was also put on the general public.

EVALUATION

Monitoring was carried out including numbers of website visitors and ways of using the site, numbers of seminar participants
and their feedback, distribution of leaflets and feedback on them, advertising material and media hits during the first year of
the programme. The 2002 poll was repeated in 2004 and 2007. The 2007 poll showed that the people in Finland clearly
understand better how they can act to help mitigate climate change than they did in 2004 and 2002. More and more people
are aware of the benefits of actions like using public transport, separating and recycling wastes, and saving energy. Citizens’
readiness to change their lifestyles has also increased. The survey also revealed that habits have not changed much since
2004. People consider climate issues important, but still want to hold on to their old lifestyles, while expecting others to
change theirs.
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ENERGY EFFICIENCY IN BUILDINGS

F|4 ENERGY EFFICIENT HOUSE

Target group

CONTEXT

About 15,000 new single-family houses are built in Finland
gach year. A large proportion of these houses are built by the
home-owners themselves. Regardless of the approach taken
in such self-managed projects, the home-owner needs to

ABSTRACT

Given the large proportion of homes built by their owners, a
four-year campaign (2005-2008) has been carried out for the
promotion of low-energy houses. Dug to the various stake-
holders involved in any construction project, the campaign
has also been implemented with wide participation of vari-
ous stakeholders. The main communication channels in the
campaign have been the campaign website, another website

PROMOTER

Motiva Oy in cooperation with Ministries,
associations and companies.

interact with various intermediaries ranging from manufac-
turers of pre-fabricated housing shells to retailers, various
planners and construction workers.

popular among the home builders, a brochure, posters and
a guidebook.

Communal building supervisors are the key contact points
for builders and need to be informed. Retailers are given
information to help them offer energy efficient solutions for
the customers.

very useful.

to be cost effective.

> One of the strong points of the project has been an extensive communication strategy which
was prepared during the planning stage for the whole duration of the project. It has proven

> Addressing all actors in the value chain is necessary. The extensive inclusion of twenty
intermediaries has proven to be effective for the implementation of the programme both as
organisations with multiplier effect and as information providers for the campaign contents.

> The use of the internet as the main information channel in this type of campaign turned out

intermediaries.

> The participating companies could have been more active in promoting the campaign. Also,
a strategy for motivating them could have been useful.
> It might have been even more effective to have an even larger number of participating

> More interactive contents at the website would have increased the number of visitors (but
would also have required a lot more resources).
> The rules on how to use the campaign logos and “the look & feel” should be more precise.

PRELIMINARY RESEARCH

A survey among journalists was made in the beginning of the project (2005). The journalists considered energy efficiency to
be very important both from the society’s and the individual’s point of view. They also complained about the lack of informa-

tion on the topic.

EVALUATION

In December 2007, three web-based surveys were made to evaluate project results:

> among builders of single-family houses.

> among the key personnel in the participating companies and organisations.
> among journalists (comparison to the survey made in year 2005).

48% of those building their own homes knew of the campaign and 26% had visited the campaign website. In their res-
ponses they desired more information (e.g. calculators) particularly on the heating costs of alternative heating methods and
information on efficient products. Almost 40% of the home builders were planning to build a low energy house or a house
where the energy efficiency level exceeds that required in the building code.

Technology and products need to be improved. Building supervision could be even more efficient.
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Fl 5 AN INFORMATION CAMPAIGN ON SAFE

AND ECONOMIC DRIVING

Target group

CONTEXT

Ecodriving has been one of the measures included in the
National Climate Strategy as well as the National Action Plan
for Energy Efficiency (2003-2006). It was also one of the key
measures in the Energy Conservation Agreements in public

ABSTRACT

The 2-year campaign (2005-2006, in Finnish ‘Malttia ja
viisautta teill) targeting both private car drivers and profes-
sional drivers was a continuation of long-term efforts to
pursue Ecodriving. The different stakeholders reached dur-
ing the project included consumers, transport operators, car
dealers, those who make decisions regarding company

PROMOTER
Motiva Oy in co-operation with ministries,

associations, companies and training
organisations.

transport and in the truck and van sector. Ecodriving training
is also included in the Directive 2003/59/EC on the initial
qualification and periodic training of drivers of certain road
vehicles for the carriage of goods or passengers.

cars, media and policy makers. The training organisations
were responsible for the marketing and training activities
towards companies. The campaign offered marketing tools
(brochures, handouts, a famous transport journalist as a
“spokesman” etc.). Private car drivers were reached by
media, internet, car dealers and in exhibitions.

> A wide range of sector authorities and organisations as well as training organisations were
involved in the planning and preparatory phase - which also entailed a challenge for planning
and coordination.

> Personal contacts to companies and decision makers are most effective. This needs time
and resources.

> A famous national spokesman (personage, ambassador) is recommended.

> The small budget limited the channels and measures used.

> The commitment by the participating training organisations was expected to be higher.

> The campaign should have been segmented more clearly to the different target groups. The
messages could have reached the target groups better.

RESULTS

The targeted numbers of trained passenger car and truck drivers were exceeded but the target for bus drivers was not reached.
53% of the respondents believed that the campaign had some impact to the demand for Ecodriving training. All the respon-
dents agreed with the approach of joint campaigning. The logo, slogan and graphic design of the campaign were considered
very suitable. More financial support, free material and joint events were desired. Fiscal measures and incentives were con-
sidered most effective in promoting Ecodriving.

EVALUATION

At the end of the campaign an internet questionnaire was made to the steering group, Ecodriving training organisations and
other actors (approx. 120 recipients). The questionnaire included questions concerning campaign material, the campaign’s
suitability to company activities, the campaign’s visibility in media or otherwise, its impact to the request of training in gen-
eral, incentive measures etc.

The progress of the campaign and forthcoming activities were reported to the steering group consisting of financiers twice a
year. In addition to the number of training participants, also materials distributed and media hits were monitored. Furthermore,
information on actual reductions in fuel consumption during the course of the campaign were collected from the training
organisations.
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Fl 6 YARD TALK CAMPAIGN

Target group

CONTEXT

The campaign was a pilot project for a model to be adopted
in other housing companies or related organisations. The

ABSTRACT

The goal of this provocative campaign (April to October 2004)
was to generate dialogue in the yards about the impact of climate
change and its relation to housing. The aim was to generate
active conversation which would lead into concrete energy and
water saving actions. The themes raised were energy, use of
water and recycling and their impact on climate change.

Along with traditional information dissemination, also the tools
of commercial marketing (provocation and startling) were used.

PROMOTER
VVO0 Housing company

Finnish Real Estate Federation carried out a climate change
campaign which was of continuation the yard talk campaign.

Provocative messages that looked like they were written by
other residents were distributed in staircases of 850 houses
by 150 maintenance companies. The approach was later
revealed to the residents.

As part of the project activities, the personnel of VWO and
maintenance companies were trained about climate change and
housing.

produced in workshops.

> The programme goal was clear and it was reached.
> In the planning phase advertising professionals were used. Materials and ideas were

> The communication channels used were close to the target group and hence effective.

> The campaign managed to raise fierce debate as soon as the campaign was launched. For
example, arguments and writings of real residents appeared on the billboards.

> Aftercare actions were organised. There were writings about the campaign in the VVO
magazine and the billboards. Information about climate change was printed on billboards and
residents were invited to explore the Energiaesteri web site.

> It would have been essential to get the utmost in-house support for those implementing the
campaign, which provokes a lot of comments.

> Some residents were accused of placing the writings on the billboards by others although
they had nothing to do with them. This raised some negative feedback.

RESULTS

The campaign showed the organisers how debates between inhabitants can be launched and started up. The Finnish Real
Estate Federation did almost the same campaign but it was not as provocative as VVO campaign.

EVALUATION

No systematic monitoring or evaluation was carried out. The topics of residents’ contacts with the VVO were recorded. The
provocative nature of the campaign resulted in lengthy debate after the campaign ended.
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G'] OPEN DOORS

Target group

CONTEXT

It has been observed that children, during their school years,
do not receive satisfactory information on renewable energy
sources/rational use of energy/energy efficiency and that
teachers do not have sufficient knowledge or suitable educa-

ABSTRACT

Raising the environmental awareness of children must begin
garly at school, where children are socialised, shaping
viewpoints and behaviours, setting the foundation for their
future life. The role of the teacher in this effort is paramount.
Teachers can influence their students and contribute to more
suitable behaviour of the younger generation regarding energy
and the environment. Also, a teacher understands better than
anyone else that the future belongs to events open to the
public, the production and dissemination of print and
glectronic materials, Internet web site development and
dissemination actions in the mass media. Regarding events
open to the public, three Energy Festivals were held in the
geographical regions of the Southern Aegean, Crete and the
Northern Aegean. The public, both general and specialised,

CONCLUSIONS

The project taught us that the best way to teach children
about energy is through interactive activities and highlighted
the continuing need for dissemination of information on

PROMOTER
CRES - Centre for Renewable Energy Sources

tional tools to teach energy subjects, and especially subjects
concerning renewable energy sources and energy efficiency.
Up to now, educational materials have been mostly in the
form of school books and brochures.

who attended these events had the opportunity, through a
series of creative actions, to realise that their own behaviour
can influence the quality of the environment, how important
the environment is, and how important it is for the future of
the planet to develop new energy technologies which are both
sustainable and environmentally friendly. CRES, also
designed and produced printed and electronic materials
(brochure, publication, CD-ROM) on RES/RUE. The nature
of these materials is educational and recreational and their
goal is to provide the necessary background for better
understanding and creative discussion between the children
on these topics. Also, it will help teachers to organise their
lessons on energy better, emphasising the role of energy in
everyday life.

energy topics either through seminars or through the pro-
duction of information materials.

projects.

> Solid preparation phase with special focus on the project team and effective cooperation
with local authorities - CRES’ prior experience with implementation of activities directed at
children guaranteed the quality of material and actions produced - Experience derived from the
planning and implementing of the project is a reference point for the application of similar

> Difficulty in planning indoor and outdoor activities for a large number of people, in remote
areas that do not have the necessary infrastructure - There should be more interactive events
and less time given to indoor oral presentations, when addressing children.

RESULTS

Close collaboration with the schools in the geographic regions of the project continues after the implementation of the pro-
ject. This collaboration concerns the distribution of printed and electronic information material that is produced within the
framework of other projects and from our assistance in organising various activities.

EVALUATION

The evaluation of the project activities comprised several steps: analysis of population of target groups of project; sampling;
data collection (questionnaires). The evaluation confirmed that the goals of the project were successfully reached.
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N "I RAINMAKERS

Target group

CONTEXT

Rainmakers exposes children to energy and environmental
issues through teaching materials, educational games/activi-

ABSTRACT

The Rainmakers programme has a long-term goal of
increasing awareness and knowledge about energy and
environmental issues among children, who are the citizens and
decision makers of the future, thus stimulating more
environmentally frigndly energy behaviour over the long term.
Three books (novels) by a well known Norwegian author are
central inthe concept. Then there are important communicative
instruments such as frequent TV exposure, a national energy
day and web-based activities, in addition to Rainmakers activities
in schools.

CONCLUSIONS

The Rainmakers concept reaches the target audience, and the
communication is effective.

Still, it is difficult to document long-term effects on energy
behaviour.

PROMOTER
Enova S.F.

ties/web-site, and a TV-show. It is part of Enova’s household
strategy, and is financed from Enova’s general budget.

No clear cut behavioural theories were used in the design of
the programme, other than a hypothesis that increased
awareness and knowledge of energy/climate issues among
young people could help form future decisions and behaviour.
The programme cooperates with the following organizations:
Norwegian Directorate for Education and Training, The Research
Council of Norway, Norwegian Centre for Science Education,
Norwegian Science Centre Network, Norwegian Broadcasting
Corporation (NRK), Fabelaktiv, and the municipal education
offices.

The Rainmakers programme has now been extended perma-
nently by Enova. This is an indication that the project is con-
sidered a success by the financier. However, it still needs to
be properly evaluated.

> A well defined target group.

> A unified national project with a unique brand.

> Multiple channels to reach the target group.

> No robust use of behavioural theories in programme design.
> Difficult to evaluate effect on actual energy behaviour.

RESULTS

The polls indicate that the Rainmakers brand is well known in the target group. Between November 2005 and November 2006,
knowledge of Rainmakers (“having heard of") increased from twelve to sixteen percent in the adult population. After being
briefed about the purpose of Rainmakers, 95 percent of the adult population signal a “quite positive” or “very positive” atti-
tude towards the programme. 40% of Norwegians between 6-15 years have heard of Rainmakers (2006). Those who have
been exposed to the Rainmakers concept have a better understanding of renewable energy sources definitions. The Rainmaker
club (Internet) had 14,000 members as of January 2007.

EVALUATION

The programme is monitored with the help of biannual opinion polls, as part of more general polls related to Enova’s activi-
ties. Typically 600 people participate in these polls. There is a need to perform a thorough evaluation of the Rainmaker pro-
gramme, but no concrete plans have been made yet.
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HOUSEHOLD ENERGY USE

N 3 ELECTRICITY SAVINGS
IN HOUSEHOLDS

Target group

CONTEXT

The winter of 2002/03 was dry and cold, and the electricity
prices in Scandinavia rose to high levels. In Norway this trig-
gered a heated debate on the effect of this price rise, espe-
cially the cost increases for low income households. This put

ABSTRACT

Technologies supported during the programme were air-to-
air heat pumps, pellet stoves and steering systems for elec-
tric panel heaters; all technologies were able to reduce con-
sumption of electricity used for heating. A 20 % subsidy was
granted to the households investing in these technologies.
Around 20,000 households received a subsidy. 92.1 % of the
households had installed heat pumps, 6.2 % pellet stoves
and only 1.7 % installed steering systems.

Households could apply for the grant by ordinary mail or
electronically through Enova’s internet site. Information
regarding the application was obtained mainly from Enova’s
web site and Enova’s telephone helpline. In the application
phase, households were advised that investment was not

CONCLUSIONS

Although the goals of the programme were not specified
quantitatively, it was considered quite successful. First, the
programme spent more than was originally budgeted.
Second, significant electricity savings were documented

PROMOTER
Ministry of Petroleum and Energy & Enova SF

pressure on politicians to act. As a result, the parliament
introduced and financed a programme to support (subsidise)
electricity-saving heating technologies for households.

recommended if their electricity consumption was low (too
little savings potential to repay investment). Also technical
restrictions were tied to the different technologies. When the
application was registered by Enova, the households
received a letter saying that the application was approved. In
order to receive the money, the household had to document
that the investment had been made, and that it was installed
by an approved technician.

An important part of the cooperation with the technology
supplier organisations was the physical availability of the
relevant technologies in the stores.

A follow-up programme was undertaken in 2006 and is still
running (Autumn 2008).

(5,333 kWh/yr per household on average), and third, a large
majority of the households were satisfied with the invest-
ment.

> Easy application procedure.

> Unambiguous specifications regarding the technologies that were supported.
> Few technical problems with the chosen technologies.

> The most suitable segment was addressed (larger homes).

> Helped establish the market for heat pumps (to a lesser degree pellet stoves).

> One-shot subsidy programme can be disruptive to market.
> Less serious market actors pop up to skim market.
> Possible problems with market distortion (supported vs. unsupported technologies).

RESULTS

Achieved significant electricity savings in participating households, air-to-air heat pumps established in mainstream market.
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HOUSEHOLD ENERGY USE

N L2 MEASURING IS KNOWING

Target group

CONTEXT

The campaign was introduced in part of the Netherlands in
the period 2005-2007. The main source of funding was the
Ministry of Spatial Planning, Environment and Housing.

ABSTRACT

The core of the campaign was a digital plug-in energy
metering device with which the consumer can monitor the
energy use of his household appliances. The campaign
was based on studies that indicated that feedback, com-
bined with goal setting, is very effective. Energy use for
heating is the largest part.

PROMOTER
Milieu Centraal

Partners in the campaign were NUON (Dutch utility com-
pany) and two Dutch provinces.

Households kept the metering device for three weeks and
then gave it to another household. The people were reached
by the website of Milieu Centraal and their helpdesk, by arti-
cles in news media and by advertising material. The website
contains also all kinds of information on how to save ener-
gy in homes.

CONCLUSIONS

The campaign was successful with a relatively small budget:
35,000 households joined the project and were motivated to
take action.

> The method was simple and the period of the campaign was short.

> The campaign used an evidence-based mechanism.

> Channels used to reach the target group (the Internet and mass media) worked well.
> Good cooperation with the utility.

> In-a number of cases households were unable to find a next relay partner.
> For some households the device was complicated to handle.
> No follow up activities were developed.

RESULTS

90% of the interviewed participants agreed with the statement that they gained more insight in the energy use of appliances.
About 65% stated that they had taken energy saving measures as a result of the use of the energy meter. The average num-
ber of metered appliances was 6. Measures were: diminished use of standby of TV, stereo equipment and computers, replac-
ing light bulbs with HE (30%). Other actions were: replacing freezers by A-labels and drying laundry outside instead of in the
machine. The average use of electricity per household was 3,350 kWh per year. Per household the average reduction was
250 kWh, equal to 7% of annual consumption or a savings of € 50. The relay lasted four to five times.

PRELIMINARY RESEARCH
> Feedback studies

> Analysis of households
EVALUATION

Households that applied for a metering device were registered, and after the project a small-scale Internet-based evaluation
took place (N=100-150).

SUMMARY OF THE CASE STUDIES | 71



NETHERLANDS HOUSEHOLD ENERGY USE

PROMOTER
O0BRAGAS former Dutch Utility Company

N L3 ELECTRONIC FEED-BACK
AND GOAL SETTING

Target group

CONTEXT

This project was developed as a field experiment to con-
tribute to a study on saving effects of feedback in combina-
tion with goal-setting. It was funded by the local utility, the

ABSTRACT

The action consisted of an experiment in sixty two house-
holds within an energy efficient new housing development in
a small Dutch village in the period of 2000-2002. The
households were provided with weekly feedback on their use
of gas, electricity and water by means of a personalised text
page on TV. The estimated annual consumption was shown,
based on the characteristics of the house and the consump-

CONCLUSIONS

The study proves again that feedback combined with a per-
sonal objective is a strong motivator for households to take

university and the Dutch Ministry of Economic Affairs and
GaTec Technology bv.

tion level of the households in the previous month. They
were compared with the target level and smiles/frowns were
shown when the difference was more than 3%. Prompts
were provided with information on simple, concrete saving
measures. The utility company analysed the data and sent
the feedback.

energy measures. The experiment dates from 2002 and
today the Internet would probably be used for such an action.

> Clear focus and objective.
> Segmentation of the target group.

> Strong cooperation from intermediary organisations.

> Positive feedback works; negative feedback de-motivates people.

> Itis unclear if the effect is sustained.

> More study is needed to involve less motivated people.

> The field setting of this experimental study caused some technical problems.

RESULTS

The goal was reached, the field experiment gave relevant information about the use and effects of feedback and goal setting.

The conservation figures were about 10%.

PRELIMINARY RESEARCH
> Studies on the impact of feedback mechanisms.

> Study on the preferred presentation method for the feedback.

EVALUATION

Structured questionnaires, meter readings and face-to-face interviews were used to collect data on energy and water con-
sumption; evaluation of the information pages and applied changes in behaviour. Also the utility company records of house-

hold energy consumption in the past were used.
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NETHERLANDS

TRANSPORT

N L9 DUTCH ECO-DRIVING

Target group

CONTEXT

There has been an eco-driving programme in the Netherlands
since 1988 that changes every few years. The activities were
intensified after Kyoto within the framework of the Dutch climate

ABSTRACT

The programme consists of several projects to influence the driving
style of car drivers, including activities such as communication,
maintaining a network, international activities and monitoring and

CONCLUSIONS

The effect of the programme rose from 0.04 Mton in 2000 to
0.32 Mton in 2006. Governmental costs are around 7 euros/ton

PROMOTER
SenterNovem

policy. The current programme is running from 2006 to 2010.
The programme is funded by the Dutch ministries of Transport
and Housing.

evaluation. Experience and demonstration activities performed
by the intermediary organisations are the main activities; support
is provided by mass media communication.

(6-8 euros/ton, depending on the activities in a year), in total
2.5.105 (million) euros in 2006.

> Clear focus and strong message: 10% fuel saving.

> Differentiated target groups and customised channels.

> Many intermediary organisations that function as reliable senders.

> Use of a variety of facilities: simulators, training programmes, give-aways, media etc.

> Setting up a solid evaluation and monitoring system from the start, but not too thoroughly.
> International exchange of knowledge and experiences.

! > This programme can only be carried out within a long term programme and with a large budget.

RESULTS

The Eco-Driving simulator and Virtual Trainer have an effectivity of 13%; the courses at the driving schools have an effectivity of 35%.
Based on earlier research it is estimated that 90% of the training has a sustained effect. The sustained effect of in-car devices is 75%
or 30 litres gasoline=72 kg GO,=1GJoule

50% of the respondents are familiar with CO, compensation. 1% already compensates; 15% will certainly do so; 40% probably will
do so/don't know and 44% will probably not. Familiarity with the Eco-Driving Programme diminishes the number of ‘don’t know’
answers. 27% of the people check their tire pressure every month.

Car purchase (A and B labels get a fiscal discount) respondents paid attention to the energy label when they bought a car (24%),
whether the CO, emissions (16%) and fuel use (37%) played a role. 28% of the respondents didn't pay attention to any of these items.

PRELIMINARY RESEARCH
Segmentation study

EVALUATION

1) With telephone surveys among 1,000 drivers each year,

2) All the specific activities of the intermediary network partners are monitored . The participation rate, the actual change in
behaviour of participating persons and the reduction rates of CO, emissions by changing driving style and purchase behaviour.
Investigated in the surveys are the familiarity with the programme, possession of in-car devices and driving with regard to the
Eco-Driving elements and behavioural changes, use of CO, compensation and purchase behaviour.

Also monitored are the viewing/listening rates of TV and radio spots, Internet hits, circulation rates of newspapers and magazines
with adverts or articles about Eco-Driving, number of visitors at conferences, local days etcetera where the programme was presented;
the source of the knowledge about the programme (newspaper, Internet, advertisements, folders, training, driving schools,
acquaintances, shows and exhibitions), and through which organisation this was. Reasons for not applying the Eco-Driving
tips were unfamiliarity, difficulty of application or understanding, one prefers to drive faster and saving petrol is not very interesting.
Possession of in-car devices was 38% in 2006. The above mentioned results depend on the familiarity with the programme.
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HOUSEHOLD ENERGY USE
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N L"I"I ENERGYBOX

Target group

CONTEXT

The Energy Box was an initiative by Greenpeace, supported by
the ministry of VROM (Housing, Spatial Planning and
Environment). It was intended to achieve a change in small
investment behaviour of households in order to save energy

ABSTRACT

The pilot of the Energy Box consists of a list of twenty five
products, out of which ten products (worth 100 euros) can
be ordered for free. This ordering can be done by normal
mail or digitally (small investments behaviour). The prod-
ucts on the list are several types of energy saving light bulbs,
mail box draught proofing, foil for radiators, draught-proof

CONCLUSIONS

In the municipality 69% of the households ordered an Energy
Box, and 34% of the energy company’s customers, but these
did not receive reminders, whereas in the municipality reminders
were sent. Also, in the municipality the introduction of the Energy
Box was accompanied with a PR-campaign through the local
media, which could explain the higher participation.

One-third of the respondents ordered because of curiosity, one-
fourth because they needed the products. Other reasons were
because it was free, it would be a waste to let it go. Respondents

PROMOTER
SenterNovem

and CO, emissions and increase the experience with energy
saving products, in pilot projects to see whether the approach
works and whether it can be used on a national scale.

strips and thermo tape, door springs, stand-by killers for PC
and TV, water-saving shower head and water flow reducers.
The households received a letter and a catalogue with a list
of the products and information about energy savings, pay-
back time, CO, saving and how the products work. With this
they could order an Energy Box. The project ran in 2006.

did not order because they forgot or ordered too late. More than
half of the products were actually used, and up to 20% of the
energy saving light bulbs were stored. 60% of the respondents
reported that their attitude towards energy saving became more
positive after ordering the Energy Box. However, detailed
measurement of attitude components, energy saving behaviours
and the intention to behave in a more energy friendly fashion
in the future did not show much change.

> Clear focus and objectives.

> Using the curiosity of people.

> Relatively simple products and clear sender.
> Segmentation of target groups and proper channels.

> It was not entirely clear that the box was for free and without further obligation.
> 20% of the households replaced energy low light bulbs with new ones.

> Some of the products (standby killers) were not functioning properly.

> Some procedures were difficult because of the organisational setting.

RESULTS

The Energy Box not only facilitates small investments behaviour but also eliminates 1) prejudices against energy saving
products, 2) unfamiliarity with products, 3) unfamiliarity with energy use and costs of aspects such as lighting.

PRELIMINARY RESEARCH

> Preceding study for the biggest possible ‘average household’ to reach as many households as possible. Two marketing

agencies were involved.

EVALUATION

The evaluation was done by quantitative questionnaire via the Internet. This led to a high response rate of the households, but
a smaller sample with door-to-door or telephone surveys probably gives a less biased sample. On the other hand, online
questionnaires are user-friendly, cost-gffective and 70% of the households have access to the Internet.
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EDUCATION

N L"I 2 ENERGY SURVIVAL

Target group

CONTEXT

The Ministry of Economic Affairs funded this programme. It
is based on the Norwegian project ‘Rainmakers’. The con-
cept was adapted to the Dutch situation.

ABSTRACT

Energy Survival aimed to increase 1) knowledge about ener-
gy, 2) awareness of energy and energy saving, and 3)
involvement with energy and energy saving behaviour; the
components of an attitudinal change which could lead to
energy saving behaviour.

The field of activities was routine behaviours.

CONCLUSIONS

After two seasons of broadcasting, the viewers showed dif-
ferences in knowledge and attitude compared to the non-
viewers (see above). Behavioural change was not yet visible
in the total target group, but is expected to follow the know-
ledge and attitude changes; for behavioural change more
time might be required. During the seasons, the familiarity

PROMOTER
SenterNovem and KRO broadcast company

The target audience was children 8-12 years old and their
parents. The campaign used a TV programme, based on the
Norwegian equivalent ‘Energikampen’, a website, and an
educational school programme in combination with local
energy events.

with the programme increased, as well as the number of
vigwers (up to 26% of the children in the target group). The
viewing figures (ratings) fluctuated whereas the number of
programmes watched per child declined a little in the second
season. All in all, the project was considered a success and
is still running.

> A low-interest topic was turned into an exciting subject for the target group.
> Build up from 5 schools to contests at the national level.
> The project was taken over by the market.

E > More attention should be given to actual behaviour change in households.

RESULTS

A quarter of the children in the age group saw at least one of the seven episodes. Several attitudinal changes were found
(thinking more about energy; understanding energy better; thinking more often that energy is important; knowing better what
renewable energy is made of; more children associate ‘car’, ‘light bult’, ‘TV' more with energy) in children who watched the
TV programmes compared to children who did not watch the TV programmes. The viewers thought that the programmes were
exciting and fun to watch. Parents who saw the programmes think more often about buying green electricity; tell their chil-
dren to turn off the light; turn off the light more often; and tumn off the tap while brushing teeth (self-perception). Children who
saw the programmes talk more about energy and turn off the tap while brushing teeth, turn off the lights more often and take
shorter showers (self-perception). It seems that watching the programmes makes the family talk about energy and in this way

affects the awareness about energy saving behaviour positively.

PRELIMINARY RESEARCH
> Life style studies among youth.

> No measurement among the target group for knowledge and awareness.

EVALUATION
Ongoing evaluation is taking place.
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S‘I DON"T DRINK AND DRIVE

Target group

CONTEXT

The overall goal for safe traffic set up by the Swedish
Parliament is to reduce the number of killed and injured in
traffic accidents (in accordance with the policy called “Vision

ABSTRACT

The campaign Don’t Drink & Drive aims at making young
people aware of the risks of drinking and driving. One aim is
to stop a behaviour of lack of respect, to save lives and pre-
vent accidents which can lead to lifelong handicaps and
damages. Is it worth, driving drunk considering the conse-
quences? So the campaign is built upon strong emotional
messages, combined with information on the law on using
alcohol/drugs while driving and also about the enforcement

PROMOTER
SNRA - Swedish National Road Administration

Zero”). Alcohol and Driving is a large societal cost which
kills, injures and destroys young people’s lives and/or future.

by the police against drinking and driving. The activities
encompass close cooperation between a number of societal
organisations — rescue service, police, sports organisations
gtc. The messages are delivered via specially produced
films, exhibitions and lectures where real traffic victims are
acting. The aim of this is to get the audience to reflect upon
the risks and consequences of alcohol and driving.

> The campaign had a strong level of attention from young people and was perceived as
positive. 40% of the people that paid attention to the campaign believed that it will influence
young people’s behaviour to a great extent.

> In the first year of the campaign 65 % of the target group had observed the campaign and
after one more year this had risen so that 83% of the target group had taken notice of the
campaign. A substantial part of the increase was probably due to increased TV-information.
This conclusion cannot however be fully verified.

> A strong contribution to the success was the fact that young people (15-24) were invited and
directly involved in both the planning and implementation phase.

> No specific objectives were set beforehand.

RESULTS

Very high attention to the campaign was reached within the target group, although there were no quantitative goals set up by

the programme.

EVALUATION

The National Road Administration monitored the programme activities.
Telephone interviews in conjunction with the campaign activities were the most common method used.
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SWEDEN

HOUSEHOLD ENERGY USE

S 4 “THE SWAN” LABEL - LABELLING
OF ENVIRONMENTAL FRIENDLY
PRODUCTS IN NORDIC COUNTRIES

Target group

CONTEXT

The Swan is the official Nordic Eco-label, introduced by the
Council of Ministers from Iceland, Denmark, Norway,
Finland and Sweden. Nordic Eco-labelling is assigned to

ABSTRACT

Interest in environmental issues increased during the 1980s.
To satisfy the demand for information on the environmental
quality of products by an impartial environmental symbol
upon which people can rely. The Nordic Council of Ministers
decided in 1989 to introduce a common, official environ-
mental label in the Nordic countries. The Swan was chosen
as a symbol. It is a variation on the logo of the Nordic
Council of Ministers.

Itis a voluntary license system where the applicant agrees to
follow a certain set of criteria, outlined by the Nordic Eco-
labelling in cooperation with stakeholders. These criteria

CONCLUSIONS

The Swan label is well-known. 67 % of people in the Nordic
countries understand the Swan. The label is a cost-gfficient
way of communicating that a company takes responsibility

PROMOTER
NMN - Nordic Eco-labelling Board

promote a more sustainable consumerism with the goal of
creating a sustainable society.

include environmental, quality and health arguments. The
criteria levels promote products and services belonging to
the most environmentally sound and take into account fac-
tors such as free trade and proportionality (cost vs. benefits).
The Nordic Ecolabel now covers 67 different product groups,
for which it is felt that ecolabelling is needed and will be bene-
ficial. These days, everything from washing-up liquid to
furniture and hotels can carry the Swan label. The Swan
checks that products fulfil certain criteria using methods
such as samples from independent laboratories, certificates
and control visits.

for the environment through environmentally-friendly prod-
ucts.

> The Swan Label has a high confidence among the citizens of the Nordic countries. For
producers it is easy to promote the environmental performance of products with the help of the
well-known symbol. All they need to do is display the Swan in the marketing material.

> The information value of the label is perceived to be rather low by the customers.
> Once the licence has been granted, there is an annual charge based on the company’s
turnover for the products carrying the Swan label to which the licence applies.

RESULTS

77 % of Swedes consider that the Swan makes a brand extremely reliable.

EVALUATION
Criteria documents are reviewed every three years.
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SWEDEN

ENERGY EFFICIENCY IN BUILDINGS

S 5 HEATING IN VILLA

Target group

ABSTRACT

The Heating in Villa campaign has consisted of a variety of
activities, large and small, at primarily local level and as a
support to existing networks. Examples:

> Seminars and lectures on sustainable heating methods.

CONCLUSIONS
Increased knowledge on renewable possibilities.

PROMOTER
STEM - National Swedish Energy Agency

> Demonstrations on products for sustainable heating,
especially renewables.

> Brochures, literature.

> Sponsored local events like competitions on the heat-
ing/environment problems efc.

organisations.
> Strong local activity.

unknown among the public.

> Good timing as Sweden started a new system for local energy advisors and regional energy

> Increased the credibility of the National Swedish Energy Agency, as the agency was rather

group of energy users in the country.

> Lack of personal resources from the National Swedish Energy Agency. This lead to an
extended external consultant activity which in the end gave the agency weak technology and
competence transfer to strengthen the in-house competence.

> The campaign was aimed only towards individuals and villa owners, which is a limited

RESULTS

Exhibition/Fairs/Road shows in ninety cities in Sweden. Participation in an annual Fair on Housing and Living gathered 30,000

visitors to the campaign exhibition.

EVALUATION

Both qualitative and quantitative evaluation of the monitoring of the campaign and process. The effect was not evaluated.
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SWEDEN

CLIMATE CHANGE

56 THE SWEDISH CLIMATE CAMPAIGN

Target group

CONTEXT

The Swedish climate strategy from 2001 proposed that an
initiative be undertaken to provide information in collaboration

ABSTRACT

The aim of Sweden’s climate strategy is to reduce Sweden’s
emissions of greenhouse gases, as they are defined in the
Kyoto Protocol, by an average of four percent for the period
2008-2012 as compared with 1990.

CONCLUSIONS

The overall conclusions obtained from the analysis (August
2002) were:
> The climate issue is complex and difficult to under-
stand and therefore causes a lot of uncertainty amongst
the Swedish population.

PROMOTER
Swedish Environmental Protection Agency

with public authorities, local councils, schools/educational
establishments, trade and industry and voluntary organisations.

The reduction is to be achieved without compensation for
absorption by natural carbon sinks or flexible mechanisms.
The aim is to reduce Sweden’s emissions by half by the year
2050 as compared with 1990.

> Society faces many threats, which are more imminent
interms of timescale than climate change, and this means
that people find it difficult to take an active interest in
something such as climate change, which seems to lie so
far in the future.

> The climate campaign’s project team spent six months undertaking the research, analysis
and strategy work necessary for creating the solid foundations for a successful campaign.
Around 15 research studies formed the basis of the analysis describing the campaign’s starting
point. Research studies which had already been carried out were also used.

> It was initially proposed that the initiative should last for a three-year period, 2002—2004,
with a budget of 3.3 million euros per year. The government bill of 2003 withdrew the final
year's funding, and the campaign has therefore been run over a two-year period, 2002—-2003.

RESULTS

The Swedish people have become more knowledgeable about the causes of the accelerating greenhouse effect.
The Swedish people have become more knowledgeable about which consequences an accelerating greenhouse effect might

have.

The Swedish people have become more knowledgeable about what each individual can do to reduce emissions of greenhouse
gases, and their attitude towards the issue has changed as well.

The majority of Swedes were in favour of state control as regards the restriction of carbon dioxide emissions.

The credibility of the Swedish Environmental Protection Agency as regards the climate issue has increased.

EVALUATION

An extensive survey was undertaken in November 2002, involving interviews with 2,000 people selected at random, to meas-
ure the level of knowledge of the Swedish people. An identical survey was carried out in November 2003 to see whether
people had become more knowledgeable during the period when the climate campaign carried out a variety of activities.
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SWEDEN

RENEWABLE ENERGY

S7 WOODEN PELLET HEATING -
FUTURE HEATING

Target group

CONTEXT

Wooden pellets are one of the options to transform the
Swedish energy system towards a sustainable system.
ABSTRACT

The campaign on wooden pellet heating consisted of a vari-
ety of activities, such as organising national and local Pellet
CONCLUSIONS

A good campaign with a focus on a small niche in the pop-
ulation, which in the end lead to an increase in the share of
use of renewable energy.

PROMOTER
STEM - National Swedish Energy Agency

Days, giving advice and education at national and local level
and support to existing networks.

The effects on employment in rural areas are positive with
this type of campaign for a niche market.

> Reference groups covering the whole country, with all concerned branches represented like
pellets, solar, installation people, manufacturers of energy technology, branch organisations.
> The knowledge transfer between the participating groups was very good. This lead to a
higher awareness of good holistic solutions of the energy problem.

> All regional energy institutions were engaged in the campaign and its execution.

decreased the effect of the campaign.

> Timing: shortly after the start of the campaign, a substitution from the government to install
wooden pellets heating, which in the second part of the campaign ran out of money. This

> Operating as a united project team proved to be difficult sometimes. Roles and
responsibilities of all partners should be clearly defined.

RESULTS
The use of wooden pellets for heating has increased.

Technology transfer between the participating partners of the campaign led to increased awareness of the pellets advantages

as a future renewable energy source.
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UNITED KINGDOM

ENERGY EFFICIENCY CAMPAIGNS

U K"I ADVERTISING CAMPAIGN 2006707

Target group

CONTEXT

The primary purpose of our national advertising and promo-
tional work for energy efficiency is to generate awareness of
the importance of saving energy and thereby reduce carbon
emissions. It aims to inspire people to adopt a more energy

ABSTRACT

The main goal is to move people along the behavioural change
chain. In the context of sustainable energy, this is changes to
purchasing or routine behaviour. We engaged and informed
citizens about how they can live lower carbon lifestyles and the
advice we gave covered domestic energy efficiency, micro-
generation and transport for consumers. A customer
segmentation model was used to focus our activity on priority
audiences who are defined as having the most positive attitude
to messages about the environment and having the highest
potential to save carbon through their choices. The evaluation

CONCLUSIONS

The advertising and PR campaign was considered as an
overall success by EST as it has managed to engage with a
greater number of householders than in 2005/06 and
increase its cost effectiveness. The key success factor for
replication elsewhere is to identify the best opportunity at the
right time to influence action by the target audience and
move quickly to deliver. It is also essential to have:

> Detailed understanding of the target audience.

PROMOTER
EST - Energy Saving Trust

efficient lifestyle, promote our website and the services of
our national chain of advice centres as the places to go for
free, independent expert advice.

of advertising and PR material in 2006/07 is based on a
refinement of a methodology used in previous years.
Comprehensive market research through quantitative customer
surveys was used to assess our effectiveness. The key strength
of the activity is the underpinning stakeholder analysis and
strategic approach taken in developing activities that is
accompanied by detailed evaluation to improve performance
year on year. In our view the goal of the programme has been
achieved with the level of savings improving on previous years
despite a more rigorous methodology being employed.

> Access to a variety of delivery channels and identifica-
tion of the best way to reach the target audience.
> An understanding of the size and capacity of the supply
chain to deliver on specific actions
Our ongoing consumer campaign work continuously learns
from the results of previous campaigns to raise awareness
around energy efficiency and promote actions which con-
sumers can take to save energy.

replicated.

> Go-sponsorship proved very successful in generating awareness of EST and should be

> Awareness of other non co-sponsoring key elements of the advertising and PR campaign
has been successful in improving the number of households that EST engages with. Some
executions have worked better than others.

the web.

> More work is required to be undertaken in co-ordination with the devolved offices of
Scotland and Wales to improve the proportion of website visitors coming from these regions.
> A metric needs to be identified for planned actions for the sample of the general public and

> Gurrently, market data is only available for around 50% of the measures that EST provides
advice on and in some cases the data we do have is not particularly robust.

RESULTS

EST's Advertising and PR reached 6.8 million household customers in 2006/07. Lifetime C savings were 1,123 KtC and annu-

al C savings were 197 KiC/pa.

> Of all consumer channels, advertising and PR remains dominant for annual savings (61%) although lifetime savings are
lower than those from the web and our advice centres as the majority of actions undertaken as a result of the advertising

and PR campaign are behavioural.

> Awareness of the EST by the general public is 32% and higher than 2005/06.
> The lifetime cost effectiveness of the programme was assessed to be £3.2 tC.
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PRELIMINARY RESEARCH

Previous advertising and PR evaluation plus consumer market research, research and development of detailed segmentation
model to help target messages/consumers.

EVALUATION

The evaluation of advertising and PR material in the 2006/07 financial year is based on a refinement of a methodology used
in previous years which has lead to increasingly robust results, although a number of uncertainties still remain. The carbon
saving impact is assessed through quantitative customer surveys of the general public. The sample is structured so that half
those interviewed had bought a kitchen appliance in the last twelve months but this over-representation is then corrected at
the analysis stage. The survey is undertaken sometime after the consumer has received advice from the EST. For advertising
and PR this is between one to four months as some actions take considerable time to enact and we want to ensure we capture
as many as possible. Different size dwellings and varying fuel mixes are taken into account, although no account is currently
made of planned actions. Market data for the installation of various energy saving measures is collected and is compared to

the claimed number of installations after the results of the sample are grossed up to the population.

UNITED KINGDOM

ENERGY ADVICE

UK3

Target group

ENERGY SAVING TRUST ENERGY
EFFICIENCY ADVICE CENTRE (EEAC)

CONTEXT

The EEACs were established over 10 years ago as a UK wide
advice network to help consumers become more energy effi-
cient and thereby reduce their carbon emissions.

ABSTRACT

Householders can access the service via a single free-phone
number that automatically connects them to their local centre.
The main goal is to move people along the behavioural change
chain, in the context of sustainable energy this is changes to
purchasing or routine behaviour. The EEACs engage with
householders in some of the following key ways: completion
by the client of a Home Energy Check (HEC) report; face to face
advice; stands at local events; home visits for householders
with particular needs; direct mailings to new and existing
customers and by providing training to frontline staff. As well
as giving advice EEACS pro-actively raise customer awareness

CONCLUSIONS

The EEACs are considered to be successful as they are very
cost effective and every year they are responsible for over
750,000 householders saving carbon. The EEACs have
evolved over several years and there have been many les-
sons learnt along the way which have been built upon to
improve overall performance and this will be built upon by
transforming the EEACs into a Sustainable Energy Network
(SEN). Key success factors for replication elsewhere in
Europe include:
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of domestic energy consumption issues and form local strategic
partnerships with key organisations to optimise outreach.
Through our customer segmentation model we focus activity
on our priority audiences, delivering tailor-made messages that
are most likely to result in action. We employ comprehensive
market research through a quarterly tracker and ‘Green
Barometer’ survey to assess the effectiveness of our national
activity and to improve the understanding of the UK
population. The key strength of our EEAC activity has been the
underpinning stakeholder analysis and strategic approach taken
in developing activities.

> Clear performance targets with monitoring and report-
ing against those targets.

> Providing a high level of accuracy and consistency in
the advice messages being given to customers.

> Finding competent, motivated organisations to provide
the service.

> Driving customers to take action on the back of advice
whilst maintaining impartiality.

> Meeting the diverse needs of all regions.



However, we have identified requirements to raise the capac-  experience. Overall we would advocate the introduction of a
ity to reach a larger audience, to integrate the emerging wider ~ SEN (Sustainable Energy Network) type approach as
sustainable energy agenda and to streamline the customer  opposed to a national EEAC chain.

> Three EEAC regions have performed very well in the first half of 2006/07. It is intended that
the reasons for this high performance be fed back to the centres.
> The EEACs are one of the UK's most cost effective energy saving programmes.

> EEAC lifetime savings have fallen against 2005/06 results

> Afifth of the customers do not remember receiving a report back. If EEACs tell customers
they can expect a report they are more likely to remember receiving it and this area needs to be
improved.

> Some EEACs didn't perform as well as others, discussions have been initiated with these.

RESULTS

The EEAC network reached 855,498 customers in 2006/07. On a lifetime basis carbon savings were 1064 KtC and 47 KtC/pa
on an annual basis.
> EEAC lifetime savings have fallen against 2005/06 due to a lower incidence of cavity wall insulation and virgin loft insu-
lation attribution, which have greater longevity than other measures.
> A significant amount of cavity potential remains across the UK suggesting that this focus can continue for sometime
> A number of EEAC regions perform better than the EEAC average and two have performed significantly below the aver-
age, both have a low incidence of cavity fill and loft insulation jobs.
The policy cost to achieve the carbon saving was £7,615,000 and so the lifetime cost effectiveness of the programme was
£7.2 1C. Satisfaction questions are also included in the evaluation survey of customers and overall 78% of EEAC customers
rate the quality of the advice as good or better.

PRELIMINARY RESEARCH

As the EEACs are a long-term ongoing programme that has been refined over many years, the initial preparatory phase is out-
dated and no longer relevant. Annual evaluation is undertaken and recommendations enacted.

EVALUATION

The carbon saving impact is assessed through quantitative customer surveys. We use the customer details recorded on a
database in order to then produce a sample for survey. A representative sample is taken of the population of the audience con-
cerned. For the EEACs, the size of the offices and the number of customers in contact with the EEACSs each month is taken
into account and is reflective of the proportion of customers advised verbally and those advised through a HEC report. Each
action that is assessed has an energy, carbon and lifetime saving attached to it. Whether the individual has a large or small
property, and the varying fuel mixes are also taken into account. The survey is undertaken five to six months after the contact
with EST took place to allow the respondent time as some take considerable time to enact and we want to make Sure we cap-
ture as many of these as possible. These are then grossed up to the whole of the population from which the sample has been
taken.
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UNITED KINGDOM

TRANSPORT

U K 5 SCOTTISH ECO-DRIVING

Target group

CONTEXT

The primary objective was to seek to encourage drivers to
reduce emissions from their cars by using eco-driving tech-
niques using the central belt of Scotland as a test area, main-

ABSTRACT

The programme aimed to change routine driving behav-
iour through a campaign to raise awareness of the bene-
fits of eco-driving. Commuters were identified as the core
audience for eco-driving as they were likely to be most
receptive to our messages since they will directly benefit
eco-driving. The media channels utilised to reach the tar-
get group were: billboard advertising; drive time local
radio; local press advertising and online coverage, and a
radio based PR campaign. The campaign lasted two
weeks during which the number for the Scottish Energy
Efficiency Advice Centres (EEACs) and a website were
advertised. The Scottish EEAC advisors were trained to

CONCLUSIONS

The campaign was considered a success and the goal of
the programme was achieved as there was an increase in
awareness of eco-driving which led to carbon savings.
Critical to success of the project was to ensure that the tar-
get audience was well-understood and that the best routes
to engage and influence that audience were identified and
implemented. This project found, although posters were
recalled most often, it was radio ads that drove responses,
indicating that a mix of both was well placed. A good level
of behavioural response was also found in respondents
who had read about the eco-driving tips. Responses to the

PROMOTER
EST - Energy Saving Trust

ly targeting people commuting into the two largest Scottish
cities of Glasgow and Edinburgh.

deliver advice to people responding to the campaign. The
success of the campaign was assessed through a variety
of surveys and it was found that there was a doubling of
awareness (15% to 34%) of the concept of eco-driving
from the pre to post survey, but the carbon saving impact
was low. This was due to it being a small two week cam-
paign, which was primarily designed to raise awareness
of eco-driving. The campaign was considered a success
as it delivered an increase in awareness of eco-driving
and also delivered a good carbon saving from respon-
dents to the campaign.

campaign increased significantly towards the end of the
two weeks indicating that increasing the length would have
driven a larger response. It is recommended that any repli-
cations increase the length and breadth of the campaign
period and, as there is an engaged audience, the inclusion
of other energy saving consumer transport advice which
delivers higher potential carbon savings (e.g. vehicle pur-
chase advice) should be considered to achieve greater
impact. They should also ensure that the target audience
is well-understood.

with regard to eco-driving.

355 (49%).

their target audience’s requirements.

> The campaign was clear in its objectives, and was successful in terms of raising awareness
> Respondents to the campaign demonstrated a good level of behavioural change attributed to
the campaign, resulting in good carbon savings per respondents.

> Particularly good awareness found after the campaign in Edinburgh (44%) and amongst 26-

> The target audience was well-understood and the advisors were well trained and aware of

> The numbers of respondents were low, mainly as this was only a two week pilot campaign,
therefore the actual carbon saving impact was also low (see results below for C savings).
> A longer and wider campaign is likely to have been more effective.

RESULTS

> The campaign achieved a 2% saving of the total annual carbon emissions of the individuals' vehicles excluding respon-
dents who accessed all the information available on the website.
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> There was a doubling of awareness (15% to 34%) of the concept of eco-driving from pre to post survey.

> 261 people telephoned the EEAC network during the campaign, which resulted in a carbon saving of 4.85 tC/a. Considering
that if all eco-driving behaviours were applied, the saving would be 8.7% this represents a good conversion to action ratio
> The C saving does not include the responders who accessed the website, of which there were more than 2,200.

PRELIMINARY RESEARCH

Background research was carried out to find out about consumer attitudes towards transport and climate change and also to
look at Scottish attitudes to energy efficiency and motoring behaviour to help target messages/drivers.

EVALUATION

The carbon saving impact and changes in awareness and understanding of the term ‘eco-driving’ were assessed through
quantitative customer surveys. Three surveys took place as part of the campaign evaluation: an on-street questionnaire of
commuter drivers prior to the campaign and one a short time after the campaign and a telephone survey of individuals who
responded to the campaign by telephoning the EEACs — previously the EEACs were instructed to keep contact details of
responding individuals on a separate database for this reason. Each energy saving behaviour has an energy saving, C sav-
ing and lifetime saving attached to it. The interviewees were assessed to determine if energy saving actions undertaken were
due to advice from the eco-driving campaign and the survey results were then grossed up to the total number of individuals
responding to the campaign through the EEACs.
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UNITED KINGDOM ENERGY ADVICE

PROMOTER

U K9 SUSTAINABLE ENERGY NETWORK
EST- Energy Saving Trust

(SEN) - NOW KNOWN AS THE
GREEN HOMES SERVICE.

Target group

CONTEXT

EST had a number of national EEACs that delivered advice
on energy efficiency. This programme aimed to test if C sav-
ings could be delivered cost effectively on a larger scale

ABSTRACT

Three UK regions were chosen to pilot SEN. The aim was to
change consumer purchasing and routing behaviour, and
EST’s role as an organisation that is expert and trusted and
seen to be independent of both commercial and political
interests was well suited for this. The SEN pilot, supported
by ongoing evaluation of the EEAC network, had five key
hypotheses: to save more C through a ‘one stop shop’
approach; to have a single brand for all SEN activities; to
have a structure of effective communication at national,

CONCLUSIONS

Overall, the pilot was a success as more G was saved
through an increase in direct advice. Of the five hypotheses
the first three mentioned above were exceeded but two were
unproven, one of which was due to lack of funding. The
ESTACs were most successful when they were clear about
the programme objectives, which (energy saving) measures
to prioritise and when it was clear that a greater proportion of
verbal advice compared to home energy check advice

through an evolution of the EEACs to Energy Saving Trust
Advice Centres (ESTACs) which would be delivered in the
form of a one stop shop to the consumer.

regional and local level; that advice on transport will lead to
direct C savings; and offering advice on energy efficiency,
renewables and transport together will benefit all three. The
ESTACs engaged with householders through a number of
ways, developing relationships with local supply chains,
businesses, government and communities. Specific con-
sumer groups and houses were targeted using comprehen-
sive segmentation tools that allowed more cost effective
delivery.

achieved the highest savings. To ensure success in similar
programmes there should be: full support from critical stake-
holders and funders; clear objectives and deliverables; a bal-
ance of control and flexibility of the national brand; integra-
tion with proven delivery channels, the use of segmentation
tools to target delivery, and robust monitoring and evaluation
of performance.

of householders.

savings.

> Regional advice centres can simultaneously provide advice directly to a substantial number
> Higher C savings delivered across the SEN pilot in 2006/07 compared to the baseline EEAC
> The ESTACs developed and maintained a range of productive stakeholder relationships,

working with the supply chain and cross-fertilising ideas between the three centres.
> There is a greater awareness of the EST brand in ESTAC regions.

stop shop'.

helpful.

> Cost effectiveness is initially higher than the EEACs. The delivery of renewable and transport
advice was inhibited by lack of transport funding and a restrictive renewables remit. As such
the ESTACs did not comprehensively demonstrate they can fully operate as a complete ‘one

> Greater development of local long-term strategies or business plans which recognise the
need to dig deeper for C savings once the easy pickings have been made is needed.

> The development of the pilot took longer than originally anticipated, and in hindsight, some
better guidance and closer control of the planning activities of the SEN pilots might have been
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RESULTS

> Interim results showed that the ESTAC network reached 211,149 customers in 2006/07 net of overlaps. C savings were
266 KtC (lifetime) and 12 KtC/pa (annual). Customers advised through the ESTACs increased by 2.3 times in 2006/07 whilst
lifetime impact increased by 1.5 times against the 2005/06 pilot.

> There is a greater awareness of the EST and EST branded material in the ESTAC regions.

> The ESTACs were most cost effective when they placed greater focus on cavity wall insulation.

> The ESTACs do not yet have major roles in regional renewable initiatives, and hence can't be seen as the authoritative voice
for renewables - customer advice is restricted to providing a reactive only service.

> Transport G Savings were 33 {C (lifetime), and 31 tC/a (annual). This is low relative to the total as advice has been provid-
ed at a low level due to a lack of significant funding provided for transport to date.

> Customer satisfaction results are mixed and in some areas show a slight reduction from beforehand, which is to be expect-
ed in a pilot. Satisfaction amongst the ESTACs key stakeholder group continues to be excellent.

> The Energy Saving Trust advice centres have now received Government funding to be rolled out nationally and also address
water and waste in homes.

PRELIMINARY RESEARCH

Previous evidence and evaluation from the EEACs plus consumer market research, research and development of detailed seg-
mentation model.

EVALUATION

The ESTACs were assessed qualitatively and quantitatively to determine C savings, effectiveness of partnership working and
regional market data was also analysed. Qualitative operational results were evaluated through interviewing the ESTACs and
their stakeholders. Market data for regional cavity wall insulations etc. was compared with regional attributed installations
from ESTACs which was measured through surveying a representative sample of the audience as part of the quantitative
impact assessment. Each action assessed has an energy (or fuel for transport advice), C and lifetime saving. The interviewees
were assessed to ensure energy saving actions were due to ESTAC advice. The survey results were then grossed up to the
whole population.



75 people, 60 cars;

75 people 1 bus.

Source: International Association

of Public Transport — UITP (Belgium)
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n this project, we have analysed the theoretical foundations for behavioural change pro-

grammes, collected cases of implemented programmes and analysed these to provide prac-

tical guidance about the application of the Precede-Procede planning model for behavioural
change programmes. We report on crosscutting aspects of implemented programmes, and pro-
vide recommendations for policy makers and programme managers to improve the implementa-
tion of behavioural change activities.

Our analysis of behavioural change projects led to a mixed result: some aspects of the design and
implementation of these projects have improved, but other aspects still remain underdeveloped.
In this section, we point to some of these aspects, recommending that policy makers and pro-
gramme managers pay more attention to this while deciding on and implementing projects and
programmes.

Many projects and programmes lack a clear theoretical basis, making it hard to properly assess
success and to determine if objectives have been achieved. Furthermore a lot of programmes
lack a proper planning and evaluation model, which is essential in order to develop and imple-
ment successful change programmes. A model like the Precede-Procede model should be
applied when designing, implementing and evaluation programmes.

Few programmes are based on a good prior analysis of the situation and the factors that deter-
mine if behavioural change can occur. Projects and programmes should always be based on such
an analysis, even for smaller projects or if time is at a premium.

-
L



Metro and regional railway
can carry over 50,000
passangers per hour and route,
equivalent to 25 car lanes.
Atocha Station, Madrid.
Source: Consorcio de Transportes
de Madrid - CTM (Spain)

Market segmentation is more common now than in the past, but a more detailed segmentation,
allowing for the tailoring of activities to specific segments of a target group, is still underdevel-
oped. Specific target groups should be carefully selected so that activities can be specifically
set for the behavioural changes that are requested of a specific group, rather than sticking with
a scattergun approach.

Many projects and programmes rely disproportionally on advertising and promotional cam-
paigns. While these are a useful element of behavioural change programmes, these hardly ever
lead to behavioural change on their own. Advertising and promotional campaigns should be
complemented with social marketing activities tailored to inducing behavioural change in tar-
get groups.

Monitoring and evaluation of programmes should be planned from the start, with adequate
process and impact indicators and defined ways of measuring these. Too often, evaluations
focus on the delivery of programme activities, and more attention should be given to measur-
ing the impacts of activities on target group behaviour.

Behavioural change activities are also needed when introducing new regulation or new technol-
ogy. Neither of these operates in a vacuum, and changes in consumer behaviour are almost
always needed to reap the full benefits of new legislation or technology. Policy makers are
advised to consider the full mix of instruments (legislative, financial, communicative instruments
and infrastructural provisions) when introducing new policy.
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In this last section, we return to the conclusions of a preceding project that concluded in 2000,
and compare its results to the ones obtained thorough the BEHAVE project.

The Guide to Change project also reviewed around 50 energy behaviour change programmes, but
from the period 1990-1998. The results pointed to seven key findings about the implementation of
behavioural change policies. We summarise these here, and compare this with the current situa-
tion, as an indication how much progress has been achieved since the beginning of this decade.

90

1. Behaviour change projects do work!

Over 75% of the projects analysed showed
significant positive results, in terms of
objectives. However, objectives are often not
clearly articulated, and results are often
measured in something different than a lasting
change in the targeted behaviour — making the
results difficult to interpret.

Most cases show positive results. Goals and
objectives are however still not specific
enough to get a clear interpretation of the
results.

2. Interventions have little or no basis in relevant theory

Fewer than 20% of all projects examined used
a theoretical framework to design their
activities. This leads to a lack of projects
building on past achievements, and little or no
learning from past experiences.

There is a significant increase in the use of
theory, e.g. feedback mechanisms, but the use
of an overall theoretical framework is still rare.

3. Many projects favour the ‘scattergun’ or a ‘one-size-fits-all’ approach

Fewer than 20% of all projects analysed used
any form of market segmentation, and of those
that did, only a handful employed a real
segmentation of target groups. As a result,
most projects applied a scattergun approach.

Almost 50% of the cases used some form of
market segmentation. However, segments are
not always specific enough to properly
tailored activities.



4. Prior diagnosis is rare

Less than one third of all cases examined This item has also improved: around 50% of
were based on any real analysis or the cases applied some form of preliminary
measurement of the ex ante situation. Even research.

major programmes usually lacked this prior

analysis.

5. Behavioural evaluation and assessment is rare

Most cases examined included some form of In 25% of the cases process evaluation was
assessment of results, but the majority of this carried out; in 29 cases (of 41) an impact
work did not include a proper measurement of evaluation was carried out. This is a clear
the impacts of the intervention. This makes it improvement over the 2000 situation.

very difficult to draw lessons from the

intervention or to share these with other

practitioners.

6. Not many behaviour change projects lead to ongoing activities

Most cases examined did not lead to further Most cases are part of a larger cluster of

or ongoing activity, nor were these part of a activities and lead to further activities. This is
bigger framework that could have provided also a clear improvement, leading to more
continuity. In those situations, it must be continuity in activities and better chances of

expected that there will be a slow decay in the lasting success.
results of an intervention.

7. There is still little transfer of learning between projects

It is quite clear from the analysis that Member There is little evidence that learning from

States experience many similar problems in previous projects has improved. To build up
relation to changing behaviour. Cross- the ‘body of knowledge’” on energy behaviour
fertilisation between projects in different changes will require specific attention in the
countries, however, is rare, and the wheel is future.

re-invented over and over again.

CONCLUSIONS & RECOMMENDATIONS
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Energy Aware Clock (Page 93).
Photo and Concept by
Interactive Institute (Sweden)
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Progress has been made between 2000 and 2008, especially on a more careful planning of activ-
ities, better segmentation of target groups and increased continuity of activities. The evaluation
of results has also improved, making it easier to assess what works and what doesn't. The use of
an overall planning and evaluation framework of behavioural change programmes is still underde-
veloped, as is the tailoring of activities to the specific characteristics of target groups. Institutional
learning and the creation of a body of knowledge about these programmes will require further
attention.
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