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Agenda
 

1. Behavior Change Strategies and 
Lessons Learned 

2. Overview of N2N 

1. Appendices/Publications for your 
use later 
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About N2N: 
Challenges in our Residential Market 


• Energy efficiency- who cares? 
• Low priority category 
• Low consumer awareness and  demand for upgrades 
• Residents are confused about what to do 
• Lack of trust for utilities and contractors 

• Program marketing is not as consumer friendly as it could be 
• Overemphasis on Home Energy Solutions and small changes 

• 75% of residential energy savings are from air sealing and lighting 
• Less than 10% do more than HES 

In CT contractors and customers are not sufficiently 
incented to focus on upgrades… yet. 
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Lessons Learned 
Contractor Funnel of Doom
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Key Findings 
Need an Innovation Lab
 

•	 Current residential EE programs don’t 
work, lack flexibility and accountability 

• Need to morph/evolve in a petri-dish 
• Subtle behavioral insights need to be
 

detected and woven into programs
 

• Support with robust data platform 

Behavior matters!!!! 
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Program Tools 
Internal Tools for Innovation
 

Test, learn, adapt 
Technology platform that tracks customer through all energy actions 

•	 Real-time data collection and reporting 
•	 Compares cost-effectiveness of outreach strategies and sets targets for campaign 

performance 

Behavioral research 
•	 Quantitative action research with real-time data collection 
•	 Qualitative analysis of outreach and messaging through in depth interviews, 

surveys, customer feedback 
•	 Behavioral experiments with program participants 

Program dashboards 
•	 Internal and external dashboards 
•	 Contractor pipeline/ scorecards 
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Program Tools 
Centralized Platform
 

N2N customer relationship management (CRM) database tracks:
 

Outreach Data 

• Leads/Contacts 

• Households 

• Outreach Activities 

Upgrade Data 

• Project Information 

Savings, Rebates/Incentives, Costs 

• Contractor Scorecards 

• Referrals 

• Coalition Partners 

Close, Bid, Upgrade 
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Program Tools 
Salesforce Database
 

For each participant, information is collected on 3 levels: 
Contact 

• Events attended 
• Survey responses 

Projects 
• Completed actions – HES, HES-IE, Efficiency Improvements, Solar 
• Pipeline data from sign-up to completion 
• Energy savings, cost, and financing 

Household 
• Utility records 
• Pre-assessment interest & “hot lead” designation 
• Cumulative Energy Savings 
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Our Approach 
Data is Essential for Research & Evaluation
 

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

• Data integrity questionable. 

N2N Behavior Change Webinar, May 29, 2013 9 



 
 

  

     

Transparent Data Publication
 

Program Tools 
Dashboards 
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Program Tools
 
Dashboards 
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Behavioral Research Approaches
 

• Participatory Action Research: 
•Continuously Test/Learn/Adapt; 

• Qualitative analysis; and 
• Behavioral experiments and surveys.
 

Social/behavioral approaches, 
Real-time data collection, 
Frequent analysis, and 
Quick course correction. 

N2N Behavior Change Webinar, May 29, 2013 12 



 
   
    
    
   
   

 

 
   
   

 

     

 
  

     

Driving Demand 
Why Community Based?
 

Community Based Social Marketing 
 Blend social and individual psychology behavior change strategies
 
 Targeted at people who have reason to care; ready for change 
Works on the installment plan 
 Carried out at the community level 
 Involves direct contact with people 

The theory: 
Widely used in Public Health 
 N2N applies it to Energy Waste! 

Sources: (McKenzie-Mohr 2008, 2009, and Brooks et al 2002)
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Methodology: 
Participatory Action Research
 

Community-Based Social Marketing
 

Uncover 
Barriers, 
Benefits, 
Potential 
Impacts 

Measure & 
Evaluate the 

Impact 

Recommend  
Approaches 

Feedback Loops 
and Course Corrections 

Design the 
Pilot based 
on findings 

and 
literature 

Test w/a 
segment of 
the social 

community 

Step 1 Step 2 Step 3 Step 4 Step 5 

Derived from: McKenzie-Mohr, D. (2009). Fostering Sustainable Behavior Presentation. 
Paper presented at the Behavior, Energy, and Climate Change Conference. 
http://aceee.org/conf/09becc/09BECCPresentations.html - Day3 
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Behavioral Science Approaches 

 
 

 
 
 

 
 

 
 

 
 

 

Make it Easy and Desirable: 
• Tailored Messaging (the N2N “stories”) 
• Frame, Anchor, and Prime (not “one & done”) 
• Goal-setting and Commitments 
• Custom Feedback (real-time, past, projected) 
• Scarcity, Triggers, and Reminders 
• Clear and Actionable Steps 

 
 
 
 

  
 

Harness Peer Pressure: 
• Social Norms (the “right” behavior): 
       - Behavior Modeling and Earned Media,  
       - Trusted Messengers and Word of Mouth, 
       - Comparisons; 
• Using communities and their social structure. 

     

Driving Demand
 
Behavior Science
 

Influence 
Dimension 

Motivators/ 
Co-Benefits 

Individual 
(Personal 
Context) 

Fun!, 
Comfort, 
Convenience, 
Core/Intrinsic Values, 
Health, 
Sense of Ownership, 
Gain/Fear of Loss. 

Group 
(Social 

Context) 

Social Approval, 
Peer Pressure. 
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Outreach Behavior 
Problem, Diagnosis, Solution
 

Solution—Course Correction: 

• N2N All-Staff Analyses 

• Refine pitches/materials 

• Prime for upgrades 

• Staff Training 

• Sign up “receipts” 

Problem 

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

Qualitative Diagnosis: 

• Low Quality Leads 

• Customer Confusion 

N2N Behavior Change Webinar, May 29, 2013 17 



 
 

    
 

   
    

 

 
     

 
 

 
 

   

     

Lessons Learned 
Customer Engagement
 

Keeping your message simple and fun 
•	 Messaging musts—anchor on upgrades and WIIFM 
•	 Tailored to each segment 
•	 Understands different motivations for different people 

Using social strategies 
•	 Need multiple touches through multiple channels with repeated 

messaging 
•	 Trusted source 
•	 Strategic messaging 

Priming for upgrades from moment one 

N2N Behavior Change Webinar, May 29, 2013 18 



 
 

 
   

   
    

 
   

   
 

 
 
  

 
  

 
      

Lessons Learned
 
Where to Invest
 

1. Community based organizing 
•	 Thrives with experienced staff 
•	 Must be multi touch multi channel 

2. Contractor coordination and support 
•	 Huge need for hands on oversight and support 
•	 Need data platform for real time oversight 

3. Marketing 
•	 Needs to understand the target audience and energy 

efficiency marketing 
•	 Air war re-enforces ground war (you need both to be 

successful) 
N2N Behavior Change Webinar, May 29, 2013 19 



 
   

 
 

     
 

 
  

  
 

    

  

     

Behavior Matters Fundamentally
 
• The Big 

– How to create a real-world program, continuously 
evolving over time 

• The Small 
– How to tweak behavior through small, but
 

important changes
 

• The Reality 
– Four sets of behavioral stakeholders: Consumers, 

Contractors, Program Admin, Policymakers 
– It’s not pretty 
– Making an impact requires diving into the field
 

N2N Behavior Change Webinar, May 29, 2013 20 



 
  

     
 

      
 

   
  

 

     
 

   
  

 

 
         
 

     

Our Approach 
Community Based Outreach is Critical
 

•	 Establishes you as a trusted source 
•	 Gets you in the door and gives people an emotional 

connection 
•	 Helps you handhold residents through program 


complexities
 

•	 Allows you to test and refine messages 

•	 Drives demand and awareness by utilizing 
existing social networks 

We are social creatures that do what others do 

N2N Behavior Change Webinar, May 29, 2013 21 



  

 
 

  

 
 

 

 
 

 
 

 

 
 

  
 

 
  

 
 

 
 

 
 

 
 

 
  

 

 
 

     

N2N “Ladder” of Sustainability
 

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

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

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

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

#5.  With 
savings 
achieved, 
install PV.  

N2N Behavior Change Webinar, May 29, 2013 22 



 

 
 

   
   

  
  
  

  
    
     

    
  

  
  

     

Our Approach 
What We’ve Accomplished
 

Category Totals through 5/20/13 
Coalition partners 137 
Outreach events 1049 
Workshops 91 
Participants 8393 
Home Energy Solutions signups 6032 
HES visits completed / % 3378/ 66% 
Upgrades completed / % of HES 384/ 11% 
Upgrades financed/ % of total 24/ 6% 
Facebook Fans 458 
Email list 7041 
Media Hits 269+ 

23N2N Behavior Change Webinar, May 29, 2013 23 



 

 
 
 

 

 
 

  

 
 

  
 

 
 

  
 

 
 

     

N2N Focused on Driving Upgrades
 

Objectives:	 Methods: 
•	 Increasing demand and • Event-based Outreach 

cost-effectiveness • Workshops 
•	 Using community-based • Door-to-door canvassing 

and behaviorally- •	 Community-partner 
focused outreach outreach 
strategies 

•	 Passive sign-ups, and 
• Contractor-generated 

leads 

N2N Behavior Change Webinar, May 29, 2013 24 



   
 

 
 

  
 
 

 
 

   
 

 

 
 

     

Our Approach 
Comprehensive Strategies
 

A team with multi-disciplinary expertise in: 

• community outreach 
• energy education 
• marketing and market research 
• media relations 
• social marketing 
• behavioral science 
• project management 
• web-based design and software tools 
• performance evaluation 

N2N Behavior Change Webinar, May 29, 2013 25 



  

 

  

 

 

 

  
 

     

 

 
  

     

Our Approach 
Main Outreach Channels
 

“We see you everywhere! I had to sign up… ” 

• Community Groups 

• Town Government 

• Low Income/ Seniors 

• Faith 

• Education 

• Business 

• Earned/ Social Media 

N2N Behavior Change Webinar, May 29, 2013 26 
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Our Approach 
Driving Demand: Multi-Touch, Multi-Platform
 

Call Nights 

Testimonial 
Posters 

Email 
blasts 

Newsletters/ 
Energy 

Action Alerts 

Town 
Visibility 

Strategies 

N2N 
Participant’s 
Experience 

Blog 
posts 

Facebook 

Yard Signs 

YouTube 

Workshops 

Tabling 
Events 

Website and 
on-line sign 

ups 

Meetings and 
Presentations 

Social Media 

“Push” Strategies Social 
Interaction Canvassing 

N2N Behavior Change Webinar, May 29, 2013 27 



 
  

     

Our Approach 
… And This Should Be Fun!
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Our Approach 

Earned Media
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Program Tools
 
Planning Tools
 

a. Quarterly goals and strategies 

b. Weekly goals and tactics by town 

c. Event by event goals with post-event debriefs 

1. Overall Outreach Planning Structure 

30N2N Behavior Change Webinar, May 29, 2013 



 
 

      
    

    
      

   
 

    
    

    
   

 
 

     

Lessons Learned 
Community Outreach
 

• Organizers should work with local leaders on asset mapping 
• Rigorous goal based campaign plans are crucial 
• Needs multi-touch basket of approaches 
• Use data to monitor effectiveness of each strategy 
• Increase effectiveness by coordinating earned and social media 

• Need significant staffing with experienced organizers 
• Community groups and volunteers are critical and require training 
• Youth service model has PR benefits but limited effectiveness 

• Needs funding source dedicated that supports professional development goals 

N2N Behavior Change Webinar, May 29, 2013 32 
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  Questions?
 

Contact: 
Kat Donnelly, PhD, kdonnelly@empowerdevices.com 
or Jess Bergman (860) 372-4405 

www.ctenergychallenge.com 



 
  

  
   

 
  

  
     

Appendix I: 

Behavioral Research
 

by Kat A. Donnelly
 
Link to behavioral excerpt of thesis/N2N Process Evaluation: 
https://dl.dropboxusercontent.com/u/749694/2012April28%20D 
onnelly%20Thesis%20Behavior%20Only.pdf 
Link to entire thesis/process evaluation: 
https://dl.dropboxusercontent.com/u/749694/2012%20Donnelly 
%20PhD%20Dissertation.pdf 
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The Opportunity: 
Reducing Household Energy Use 

• Residential buildings use 1/5th of U.S. energy use 
• Efficiency gap 
• Homes waste up to 50% of energy use 

– mostly air leakage and behavioral actions. 

• Peer Effects/Social Norms (Bollinger & Gillingham, 2012) 

Other Sources: NRC 2010, APS 2008
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Defining the Research 
A 

Are community/behavior
 
programs more cost-effective than
 

utility administered efficiency programs?
 

Large-scale pilot 

demonstration project
 

What conditions facilitate the 

adoption of energy efficiency?
 

How can community/behavior
 
programs be used to drive 


deeper upgrades?
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Methodology: 
Participatory Action Research
 

Community-Based Social Marketing
 

Uncover 
Barriers, 
Benefits, 
Potential 
Impacts 

Measure & 
Evaluate the 

Impact 

Recommend  
Approaches 

Feedback Loops 
and Course Corrections 

Design the 
Pilot based 
on findings 

and 
literature 

Test w/a 
segment of 
the social 

community 

Step 1 Step 2 Step 3 Step 4 Step 5 

Derived from: McKenzie-Mohr, D. (2009). Fostering Sustainable Behavior Presentation. 
Paper presented at the Behavior, Energy, and Climate Change Conference. 
http://aceee.org/conf/09becc/09BECCPresentations.html - Day3 
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Action Research in Action:
 
Car Idling in Schools
 

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

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

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

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

Source: McKensie-Mohr (2009) 

N2N Behavior Change Webinar, May 29, 2013 38 



    
    

 
     

    
       

     
 

  
  

 
  

      
 

 
 
 

   
  

   
  

     

Action Research in Action:
 
Car Idling in Schools
 

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

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

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

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

• Provide Turn Key Tool Kits 
• Follow up Regulation 
• 50 Canadian Municipalities passed Idle Free laws 
source: (MacKenzie-Mohr, 2009) 

Public commitment, Social 
diffusion, Trigger, Social norm 

N2N Behavior Change Webinar, May 29, 2013 39 







  
  

 

 
   

     

Behavior Change Science:
 
A Toolset for Social Behavior 


Change 


Table based on: Patterson et al (2009) 

Behavior Change is complex. 
N2N Behavior Change Webinar, May 29, 2013 42 
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N2N Behavior Science Summary Table:
 
A Toolset for Behavior Change
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About Us 
What is Neighbor to Neighbor?
 

$4.1 million pilot funded by U.S. Dept. of Energy to: 

1. Prove that community based strategies are a cost-
effective way to drive demand for residential upgrades 

2. Demonstrate that Home Energy Solutions could be 
marketed as a first step to deeper improvements 
(historical upgrade rate <10%) 

3. Prove that investing in state-of-the-art data systems 
improve community-based program results 

Gov. Malloy announces 
the Program 

N2N Behavior Change Webinar, May 29, 2013 52 



 

     

Town Leaderboard 
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Over 137 Partners  

     

- Prides Corner Farms 
- Lebanon Historical Society 
- St. Francis of Assisi Church 
- Social Services 
- Lyman Memorial Post Grad Committee 
Mansfield 
- Uconn Off Campus Student Services 
- Unitarian Fellowship of Storrs 
- Goodwin Elementary 
- Glenn Ridge Cooperative 
- Mansfield Lions Club 
Portland 
- Portland River Valley Garden Club 
- Community Emergency Response Team 
- Garden Club 
- Portland Library 
- High School Booster Club 
- Gildersleeve School PTO 
- Portland High School Green Team 
- Valley View PTO/ Portland Schools PTOs 
- First Congregational Church 
- Brownstone Quorum 
- Portland Food Bank 
- Trinity Church 
Ridgefield 
- Ridgefield Library 
- Woodcock Nature Center 
- St. Andrew’s Lutheran Church 
- Ridgefield Conservation Commission 
- Parks and Rec 
- Social Services 
- Keller Williams 
Weston 
- Warm Up Fund 
- Kiwanis Club 
- League of Women Voters 
Westport 
- League of Women Voters 
- Woman’s Club 
- Historical Society 
- Homes with Hope 
- Saugatuck Congregational Church 
- Westport Y 

- Club Green 
- Conservation Synagogue of Westport, Weston, Wilton 
- Long Lots PTA 
- Unitarian Church of Westport 
- Coleytown Elementary School PTA 
- Saugatuck Elementary School PTA 
- Westport Sunrise Rotary 
- Kings Highway Elementary PTA 
Wethersfield 
- Friend of Wethersfield Library 
- United Methodist Church 
- Green Summit Committee 
- Hanmer School PTO 
- Emerson-Williams PTO 
- Friends of the Eleanor Buck Wolf Nature Center 
- Corpus Christi Church 
- Bud and Blossom Garden Club 
- Football Boosters 
- Wethersfield Mom’s Cub 
- Social Services 
- Senior Center 
- Men’s Garden Club 
- Fuel Bank 
Wilton 
- Wilton Go Green 
- Wilton Family Y 
- Wilton Democratic Town Committee 
- G&B Community Cultural Center 
- Wilton Library 
- Social Services 
- Pack 22 
- Chamber of Commerce 
- Honey Tree Preschool and Childcare 
- Temple B’nai Chaim 
Windham 
- Windham Area Interfaith Ministry 
- Institute for Sustainable Energy 
- Garden Club 
- Food Co-Op 
- Chamber of Commerce 
- Congregational Church 
- Library 
- Soup Kitchen 

Bethany 
-
-
-
-
-
-
-
Cheshire 
-
-
-
-
-
-
-
-
-
-

Christ Church 
Bethany’s Farmers Market 
Elder Services 
Democratic Town Committee 
Republican Town Committee 
Bethany Lions 
Bethany Garden Club 

Temple Beth David 
Cheshire Performing and Fine Arts Committee 
Cheshire United Methodist Church 
Cheshire Public Library 
Cheshire Newcomers and Neighbors Club 
Rotary Club of Cheshire 
The Cheshire Community Food Pantry 
Cheshire Chamber of Commerce 
Sally Bowman Real Estate 
Evans Group Financial Advisors 

East Haddam 
- East Haddam Free Public Library 
- Moodus United Methodist Church 
- Moodus Memorial VFW Post 3336 
- East Haddam Community Lions 
- East Haddam First Church of Christ Congregational 
- East Haddam Youth and Family Services 
- East Haddam Land Trust 
East Hampton 
- East Hampton Public Library 
- Friends of Lake Pocotopaug 
- East Hampton Lions and Leo Club 
- Congregational Church 
- Christ Episcopal Church 
- Rotary Club 
- Parks and Rec 
- Human Services 
- East Hampton High School Sports Boosters 
- East Hampton Elementary PTO 
- Prudential Realty 
Glastonbury 
- Welles-Turner Memorial Library 
- Glastonbury Parks and Rec 
- Community Church 
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Lessons Learned 
Contractor Funnel of Doom
 

1,964 
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