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Getting Going

Learn from national campaign 
Leverage community, forge partnerships
Activate vs. inform 
5 tools to change behavior
Plan to start 
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It’s Time for the (Hard) Work

Challenges:
Not one size fits all
Data collection tough
System approach more effective, 1 by 1 easier
Motivational issues

Opportunities:
Lots of savings potential for multiple audiences
Spotlight on multifamily sector and energy
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What it Took to Get Millions to 
‘Change a Light’
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Not Just “Go Change a Light”

When we started in 2000:
Not 1 size fits all  
Expensive
#1 sales source utilities 
Few successful programs
Poor data access
Fluorescent phobia
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Win-Win Partnerships and 
Separate Parallel Strategies Key

1. Awareness

3. Grassroots 
Action 

2. Sales

ENERGY STAR: 
US EPA/DOE

Retailers, 
Manufacturers, Utility 

Companies
Partner Businesses, 

Grassroots, Non-Profit, 
Community Groups
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Death of Awareness (Only) 
Campaign! Show, Not Tell

Did you know? 
ENERGY STAR qualified 

light bulbs use 
2/3 less energy!

Act now!
Take the Pledge and 
get a FREE light bulb
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Hello Community-Based Social 
Marketing 

Clear the Path: 
Make Benefits 

of Acting
Outweigh Barriers



9

Get Close and Personal 

Answer 
WIIFM

Group, Match
and Activate 
Audiences 

Speak to Need
to be Consistent, 

Recognized

Let “Community” Ask: 
Make it Personal
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Group Players, Resources, 
then Activate

Where greatest savings?
Who gains by acting or getting others to?
– Saves energy? environment? money? 
– Makes profit?
– Gets credit?

With what resources match groups?
What want each group to do?



5 Tools to Change Behavior
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Incentives
and

Rewards

Persuasive 
Communication Norms

Prompts

Commitment

5 Tools
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Commitment 

Direct appeal - it works
More public, the better
Need to appear consistent

– Agree to small request, likely agree to 2nd

– Agreeing to 1st alters self-perception…in 
enduring way 

Commitment
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Prompts

Gentle reminder for the predisposed
– Close to time and place of choice / behavior

Prompts



Norms

Everyone else doing 
– Avoid norming undesirable

behavior

Visibility-building 
tactics 

– Identity tags

Model “right” behavior
– Conformity long-lasting
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Norms



Norms

Competition
Social diffusion

– Make easy to join and 
spread word
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Norms
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Persuasive 
Communication

Action, solution-
oriented

– Knowledge-building 
secondary

Share real impact
– Immediate feedback

Persuasive 
Communication
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Persuasive 
Communication

Reel them in or lose them
– Vivid, personal language and imagery
– Speak to known attitudes, behaviors, beliefs
– Craft WIIFM language – results benefit you

Consider the source – “says who?”
– More credible, more sway
– Avoid “altruistic” ask from profiting entity

Can’t avoid? Try transparency

Persuasive 
Communication
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Persuasive 
Communication

Frame message
– For big picture, optimism

We can do this! 

– For individual motivation, 
emphasize negative

By not acting, you’ll lose X 

Courtesy of NYSERDA

Persuasive 
Communication
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Incentives and Rewards

Even small incentives 
can have a dramatic 
impact on behavior

Incentives
and

Rewards



Incentives and Rewards

Monetary incentives and 
disincentives:

– Rebates, tax credits, coupons
– Special deal on rent

CAUTION: 
– If temporary, behavior change may 

also be
– May change how ask is weighed:

Is my time worth $30 energy 
savings? vs.
How can I say no to doing the 
right thing?
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Incentives
and

Rewards
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Incentives and Rewards

Non-monetary incentives and disincentives:
– Income loss avoided (to bills, rent, etc.)
– Competition
– Public recognition

Media attention
Best in class among peers
Only one not participating (and everyone knows it)

Incentives
and

Rewards
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Competition Beat Coupons
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Choosing Your Tools

1. Start with desired action vs. top-line goal
Simple, beneficial action

2. Position close to behavior trying to change
In time and space

3. Use to make easy to recall and reinforce
What, how, when

5 Tools
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Get Started!

Ready, Set, Go
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Get Ready...

Assign one person

Plan for whole-building/s efficiency
– Start simple
– Minimize # of asks 
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Plan Around Action and Actors

Build plan around prompting action
– All strategy, tactics, communications
– Measurable actions, results

List “players,” resources, role, WIIFM
– How can multifamily community break down?
– Who else cares? 

Government, utilities, community organizations, vendors
– Remember self!
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Get Yourself Set First…

AVOID:
“Why Should I? 

What Are 
You Doing?”
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Go…

Launch formally
– Prompt immediate action

Keep it going
– Regular communication
– Feedback

Do more green 
building efforts
– Steadily share, publicize
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Ask Yourself

How get benefits 
to trump barriers 

for each?

How make 
“ask” personal 

and answer 
WIIFM?

How use 
tools for 

long-term 
change?

Who acts?
Who benefits? 
How group?What actions 

want to see?
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