Ipsos

We just
need to
change
behaviour

Applying commercial
research techniques
to social marketing goals




& reasons for doing market research

Accountability Insight

To inform better
decisions &

To monitor &
evaluate

effectiveness strategies




M Theories are important... but where’s the money?
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@ The brief? Turning involvement into action

What’s the
disconnect

between attitudes What are their

values that will

& behaviours?

drive behavioural
change?

Levels of

commitment to

Energy efficiency
energy efficiency &

VS energy
i Role of .
conserva EECA conservation...

A

Most
effective
levers

Who are
they




Historical models of behavioural change were all about pushing
people up a ladder or down a funnel...

A small, very small selection...

THE 5-STEPS OF CHANGE™

5. Perseverance B U T
4. Action Awareness

we now know

3' K“{)“Ih?dgc m
2. Desire . .
Consideration
| 1. Awareness

Preference

that human
decision-

making is not
sequential

Steps to change behaviour

o ‘communication
strategy and
muuun: o
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THE PURCHASE FUNNEL “Kotters Eight Steps of Change”
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RETENTION & VALUE DELIVERY
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Ipsos

BEHAVIOR




Ipsos

A commercial
implementation of the
Butterfly Cusp model from Jan Hofmeyr

Catastrophe Theory




The challenge is the same, the options are similar....

COMMERCIAL SOCIAL
WORLD WORLD




@ Turning involvement into action Energy efficiency

VS energy
conservation...

Insulation

R Switch off Save énér
Savingmoney Save power .
Saving powe Solar Solar  Global warming
Energy-saving appliances Energy-saving

Energy-saving light bulbs e
Save / conserve

Environment 4

Save / conserve\
Economiccar use

Switch off

Switch off

p” . Electricity / power

- Expensive
Heating W . i i £
o Energy-saving light bulb

-~ . I'm doing my b
N ™. Achievable i
~ ~ Not achievable

Plan energy use, close the thermal
bubble, use timers & thermostats,
efficient appliances & vehicles, serviced
often, insulate & double glaze if you can

afford it
. J/

Economic car use

Great / positive
Saving the planet Government / politics

. Not supported
doingmy 3t Not achievable /

time consuming

Achievable

o
Put on a sweater, walk or cycle,

cold water wash, repair appliances,
hang out the washing, switch off
everything at the wall




Building commitment is about making [

commitment to

‘space’ in the mind to think about energy use energy efficiency &

conservation....

My

= |n the context of other

. .. community
life priorities

Keeping fit

& healthy

My friends

Happiness

Financial
security Paying the
bills

Using
energy
wisely

Min. harm
Comfort- to planet

able home Y . —

My family

Kind to
animals

Correspondence analysis map based on cross-tabulation
S of top priorities by age and gender

25%

63%




Building commitment is about making Levels of
‘space’ in the mind to think about energy use commitment to

energy efficiency &
conservation....

People have a lot to think about — energy use occupies a teeny-tiny bit of their
mindspace

Commitment to using energy

wisely
Committed
Reiect to using
ejectors,
Unavailable 5o .energv
wisely, 14%

- got this
sorted, 27%
Open to
using energy
more wisely,

23%
OQ% °
o &
& e
> O &
0
Ambivalent - *0 Qo (,,o
could be QQ’ QQ
interested in N
the future,

31%




Knowing what’s stopping them will What's the

disconnect

identify where to invest in barrier-reduction... between attitudes

& behaviours?

= The first barrier is other priorities...

committed energy users use less bandwidth worrying about financial, career
and health priorities

@
()
= And for those who WANT to do more... o
= Lack the resources (money)
= And have significant information barriers (including conflicting information)

= Plus a range of other barriers discovered since...

Committed energy-wise consumers Those open to being more energy-

see few barriers at a high level wise are held back by many things
Not enough money  [==pyop™ :_ Not enough money_: 47% $$$ .:
Things outside of my control [E==g=7a% ~ 7 " Things outside of my control pmm— 430
Nothing - | am achieving this === 4 62% Nothing - | am achieving this _m;‘
Solutions not worth the money _m Solutions not worth the money _=' 20%
Finding good information _m% r FTncEng_gsoain_for_m;[ic;] -_é _29_%_ - ﬁ]FOt_gz-;
My own knowledge _w% : My own knowledge et 20% know- |
Conflicting information | A C gnﬂc’ing_inioana_tiOE .ﬁﬁll.%_ - I_e(lg_eJl
Not enough time he Not enough time _= 20%
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Motivations map around me, WhaESIS
my world and the world drive behavioural
change?

7. The people in your household would get sick less often J

12 Your friends / nekgioours would admire wiat joune doing
13 Yowd have 3 maore rarmmonious il e

14, Youd el mare piaRhve 3ot your I

N 19



What are their
values that will

& Motivations vary by levels of commitment

\

change?

“;;//’;1“\m drive behavioural
\
o

er The more committed our audience, the more we
talk about sustainable future
(Heamwr Warm =
V comfortable
home
The less committed our audience, the more we
talk about comfortable home and cost savings
The ideal
balance of

messaging for
each segment
looks like this

Committed to Opentousing Ambivalent- Unavailable - Rejectors
using energy  energy more could be got this sorted (n=41)
wisely (n=112) wisely (n=187) interested in (n=220)

future (n=243)
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Driving behaviours turns out to be about MORE What are their

values that will

than just reducing barriers and pushing motivations@ i Eeei

change?

Driving wise energy use by starting with insulation
sets up a stream of causality relating to housing infrastructure

R r . :
\eating " Overall

— lighting
a.:;;"““"" | gt "

Overall work

— Persuading people to act at the store, at work, and on the road
mo;ZF;bI;:ed are interlinked (out-of-home activities), but still need to push
towards day-to-day activities to cause actual change




a The research delivered 5 key learnings

Words matter — efficiency and conservation are not the same thing

Getting energy use ‘on the agenda’ is difficult
— people have higher order priorities

Motivations differ — and may change as we age / become more established
There is a clear framework of benefits — me / my world / the world

Day to day behaviours hold the key to long term energy behaviour change
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The vision — integrated communications that drive both short term action
In summa ry and long term behaviours in every part of people’s energy use

What the
research
shows....

W // \

g

S EECA PROGRAMMES But if the ultimate
S —> deals & offers objective is to deliver
long term change /
Success =\ UPTAKE ‘ |
Longer term Success =
'—‘ ONGOING ACTIONS ‘
One off purchases do
Sejpliz CLERRL NOT drive daily
: wa.nt home behavioural change
insulation — need to
find ways to
overcome $S$ INFORMATION barrier:
barrier people can’t afford the
solutions they know about,
Programme specific and don’t know about the
e e e solutions they can afford
Existing info can be
uptake, but not long term misleading, conflicting or
change confusing

Words matter -
“efficiency” is most useful

The balance : a warm
comfortable home, a
sustainable future and saving
costs — IN THAT ORDER

Talk to people in
the right way,
using the right

ﬂ levers J—

Getting through the roadblock Need to
is about connecting the dots — communicate
link installation to behaviour = the LINKAGES

J

]

EECA as the
And about dealing with the INDEPENDENT
HIGH information barriers — AUTHORITY
accessible, clear, forinfo &

non-conflicting advi7 advice



& Key points

1. A huge amount of investment goes into developing commercial research
models, focused on delivering insights to drive human behaviour change

2. These models can be adapted for use in other ‘behaviour change’ scenarios,
with equally good outcomes

3. What people do is, and always has been, driven by how they feel about X in
the face of other alternatives, and what stands in the way of change

4.  Research can direct our focus to...
= Improving their belief that X is what they need to do / must do;
= Or increasing their desire to do X (just because they want to)

5. EECA used commercial research to underpin marketing programmes which
have had a huge impact on the way NZers think about energy use, and what
they are doing about it
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