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What is the Energize Corvallis Take Charge Program?

The project provides many choices of energy saving actions
and promotes behavioral changes.

2011-2013, 5500 people participated = saved 11,000 tons of CO,!!
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Not only for Corvallis!




Why is it so important?
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CO, sources and our behavior

Other (Non-
Fossil Fuel
Combustion)
6%
Residential & |
Commercial _a
9% 4 :::'f/' .

Electricity
38%

Transportation
32%

Total CO, emission in the US (EPA website)

Everything is related to our daily behavior! BhasHEIEC




CO, savings: How effective is it?

* US Government* estimated economic damage of 1 ton of CO,
=561

- 11,000 tons x$61 = $671,000!!

11,000 tons may not have effect on global warming, but if entire
US population joined the program...

640,000,000 tons!!

About 13% of the whole US annual emissionI
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640,000,000 tons x $S61=

$39,000,000,000
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Many species are in danger...

But our behavior change can save them!
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Pick Your Category of Actions

You can navigate back and forth between lists and pick your 3 actions from any list you want, so no

Tune-Up Car: Get a car tune-up including a new air filter
Find Out More or

My Communities Take Charge Actions

Lighten Your Load: Lighten your load by removing Alter driving by avoiding sudden

unnecessary weight from your car acceleration and stops x
Find Out More  or Bike or walk instead of driving b 4

Check Out ==

Inflate Tires: Maintain correct car tire pressure View Other Catencdiaa

Find Out More or
§ N —

My Kitchen Water Heating Landscaping Shopping

..
R

Washing Clothes




Goals of Take Charge program evaluation

Understand continued behavior change after the program
Understand what participants liked and disliked

|dentify characteristics that relate to program completion
|dentify characteristics that relate to program re-enrollment

Compare best-practices of sustainability programs
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Survey analysis

Intent to continue the program, N = 5382 participants
Demographics of completers, N = 2902 participants
Demographics of re-enrollers, N = 2902 participants
Action difficulty, N = 4694 responses

Why is action difficult, N = 786 responses
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Interviews

* 15% of participants from 2013 received requests for interviews
* Final set of interviewees: 16 people (response rate = 3.7%)

* 4 non-completers (response rate = 1.7%)
* 9 completers (response rate = 5.4%)
* 3 re-enrollers (response rate = 9%)

e Two Teaching Assistants from OSU’s GEO300 class,
“Sustainability for the Common Good,” were also interviewed
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Case studies

* Studied other sustainability programs

* Five programs selected from 50-program pool
Vermont Home Energy Challenge
oPower
WeSpire
Frederick County Green Challenge
Green Button Initiative

* Interviewed program representatives
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Findings

Program effectively motivates behavior change

Easier actions are completed more often

Renters complete and re-enroll more, continue less
Support and competition motivate more than incentives
Expectations and resources lack clarity

Marketing, gamification, and collaboration promote
participation
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Findings

1. Program effectively motivates behavior change
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Program effectively motivates behavior change
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B | definitely will maintain the changes

B | might maintain the changes

H | don't know if I'll maintain the changes
B | might not maintain the changes

m | definitely will not maintain the changes

m Other
Oregon State
Source: Survey Analysis, N = 5382 participants




Program effectively motivates behavior change

Hm Environmental Reasons
B Economic Reasons

B Health

B Saves Energy

B Community Reasons

H Other

Source: Interviews, N = 44 responses

“Gentle reminders were helpful.”

“Making a public promise kept it on
my mind.”

“It was something that needed to be
done, the program was the impetus
todoit.”

“Students were more engaged with
this activity than their other
assignments.”
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Findings

2. Easier actions are completed more often
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Easier actions are completed more often

* Habitual actions were generally more difficult
* One-time actions, like changing light bulbs, were easier

* 78% of actions were successfully completed or continued
86% of these actions were repeatable
14% of these actions were one-time
Everyone reported completing their one-time actions
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Easier actions are completed more often

Action Difficulty

20 40%  be0% B0 100%

Wash clothes cold (N=487])
Water bottle (M=289)
Alr dry dishes [M=220)
Cloth bag [N=341)
Unplug electronics [M=564)
Bike or walk [N=494) “ Wery Easy

Turn off lights [N=234] B sormewhat Easy

Charnge filter [N=171]

Less maeat [N=263) = Meither Easy nor Difficult
Wash full loads [N=218] B Somewhat Difficult
Shorter showers [N=45&)
Carpool (N=212)  Very Difficult
Scrape dishes [M=148)
Adr dry clothes (M=152)
Lowser thermostat [M=80]
Buy used [MN=30]
Jurik mall [M=128]
Clean refriparator colls [N=79]

Source: Survey Analysis, N = 4694 responses Oregon State
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Easier actions are completed more often

18 most frequently chosen actions (N=786)

Theme

Description

Example

Action specific

Inconvenience

Forgot

Weather

Roommates

Unique to each
action

Time, distance
Forgot, habit
Rainy, wet

Roommate
interference

Lack items or need more
information

Refrigerator coils
Unplug electronics
Air dry clothes, bike or walk

Turn off lights, wash full loads
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Findings

3. Renters complete and re-enroll more, continue less
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Renters complete and re-enroll more, continue less

Completer/Re-enroller

Renter
Apartment resident
Some college education

Low income

Female

Non-completer/Non-reenroller

Home owner

Single-Family home resident
No college or college degree
High Income

Male
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Renters complete and re-enroll more, continue less

 Renters were constrained with certain actions
 Composting and water-heater lowering thermostat
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Findings

4. Support and competition motivate more than incentives
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Support and competition motivate more than incentives

* Take Charge Participants

* Loved free light bulbs and aerators ’
 Requested more information and support products

1

. . . . 5% > ‘
Less interested in coupons and generic free stuff %-f -
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Support and competition motivate more than incentives

Vermont yA

HAME ENERGY 2
GREEN|HOMES
CHA!LIENGE

FREDERICK COUNTY, MD

BEST METHOD to improve completion

* |Information

* Program-related giveaways
Peer-to-peer competitions also promote completion
Monetary prizes did not drive competition or completion

Provide neighborhood leaders with information
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Findings

5. Expectations and resources lack clarity
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Expectations and resources lack clarity

“Non-completers” unaware

they had not completed 7
They suggested

: o
* More emails

* More coupons

e Overview of the surveys

* Notifying students in class
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Expectations and resources lack clarity

Vermont yA.\

HAME ENERGY o
GREEN|HOMES
CHALIENGE

FREDERICK COUNTY, MD

Effectively outlined program completion

Innovative and exciting websites attracted participants
Used social media to increase participation

Used recognition to drive participation
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Findings

6. Marketing, gamification, and collaboration promote
participation
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Marketing, gamification, and collaboration promote

participation
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® More Marketing/Campaigns
B More Reminders/Emails

® More Program Support

® More Incentives

m Other
Source: Interivews, N = 20 responses

“The name just doesn’t make me
think of energy efficiency.”

“Have an event or fair where people
can learn about resources.”

“Get more people involved by
contacting schools, churches,
community organizations,
publicity, personal contact,
websites, text messaging...just lots
of communication.”
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Marketing, gamification, and collaboration promote
participation

* Connect behavior change to real savings (CO,, energy, money)
* Engages players for continued participation

* Allows for competition to drive participation

* Increases status among friends and peers

% PACIFIC POWER w
Green Button In|t|at|ve We
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Recommendations

Clarify and simplify program completion
Provide targeted support and recognition

Encourage peer-to-peer competition

Emphasize pro-environmental behavior in branding

Improve action tailoring efforts
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Recommendations

1. Clarify and simplify program completion
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Energize
CORVALLIS

“It would be nice to get a better overview of how the surveys
relate to the program.”

“Communicate that the program is short and easy.”

e Distinguish task completion from program completion
e Clearly outline program completion for the participants
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Recommendations

2. Provide targeted support and recognition
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Provide targeted support and recognition

 Emotional reward system through website
* User recognition
e Action reminders
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Recommendations

3. Encourage peer-to-peer competition

Oregon State

UNIVERSITY




Encourage peer-to-peer competition

“It was fun knowing other people were doing it.”
“Small, local competitions helped ramp up participation”
“We use green teams so groups can compete with each other”

* Promote local competition (neighborhood vs neighborhood,
greek house vs greek house)

* Gamification fosters competition between participants
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Recommendations

4. Emphasize pro-environmental behavior in branding
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Emphasize pro-environmental behavior in branding

“The name just doesn’t make me think of energy efficiency”

* Improve program branding to emphasize CO, savings
* Social media can help market to younger community

XQ_/ Oregon State
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Recommendations

5. Improve action tailoring efforts
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Improve action tailoring efforts

“Roommates were a big deal in terms of action difficulty for
students...recommended actions should be tailored accordingly.”

+ Level of Difficulty e
e “Action of the Month” ,

* More specific tailoring based
on enrollment survey inputs
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Summary of the Recommendations

Clarify and simplify program completion

Provide targeted support and recognition
Encourage peer-to-peer competition

Emphasize pro-environmental behavior in branding

S

Improve action tailoring efforts
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