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Let’s start with it… 
 The split incentive 
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10% 
A study by the American Council for an Energy Efficient 
Economy (ACEEE) found that utility programs that used 
feedback and other energy monitoring devices to target 
energy saving behaviors resulted in an average of 10% in 
energy savings. 
 
MIT’s study on operational efficiency in office buildings found 
that low cost operational activities and routines in offices 
could easily garner 5% savings. 

The amount of energy 
to be saved through 
changes in behavior 



Behavior change is  
the cornerstone of  
sustainability… 
    and it’s hard. 

Every energy efficiency opportunity has a human dimension.  
With every technology comes the need for a choice, a 
purchase, a maintenance behavior, and operation.  Human 
behavior is thus a central part of any energy efficiency effort. 
 
Research shows that behavior change is more than financial 
motivations and information.  That means, that behavior can 
be changed, and energy can be saved, without relying 
solely on a financial argument or compelling information. 



 Energy efficiency 
workshop 

 Evaluation 
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Education ≠ Change 
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Education ≠ Change 
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Education ≠ Change 
Research shows time and time again that education is 
insufficient for the change we’d like to affect. 
 
We fall back to conventional marketing techniques – and we 
still want to draw upon those, but we’re not asking people to 
buy a new product.  We’re asking people to change the way 
they think about how they use resources, make decisions 
throughout the day, and live their lives. 
 
Education will especially not be enough to break through the 
split-incentive experienced in tenant-landlord relationships.  In 
fact, information simply informs us that no party has a clear 
incentive to act.   
 
We need to move beyond simple education campaigns and 
financial arguments. 
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85% 
of our  
  behavior is  
     “automatic” 

Studies show that 40-85% of  
our actions are completed on 
“auto-pilot”. 
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What’s really    
          going on? 

Our human brain is always 
taking in information, so much 
that we can’t be conscious of it 
all, and therefore we rely 
heavily on habits, social 
norms, our culture and 
environment, what our 
personal history and 
position tell us, and other 
emotional or symbolic cues.   



Insight #1: We’re social creatures 
 
We’re constantly gauging what our social environment deems as acceptable.  
Whether by trusted peers (social diffusion) or social norms (the herd), 
learning from others how to behave is an innate part of human behavior. 

herd.typepad.com 



Mike Mergen (NYT), herd.typepad.com, firednfabulous.blogspot.com, www.1techportal.com/ 

Insight #2: Options Matter 
 
We are very efficient with our short-term time and resources, and will often 
choose the path of least resistance.  In some cases, this means opting for the 
default. How we offer choices inherently encourages one thing or another. 



Startribune.com 

Insight #3: We are forgetful 
 
Sometimes the behavioral barrier isn’t social pressure or the convenient 
availability of options.  When we try to change a routine habit and transition 
from acting on “automatic” to actively choosing something else, we often 
forget.  Prompts are an effective way to combat forgetfulness. 



http://www.sportsmonster.net 

Insight #4: We like to play games 
 
When we play games and compete, we change our behavior – we do what 
might otherwise be silly or irrational things, but in the context or world of a 
game, we will try new things and shed our previous constraints.  And if it’s 
fun, we also get valuable positive reinforcement. 

http://www.sportsmonster.net/
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Insight #5: Physical barriers matter 
 
Sometimes no amount of “nudges” or social marketing will compel adoption of 
some of the more difficult behaviors.  Consider any physical or contextual 
barriers to an action and if there is a way to adjust access, control, equipment 
or a system to make a behavior easier.  

http://images.jaarongreene.com/


Behavior change insights 
can overcome the tenant-
landlord split-incentive 

Terragalleria.com 

By incorporating behavior change insights and 
engaging tenants, managers, and employees 
in socially and psychologically compelling ways, 
you can bypass the need to make a financial 
argument and yet engage your tenants in saving 
energy that benefits all stakeholders. 



Smart Energy Now, Charlotte, NC 
 
Smart Energy Now incorporates social feedback, commitment, and gaming 
strategies to engage employees across its Uptown businesses.  In 
partnership with Duke Energy, Smart Energy Now tracks and presents energy 
data in real-time for participants.   
 
Key methods: Social norming (via feedback), choice architecture 



Cool Choices 
 
Not-for-profit organization that administer games in various commercial 
businesses.  The games focuses on what employees are doing at home as 
much as what they are doing in the office.  The idea is that the values and 
actions transfer, and they are supported by a fun environment, and not held to 
a financial agreement. 
 
Key methods: Social norming, Gamification, Culture and Context 



Resources to learn more 
Books 
Fostering Sustainable Behavior: An Introduction to Community-

Based  Social Marketing by Dr. McKenzie-Mohr 
 
Weapons of Influence by Robert Cialdini 
 
Nudge: Improving Decisions About Health, Wealth, and 

Happiness by Thaler and Sunstein 
 
Website 
Fostering Sustainable Behavior - Community-Based Social 

Marketing:   
http://www.cbsm.com   
  
 

HinesGO (Green Office) 
 
Green Office is a point-based “certification game” that Hines rolled out to all of 
its properties and offices.  If offices earned a certain number of points, they 
would earn designation as a HinesGO.  Actions to earn points were targeted 
to tenant behaviors and decision-making. 
 
Key methods: Gamification, Recognition, Choice-bias 



Dashservice.com 

Cushman & Wakefield 
 
Cushman & Wakefield’s Environmental Challenge tracks resource use in its 
managed properties and provides strategies to engage tenants in energy-
saving and sustainable actions.  They provide a “checklist” for tenant spaces, 
and provide awards to recognize their program leaders.   
 
Key methods: Social norming, Gamification, Culture and Context 



Engaging commercial 
tenants to save energy 

Terragalleria.com 

Research demonstrates that we can change our 
behavior outside of financial and informational 
interventions. 
 
Engaging tenants in games and socially 
appealing programs…and lowering barriers 
through choice-bias and prompts, are just a few 
ways to “nudge” tenants to save energy and 
resources. 
. 



Resources to learn more 
Books 
Fostering Sustainable Behavior: An Introduction to Community-Based  Social 

Marketing by Dr. McKenzie-Mohr 
 
Weapons of Influence by Robert Cialdini 
 
Nudge: Improving Decisions About Health, Wealth, and Happiness by Thaler and 

Sunstein 
 
Website 
Fostering Sustainable Behavior - Community-Based Social Marketing:   
http://www.cbsm.com   
 
American Council for an Energy-Efficient Economy: Behavior & Human 

Dimensions 
http://aceee.org/topics/behavior 
 
Conferences 
Behavior, Energy and Climate Change Conference (BECC) 
November in Sacramento, CA 
http://www.beccconference.org 
 
  
 

http://www.cbsm.com/
http://aceee.org/topics/behavior
http://www.beccconference.org/


Contact Information 
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Webinars | Presentations | Workshops |  

Market/Barrier Research | Program Design and Review |  
 


	Behavioral Insights:�Maximizing energy saving opportunities in commercial-tenant buildings
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	85% of our �  behavior is �     “automatic”
	What’s really   �          going on?
	Insight #1: We’re social creatures��We’re constantly gauging what our social environment deems as acceptable.  Whether by trusted peers (social diffusion) or social norms (the herd), learning from others how to behave is an innate part of human behavior.
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Behavior change insights can overcome the tenant-landlord split-incentive
	Slide Number 19
	Slide Number 20
	Resources to learn more
	Slide Number 22
	Engaging commercial tenants to save energy
	Resources to learn more
	Slide Number 25


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


