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Energy ConsumptionEnergy Consumption 

 Worldwide use of energy has increased steadily 
over the past 50 years. 
 Most energy comes from fossil fuels (coal, oil, 

natural gas)natural gas) 
 Energy is fundamental to industrialized societies, 

but poses a number of challenges:but poses a number of challenges: 
1. Nonrenewable resources (e.g., estimates for depletion of 

petroleum) 
i i  i  d  i  (  G  lf  Oil2. Mining, transportation, and processing (e.g., Gulf Oil 

Spill, ANWR) 
3. Pollution and emissions (e.g., carbon emissions and( g  ,  

climate change) 



 Source: Environmental Protection Agency. (2010). Climate change: Greenhouse gas emissions. Available online 
at: http://www.epa.gov/climatechange/emissions/co2_human.html 
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THE SHORT 
LISTLIST 

- Heating 
- Cooling 
- W tWater hheatiing 
- Lighting 
- Refrigeration 
- Electric motors 
- Clothes cleaning 
- Televisions 
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Behavioral WedgeBehavioral Wedge 

 Tom Dietz and colleagues 
(behavioralwedge.msu.edu) 

R i d h h ld ti li k d ith d d Reviewed households actions linked with reduced 
carbon emissions: weatherization, transportation, 
maintenance, adjusting, modifying daily use.maintenance, adjusting, modifying daily use. 

 Plasticity: likelihood of producing change. 
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CommunityCommunity-Based Social Marketing (CBSM)Based Social Marketing (CBSM) 

 www.cbsm.com 

 Effective approach to behavior change 

 Origins in behavioral science research 

 Five step, data-driven process 

 “Community” based 

 Removes barriers and enhance benefits 



Which Behaviors to Target? 

Impact: 

Penetration: 

Probability: 

End-state: 

Nondivisible:Nondivisible: 
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The Science of Behavior Change 

1 Information is not sufficient 1. Information is not sufficient 
2. The dark side of incentives 
3 Rebound effects3. Rebound effects 
4. The power of norms 



 

Information is Not Sufficient
 

 Knowledge deficit model Knowledge-deficit model 
 Knowledge is (often) correlated with behavior 
 Education and information can increase Education and information can increase 

knowledge 
 Increasing knowledge will (typically) 

not result in behavior change. 



The Dark Side of Financial Incentives 

 Incentives can change behavior  Incentives can change behavior 
 But: 

1. Framing behavior as transaction creates expectationsg p 
2. Behavior and context specific 
3. Size matters 

Undermining4. Undermining 
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Rebound Effects 

 Just owning an efficient device is not enough  Just owning an efficient device is not enough 
 The case of the Prius 
 Rebound effects Rebound effects 
 One behavior replaces another 
 Save money on fridge, so have two 
 More efficient A/C, so use longer 

 Negative spillover 
 “Done my part” Done my part 
 Installed CFLs, so no need to purchase ENERGY STAR 



The Power of Norms 

 Consumer Mindset 

 “When deciding to conserve energy, how important… 

 Environmental protectionp

 Saving money 

 Social responsibilityp y 



Survey Results 



                

Normative Social Influence 
-- Study 1: Household energy conservation 

Note: These findings are based on a thesis by Jessica Nolan, with assistance from 
f CS S d  i l di l l  C ia team of CSUSM students, including: Matt Dorlaque, Dulce Contreras, Veronica 

Bresiño, Monica Tinajera, Nigel Hartfield, Leezel Nazareno, Ron Tilos and 
Christina Wade. 
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Results: 

Average daily household energy consumption during the intervention 

Results based on an ANCOVA using baseline consumption as a covariate. 
Pairwise comparisons show descriptive norms to be significantly lower than all 
other conditions. 

Nolan, J., Schultz, P. W., Cialdini, R. B., Griskevicius, V., & Goldstein, N. (2008). Normative social 
influence is underdetected. Personality and Social Psychology Bulletin, 34, 913-923. 



Results: 

Q: “How much did the information on these doorhangers motivate you tog y 

conserve energy?” 1 (not at all) to 4 (extremely) 

Results based on oneway ANOVA. Pairwise comparisons show descriptive 
norms to be significantly lower than environmental and social responsibility.norms to be significantly lower than environmental and social responsibility. 

Nolan, J., Schultz, P. W., Cialdini, R. B., Griskevicius, V., & Goldstein, N. (2008). Normative social 
influence is underdetected. Personality and Social Psychology Bulletin, 34, 913-923. 



Field Implementation at a local Beach Resort 

Note: My appreciation to the team of CSUSM students who worked on this 
experiment: Azar Khazian, Michelle Hynan, Joy Francisco, Christine Jarvis, 

and Jenny Tabanico. 



Old 
Message: 



Hotel Study 
-- New Message 



Social Norm Messages 



Results 
Number of towels taken out of the room on the first towel 
replacement day. 

F(1,792)=13.40; p<.001). A 25% reduction in the number of towels used! 

Note: Data also tested in HLM with pparticippant “nested” within room. 
ICC=.07;  At level 2, treatment effect ( γ01=-.57, t(142.14)=-3.25, p<.001) 

Schultz, P. W., Khazian, A., & Zaleski, A. (2008). Using normative social influence to 
promote conservation among hotel guests. Social Influence, 3, 4-23. 

http:t(142.14)=-3.25
http:�01=-.57
http:F(1,792)=13.40


Social Norms 

Our Results: 
Can cause behavior 
Not perceived as motivationalp
Apply to both private and public behavior 

 Problems in Applicationpp
Can serve as an anchor for folks already doing 

the behavior 
 Implemented incorrectly (awareness campaigns) 
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Social Norms 

 Participants: 290 households with visible utility Participants: 290 households with visible utility 
meters 
 Distributed individual feedback and normative Distributed individual feedback and normative 

feedback to households for two consecutive 
weeks 
 Conditions: 
 Usage level (above or below 
neighborhood average)neighborhood average) 
 Emoticon 
(positive or negative ) 





Normative Social Influence 
- Results  

High Consumers 

Schultz, P. W., Nolan, J., Cialdini, R., Goldstein, N., & Griskevicius, V. (2007). The constructive, 
destructive, and reconstructive power of social norms.  Psychological Science, 18, 429-434. 



Normative Social Influence 
- Results  

High Consumers 

Schultz, P. W., Nolan, J., Cialdini, R., Goldstein, N., & Griskevicius, V. (2007). The constructive, 
destructive, and reconstructive power of social norms.  Psychological Science, 18, 429-434. 



Normative Social Influence 
- Results  

Low Consumers 

Schultz, P. W., Nolan, J., Cialdini, R., Goldstein, N., & Griskevicius, V. (2007). The constructive, 
destructive, and reconstructive power of social norms.  Psychological Science, 18, 429-434. 



Normative Social Influence 
- Results  

Low Consumers 

Schultz, P. W., Nolan, J., Cialdini, R., Goldstein, N., & Griskevicius, V. (2007). The constructive, 
destructive, and reconstructive power of social norms.  Psychological Science, 18, 429-434. 
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ConclusionsConclusions 

Behavior matters 
Behavior can change 

C it b d

 S 

i l

 M 

k tiCommunity-based Social Marketing 
Behavior selection 
Pitfalls to avoid (rebound, negative spillover) 

The case of social normsThe case of social norms 
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