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VECAN Conference Agenda (12/5/15)

• Efficiency Vermont

• This is Behavioral Energy

• Behavior Tools 

• Efficiency Vermont’s Home Energy Reports: (HERs) 

• A Residential Behavior Program

• The HERs Web Portal

• Q&A
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Efficiency Vermont

Energy efficiency can make a real difference!

Building Power Systems Based on Saving Energy

• Goal - Help VT’ers use less power w/out sacrificing comfort & 
productivity

• Invisible Energy Savings  meets 14% of VT’s electric needs at about 

half the cost.

• The cheapest kWh or Mmbtu is the one you don’t buy

• The cleanest kWh or MMbtu is the one you don’t use

Better efficiency can reduce overall costs for Vermonters:

• Eliminate need for additional generation and infrastructure

• Reduce need for utilities to buy expensive power to meet short-term 
demand

Total Resource Benefit – More than Electric Savings

• Electric, Heating & Fuel, Water for the life time of efficiency measures 
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Behavioral Concepts

Behaviors are … 

Behavioral science …  Types (Habits, Choices)

Theory (Explanatory Models)

Experiments (Changes)

Behavioral Results  Tools for Understanding

Effective Interventions

say

think

want

need

“What people do”

not what they… 
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Behavioral Energy Tools

Two types of behavioral energy savings opportunities:

1. What people have  buy, repair, replace

2. Using what they have  when, where, how long

Historically, energy savings programs focused on #1:

• Behavioral tool is an economic incentive ($ rebate, or buy-
down)

• Why?  -- Simple, Direct, Measurable  Program Savings 
Impact

• A note about “Attribution” benefits and challenges

Many other behavioral science components:
Anchor Bias Modeling BehaviorKnowledge Gaps

Existing Values
Goal Setting

Reciprocity Public Commitment
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Behavior Portfolio

Non-Incentive Based Programs:

• What they are  & why they matter   

• “Big Data” – Analytics & Services

Efficiency Vermont Behavorial R&D :

• Savings Potential 

• Measurability

• Long-Term Strategic Alignment 

Current Activities

• Initial Pilots

• Future Focus Areas (New Initiatives)

Energy 

Savings

Ocean of cost-effective opportunities

Achievable 

Today

Future Improvements

Program & Technology
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What is the Home Energy Reports Pilot?

Uses AMI “Smart Meter” Data 

120K Vermont residences randomly selected from Green Mountain 
Power

• 100K received reports

• 20K did not receive reports 

• The groups are compared to see if the reports help with 
savings

Reports compare among neighbors/like homes: while not always 
“apples to apples” it is meant to provide some context for the 

amount of energy used

Behavioral Energy – Motivation for Energy Efficiency



8

Why Home Energy Reports Pilot ?

Key Questions:

Does providing these reports helps Vermonters change their 
behavior to save electricity usage and money?

Will getting reports lift participation in other Efficiency Vermont 
programs initiatives ?

Our Program:  

• Vendor runs program with ~100 utilities/~50 million customers

• Best in Class:  Home Energy Management Leaderboard -
Selected as “Leaders”
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Vermont Application 

As told by:

Click & Clack  (sort of)

https://people.veic.org/Person.aspx?accountname=VEIC/nlange
https://people.veic.org/Person.aspx?accountname=VEIC/nlange
https://people.veic.org/Person.aspx?accountname=VEIC/jlenihan
https://people.veic.org/Person.aspx?accountname=VEIC/jlenihan
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Exploring Behavior in 
Home Energy Reports

• Prompts
• Social Norms
• Cognitive 

Dissonance
• Illusory Superiority
• Feedback
• Default Bias
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HERS – Prompts

Prompting VT’ers to Save 
Energy via Delivery of the 
Home Energy Reports

 Delivery in itself

 Delivery Frequency

Paper Reports Vary

eHERs Monthly
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Social Norms

Everyone is doing it.

• Efficient Neighbors
• YOU
• All Neighbors
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Cognitive Dissonance

Illusory superiority (Lake 
Woebegone)

How Dare you?  I am Good.

How am I doing?
• Great  
• Good 
• More than average
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Feedback

HERs Provides Context

• Information on Energy 
Use and related costs

Reminders are Key to 
Program

• More Effective the more 
Frequently is given
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Default Bias

Opt-out Programs Increase 
Participation

• In first 12 Months 0.89% of 
Participants have opted out

IN OUT
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Does it work?

Figuring IT OUT

Total Reported Savings – 5,342,598kWh (Roughly $800K) 

Powering Vermont Homes
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How Does this Fit?

• All Savings are Created Equal – Capital or Measure  vs. 
Behavior

• One Thing we know – Engaged Works

• On-Liners are Bigger Savers
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Discover your energy 
savings potential 

Vermonters!  Activate your Efficiency 
Vermont Online Home Energy Report: 

Gain insights 
See how much electricity your home uses

Compare 
Find out if you are using more electricity than 
other homes like yours

Save Energy & Money
Find personalized tips on the best ways to 
save on your electric bills

Set Savings Goals  
Track progress towards your energy savings 
objectives

Get started at 
www.efficiencyvermont.com/connect
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Web Portal Overview – Getting Started

www.efficiencyvermont.com/connect

http://www.efficiencyvermont.com/connect
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Home Page

The Home page is the entry point to the Web Portal and consists of 
a series of helpful modules.
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Account Preferences

Can Create Personalization and Improve Accuracy
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My Energy Use

Compare by:
1. Year
2. Bill
3. Day
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What Uses Most

Interactive 

• Personalized Tips

• Home Assessment



24

Bill Comparison

Compare to 

• Previous Bill 

• Same Bill Last Year
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Goal Setting
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Find Tips for Your Plan
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Ways To Save

Personalized Tips
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There is a Biz Portal

Largely the Same Look and feel

Subtract:

• Neighbor Compares

• Residential Specific Tips
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Q&A
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Customer Satisfaction & Changes

CET Survey Results Incorporated

• Results Reviewed

• 73% of Customers Like the Report

• 13% Dislike the Report (1/3 of these see value)

• Program Grading against EVT

• Building EVT Awareness – 83% of Recipients

• 92% of Customers Neutral or More Favorable to EVT

• Direction on Program Changes (weighing cost / savings / 
likability)

• Make Improvements on Accuracy / Likability

improve overall satisfaction, without compromising the ability to drive energy savings


