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Nudging consumers
towards energy efficiency
through behavioural science

The profiles are based on
the research done by
NUDGE, following an
Europe-wide online survey,
made available in 15
languages and completed
by people in 29 countries
which broke fresh ground
in the study of energy-
related behaviour by
operationalizing three
theoretical models of
human behaviour.

The results were used to
profile energy consumers
and understand their
behaviour in relation to
energy efficiency and are
presented in the first
NUDGE report.

10 partners from 7 European
countries implement and
evaluate different
behavioural interventions for
energy efficiency across 5
pilots in different EU states.
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Download the policy brief

Nudging people towards heating
efficiently according to their profile

Reinforcement

ENVIRONMENTALLY
CONSCIOUS AND
WELL-INFORMED ENERGY

“Idealistic energy savers”,
combination of high concern
about the environment with
good knowledge and strong

sense of personal
responsibility for action

CONSUMERS

-

nudge &

CONCERNED BUT
LACKING AWARENESS
ENERGY CONSUMERS
Facilitating

nudge Concern about the

environment, awareness of
consequences but lack of know-

Default: Turn energy-
how to practically save energy

friendly operational
settings of devices
(thermostat, air
conditioning equipment)
into defaults, to save the
user from the “burden”
of learning what is
appropriate and what is
not. =
Reinforcement
nudge

Just-in-time prompts and
tips: Provide the user with
tips and recommendations
exactly upon the time she

mingles with devices’
settings that have an impact
on energy consumption.

MATERIALISTIC
ENERGY CONSUMERS
ESCAPING PERSONAL

RESPONSIBILITY

Combining lower than
average energy-saving

intentions with a low
anticipation of personal

responsibility to act and high
concern for the financial
implications of energy-
saving activities

Confronting
nudge

Reminding of consequences: prompt
the user to consider the consequences
of e.g., increasing the target
temperature of the thermostat or the
air-conditioning, insisting on the extra
cost it incurs. It could be the net
= increase of the bill, projecting the
i impact of the action at
< monthly/annual level.

INDIFFERENT
ENERGY
CONSUMERS

Feedback & awareness: use
tips, notifications, marketing
campaigns, to sensitize this
group of users and overcome
their reservations about the
efficacy of their behaviour.

Reinforcement
nudge

Hedonic goal: stress
the big picture and the
impact on big things,
possibly with some
exaggeration, to
render energy-saving a
goal.

Feedback & awareness: keep the
interest warm through regular but
sparse information about energy-

saving (selected notifications, regular
marketing campaigns)

CONCERNED BUT COMFORT-
ORIENTED ENERGY
CONSUMERS

Confronting
nudge

Clear intentions for
acting in an energy-
friendly manner but
strong concern about
comfort, concerned
about the monetary
cost involved in
higher energy
consumption

Reminding of consequences:
prompt the user to consider
the consequences of an
action e.g., increasing the
target temperature of the
thermostat or the air-
conditioning, insisting on
the extra cost it incurs. It
could be the net increase of
the energy bill, projecting
the impact of the action at
monthly/annual level.

Low intentions for heating-
related energy saving
behaviour but strong sense of
subjective norms, no distinct
differentiation in other
features.

PRONE TO SOCIAL
INFLUENCE ENERGY
CONSUMERS

p
Goal setting &
commitment: get the
consumers to sign a formal
commitment to reduce the
energy they consume,
many times in return of
some (nonmonetary)
reward.

Social
Influence
nudge T
Enabling social comparison: leverage
different means (from written text
and diagrams printed on a paper to
online social platforms and dynamic
query response systems) to facilitate
the comparison with other peers
(friends, neighbors, consumers of
similar demographic characteristics).

Low perception of self-efficacy and

possible impact of personal action,

low concern and awareness about
environmental matters.

—

Default: Turn energy-friendly
operational settings of devices
(thermostat, air conditioning
equipment) into defaults, to
save the user from the “burden”
of learning what is appropriate
and what is not.

Facilitating
nudge
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