


 
 

 

  

  

   

 

  

 

 

 

 

 

  

to better define and document the target market and be explicit about how this research is used to 

choose messages and delivery mechanisms. 

ENERGYWISE and the programmes it supports have potential benefits which are relevant to other 

government departments. EECA should seek greater alignment with these organisations, and 

continue to coordinate its messages with them, in order to realise potential benefits. 

EE�! μΆΩϡΛ͆ ͊Ϭ̮Λϡ̮φ͊ φΆ͊ ͔͔̼͊͊φΉϬ͊΢͊μμ Ω͔ φΆ͊ εθΩͼθ̮ΡΡ͊͞μ ͊΢ͼ̮ͼ͊Ρ͊΢φ ΡΩ͆͊Λ΁ με̼͊Ή͔Ήcally as it 

relates to The Energy Spot. EECA could consider whether the means of engagement (e.g. television) 

̮θ͊ ̮εεθΩεθΉ̮φ͊ ͔Ωθ φΆ͊ φ̮θͼ͊φ͊͆ ͼθΩϡεμ΁ ̮΢͆ ΩφΆ͊θ ΩεφΉΩ΢μ φΩ Ή΢͔Λϡ͊΢̼͊ ε͊ΩεΛ͊͞μ ̻͊Ά̮ϬΉΩϡθ (͊΄ͼ΄ 

targeting at point of sale). 
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1 The problem 

1.1 Problem description 

New Zealand households are not taking action to improve the energy efficiency and thermal 

performance of their homes despite there being financial, health and quality of life benefits in them 

doing so. Examples of actions include reducing dampness, insulating their home, draught-stopping, 

using the most appropriate heating, and installing more energy efficient appliances and lighting1. 

Not only does inaction result in inefficient use of energy but it can result in cold, damp homes. These 

behaviours are not occurring because: 

 �Ω΢μϡΡ͊θμ ͆Ω΢͞φ Θ΢Ωϭ φΆ͊ϳ ̼ΩϡΛ͆ ̻͊ μ̮ϬΉ΢ͼ ΡΩθ͊ ͊΢͊θͼϳ 
 �Ω΢μϡΡ͊θμ ͆Ω΢͞φ Θ΢Ωϭ ΆΩϭ φΩ ̻͊ ΡΩθ͊ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢φ 
 �Ω΢μϡΡ͊θμ ͆Ω΢͞φ Ϭ̮Λϡ͊ Ωθ εθΉΩθΉφΉμ͊ ͊΢͊θͼϳ ͔͔͊Ή̼iency 

 ΐΆ͊θ͊ ̮θ͊ ε͊θ̼͊εφΉΩ΢μ φΆ̮φ Ήφ͞μ φΩΩ Ά̮θ͆ ̮΢͆ φΆ̮φ φΆ͊ϳ Ά̮Ϭ͊ φΩ ͼΉϬ͊ μΩΡ͊φΆΉ΢ͼ ϡε φΩ ̻͊ ͊΢͊θͼϳ 
efficient 

 There are myths and misconceptions among consumers about how to be energy efficient 

 There is a lack of motivation given that spending on energy is less than 5% of household 

expenditure2. 

1.2 Why is it a problem? 

Residential energy use is about 62.7 PJ annually3 which accounts for 2,300 kt CO2e. This energy use is 

widely dispersed and spread over 1.7 million households,4 so small changes at a household level, 

over multiple households can add up. 

Inefficient use of energy in the residential sector results in higher greenhouse gas emissions. It also 

results in higher energy costs, colder and damper homes, and worse health outcomes. Across the 

residential market EECA estimates a cost to New Zealand of around $300 million per annum in 

inefficient energy use5. 

1.3 The programme 

Δ΢͆͊θ EE�!͞μ ͊΢͆Ωθμ͊͆ ̻θ̮΢͆ ̮θ̼ΆΉφ̼͊φϡθ͊΁ the ENERGYWISE brand encompasses all of EE�!͞μ 

consumer-facing information on household and residential transport energy use. This includes the 

ENERGYWISE website, social media, TV (The Energy Spot), digital and online search advertising, 

press-releases, brochures, fact sheets, and how-to videos. This information supports the delivery of 

all of EECA͞μ θ͊μΉ͆͊΢φΉ̮Λ programmes (e.g. Vehicle Fuel Economy Labelling and Warm Up New 

Zealand) but sometimes the information is not connected to a specific delivery programme. 

1 
More examples can be found in Appendix One or on the ENERGYWISE website.
 

2 
Statistics New Zealand, 2013, Household Economic Survey 2013.
 

3 
�̮μ͊͆ Ω΢ 2014 ̮͆φ̮ ͔θΩΡ EE�!͞μ Ά΃Ωφ͊΢φΉ̮Λμ !΢̮ΛϳμΉμ͞ ϡμΉ΢ͼ Ͱ�͛E͞μ E΢͊θͼy in New Zealand and EECA͞s Energy End Use
 

Database.
 
4 
Ίφ̮φΉμφΉ̼μ ͱ͊ϭ Ϋ̮͊Λ̮΢͆΁ 2016΄ ΆDϭ͊ΛΛΉ΢ͼ ̮΢͆ ΆΩϡμ͊ΆΩΛ͆ ͊μφΉΡ̮φ͊μ΃ ͦϡ΢͊ 2016 ηϡ̮θφ͊θ΄͞ 

5 
EECA Statement of Intent 2014- 2016 
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The Energy Spot is a series of one-minute TV advertisements, demonstrating easy energy efficiency 

tips for households in prime time, using ENERGYWISE information. Essentially it is the way that 

ENERGYWISE information is communicated to a TV audience. As such, hereafter where ENERYWISE 

is described it also includes Energy Spot. 

1.3.1 Origins 

ENERGYWISE was not developed as a programme but as an integrated residential master brand to 

μϡεεΩθφ ͊ϲΉμφΉ΢ͼ εθΩͼθ̮ΡΡ͊μ ̮΢͆ ͆͊ΛΉϬ͊θ Ω΢ EE�!͞μ Ρ̮΢̮͆φ͊ ϡ΢͆͊θ φΆ͊ Energy Efficiency and 

Conservation Act 2000. The Act μφ̮φ͊μ φΆ̮φ φΆ͊ ͔ϡ΢̼φΉΩ΢ Ω͔ EE�! Ήμ ͡φΩ ͊΢̼Ωϡθ̮ͼ͊΁ εθΩΡΩφ͊΁ ̮΢͆ 

support energy efficiency, energy conservation, and the use of renewable sources of energy͢ Ή΢ ε̮θφ 

by 

c) promoting public awareness in New Zealand of the importance of energy efficiency and
 

conservation, and the use of renewable sources of energy:
 

d) promoting practices and technologies to further energy efficiency, energy conservation,
 

and the use of renewable sources of energy
 

Prior to 2009, the marketing budget was focused on promoting specific programmes, each with its 

own promotional activity/advertising and often its own website (there were seven individual 

websites relating to programmes). These were not integrated with each other, and research 

consistently showed that there was a need for a more sustained presence in the promotional space 

to ensure ongoing consumer awareness of key messages. In November 2009, a report based on 

EE�!͞μ ΐΟ ̼ΩΡΡ͊θ̼Ή̮Λ ̮̼φΉϬΉφΉ͊μ prior to E΢͊θͼϳ ΊεΩφ μφ̮φ͊͆ φΆ̮φ ͡Ά͊μΉ͆ϡ̮Λ Ϭ̮Λϡ͊ of past TVCs 

[Television commercials] Ήμ μφ̮͊͆ΉΛϳ ͊θΩ͆Ή΢ͼ΅ EE�! ΢͊͊͆μ φΩ Ρ̮Ή΢φ̮Ή΢ ̮ ̼Ω΢μφ̮΢φ εθ͊μ͊΢̼͊ Ή΢ φΆ͊ 

Ρ̮θΘ͊φ͢6. 

From 2009 onward, EECA has conducted its marketing activity on the basis of a clearly defined brand 

strategy that provides for segmentation between different audiences, but integration of messaging 

to each of those audiences. This endorsed brand strategy enables the component brands to target 

specific markets or purposes, while benefiting from the investment previously made in the master 

brand (EECA). 

This means that while specific programmes and market interventions come and go over time, there 

is retained value from their marketing held in the ENERGYWISE brand, which then benefits the 

subsequent programmes. 

The Energy Spot was introduced in 2009 to deliver EE�!͞μ ͊΢φΉθ͊ ̻θ̮΢͆ ̮΢͆ εθΩͼθ̮ΡΡ͊ Ή΢͔ΩθΡ̮φΉΩ΢ 

in an integrated way. It is a series of television advertisements which support the brand strategy by 

being able to anchor key marketing activity and increase or decrease visibility and focus on individual 

programmes as required. For example, new residential programmes and topics can be added to the 

schedule and finished residential programmes can be removed. 

6 
25123 EECA Consumer Monitor Report (Jul-Sep 09) – 5 Nov09.pptx from Synovate Ltd. 
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1.3.2 Purpose 

The aim of ENERGYWISE is to inform and motivate residential consumers about the benefits of 

energy efficiency, and the steps they can take to make better use of their energy. 

ENERGYWISE aims to: 

 provide people with trusted, independent information 

 explain the benefits of energy efficiency, energy conservation and renewable energy in the 

home and on the road 

 give people the right information so they can make the most informed decision – and best 

decision for their lifestyle, their household or their family
 

 inspire and motivate people to take action
 

 show people how to take action easily.
 

The Energy Spot encourages households to make small to medium changes to improve their energy 

efficiency, and provides information on where to go for more information to take further action. 

It was designed to: 

 get people thinking and introduce them to the concept of energy efficiency 

 pose problems and provide solutions and tips that are easy, achievable and affordable 

 communicate the benefits to both the individual and society 

 provide a platform to generate mass awareness and engagement. 

1.3.3 Key components 

The key components of ENERGYWISE are: 

 ENERGYWISE website 

 Social media (Facebook and Twitter) 

 Digital and online search advertising 

 Call centre 

 Press releases 

 Billboards 

 Editorials 

 Brochures 

 Fact sheets 

 How-to videos 

 TV (The Energy Spot) 

The Energy Spot advertisements follow a formulaic approach whereby four key components are 

addressed: 

	 ! εθΩ̻Λ͊Ρ Ήμ ͆͊ΡΩ΢μφθ̮φ͊͆ (Ω͔φ͊΢ ̮ εθΩ̻Λ͊Ρ ε͊ΩεΛ͊ ͆Ή͆΢͞φ Θ΢Ωϭ φΆ͊ϳ Ά̮͆; e.g. inadequate 

insulation) 

	 ! μΩΛϡφΉΩ΢ Ήμ εθΩϬΉ͆͊͆ μΆΩϭΉ΢ͼ φΆ͊ ̻͊΢͔͊Ήφμ (ϭΆ̮φ φΩ ͆Ω΁ ϭΆ̮φ φΩ ̼Ω΢μΉ͆͊θ΁ ϭΆϳ Ήφ͞μ 
important) 
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	 A low- or no-cost tip is also demonstrated (even if they can͞φ ̮͔͔Ωθ͆ φΩ Ή΢Ϭ͊μφ Ή΢ φΆ͊ 

appropriate solution identified, there are still changes to their household behaviour they can 

do to improve their home; e.g. thermal performance via closing curtains before dusk) 

	 The benefits are scaled up to the national level (to show the value to New Zealand as a 

whole if everyone did it). 

1.4 Market characteristics 

1.4.1 Households 

Market research conducted by EECA in 2009 found the following characteristics of household energy 
7 users. 

There are four key motivations for residential consumers to use energy wisely – environmental 

good, financial benefit, health benefits, and wanting a warm, dry and comfortable home. 

The market can be segmented further ̻ϳ Λ͊Ϭ͊Λ Ω͔ ̼ΩΡΡΉφΡ͊΢φ φΩ ΆϡμΉ΢ͼ ͊΢͊θͼϳ ϭΉμ͊Λϳ͞. The research 

found that about 14% tend to be committed to using energy wisely, 23% are open to it, 31% are 

ambivalent, 27% believe they have done as much as they can and 5% reject the notion that it is 

important in any way. There were found to be a few significant demographic differences between 

these profiles when it came to segmentation opportunities or media consumption habits. The 

committed segment were somewhat older and less likely to be working full-time. Those open to 

using energy more wisely are less likely to be young and less likely to come from high-income 

households. There were no significant differences found in terms of estimates of expenditure on 

energy in general, or on different types of energy. 

In 2013 the University of Otago published its Energy Cultures research into the drivers of energy-

using behaviour in the residential sector. They concluded that energy-using behaviours arise out of 

interactions between three components: norms (individual and shared expectations about what is 

Ά΢ΩθΡ̮Λ ̻͊Ά̮ϬΉΩϡθ͞)΁ material culture (physical aspects of a home including the form of the building 

and energy-related technologies) and energy practices (energy-related actions). They also 

categorised households into four different types from an energy use perspective: 

	 Energy Extravagant – these households are the highest energy users and are generally 
wealthier than the other household types. Their lack of energy efficient practices and 
relative wealth presents a policy opportunity for energy efficiency gains. 

	 Energy Economic – these household use the least energy; policy interventions for this 
household type should focus on improving the material culture, as this group lives in poor 
quality housing and uses inefficient heating technology. 

	 Energy Efficient – these households are motivated and have adopted energy efficient 
practices and an energy efficient material culture. They are the second-lowest energy users. 
Sharing their experiences could motivate other household types to adopt similar practices 
and cultures. 

	 Energy Easy – these households have the second-highest spend on energy and would benefit 
from more energy efficient practices and a more efficient material culture. 

7 
X:\Marketing & Communications (MC)\08 Market Research\13 Values Research\EECA (Consumer) Turning involvement 

into action - Full Report 5Sep09.pptx 
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1.	 Lack of information or understanding 

2.	 Affordability barriers, both real and perceived 

3.	 Lack of industry capability 

4.	 Inconvenience, perceived or real 

These barriers prevent the market from operating most efficiently, and from taking up opportunities 

to use energy more effectively. ENERGYWISE and The Energy Spot address the lack of information or 

understanding, and partially address the affordability barrier. 

3.1.1 Lack of information/understanding 

Market theory assumes all participants have perfect information, but this is rarely the case. Where 

participants lack information and understanding, there is a role for government in ensuring that they 

have the information they need to make informed decisions, and to assist them more directly when 

they lack capacity to deal with that information. 

The success of government action in providing information is demonstrated by people altering their 

decision-making and acting differently when provided with information. Since people have limited 

capacity to seek out information, in particular where th͊ϳ ͆Ω΢͞φ Θ΢Ωϭ φΆ͊ϳ Ά̮Ϭ͊ Ή΢͔ΩθΡ̮φΉΩ΢ ͼ̮εμ 

(φΆ͊ ͡ϡ΢Θ΢Ωϭ΢ ϡ΢Θ΢Ωϭ΢μ͢)΁ ͼΩϬ͊θ΢Ρ͊΢φ ̮̼φΉΩ΢ Ήμ ϭ̮θθ̮΢φ͊͆ φΩ ͊΢μϡθ͊ ε͊ΩεΛ͊͞μ ̼ΆΩΉ̼͊μ ̮θ͊ ϭ͊ΛΛ-

informed. 

The information gap in this case can be of different types: 

	 Actual lack of knowledge – not knowing energy efficiency represents an opportunity or 

where to find the most appropriate information to aid them in their decision making. 

	 Actual lack of understanding – not knowing how to achieve energy efficiency. Households do 

not fully appreciate the benefits that retrofit action can bring to their quality of life and they 

do not prioritise home improvement investments over other expenditure. 

	 Misinformation – not believing energy efficiency works due to bad or conflicting 

information. Households experience conflicting, fragmented advice and do not feel they 

understand the most beneficial and cost-effective improvements for their particular 

house/circumstances. 

3.2 Barriers 

3.2.1 Affordability barriers 

Affordability barriers can be present when people would like to invest in a long-term saving but 

cannot afford the upfront cost. Here there can be a role for government in ensuring equitable access 

to measures which produce long-term savings and facilitating the use of finance to overcome these 

barriers.  Large businesses will usually have the capacity to borrow to fund energy investments, but 

households and smaller businesses will often not be able to do this. The ENERGYWISE and The 

Energy Spot do not address this barrier directly, although other EECA measures do. 

Much of househol͆μ͞ ̼Ω΢̼͊θ΢μ ϭΉφΆ ̮͔͔Ωθ̮̻͆ΉΛΉφϳ ̮θ͊ ̮̻Ωϡφ ε͊θ̼͊εφΉΩ΢ Ω͔ θΉμΘ ̮΢͆ ε̮ϳ̻̮̼Θ΁ ̮΢͆ 

prioritisation. They: 

10 





 
 

  

    

  

   

 

  

  

 

 

  

    

   

 

    

 

 

    

   

 

   

  

  

  

  

 

    

  

  

  

   

   

   

 

     

 

  

3.3.1 Public benefits 

Improved health – People living in warmer, drier homes are less likely to become sick with seasonal 

illnesses or damp-related respiratory infections. This leads to improvements in productivity and also 

reduces the burden on the public health system, producing additional public benefits. 

Avoided greenhouse gas emissions – Improvements to household energy efficiency will reduce 

electricity demand. A portion of electricity in New Zealand is produced by burning fossil fuels, and 

θ͊͆ϡ̼φΉΩ΢μ Ή΢ ͊Λ̼͊φθΉ̼Ήφϳ ϡμ͊ ϭΉΛΛ ̮ΛμΩ θ͊͆ϡ̼͊ ͱ͊ϭ Ϋ̮͊Λ̮΢͆͞μ ͼθ͊͊΢ΆΩϡμ͊ ͼ̮μ ͊ΡΉμμΉΩ΢μ΄ 

3.3.2 Private benefits 

Warmer, more comfortable homes – After insulation, homes are much easier to heat, and will be 

warmer, drier and more comfortable as a consequence. 

Improved health – People living in warmer, drier homes are less likely to become sick with seasonal 

illnesses or damp-related respiratory infections. 

Reduced energy costs – Home insulation and other energy efficiency measures promoted by 

ENERGYWISE can also lower energy costs faced by the households themselves. However this benefit 

is often traded-off for warmer, more comfortable homes and thus better health. 

Reductions in peak electricity demand – Reducing peak electricity demand will delay the need for 

further investment in new electricity generation capacity. 

3.4 Potential costs 

Since most of the provision of information is by commercial providers, there is no other agency 

offering information without a commercial agenda. ENERGYWISE supports commercial providers 

with information about technical standards and industry best practice. 

There is no market for the provision of information on behaviour change that people can achieve at 

low or no cost to save energy, since there is no commercial product or service to be sold. 

4 Intervention 

4.1 Intervention logic 

There is currently no intervention logic for the programme, as ENERGYWISE was not developed as a 

formal programme, but rather as a feature of EE�!͞μ ̼Ωθ͊ ̻ϡμΉ΢͊μμ φΆ̮φ μϡεεΩθφμ specific 

programmes and market interventions. However, the following description summarises the 

intervention logic. 

To solve the issue of a lack of trusted information about energy efficient products and behaviours in 

the marketplace, EECA delivers an information programme for consumers, supported by the 

ENERGYWISE brand. 

12 



 
 

 

  

     

 

 

      

 

    

   

 

  

 

      

   

    

   

  

 

  

  

      

    

   

  

  

 

  

   

    

 

   

  

The information programme provides practical information aimed at everyday consumers, through 

relevant channels – mainly online and through the news media.  By providing clear information 

about costs, benefits, and the pros and cons of the options available, ENERGYWISE aims to help 

consumers make better energy choices. 

As consumers recognise the benefits of energy efficiency, they will make choices that improve the 

energy efficiency of their homes, their appliances and their travel. These choices will contribute to 

φΆ͊ ΩϬ͊θ̮ΛΛ ΉΡεθΩϬ͊Ρ͊΢φ Ω͔ ͱ͊ϭ Ϋ̮͊Λ̮΢͆͞μ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢̼ϳ΄ 

The Energy Spot significantly extends the reach of existing ENERGYWISE information – to solve the 

problems of a lack of information on energy efficient behaviours, a perception of difficulty, and a 

lack of motivation. The Energy Spot demonstrates simple behaviours to improve energy efficiency, 

makes clear the economic case for them, and inspires action by linking those actions back to a 

national level. 

Energy efficiency is intangible and widely misunderstood, so video demonstration is considered to 

be ̼θΉφΉ̼̮Λ φΩ φΆ͊ μϡ̼̼͊μμ Ω͔ EE�!͞μ ̼ΩΡΡϡ΢Ή̼̮φΉΩ΢΄ ΃θΩϬΉ͆Ή΢ͼ Ή΢͔ΩθΡ̮φΉΩ΢ φΆθΩϡͼΆ ̮ φ͊Λ͊ϬΉμΉΩ΢ 

format reaches a mass audience, increasing the θ̮̼͊Ά ̮΢͆ ͔͔̼͊͊φΉϬ͊΢͊μμ Ω͔ EE�!͞μ Ρ͊μμ̮ͼ͊΁ ̮΢͆ 

building recognition and trust in the ENERGYWISE brand. 

By breaking down the key barriers to action, more consumers will recognise the benefit of energy 

efficiency and change their behaviour to be more energy efficient at home. 

ΐΆ͊μ͊ ̼ΆΩΉ̼͊μ ϭΉΛΛ ̼Ω΢φθΉ̻ϡφ͊ φΩ φΆ͊ ΩϬ͊θ̮ΛΛ ΉΡεθΩϬ͊Ρ͊΢φ Ω͔ ͱ͊ϭ Ϋ̮͊Λ̮΢͆͞μ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢̼ϳ΄ 

4.2 Options 

As ENERGYWISE was not developed as a formal programme (see Section 1.3.1) there is no 

documentation of options analysis. 

4.3 Investment objectives 

It is very difficult to attribute specific energy savings to information campaign-type activities, so the 

investment objectives are measured at output level. These centre on whether campaigns were 

delivered as planned rather than outcome-level impacts. Where the information campaign is linked 

to a delivery programme the outcome-level impacts are picked up as part of the indicators for that 

programme. 

Recent objectives for ENERYWISE and The Energy Spot are: 

 1.2 million visits to the ENERGYWISE website (Statement of Performance Expectations 

2016/17) 

 67% awareness of The Energy Spot and 42% of those inspired to take action (Statement of 

Performance Expectations 2015/16) 
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prompted and 52% regarded ENERGYWISE as an authoritative source of information12΄ ΐΆ͊ ̻θ̮΢͆͞μ 

link to government gives it credibility, helps consumers to trust the information provided, and 

therefore act on it. EECA is now the third most trusted government agency according to the Public 

Sector Reputation Index13. In 2016, ENERGYWISE was also found to be New Zealand͞μ 11th most 

trusted brand.14 

Recall and reach of the Energy Spot is good. Of people surveyed in 2015, 75% had seen it, 

maintaining roughly the same levels as the previous year. The Energy Spot is seen as likeable by 76% 

of people surveyed, and disliked by only 3%.15 

Examples of communications activities are provided in Appendix Three. They include 551 articles 

published or broadcast by EECA in the 2015 winter season (April to July), 25,000 people currently 

subscribed of the ENERGYWISE email newsletter, and 4,783 calls answered by the call centre in 2016 

to date. 

5.1.2 How information translates to action 

EECA has some limited information on the second question – how that information is translating into 

action – φΆθΩϡͼΆ φΆ͊ Ρ̮θΘ͊φ θ͊μ̮͊θ̼Ά ͆Ω΢͊ Ω΢ φΆ͊ εθΩͼθ̮ΡΡ͊͞μ ͔͊fectiveness. EECA asks survey 

respondents in its Consumer Monitor research whether they have taken action as a result of seeing 

The Energy Spot television advertisements. The most recent results (June 2016) indicate that: 

 68% of respondents had seen The Energy Spot 

 37% of the respondents had seen The Energy Spot and indicated they had taken some action 

as a result. 

The most common types of actions cited are shown in Figure 116. A complete list of the types of 

actions and the average percentage of respondents who have reported taking them are listed in 

Appendix Five. While the types of action are specified, the magnitude and longevity of these actions 

is unknown. For example, a respondent may report installing energy efficient bulbs but that could be 

one bulb or an entire house. For behavioural actions it is not clear whether someone may have 

turned off unused lights once or regularly for the last three months. 

5.1.3 How improvements achieve the outcomes 

The third question cannot yet be evaluated as the outcome-level objective of the programme is not 

well-defined. Success depends largely on whether the programme is targeting only public benefits, 

or public benefits and private benefits. 

12 
Consumer Monitor Jan-Mar 2016 X:\Governance & Strategic Planning  (GV)\16 Operating Model\04 Portfolio 

Management\01 Programme reviews\02 Reviews\02 Programmes\05 Energywise EnergySpot\20160505 EECA Consumer 
Monitor (Jan-Mar 16) Report - FINAL.pptx 
13 

Colmar Brunton benchmarked 31 national public sector organisations against the four pillars of leadership and success, 
μΩ̼Ή̮Λ θ͊μεΩ΢μΉ̻ΉΛΉφϳ΁ φθϡμφ΁ ̮΢͆ ͔̮Ήθ΢͊μμ΁ ϭΉφΆ ̮̼͊Ά ͊΢φΉφϳ͞μ θ͊εϡφ̮φΉΩ΢ Ή΢͆͊ϲ͊͆ ̮ͼ̮Ή΢μφ φΆ͊ ΩφΆ͊θμ΄ 
14 

IPSOS interviews with 1000 adults about 100 different brands. 
15 

The Energy Spot Annual Evaluation 2015 \\ntsrv20\DATA3\Marketing & Communications (MC)\08 Market Research\04 
Energy Spot\Yearly research\2015-16\160115 Energy Spot Evaluation 2015 FINAL.pptx 
16 

Important biases to note are response bias where respondents are likely to say what they think is more desirable, and 
sampling bias as the survey only reaches those that are online, and have the time and willingness to complete the survey. 

17 

http:brand.14


 
 

 

    

 

 

  

      

  

  

  

  

   

   

 

     

 

       

    

        

 

     

 

  

 

                                                           
  

Figure 1: Percentage of respondents who stated taking the most common actions as a result of seeing The
 

Energy Spot.
17
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5.2 Achieved benefits 

As described above, the extent to which energy-saving actions contribute to the overarching 

outcome is unclear as it is not clear whether the objective is healthier homes, lower greenhouse gas 

emissions, reductions in peak electricity load, cost savings, and/or promotion of EECA programmes. 

Further, it is difficult to obtain data attributing benefits to ENERGYWISE interventions. 

5.3 Value-for-money 

This section summarises the cost-benefit analysis for ENERGYWISE (including The Energy Spot). A full 

description of assumptions is available in Appendix Four. 

As no information is available definitively linking expenditure on Energy Spot and ENERGYWISE with 

changes in residential energy consumption it is not possible to execute a conventional cost-benefit 

analysis. A payback calculation has been carried out instead to test what level of reduction in 

consumption would be required to justify expenditure. 

To break even on net present value (i.e. obtain a benefit/cost ratio of 1), national household energy 

consumption would need to reduce by 0.24% in response to ENERGYWISE (and private transport just 

0.03%) without taking into account any potential health benefits from people choosing to insulate 

their homes as a result of ENERGYWISE information. The necessary level of energy reduction halves 

if it is assumed that 300 houses per year are insulated as a result of ENERGYWISE information. This 

corresponds to about 0.06% of uninsulated housing stock. 

A 0.24% consumption reduction as a result of information provision is relatively small when put in 

the context of the following points: 

17 
Averaged over six years of quarterly surveys with a total sample of 4,572. 
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 EECA estimates the potential economic household energy-efficiency savings are in the order 

of 19% and over 600,000 houses remain uninsulated. 

 Household energy consumption per head of population has declined by 1.2% per annum 

since 2010, providing an indication of improving residential energy efficiency. 

Within this context it is not unreasonable to assume that ENERGYWISE expenditure could achieve 

the zero net present value threshold given the very low energy savings required. 

5.4 Programme future 

Currently the plan is to continue with ENERGYWISE information provision, guided by EE�!͞μ key 

residential objectives. However, EECA has started to develop a potential replacement that is likely to 

provide deeper and more personalised information for consumers and their situation – a logical 

progression from introducing the market to the concept of energy efficiency. 

6 Lead organisation 

EECA͞μ mandate for this role is stated under the Energy Efficiency and Conservation Act: 

 S21 (1)(c) - promoting public awareness in New Zealand of the importance of energy 

efficiency and conservation, and the use of renewable sources of energy. 

 S21(1)(d) - promoting practices and technologies to further energy efficiency, energy 

conservation, and the use of renewable sources of energy. 

Where ENERGYWISE is related to health benefits there could be a role for the Ministry of Health. 

However, EECA͞s history and technical expertise make EECA more suited to be the lead organisation. 

Consumer NZ also provides information on energy efficiency. However, the organisation does not 

specialise in the subject and does not provide the breadth and depth of information that 

ENERGYWISE does. 

Because their information is behind a 

s 9(2)(g)(i)

paywall, it is not free to all New Zealanders and they tend to focus more on which brand to buy 

rather than which technology is most energy efficient. 

7 Conclusions 

Market research indicates that ENERGYWISE is an established and trusted brand, and has been 

successful at raising public awareness, knowledge, and understanding of energy efficiency. It has 

also had some success in translating this awareness into action, although detailed information on 

such actions and their impact is limited because it is difficult to obtain. 

There is a role for government to address the market barriers which prevent households from using 

energy more efficiently. ENERGYWISE is an effective vehicle for the provision of trusted, 

independent information. In addition, EECA has a statutory obligation to promote public awareness 

of, and practices and technologies related to, energy efficiency. 

19 



 
 

    

 

 

   

     

  

 

   

 

  

  

 

 

  

  

 

 

   

   

 

 

 

  

ENERGYWISE supports the provision of information for other EECA programmes (e.g. Warm Up New 

Zealand) and is a flexible, responsive and durable brand which maintains continuity during the 

lifecycles of various programmes. 

Expenditure on ENERGYWISE consists of more than advertising costs – other costs include those 

relating to market research, infrastructure (e.g. websites), social media, PR and the dissemination of 

technical advice (e.g. New Zealand Standards). 

͛΢͔ΩθΡ̮φΉΩ΢ εθΩϬΉμΉΩ΢ Ήμ φΆ͊ GΩϬ͊θ΢Ρ͊΢φ͞μ εθ͔͊͊θθ͊͆ ̮εεθΩ̮̼Ά φΩ ΉΡεθΩϬΉ΢ͼ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢̼ϳ Ή΢ 

households and realising its benefits in the absence of regulation. 

8 Recommendations 

EECA should clarify the objectives of ENERGYWISE and its intervention logic. Although the objective 

of ENERGYWISE is to provide trusted, independent information to households, the potential public 

and private benefits identified (see section 3.2) suggest multiple objectives. This presents an 

opportunity for EECA to better link information provision to specific benefits (e.g. reduced 

greenhouse gas emissions, improved health). As part of this work, it should also use market research 

to better define and document the target market and be explicit about how this research is used to 

choose messages and delivery mechanisms. 

Further, EECA should evaluate the effectiveness of the εθΩͼθ̮ΡΡ͊͞μ engagement model, specifically 

as it relates to The Energy Spot. EECA could consider whether the means of engagement (e.g. 

φ͊Λ͊ϬΉμΉΩ΢) ̮θ͊ ̮εεθΩεθΉ̮φ͊ ͔Ωθ φΆ͊ φ̮θͼ͊φ͊͆ ͼθΩϡεμ΁ ̮΢͆ ΩφΆ͊θ ΩεφΉΩ΢μ φΩ Ή΢͔Λϡ͊΢̼͊ ε͊ΩεΛ͊͞μ 

behaviour (e.g. targeting at point of sale). 

ENERGYWISE and the programmes it supports have potential benefits which are relevant to other 

government departments – for example, the Ministry of Health, the Ministry of Transport and the 

Ministry for the Environment. EECA should seek greater alignment with these departments, and 

continue to coordinate its messages with them, in order to realise potential benefits. 
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9 Appendices 

9.1 Appendix One - Potential home improvement actions 

 Ceiling and underfloor insulation; 


 Substituting unflued gas heaters with electric heaters;
 

 Substituting open fires with efficient wood burners;
 

 Spot extractor fans for bathrooms and kitchens;
 

 Efficient shower heads;
 

 Shower flow restrictors;
 

 CFL and LED bulbs;
 

 Pipe lagging;
 

 DIY window insulation kits;
 

 Cylinder wrap;
 

 Skillion roof insulation;
 

 Heated towel rail timers;
 

 Draught proofing;
 

 Ground vapour barriers.
 

21 





 
 

      

 

  

  

    

 

 

  

  

  

   

  

 

 

  

  

  

  

  

    

  

 

 

   

    

  

   

   

 

 

  

   

9.3 Appendix Three – ENERGYWISE communications outputs 

Winter campaign 

What: 

	 Media releases, op eds. 

	 Responding to a high volume of media interest – there can be several media calls a day 

over the winter period asking for material about heating, ventilation and the thermal 

envelope. 

Audience: Mainly households with less disposable income 

Goals: Promote low or no-cost actions households can take to improve the thermal envelope, 

and heat and ventilate their homes more effectively. 

Measurement: 551 articles published or broadcast April to end of July 2015. 473 articles 

published or broadcast April to the end of July 2016. This decrease was due to lack of staff time – 

due to the change in the WUNZ programme. 

Facebook 

What: Posts and low-cost video twice weekly 

Audience: Households with less disposable income 

Goals: 

	 Engagement 

	 Testing response to new messaging 

Measurement: Page has 12,066 followers as at 12 September 2016. Engagement has been 

running at about 8% (0.61% is the industry standard on Facebook) but a recent change in the 

way Facebook measures analytics has increased this to about 60%. EECA is investigating the 

benchmark for the new industry standard. 

ENERGYWISE Electronic Direct Mail 

Audience: 25,000 on subscription list 

Goals: 

	 Supporting behaviour change in the home – heating, ventilation, insulation etc. 

	 Testing the relevance of different messages through A/B testing (i.e. segmenting the 

list and sending emails with varying messages to test which messages get the 

highest response rate). 

Timing: Nine mail outs a year 

Measured by open rates: 30-40% (industry standard about 22%) 
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General ENERGYWISE 

What: 

	 Op eds, media inquiries, media releases 

	 Building relationships with other government agencies (e.g. Electricity Authority, 

Ministry of Health) and running campaigns to get EE�!͞μ Ρ͊μμ̮ͼ͊μ into the campaigns of 

these other agencies at no cost. This includes using material from other campaigns (e.g. 

ΠΆ̮φ͞μ Ͱϳ ͱϡΡ̻͊θ) Ή΢ EE�!͞μ ̼̮Ρε̮Ήͼ΢μ΄ 

Audiences: 

	 Home owners with more disposable income 

	 Households with little or no disposable income 

Goals: Encouraging households, home buyers, and renovators to consider the long-term running 

costs of their homes and products, as well as cosmetic appearance. 

Measurement: Media articles reflect key messages. EECA messaging included in other 

government agency campaigns, e.g. ΠΆ̮φ͞μ Ͱϳ ͱϡΡ̻͊θ΁ θΆ͊ϡΡ̮φΉ̼ ͔͊Ϭ͊θ ̮΢͆ HΩϡμΉ΢ͼ ͱΫ 

campaigns. 

Contact Centre 

What: Answers a high volume of calls from public about insulation, ENERGYWISE tips etc. 

More complex queries are passed on to EECA. 

Goal: Answer public queries – Quality Measure - 90% of calls answered within 20 seconds 

Measurement: 4783 calls from the public answered so far in 2016 to 12 September (Note: 

24 of these calls in 2016 were about electric vehicles and a further 24 about EECA BUSINESS 

– i.e. not home-related). 
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9.4 Appendix Four – Cost-benefit analysis description 

Approach 

As no information is available definitively linking expenditure on ENERGYWISE with changes in 

residential energy consumption, it is not possible to execute a conventional cost-benefit analysis. 

Alternatively, a payback calculation has been carried out to test whether a significant reduction in 

consumption is required to justify expenditure on these programmes (referred to as a Άbreakeven 

analysis͞). 

Cost Data 

ΐΆ͊ ̮΢̮ΛϳμΉμ Ή΢̼Λϡ͆͊μ ̮ΛΛ EE�!͞μ Ρ̮θΘ͊φΉ΢ͼ ̼Ωμφμ ͆Ήθ̼͊φ͊͆ ̮φ θ͊μΉ͆͊΢φΉ̮Λ ͊΢͊θͼϳ ̼Ω΢μϡΡεφΉΩ΢ ̮΢͆ 

private transport listed under the following cost centres for the four years 2012/13 to 2015/16: 

 WUNZ:HS
 

 WUNZ:HH
 

 Residential Retrofit
 

 Residential Marketing
 

 Rightlights
 

 Corporate Promotion (two thirds estimated for residential markets)
 

 The Energy Spot
 

 Solar Water Heating
 

 Fuel Marketing
 

 Fuel Efficient Tyres
 

 Vehicle Fuel Economy Labelling
 

 Electric Vehicles information campaign
 

 Voluntary Targeted Rates
 

Costs of purchasing more energy-efficient residential appliances and insulating houses are taken 

from the detailed analysis undertaken for the Residential Retrofit programme and, where necessary, 

from efficient products Regulatory Impact Statements. These are private costs. 

Benefits 

	 Residential energy cost savings (private benefits): energy savings are determined for the 

major applications within the household (hot water, space heating, refrigeration, lighting, 

cooking) and split between savings due to behavioural changes and the purchase of more 

energy efficient appliances. Behavioural related savings are assumed to persist for only one 

year whereas savings from the latter will continue for the life of the appliance but with an 

additional appliance cost.  

	 Private transport fuel cost savings (private benefits): energy savings are attributed to 

behavioural changes only as insignificant savings have accrued from the Fuel Efficient Tyres 

programme to date.  The necessary level of private transport energy savings to reach 

breakeven has been prorated down relative to that of household energy in proportion to the 
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aggregate household marketing expenditure (11% of household savings, excluding 

expenditure on fuel efficient tyres).  

	 Home insulation (private and public benefits): Insulation results in warmer houses and 

improved health of the occupants.  Health benefits have been determined using data from 

the Motu report18 and distributed between public benefits (reduced hospitalisations and 

pharmaceutical costs) and private benefits (reduced mortality).  Associated energy savings in 

this context are insignificant and have been ignored. 

	 Carbon dioxide reduction (public benefits): Emission reductions associated with the energy 

savings have been valued at the average value of an NZU in each year of the programme and 

at $25 per tonne thereafter. 

Breakeven Analysis 

The necessary reduction in household and private transport energy consumption has been 

͆͊φ͊θΡΉ΢͊͆ φΩ Ρ͊͊φ φΆ͊ εθΉΡ̮θϳ Ρ͊φθΉ̼μ ϡμ͊͆ Ή΢ EE�!͞μ ̼Ωμφ-benefit analysis: 

	 To meet zero net present value (benefit/cost ratio=1): Breakeven is met if household energy 

consumption is reduced by 0.24% in response to the ENERGYWISE marketing programme 

(and private transport just 0.03%) without taking into account any benefits from household 

insulation.  The necessary level of energy reduction halves if about 300 insulated houses per 

year are included in the calculation, which corresponds to about 0.06% of uninsulated 

housing stock. 

	 To meet public benefit/public cost ratio=1): This is a more stringent target to meet and 

requires a reduction in household energy consumption of 2.7% excluding house insulations.  

This saving is highly sensitive to the assumed number of houses insulated as a result of the 

programme, reducing to less than 1% if about 1,400 house insulations per year are included 

or 0.1% for 2,000 houses (about 0.2% and 0.3% of uninsulated houses, respectively).  

Houses Insulated 

per year

Reduction in Household 

Energy Consumption*

Houses Insulated 

per year

Reduction in Household 

Energy Consumption*

0 0.24% 0 2.66%

1410 0.78%

328 0.11% 1920 0.11%

*Transport fuel 11% of these values

NPV = 0 Public Benefit/Public Cost = 1

Energy Reductions in Perspective 

The required energy savings to meet the primary breakeven analyses are small when placed in the 

context of: 

 Potential economic household energy-efficiency savings are in the order of 19% and over 

600,000 houses remain uninsulated (EECA estimates). 

 Not all the necessary energy savings are cumulative as behavioural benefits are assumed to 

last for one year only. 

18 
Cost Benefit Analysis of the Warm Up New Zealand: Heat Smart Programme, Motu et al, 2012 
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	 25% of the householders surveyed in March 2016 indicated they would take some action 

(with respect to energy savings measures) as a result of seeing The Energy Spot on 

television19. People are about twice as likely to take action if they have seen it compared to 

those that have not. 

	 Household energy consumption per head of population has declined by 1.2% per annum 

since 2010, providing an indication of improving residential energy efficiency. 

Within this context it is not unreasonable to assume that ENERGYWISE marketing expenditure could 

achieve the zero net present value threshold given the very low energy savings required. Reaching a 

breakeven point for the public benefit/public cost ratio is more problematic but is highly sensitive to 

assumptions regarding houses insulated as a result of the programme. 

19 
EECA Consumer Monitor, Quarterly Report: Q3 Jan-Mar 2016, IPSOS 
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	1 The problem 
	1.1 Problem description 
	1.1 Problem description 
	New Zealand households are not taking action to improve the energy efficiency and thermal performance of their homes despite there being financial, health and quality of life benefits in them doing so. Examples of actions include reducing dampness, insulating their home, draught-stopping, using the most appropriate heating, and installing more energy efficient appliances and lighting. Not only does inaction result in inefficient use of energy but it can result in cold, damp homes. These behaviours are not o
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	 .Ω΢μϡΡ͊θμ ͆Ω΢͞φ Θ΢Ωϭ φΆ͊ϳ ̼ΩϡΛ͆ ̻͊ μ̮ϬΉ΢ͼ ΡΩθ͊ ͊΢͊θͼϳ  .Ω΢μϡΡ͊θμ ͆Ω΢͞φ Θ΢Ωϭ ΆΩϭ φΩ ̻͊ ΡΩθ͊ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢φ  .Ω΢μϡΡ͊θμ ͆Ω΢͞φ Ϭ̮Λϡ͊ Ωθ εθΉΩθΉφΉμ͊ ͊΢͊θͼϳ ͔͔͊Ή̼iency  ΐΆ͊θ͊ ̮θ͊ ε͊θ̼͊εφΉΩ΢μ φΆ̮φ Ήφ͞μ φΩΩ Ά̮θ͆ ̮΢͆ φΆ̮φ φΆ͊ϳ Ά̮Ϭ͊ φΩ ͼΉϬ͊ μΩΡ͊φΆΉ΢ͼ ϡε φΩ ̻͊ ͊΢͊θͼϳ 
	efficient  There are myths and misconceptions among consumers about how to be energy efficient  There is a lack of motivation given that spending on energy is less than 5% of household 
	expenditure. 
	2


	1.2 Why is it a problem? 
	1.2 Why is it a problem? 
	Residential energy use is about 62.7 PJ annuallywhich accounts for 2,300 kt CO2e. This energy use is widely dispersed and spread over 1.7 million households,so small changes at a household level, over multiple households can add up. 
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	Inefficient use of energy in the residential sector results in higher greenhouse gas emissions. It also results in higher energy costs, colder and damper homes, and worse health outcomes. Across the residential market EECA estimates a cost to New Zealand of around $300 million per annum in inefficient energy use. 
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	More examples can be found in Appendix One or on the .. Statistics New Zealand, 2013, Household Economic Survey 2013.. .̮μ͊͆ Ω΢ 2014 ̮͆φ̮ ͔θΩΡ EE.!͞μ ΆϡμΉ΢ͼ Ͱ.͛E͞μ E΢͊θͼy in New Zealand and EECA͞s Energy End Use. Database.. 
	More examples can be found in Appendix One or on the .. Statistics New Zealand, 2013, Household Economic Survey 2013.. .̮μ͊͆ Ω΢ 2014 ̮͆φ̮ ͔θΩΡ EE.!͞μ ΆϡμΉ΢ͼ Ͱ.͛E͞μ E΢͊θͼy in New Zealand and EECA͞s Energy End Use. Database.. 
	More examples can be found in Appendix One or on the .. Statistics New Zealand, 2013, Household Economic Survey 2013.. .̮μ͊͆ Ω΢ 2014 ̮͆φ̮ ͔θΩΡ EE.!͞μ ΆϡμΉ΢ͼ Ͱ.͛E͞μ E΢͊θͼy in New Zealand and EECA͞s Energy End Use. Database.. 
	More examples can be found in Appendix One or on the .. Statistics New Zealand, 2013, Household Economic Survey 2013.. .̮μ͊͆ Ω΢ 2014 ̮͆φ̮ ͔θΩΡ EE.!͞μ ΆϡμΉ΢ͼ Ͱ.͛E͞μ E΢͊θͼy in New Zealand and EECA͞s Energy End Use. Database.. 
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	ENERGYWISE website
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	΃Ωφ͊΢φΉ̮Λμ !΢̮ΛϳμΉμ͞ 




	Ίφ̮φΉμφΉ̼μ ͱ͊ϭ Ϋ̮͊Λ̮΢͆΁ 2016΄ ΆDϭ͊ΛΛΉ΢ͼ ̮΢͆ ΆΩϡμ͊ΆΩΛ͆ ͊μφΉΡ̮φ͊μ΃ ͦϡ΢͊ 2016 ηϡ̮θφ͊θ΄͞ 
	Ίφ̮φΉμφΉ̼μ ͱ͊ϭ Ϋ̮͊Λ̮΢͆΁ 2016΄ ΆDϭ͊ΛΛΉ΢ͼ ̮΢͆ ΆΩϡμ͊ΆΩΛ͆ ͊μφΉΡ̮φ͊μ΃ ͦϡ΢͊ 2016 ηϡ̮θφ͊θ΄͞ 
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	EECA Statement of Intent 2014-2016 
	EECA Statement of Intent 2014-2016 
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	1.3 The programme 
	1.3 The programme 
	Δ΢͆͊θ EE.!͞μ ͊΢͆Ωθμ͊͆ ̻θ̮΢͆ ̮θ̼ΆΉφ̼͊φϡθ͊΁ the ENERGYWISE brand encompasses all of EE.!͞μ consumer-facing information on household and residential transport energy use. This includes the , social media, TV (The Energy Spot), digital and online search advertising, press-releases, brochures, fact sheets, and how-to videos. This information supports the delivery of all of EECA͞μ θ͊μΉ͆͊΢φΉ̮Λ programmes (e.g. Vehicle Fuel Economy Labelling and Warm Up New Zealand) but sometimes the information is not connected to
	ENERGYWISE website

	Annot
	The Energy Spot is a series of one-minute TV advertisements, demonstrating easy energy efficiency tips for households in prime time, using ENERGYWISE information. Essentially it is the way that ENERGYWISE information is communicated to a TV audience. As such, hereafter where ENERYWISE is described it also includes Energy Spot. 
	1.3.1 Origins 
	1.3.1 Origins 
	ENERGYWISE was not developed as a programme but as an integrated residential master brand to 
	μϡεεΩθφ ͊ϲΉμφΉ΢ͼ εθΩͼθ̮ΡΡ͊μ ̮΢͆ ͆͊ΛΉϬ͊θ Ω΢ EE.!͞μ Ρ̮΢̮͆φ͊ ϡ΢͆͊θ φΆ͊ Energy Efficiency and Conservation Act 2000. The Act μφ̮φ͊μ φΆ̮φ φΆ͊ ͔ϡ΢̼φΉΩ΢ Ω͔ EE.! Ήμ ͡φΩ ͊΢̼Ωϡθ̮ͼ͊΁ εθΩΡΩφ͊΁ ̮΢͆ support energy efficiency, energy conservation, and the use of renewable sources of energy͢ Ή΢ ε̮θφ by 
	c) promoting public awareness in New Zealand of the importance of energy efficiency and. conservation, and the use of renewable sources of energy:. d) promoting practices and technologies to further energy efficiency, energy conservation,. and the use of renewable sources of energy. 
	Prior to 2009, the marketing budget was focused on promoting specific programmes, each with its own promotional activity/advertising and often its own website (there were seven individual websites relating to programmes). These were not integrated with each other, and research consistently showed that there was a need for a more sustained presence in the promotional space to ensure ongoing consumer awareness of key messages. In November 2009, a report based on EE.!͞μ ΐΟ ̼ΩΡΡ͊θ̼Ή̮Λ ̮̼φΉϬΉφΉ͊μ prior to E΢͊θͼϳ
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	From 2009 onward, EECA has conducted its marketing activity on the basis of a clearly defined brand strategy that provides for segmentation between different audiences, but integration of messaging to each of those audiences. This endorsed brand strategy enables the component brands to target specific markets or purposes, while benefiting from the investment previously made in the master brand (EECA). 
	This means that while specific programmes and market interventions come and go over time, there is retained value from their marketing held in the ENERGYWISE brand, which then benefits the subsequent programmes. 
	The Energy Spot was introduced in 2009 to deliver EE.!͞μ ͊΢φΉθ͊ ̻θ̮΢͆ ̮΢͆ εθΩͼθ̮ΡΡ͊ Ή΢͔ΩθΡ̮φΉΩ΢ in an integrated way. It is a series of television advertisements which support the brand strategy by being able to anchor key marketing activity and increase or decrease visibility and focus on individual programmes as required. For example, new residential programmes and topics can be added to the schedule and finished residential programmes can be removed. 
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	1.3.2 Purpose 
	1.3.2 Purpose 
	The aim of ENERGYWISE is to inform and motivate residential consumers about the benefits of energy efficiency, and the steps they can take to make better use of their energy. 
	ENERGYWISE aims to: 
	 provide people with trusted, independent information  explain the benefits of energy efficiency, energy conservation and renewable energy in the home and on the road  give people the right information so they can make the most informed decision – and best 
	decision for their lifestyle, their household or their family.  inspire and motivate people to take action.  show people how to take action easily.. 
	The Energy Spot encourages households to make small to medium changes to improve their energy efficiency, and provides information on where to go for more information to take further action. 
	It was designed to: 
	 get people thinking and introduce them to the concept of energy efficiency  pose problems and provide solutions and tips that are easy, achievable and affordable  communicate the benefits to both the individual and society  provide a platform to generate mass awareness and engagement. 

	1.3.3 Key components 
	1.3.3 Key components 
	The key components of ENERGYWISE are:  ENERGYWISE website  Social media (Facebook and Twitter)  Digital and online search advertising  Call centre  Press releases  Billboards  Editorials  Brochures  Fact sheets  How-to videos  TV (The Energy Spot) 
	The Energy Spot advertisements follow a formulaic approach whereby four key components are addressed: 
	. ! εθΩ̻Λ͊Ρ Ήμ ͆͊ΡΩ΢μφθ̮φ͊͆ (Ω͔φ͊΢ ̮ εθΩ̻Λ͊Ρ ε͊ΩεΛ͊ ͆Ή͆΢͞φ Θ΢Ωϭ φΆ͊ϳ Ά̮͆; e.g. inadequate insulation) 
	. ! μΩΛϡφΉΩ΢ Ήμ εθΩϬΉ͆͊͆ μΆΩϭΉ΢ͼ φΆ͊ ̻͊΢͔͊Ήφμ (ϭΆ̮φ φΩ ͆Ω΁ ϭΆ̮φ φΩ ̼Ω΢μΉ͆͊θ΁ ϭΆϳ Ήφ͞μ 
	important) 
	Annot
	. A low-or no-cost tip is also demonstrated (even if they can͞φ ̮͔͔Ωθ͆ φΩ Ή΢Ϭ͊μφ Ή΢ φΆ͊ appropriate solution identified, there are still changes to their household behaviour they can do to improve their home; e.g. thermal performance via closing curtains before dusk) 
	. The benefits are scaled up to the national level (to show the value to New Zealand as a whole if everyone did it). 


	1.4 Market characteristics 
	1.4 Market characteristics 
	1.4.1 Households 
	1.4.1 Households 
	Market research conducted by EECA in 2009 found the following characteristics of household energy 
	7 
	users. 
	There are four key motivations for residential consumers to use energy wisely – environmental good, financial benefit, health benefits, and wanting a warm, dry and comfortable home. 
	The market can be segmented further ̻ϳ Λ͊Ϭ͊Λ Ω͔ ̼ΩΡΡΉφΡ͊΢φ φΩ ΆϡμΉ΢ͼ ͊΢͊θͼϳ ϭΉμ͊Λϳ͞. The research found that about 14% tend to be committed to using energy wisely, 23% are open to it, 31% are ambivalent, 27% believe they have done as much as they can and 5% reject the notion that it is important in any way. There were found to be a few significant demographic differences between these profiles when it came to segmentation opportunities or media consumption habits. The committed segment were somewhat older a
	In 2013 the University of Otago published its research into the drivers of energy-using behaviour in the residential sector. They concluded that energy-using behaviours arise out of interactions between three components: norms (individual and shared expectations about what is Ά΢ΩθΡ̮Λ ̻͊Ά̮ϬΉΩϡθ͞)΁ material culture (physical aspects of a home including the form of the building and energy-related technologies) and energy practices (energy-related actions). They also categorised households into four different t
	Energy Cultures 

	. Energy Extravagant – these households are the highest energy users and are generally wealthier than the other household types. Their lack of energy efficient practices and relative wealth presents a policy opportunity for energy efficiency gains. 
	. Energy Economic – these household use the least energy; policy interventions for this household type should focus on improving the material culture, as this group lives in poor quality housing and uses inefficient heating technology. 
	. Energy Efficient – these households are motivated and have adopted energy efficient practices and an energy efficient material culture. They are the second-lowest energy users. Sharing their experiences could motivate other household types to adopt similar practices and cultures. 
	. Energy Easy – these households have the second-highest spend on energy and would benefit from more energy efficient practices and a more efficient material culture. 
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	X:\Marketing & Communications (MC)\08 Market Research\13 Values Research\EECA (Consumer) Turning involvement into action -Full Report 5Sep09.pptx 
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	Lack of information or understanding 

	2.. 
	2.. 
	Affordability barriers, both real and perceived 

	3.. 
	3.. 
	Lack of industry capability 

	4.. 
	4.. 
	Inconvenience, perceived or real 


	These barriers prevent the market from operating most efficiently, and from taking up opportunities to use energy more effectively. ENERGYWISE and The Energy Spot address the lack of information or understanding, and partially address the affordability barrier. 

	3.1.1 Lack of information/understanding 
	3.1.1 Lack of information/understanding 
	Market theory assumes all participants have perfect information, but this is rarely the case. Where participants lack information and understanding, there is a role for government in ensuring that they have the information they need to make informed decisions, and to assist them more directly when they lack capacity to deal with that information. 
	The success of government action in providing information is demonstrated by people altering their decision-making and acting differently when provided with information. Since people have limited capacity to seek out information, in particular where th͊ϳ ͆Ω΢͞φ Θ΢Ωϭ φΆ͊ϳ Ά̮Ϭ͊ Ή΢͔ΩθΡ̮φΉΩ΢ ͼ̮εμ (φΆ͊ ͡ϡ΢Θ΢Ωϭ΢ ϡ΢Θ΢Ωϭ΢μ͢)΁ ͼΩϬ͊θ΢Ρ͊΢φ ̮̼φΉΩ΢ Ήμ ϭ̮θθ̮΢φ͊͆ φΩ ͊΢μϡθ͊ ε͊ΩεΛ͊͞μ ̼ΆΩΉ̼͊μ ̮θ͊ ϭ͊ΛΛinformed. 
	-

	The information gap in this case can be of different types: 
	. Actual lack of knowledge – not knowing energy efficiency represents an opportunity or where to find the most appropriate information to aid them in their decision making. 
	. Actual lack of understanding – not knowing how to achieve energy efficiency. Households do not fully appreciate the benefits that retrofit action can bring to their quality of life and they do not prioritise home improvement investments over other expenditure. 
	. Misinformation – not believing energy efficiency works due to bad or conflicting information. Households experience conflicting, fragmented advice and do not feel they understand the most beneficial and cost-effective improvements for their particular house/circumstances. 


	3.2 Barriers 
	3.2 Barriers 
	3.2.1 Affordability barriers 
	3.2.1 Affordability barriers 
	Affordability barriers can be present when people would like to invest in a long-term saving but cannot afford the upfront cost. Here there can be a role for government in ensuring equitable access to measures which produce long-term savings and facilitating the use of finance to overcome these barriers.  Large businesses will usually have the capacity to borrow to fund energy investments, but households and smaller businesses will often not be able to do this. The ENERGYWISE and The Energy Spot do not addr
	Much of househol͆μ͞ ̼Ω΢̼͊θ΢μ ϭΉφΆ ̮͔͔Ωθ̮̻͆ΉΛΉφϳ ̮θ͊ ̮̻Ωϡφ ε͊θ̼͊εφΉΩ΢ Ω͔ θΉμΘ ̮΢͆ ε̮ϳ̻̮̼Θ΁ ̮΢͆ prioritisation. They: 
	Annot
	Figure
	Annot

	3.3.1 Public benefits 
	3.3.1 Public benefits 
	Improved health – People living in warmer, drier homes are less likely to become sick with seasonal illnesses or damp-related respiratory infections. This leads to improvements in productivity and also reduces the burden on the public health system, producing additional public benefits. 
	Avoided greenhouse gas emissions – Improvements to household energy efficiency will reduce electricity demand. A portion of electricity in New Zealand is produced by burning fossil fuels, and 
	θ͊͆ϡ̼φΉΩ΢μ Ή΢ ͊Λ̼͊φθΉ̼Ήφϳ ϡμ͊ ϭΉΛΛ ̮ΛμΩ θ͊͆ϡ̼͊ ͱ͊ϭ Ϋ̮͊Λ̮΢͆͞μ ͼθ͊͊΢ΆΩϡμ͊ ͼ̮μ ͊ΡΉμμΉΩ΢μ΄ 

	3.3.2 Private benefits 
	3.3.2 Private benefits 
	Warmer, more comfortable homes – After insulation, homes are much easier to heat, and will be warmer, drier and more comfortable as a consequence. 
	Improved health – People living in warmer, drier homes are less likely to become sick with seasonal illnesses or damp-related respiratory infections. 
	Reduced energy costs – Home insulation and other energy efficiency measures promoted by ENERGYWISE can also lower energy costs faced by the households themselves. However this benefit is often traded-off for warmer, more comfortable homes and thus better health. 
	Reductions in peak electricity demand – Reducing peak electricity demand will delay the need for further investment in new electricity generation capacity. 


	3.4 Potential costs 
	3.4 Potential costs 
	Since most of the provision of information is by commercial providers, there is no other agency offering information without a commercial agenda. ENERGYWISE supports commercial providers with information about technical standards and industry best practice. 
	There is no market for the provision of information on behaviour change that people can achieve at low or no cost to save energy, since there is no commercial product or service to be sold. 


	4 Intervention 
	4 Intervention 
	4.1 Intervention logic 
	4.1 Intervention logic 
	There is currently no intervention logic for the programme, as ENERGYWISE was not developed as a formal programme, but rather as a feature of EE.!͞μ ̼Ωθ͊ ̻ϡμΉ΢͊μμ φΆ̮φ μϡεεΩθφμ specific programmes and market interventions. However, the following description summarises the intervention logic. 
	To solve the issue of a lack of trusted information about energy efficient products and behaviours in the marketplace, EECA delivers an information programme for consumers, supported by the ENERGYWISE brand. 
	Annot
	The information programme provides practical information aimed at everyday consumers, through relevant channels – mainly online and through the news media.  By providing clear information about costs, benefits, and the pros and cons of the options available, ENERGYWISE aims to help consumers make better energy choices. 
	As consumers recognise the benefits of energy efficiency, they will make choices that improve the energy efficiency of their homes, their appliances and their travel. These choices will contribute to 
	φΆ͊ ΩϬ͊θ̮ΛΛ ΉΡεθΩϬ͊Ρ͊΢φ Ω͔ ͱ͊ϭ Ϋ̮͊Λ̮΢͆͞μ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢̼ϳ΄ 
	The Energy Spot significantly extends the reach of existing ENERGYWISE information – to solve the problems of a lack of information on energy efficient behaviours, a perception of difficulty, and a lack of motivation. The Energy Spot demonstrates simple behaviours to improve energy efficiency, makes clear the economic case for them, and inspires action by linking those actions back to a national level. 
	Energy efficiency is intangible and widely misunderstood, so video demonstration is considered to be ̼θΉφΉ̼̮Λ φΩ φΆ͊ μϡ̼̼͊μμ Ω͔ EE.!͞μ ̼ΩΡΡϡ΢Ή̼̮φΉΩ΢΄ ΃θΩϬΉ͆Ή΢ͼ Ή΢͔ΩθΡ̮φΉΩ΢ φΆθΩϡͼΆ ̮ φ͊Λ͊ϬΉμΉΩ΢ format reaches a mass audience, increasing the θ̮̼͊Ά ̮΢͆ ͔͔̼͊͊φΉϬ͊΢͊μμ Ω͔ EE.!͞μ Ρ͊μμ̮ͼ͊΁ ̮΢͆ building recognition and trust in the ENERGYWISE brand. 
	By breaking down the key barriers to action, more consumers will recognise the benefit of energy efficiency and change their behaviour to be more energy efficient at home. 
	ΐΆ͊μ͊ ̼ΆΩΉ̼͊μ ϭΉΛΛ ̼Ω΢φθΉ̻ϡφ͊ φΩ φΆ͊ ΩϬ͊θ̮ΛΛ ΉΡεθΩϬ͊Ρ͊΢φ Ω͔ ͱ͊ϭ Ϋ̮͊Λ̮΢͆͞μ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢̼ϳ΄ 

	4.2 Options 
	4.2 Options 
	As ENERGYWISE was not developed as a formal programme (see Section 1.3.1) there is no documentation of options analysis. 

	4.3 Investment objectives 
	4.3 Investment objectives 
	It is very difficult to attribute specific energy savings to information campaign-type activities, so the investment objectives are measured at output level. These centre on whether campaigns were delivered as planned rather than outcome-level impacts. Where the information campaign is linked to a delivery programme the outcome-level impacts are picked up as part of the indicators for that programme. 
	Recent objectives for ENERYWISE and The Energy Spot are: 
	 1.2 million visits to the ENERGYWISE website (Statement of Performance Expectations 2016/17)  67% awareness of The Energy Spot and 42% of those inspired to take action (Statement of Performance Expectations 2015/16) 
	Annot
	Figure
	Annot
	Figure
	Annot
	Figure
	Annot
	prompted and 52% regarded ENERGYWISE as an authoritative source of information΄ ΐΆ͊ ̻θ̮΢͆͞μ link to government gives it credibility, helps consumers to trust the information provided, and therefore act on it. EECA is now the third most trusted government agency according to the Public Sector Reputation Index. In 2016, ENERGYWISE was also found to be New Zealand͞μ 11most trusted 
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	brand.
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	Recall and reach of the Energy Spot is good. Of people surveyed in 2015, 75% had seen it, maintaining roughly the same levels as the previous year. The Energy Spot is seen as likeable by 76% of people surveyed, and disliked by only 3%.
	15 

	Examples of communications activities are provided in Appendix Three. They include 551 articles published or broadcast by EECA in the 2015 winter season (April to July), 25,000 people currently subscribed of the ENERGYWISE email newsletter, and 4,783 calls answered by the call centre in 2016 to date. 
	5.1.2 How information translates to action 
	5.1.2 How information translates to action 
	EECA has some limited information on the second question – how that information is translating into action – φΆθΩϡͼΆ φΆ͊ Ρ̮θΘ͊φ θ͊μ̮͊θ̼Ά ͆Ω΢͊ Ω΢ φΆ͊ εθΩͼθ̮ΡΡ͊͞μ ͔͊fectiveness. EECA asks survey respondents in its Consumer Monitor research whether they have taken action as a result of seeing The Energy Spot television advertisements. The most recent results (June 2016) indicate that: 
	 68% of respondents had seen The Energy Spot  37% of the respondents had seen The Energy Spot and indicated they had taken some action as a result. 
	The most common types of actions cited are shown in Figure 1. A complete list of the types of actions and the average percentage of respondents who have reported taking them are listed in Appendix Five. While the types of action are specified, the magnitude and longevity of these actions is unknown. For example, a respondent may report installing energy efficient bulbs but that could be one bulb or an entire house. For behavioural actions it is not clear whether someone may have turned off unused lights onc
	16


	5.1.3 How improvements achieve the outcomes 
	5.1.3 How improvements achieve the outcomes 
	The third question cannot yet be evaluated as the outcome-level objective of the programme is not well-defined. Success depends largely on whether the programme is targeting only public benefits, or public benefits and private benefits. 
	Consumer Monitor Jan-Mar 2016 
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	Colmar Brunton benchmarked 31 national public sector organisations against the four pillars of leadership and success, 
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	μΩ̼Ή̮Λ θ͊μεΩ΢μΉ̻ΉΛΉφϳ΁ φθϡμφ΁ ̮΢͆ ͔̮Ήθ΢͊μμ΁ ϭΉφΆ ̮̼͊Ά ͊΢φΉφϳ͞μ θ͊εϡφ̮φΉΩ΢ Ή΢͆͊ϲ͊͆ ̮ͼ̮Ή΢μφ φΆ͊ ΩφΆ͊θμ΄ 
	IPSOS interviews with 1000 adults about 100 different brands. 
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	The Energy Spot Annual Evaluation 2015 
	15 
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	Important biases to note are response bias where respondents are likely to say what they think is more desirable, and sampling bias as the survey only reaches those that are online, and have the time and willingness to complete the survey. 
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	Figure 1: Percentage of respondents who stated taking the most common actions as a result of seeing The. Energy Spot.
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	Annot
	0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 
	Install energy efficient Turn off Closed Improved insulation Draught proofing lightbulbs appliances/lights curtains/windows/doors 


	5.2 Achieved benefits 
	5.2 Achieved benefits 
	As described above, the extent to which energy-saving actions contribute to the overarching outcome is unclear as it is not clear whether the objective is healthier homes, lower greenhouse gas emissions, reductions in peak electricity load, cost savings, and/or promotion of EECA programmes. Further, it is difficult to obtain data attributing benefits to ENERGYWISE interventions. 

	5.3 Value-for-money 
	5.3 Value-for-money 
	This section summarises the cost-benefit analysis for ENERGYWISE (including The Energy Spot). A full description of assumptions is available in Appendix Four. 
	As no information is available definitively linking expenditure on Energy Spot and ENERGYWISE with changes in residential energy consumption it is not possible to execute a conventional cost-benefit analysis. A payback calculation has been carried out instead to test what level of reduction in consumption would be required to justify expenditure. 
	To break even on net present value (i.e. obtain a benefit/cost ratio of 1), national household energy consumption would need to reduce by 0.24% in response to ENERGYWISE (and private transport just 0.03%) without taking into account any potential health benefits from people choosing to insulate their homes as a result of ENERGYWISE information. The necessary level of energy reduction halves if it is assumed that 300 houses per year are insulated as a result of ENERGYWISE information. This corresponds to abo
	A 0.24% consumption reduction as a result of information provision is relatively small when put in the context of the following points: 
	Averaged over six years of quarterly surveys with a total sample of 4,572. 
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	Annot
	 EECA estimates the potential economic household energy-efficiency savings are in the order of 19% and over 600,000 houses remain uninsulated.  Household energy consumption per head of population has declined by 1.2% per annum since 2010, providing an indication of improving residential energy efficiency. 
	Within this context it is not unreasonable to assume that ENERGYWISE expenditure could achieve the zero net present value threshold given the very low energy savings required. 

	5.4 Programme future 
	5.4 Programme future 
	Currently the plan is to continue with ENERGYWISE information provision, guided by EE.!͞μ key residential objectives. However, EECA has started to develop a potential replacement that is likely to provide deeper and more personalised information for consumers and their situation – a logical progression from introducing the market to the concept of energy efficiency. 


	6 Lead organisation 
	6 Lead organisation 
	EECA͞μ mandate for this role is stated under the Energy Efficiency and Conservation Act: 
	 S21 (1)(c) -promoting public awareness in New Zealand of the importance of energy efficiency and conservation, and the use of renewable sources of energy.  S21(1)(d) -promoting practices and technologies to further energy efficiency, energy conservation, and the use of renewable sources of energy. 
	Where ENERGYWISE is related to health benefits there could be a role for the Ministry of Health. However, EECA͞s history and technical expertise make EECA more suited to be the lead organisation. 
	Consumer NZ also provides information on energy efficiency. However, the organisation does not 
	specialise in the subject and does not provide the breadth and depth of information that ENERGYWISE does. Because their information is behind a 
	paywall, it is not free to all New Zealanders and they tend to focus more on which brand to buy rather than which technology is most energy efficient. 

	7 Conclusions 
	7 Conclusions 
	Market research indicates that ENERGYWISE is an established and trusted brand, and has been successful at raising public awareness, knowledge, and understanding of energy efficiency. It has also had some success in translating this awareness into action, although detailed information on such actions and their impact is limited because it is difficult to obtain. 
	There is a role for government to address the market barriers which prevent households from using energy more efficiently. ENERGYWISE is an effective vehicle for the provision of trusted, independent information. In addition, EECA has a statutory obligation to promote public awareness of, and practices and technologies related to, energy efficiency. 
	Annot
	ENERGYWISE supports the provision of information for other EECA programmes (e.g. Warm Up New Zealand) and is a flexible, responsive and durable brand which maintains continuity during the lifecycles of various programmes. 
	Expenditure on ENERGYWISE consists of more than advertising costs – other costs include those relating to market research, infrastructure (e.g. websites), social media, PR and the dissemination of technical advice (e.g. New Zealand Standards). 
	͛΢͔ΩθΡ̮φΉΩ΢ εθΩϬΉμΉΩ΢ Ήμ φΆ͊ GΩϬ͊θ΢Ρ͊΢φ͞μ εθ͔͊͊θθ͊͆ ̮εεθΩ̮̼Ά φΩ ΉΡεθΩϬΉ΢ͼ ͊΢͊θͼϳ ͔͔͊Ή̼Ή͊΢̼ϳ Ή΢ 
	households and realising its benefits in the absence of regulation. 

	8 Recommendations 
	8 Recommendations 
	EECA should clarify the objectives of ENERGYWISE and its intervention logic. Although the objective of ENERGYWISE is to provide trusted, independent information to households, the potential public and private benefits identified (see section 3.2) suggest multiple objectives. This presents an opportunity for EECA to better link information provision to specific benefits (e.g. reduced greenhouse gas emissions, improved health). As part of this work, it should also use market research to better define and docu
	Further, EECA should evaluate the effectiveness of the εθΩͼθ̮ΡΡ͊͞μ engagement model, specifically as it relates to The Energy Spot. EECA could consider whether the means of engagement (e.g. 
	φ͊Λ͊ϬΉμΉΩ΢) ̮θ͊ ̮εεθΩεθΉ̮φ͊ ͔Ωθ φΆ͊ φ̮θͼ͊φ͊͆ ͼθΩϡεμ΁ ̮΢͆ ΩφΆ͊θ ΩεφΉΩ΢μ φΩ Ή΢͔Λϡ͊΢̼͊ ε͊ΩεΛ͊͞μ 
	behaviour (e.g. targeting at point of sale). 
	ENERGYWISE and the programmes it supports have potential benefits which are relevant to other government departments – for example, the Ministry of Health, the Ministry of Transport and the Ministry for the Environment. EECA should seek greater alignment with these departments, and continue to coordinate its messages with them, in order to realise potential benefits. 

	9 Appendices 
	9 Appendices 
	9.1 Appendix One -Potential home improvement actions 
	9.1 Appendix One -Potential home improvement actions 
	Annot
	 Ceiling and underfloor insulation; . Substituting unflued gas heaters with electric heaters;.  Substituting open fires with efficient wood burners;.  Spot extractor fans for bathrooms and kitchens;.  Efficient shower heads;.  Shower flow restrictors;.  CFL and LED bulbs;.  Pipe lagging;.  DIY window insulation kits;.  Cylinder wrap;.  Skillion roof insulation;.  Heated towel rail timers;.  Draught proofing;.  Ground vapour barriers.. 
	Annot
	Figure
	Annot

	9.3 Appendix Three – ENERGYWISE communications outputs 
	9.3 Appendix Three – ENERGYWISE communications outputs 
	Winter campaign 
	What: 
	What: 
	. Media releases, op eds. 
	. Responding to a high volume of media interest – there can be several media calls a day over the winter period asking for material about heating, ventilation and the thermal envelope. 
	Audience: Mainly households with less disposable income 
	Goals: Promote low or no-cost actions households can take to improve the thermal envelope, and heat and ventilate their homes more effectively. 
	Measurement: 551 articles published or broadcast April to end of July 2015. 473 articles published or broadcast April to the end of July 2016. This decrease was due to lack of staff time – due to the change in the WUNZ programme. 
	Facebook What: Posts and low-cost video twice weekly Audience: Households with less disposable income Goals: 
	. Engagement 
	. Testing response to new messaging 
	Measurement: Page has 12,066 followers as at 12 September 2016. Engagement has been running at about 8% (0.61% is the industry standard on Facebook) but a recent change in the way Facebook measures analytics has increased this to about 60%. EECA is investigating the benchmark for the new industry standard. 

	ENERGYWISE Electronic Direct Mail 
	ENERGYWISE Electronic Direct Mail 
	Audience: 25,000 on subscription list 

	Goals: 
	Goals: 
	. Supporting behaviour change in the home – heating, ventilation, insulation etc. 
	. Testing the relevance of different messages through A/B testing (i.e. segmenting the list and sending emails with varying messages to test which messages get the highest response rate). 
	Timing: Nine mail outs a year 
	Measured by open rates: 30-40% (industry standard about 22%) 
	Annot
	General ENERGYWISE 

	What: 
	What: 
	. Op eds, media inquiries, media releases 
	. Building relationships with other government agencies (e.g. Electricity Authority, Ministry of Health) and running campaigns to get EE.!͞μ Ρ͊μμ̮ͼ͊μ into the campaigns of these other agencies at no cost. This includes using material from other campaigns (e.g. 
	ΠΆ̮φ͞μ Ͱϳ ͱϡΡ̻͊θ) Ή΢ EE.!͞μ ̼̮Ρε̮Ήͼ΢μ΄ 

	Audiences: 
	Audiences: 
	. Home owners with more disposable income 
	. Households with little or no disposable income 
	Goals: Encouraging households, home buyers, and renovators to consider the long-term running costs of their homes and products, as well as cosmetic appearance. 
	Measurement: Media articles reflect key messages. EECA messaging included in other government agency campaigns, e.g. ΠΆ̮φ͞μ Ͱϳ ͱϡΡ̻͊θ΁ θΆ͊ϡΡ̮φΉ̼ ͔͊Ϭ͊θ ̮΢͆ HΩϡμΉ΢ͼ ͱΫ campaigns. 

	Contact Centre 
	Contact Centre 
	What: Answers a high volume of calls from public about insulation, ENERGYWISE tips etc. 
	More complex queries are passed on to EECA. 
	Goal: Answer public queries – Quality Measure -90% of calls answered within 20 seconds 
	Measurement: 4783 calls from the public answered so far in 2016 to 12 September (Note: 24 of these calls in 2016 were about electric vehicles and a further 24 about EECA BUSINESS 
	– i.e. not home-related). 
	Annot


	9.4 Appendix Four – Cost-benefit analysis description 
	9.4 Appendix Four – Cost-benefit analysis description 
	Approach 
	Approach 
	As no information is available definitively linking expenditure on ENERGYWISE with changes in residential energy consumption, it is not possible to execute a conventional cost-benefit analysis. Alternatively, a payback calculation has been carried out to test whether a significant reduction in consumption is required to justify expenditure on these programmes (referred to as a Άbreakeven analysis͞). 

	Cost Data 
	Cost Data 
	ΐΆ͊ ̮΢̮ΛϳμΉμ Ή΢̼Λϡ͆͊μ ̮ΛΛ EE.!͞μ Ρ̮θΘ͊φΉ΢ͼ ̼Ωμφμ ͆Ήθ̼͊φ͊͆ ̮φ θ͊μΉ͆͊΢φΉ̮Λ ͊΢͊θͼϳ ̼Ω΢μϡΡεφΉΩ΢ ̮΢͆ 
	private transport listed under the following cost centres for the four years 2012/13 to 2015/16: 
	 WUNZ:HS.  WUNZ:HH.  Residential Retrofit.  Residential Marketing.  Rightlights.  Corporate Promotion (two thirds estimated for residential markets).  The Energy Spot.  Solar Water Heating.  Fuel Marketing.  Fuel Efficient Tyres.  Vehicle Fuel Economy Labelling.  Electric Vehicles information campaign.  Voluntary Targeted Rates. 
	Costs of purchasing more energy-efficient residential appliances and insulating houses are taken from the detailed analysis undertaken for the Residential Retrofit programme and, where necessary, from efficient products Regulatory Impact Statements. These are private costs. 

	Benefits 
	Benefits 
	. Residential energy cost savings (private benefits): energy savings are determined for the major applications within the household (hot water, space heating, refrigeration, lighting, cooking) and split between savings due to behavioural changes and the purchase of more energy efficient appliances. Behavioural related savings are assumed to persist for only one year whereas savings from the latter will continue for the life of the appliance but with an additional appliance cost.  
	. Private transport fuel cost savings (private benefits): energy savings are attributed to behavioural changes only as insignificant savings have accrued from the Fuel Efficient Tyres programme to date.  The necessary level of private transport energy savings to reach breakeven has been prorated down relative to that of household energy in proportion to the 
	. Private transport fuel cost savings (private benefits): energy savings are attributed to behavioural changes only as insignificant savings have accrued from the Fuel Efficient Tyres programme to date.  The necessary level of private transport energy savings to reach breakeven has been prorated down relative to that of household energy in proportion to the 
	aggregate household marketing expenditure (11% of household savings, excluding 

	Annot
	expenditure on fuel efficient tyres).  
	. Home insulation (private and public benefits): Insulation results in warmer houses and improved health of the occupants.  Health benefits have been determined using data from the Motu reportand distributed between public benefits (reduced hospitalisations and pharmaceutical costs) and private benefits (reduced mortality).  Associated energy savings in this context are insignificant and have been ignored. 
	18 

	. Carbon dioxide reduction (public benefits): Emission reductions associated with the energy savings have been valued at the average value of an NZU in each year of the programme and at $25 per tonne thereafter. 

	Breakeven Analysis 
	Breakeven Analysis 
	The necessary reduction in household and private transport energy consumption has been ͆͊φ͊θΡΉ΢͊͆ φΩ Ρ͊͊φ φΆ͊ εθΉΡ̮θϳ Ρ͊φθΉ̼μ ϡμ͊͆ Ή΢ EE.!͞μ ̼Ωμφ-benefit analysis: 
	. To meet zero net present value (benefit/cost ratio=1): Breakeven is met if household energy consumption is reduced by 0.24% in response to the ENERGYWISE marketing programme (and private transport just 0.03%) without taking into account any benefits from household insulation.  The necessary level of energy reduction halves if about 300 insulated houses per year are included in the calculation, which corresponds to about 0.06% of uninsulated housing stock. 
	. To meet public benefit/public cost ratio=1): This is a more stringent target to meet and requires a reduction in household energy consumption of 2.7% excluding house insulations.  This saving is highly sensitive to the assumed number of houses insulated as a result of the programme, reducing to less than 1% if about 1,400 house insulations per year are included or 0.1% for 2,000 houses (about 0.2% and 0.3% of uninsulated houses, respectively).  
	Figure

	Energy Reductions in Perspective 
	Energy Reductions in Perspective 
	The required energy savings to meet the primary breakeven analyses are small when placed in the context of: 
	 Potential economic household energy-efficiency savings are in the order of 19% and over 600,000 houses remain uninsulated (EECA estimates).  Not all the necessary energy savings are cumulative as behavioural benefits are assumed to last for one year only. 
	Cost Benefit Analysis of the Warm Up New Zealand: Heat Smart Programme, Motu et al, 2012 
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	Annot
	. 25% of the householders surveyed in March 2016 indicated they would take some action (with respect to energy savings measures) as a result of seeing The Energy Spot on television. People are about twice as likely to take action if they have seen it compared to those that have not. 
	19

	. Household energy consumption per head of population has declined by 1.2% per annum since 2010, providing an indication of improving residential energy efficiency. 
	Within this context it is not unreasonable to assume that ENERGYWISE marketing expenditure could achieve the zero net present value threshold given the very low energy savings required. Reaching a breakeven point for the public benefit/public cost ratio is more problematic but is highly sensitive to assumptions regarding houses insulated as a result of the programme. 
	EECA Consumer Monitor, Quarterly Report: Q3 Jan-Mar 2016, IPSOS 
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	Annot
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