


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.

EECA should evaluate the effectiveness of the programme’s engagement model, specifically as it
relates to The Energy Spot. EECA could consider whether the means of engagement (e.g. television)
are appropriate for the targeted groups, and other options to influence people’s behaviour (e.g.

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 lighting™.
Not only does inaction result in inefficient use of energy but it can result in cold, damp homes. These
behaviours are not occurring because:

Consumers don’t krA/ could be saving more energy

e Consumer t know W be more energy efficient

° 'ﬂ%@mythsg nceptiorQﬁ eonsumers about how to be energy efficient
Ther/ ck of mo
expendi y

)given that ﬁon energy is less than 5% of household
1.2 Whyi roblemi/(é 6 41

Residential energy use ! 62.7 PJ a@lly3 which accou?r 2,300 kt CO,e. This energy use is

widely dispersed and sprea fﬁ miIIior@wolds,4 o @nges at a household level,

over multiple households can /‘ /

Inefficient use of energy in the resicﬁ ctor resQ |gher’gree@s s emissions. It also
er homes, frse healt& es. Across the

aland of @53‘)0 mil n& num in
inefficient energy use”. /O @
1.3 The programme O O O
72

Under EECA’s endorsed brand architecture, the ENERGY' rand ncompaII of EECA’s
consumer-facing information on household and residential trﬁenergy uses ncludes the

ENERGYWISE website, social media, TV (The Energy Spot), digital @ne search advertising,
i

results in higher energy costs, colder a
residential market EECA estimates a cost t

press-releases, brochures, fact sheets, and how-to videos. This infor gupports the delivery of
all of EECA’s residential programmes (e.g. Vehicle Fuel Economy Labelli Vm Up New
pr

Zealand) but sometimes the information is not connected to a specific deli @nme.
! More examples can be found in Appendix One or on the ENERGYWISE website. :
% Statistics New Zealand, 2013, Household Economic Survey 2013.

® Based on 2014 data from EECA’s ‘Potentials Analysis’ using MBIE’s Energy in New Zealand and EECA’s Energy End Use
Database.

* Statistics New Zealand, 2016. ‘Dwelling and household estimates: June 2016 quarter.’

® 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
support existing programmes and deliver on EECA’s mandate under the Energy Efficiency and
Conservation Act 2000. The Act states that the function of EECA is “to encourage, promote, and

support energy efficiency gy conservation, and the use of renewable sources of energy” in part
by

c) pr@ ublic a
conservati@n, and the use @
romoti ices and tech ies to further energy efficiency, energy conservation,
/fhe use o le sources @? .

Prior to {@ ﬁqarketing@et was foc(b)romoting specific programmes, each with its
own promoti(j ivity/advertisj often its@w site (there were seven individual
websites relatinﬁ grammes). Phesg'were not i Xd with each other, and research
consistently showe th%re was a ra moreglﬁﬁd presence in the promotional space
alvareness of*key messages. In waer 2009, a report based on

EECA’s TV commercial activiife r to Energ @ tated that ’@u value of past TVCs
[Television commercials] is stea@od'ng... %’é’co maintai &wtant presence in the

n New Zealand of the importance of energy efficiency and
able sources of energy:

to ensure ongoing cons

76

market””. ﬁ
P ’
From 2009 onward, EECA has conductedfits giarketing ac |vWe basis @Iy defined brand
iehc i

strategy that provides for segmentation bet di rsnt au T)ut inte messaging
to each of those audiences. This endorsed brane I-?gy enable ponent rget
specific markets or purposes, while benefiting fro estment | made i aster

brand (EECA). O

This means that while specific programmes and market interventi come ar@ time, there
is retained value from their marketing held in the ENERGYWISE brand, gahich thenfbenefits the
subsequent programmes. C}

The Energy Spot was introduced in 2009 to deliver EECA’s entire brand and progfamme information

in an integrated way. It is a series of television advertisements which suppor strategy by
being able to anchor key marketing activity and increase or decrease visibility a u

] fo @ individual
programmes as required. For example, new residential programmes and topics can R the

schedule and finished residential programmes can be removed.

© 25123 EECA Consumer Monitor Report (Jul-Sep 09) — 5 Nov09.pptx from Synovate Ltd.




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 Ji le, their household or their family
inspire and mo va ple to take action

shovOle how t k tion easily.

rgy Spot‘en e house@to make small to medium changes to improve their energy
gl provi ormation go for more information to take further action.

It was dxcato,

1.3.3

The key components of ENERGY@Q: O
ENERGYWISE website L

get pJ inking and in e them to pt of energy efficiency
pose pr and provi ons and t t easy, achievable and affordable
(o}

communica eth e efits t |nd|V|d a souety

provide a pIatfo n?iate mass a feness ande ment.
Key components 6 /:

Social media (Facebook and Twitter

Digital and online search advertisingQ/ . \9/0

Call centre / O
Press releases O O
Billboards O

Editorials O
Brochures ﬁ f
Fact sheets O

How-to videos
TV (The Energy Spot)

The Energy Spot advertisements follow a formulaic approach whereby fo{ onents are

addressed:

A problem is demonstrated (often a problem people didn’t know they had; e.g.@uate
insulation)

A solution is provided showing the benefits (what to do, what to consider, why it’s
important)



e Alow- or no-cost tip is also demonstrated (even if they can’t afford to invest in the
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)

e 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 motivationfr residential consumers to use energy wisely — environmental
b

good, financi efit, heal @ts, and wanting a warm, dry and comfortable home.
t can be mented furtieryy level of commitment to ‘using energy wisely’. The research

out 149 pd to be com o,using energy wisely, 23% are open to it, 31% are

ambiv 727% believe @ave done asghu % s they can and 5% reject the notion that it is
importa% y. The ﬂ?found to bge ignificant demographic differences between
these profiles it came to seg ion oppo@'es r media consumption habits. The
Xe some older and lessYi Mbe working full-time. Those open to
using energy more Wisel ely to come from high-income

i % less like @young and |
households. There wer ificant di rencef found in teryﬁf estimates of expenditure on

energy in general, or on diff ﬁpes of en

In 2013 the University of Otago Qz‘i its Ener| es res
using behaviour in the residential sécto y concl Zat energy- ing b®haviours arise out of
interactions between three componer@s (individ fhared expeciitions about what is

‘normal behaviour’), material culture (phy (@ects of a o@c uding thelfo the building
and energy-related technologies) and energy g lenergy- tions). T

categorised households into four different types nergy us@ ctive: &

e Energy Extravagant — these households are the @ energy Qn are generally
wealthier than the other household types. Their lagk of energy efficie/‘s and
relative wealth presents a policy opportunity for ener; ency gainss

e Energy Economic —these household use the least energy; i@ntervent ons for this
household type should focus on improving the material cult is group lives in poor
quality housing and uses inefficient heating technology.

committed seg

he drivers of energy-

e Energy Efficient — these households are motivated and have adopted rgy efficient
practices and an energy efficient material culture. They are the seco @ energy users.
Sharing their experiences could motivate other household types to adopt sifil actices
and cultures.

e Energy Easy — these households have the second-highest spend on energy an enefit
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







Lack of information or understanding
Affordability barriers, both real and perceived
Lack of industry capability

P wnN e

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 mform@«d understanding, there is a role for government in ensuring that they

have the information they nf; make informed decisions, and to assist them more directly when
they lack ca:&o deal wi formation.

@ cess of gbve t action |@/|d|ng information is demonstrated by people altering their

$ng and differentl \@ V|ded with information. Since people have limited

; ek outin V@n in parti re they don’t know they have information gaps
(the ”un n Itnow Ma'nment ac &rranted to ensure people’s choices are well-
mformed

The information % seca b erent ty

e Actual lack of k e —not k ing rgy eff|C|e resents an opportunity or
where to find th ppropriate i n to a|d t |r decision making.
e Actual lack of understa ot knOW| ach|ev efficiency. Households do

not fully appreciate the be ts

t retroflt an brlng ir,guality of life and they

do not prioritise home improvém vestment ﬁ'ner expe

e Misinformation — not believing en iciency w gS\to,bad o] ieting
information. Households experience fg,fragm dvice and c@eel they
understand the most beneficial and cost improve r thei
house/circumstances. é

3.2 Barriers

3.2.1 Affordability barriers ; ‘
Affordability barriers can be present when people would like to inveé?fng term saving but
cannot afford the upfront cost. Here there can be a role for governmen€in ensusing equitable access

to measures which produce long-term savings and facilitating the use of fin to @yercome these

barriers. Large businesses will usually have the capacity to borrow to fund enér
households and smaller businesses will often not be able to do this. The ENERGY
Energy Spot do not address this barrier directly, although other EECA measures do.

stments, but

Much of households’ concerns with affordability are about perception of risk and payback,:and
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
reductions in electricity use will also reduce New Zealand’s greenhouse gas emissions.

3.3.2 Private beneﬁts@-n
Warmer, more comfort es — After insulation, homes are much easier to heat, and will be

warmer, dne&more co table as a consequence.
'ed healtr?ple living in @r drier homes are less likely to become sick with seasonal
&amp- splratory

Reduce casts — Iatlon an é r energy efficiency measures promoted by
ENERGYWI o lower ener faced useholds themselves. However this benefit
is often traded rmer m fortable d thus better health.

Reductions in peak eIect dem cmg pea r|C|ty demand will delay the need for

further investment in ne )/ genera%auty

3.4 Potential costs

Since most of the provision of informa @ comm ;u vders ti@o other agency

offering information without a commer ial prowders

ENER upport
with information about technical standards 2 rx best

There is no market for the provision of informati aviour c that people C eve at
low or no cost to save energy, since there is no com roduct or to be sol

4 Intervention éy

4.1 Intervention logic

There is currently no intervention logic for the programme, as ENERGYWIS veIoped asa
formal programme, but rather as a feature of EECA’s core business that suppo

programmes and market interventions. However, the following description summ r

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
the overall improvement of New Zealand’s energy efficiency.

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 pot demonstrates simple behaviours to improve energy efficiency,

makes clear the,economic cas them, and inspires action by linking those actions back to a
national Iev&

efficiency'is i ible and misunderstood, so video demonstration is considered to

the suc EECA’s co @ 2 Providing information through a television
forma ?es a mass «@e increasi ﬁo ach and effectiveness of EECA’s message, and
building e@t' and tr %‘ﬁwe ENERGY@nd.

By breaking d barrier{ ion, more @%rs will recognise the benefit of energy
efficiency and cha heir behaviour ore ener\ﬁent at home.

These choices will cont 6 the overall improvement of Ne aland’s energy efficiency.
4.2 Options /O / é/ /

As ENERGYWISE was not developed& al prog%e Secti@.?here is no

7Y

23
documentation of options analysis.

. \9
4.3 Investment objectives Q//o \S\/ @
It is very difficult to attribute specific energy savings @3 ationc igh-type act@o the
l.

investment objectives are measured at output level. Theg€ cetre on whegher campaigns were
delivered as planned rather than outcome-level impacts. ere thejnformati ign is linked
to a delivery programme the outcome-level impacts are picke part of the ingdicators for that

programme. C\/

Recent objectives for ENERYWISE and The Energy Spot are:

e 1.2 million visits to the ENERGYWISE website (Statement of Perfortations

2016/17)

o 67% awareness of The Energy Spot and 42% of those inspired to take action%t of

Performance Expectations 2015/16)
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prompted and 52% regarded ENERGYWISE as an authoritative source of information*?. The brand’s
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 Zealand’s 11" most
trusted brand.*

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%."

published or broadcast in the 2015 winter season (April to July), 25,000 people currently
subscribed of tEe ENERGYWIS ail newsletter, and 4,783 calls answered by the call centre in 2016

to date. O
@ w in/@' tr, nslat@ction
EECA fle Iimlt&r;nation o @d question — how that information is translating into
*
"

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

action ugh the m search do programme’s effectiveness. EECA asks survey
respond inlits €onsum itor resear@er they have taken action as a result of seeing
The Energy p/ ision advertis s. The c@e results (June 2016) indicate that:
e 68%ofre Ant ad seen ergy Spo
e 37% of the respx s had see& Energy and inglicated they had taken some action
as a result. 0}

The most common types of acti@}are show. ure 116.§ : e list of the types of
r

actions and the average percentag

3

ondents e reportedt hem are listed in
Appendix Five. While the types of acti ecified, th itude and ity of these actions

is unknown. For example, a respondent may'r installin iSQ/ efficien ut that could be
one bulb or an entire house. For behavioura&‘ tis not c Xether som @y have
turned off unused lights once or regularly for theg so O

5.1.3 How improvements achieve the outcomes O

The third question cannot yet be evaluated as the outco@el objective of @ogramme is not
well-defined. Success depends largely on whether the progra argeting ﬂc benefits,

or public benefits and private benefits. O

12 consumer Monitor Jan-Mar 2016 X:\Governance & Strategic Planning (GV)\16 Operating Mode
Management\01 Programme reviews\02 Reviews\02 Programmes\05 Energywise EnergySpot\201603
Monitor (Jan-Mar 16) Report - FINAL.pptx
13 Colmar Brunton benchmarked 31 national public sector organisations against the four pillars of leadership
social responsibility, trust, and fairness, with each entity’s reputation indexed against the others.

% |PSOS interviews with 1000 adults about 100 different brands.

> 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.

e mont

and success,
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Figure 1: Percentage of respondents who stated taking the most common actions as a result of seeing The
Energy Spot.17

I

Closed Improved insulation Draught proofing

energy efficient Turn off

@bulks )chs/lights ins/windows/doors
5.2 Achle nefits /é 6 Sp:
As described above, thx to WhICh gy-saving actions contribute to the overarching

outcome is unclear asitisn ﬁwhethert Pjective is aI homes, lower greenhouse gas
emissions, reductions in peak ty load gs and/ Wflon of EECA programmes.
Further, it is difficult to obtain d utmg benef ENERGY rventions.

5.3 Value-for-money Q

This section summarises the cost-benefit an NERGY dmg The I@/ Spot). A full
description of assumptions is available in Appen Q

As no information is available definitively linking expe @n Energy Spét and ENERGYWISE with
changes in residential energy consumption it is not possiblefto execute a conv aI cost-benefit
analysis. A payback calculation has been carried out instead t at Ievel ion in
consumption would be required to justify expenditure.

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

consumption would need to reduce by 0.24% in response to ENERGYWISE (andsprivate transport just
0.03%) without taking into account any potential health benefits from peopl
their homes as a result of ENERGYWISE information. The necessary level of energysfeddction halves

if it is assumed that 300 houses per year are insulated as a result of ENERGYWISE in * ationyThis
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:

v Averaged over six years of quarterly surveys with a total sample of 4,572.

18



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 coigue with ENERGYWISE information provision, guided by EECA’s key

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

provide deeperand more per lised information for consumers and their situation — a logical
ression @troducmg t rket to the concept of energy efficiency.

6 %ﬁbrgan
EECA’s n{ thls ro ' ted under (&gy Efficiency and Conservation Act:
S21 ( @ ting pu eness in \e

efficiency nservation, a use of rerew,
$21(1)(d) - pron} ractices chnolo

land of the importance of energy
sources of energy.

o further energy efficiency, energy

conservation, an renewabl rces of en
Where ENERGYWISE is relate t th benefi could be the Ministry of Health.
However, EECA’s history and te ertlse ma more su t e the lead organisation.

Consumer NZ also provides |nformat| o) rgy eff|C|e : wever, th Q. inisation does not

specialise in the subject and does not provi breadth a h q info
ENERGYWISE does. s.9(2)(

Q Becau ormation hmd a
paywall, it is not free to all New Zealanders and they t cus more Q hICh brand to buy

rather than which technology is most energy efficient.

Market research indicates that ENERGYWISE is an established and trusted bra 7 and has been
successful at raising public awareness, knowledge, and understanding of enefgy e @ ncy. It has
also had some success in translating this awareness into action, although detailé &lon on

7 Conclusions

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 ;;m 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).

Information provision is the Government’s preferred approach to improving energy efficiency in
households and realising its benefits in the absence of regulation.

8 Reco@ndatloﬁ

d cIarn‘Q tives x@ WISE and its intervention logic. Although the objective

of E IGE is to rusted, | r‘¢ information to households, the potential public
and p efits |den® e section % gest multiple objectives. This presents an
opportum\@ CAto bett link in rmationﬁmion to specific benefits (e.g. reduced
greenhouse g ions, impro Ith). As p work, it should also use market research
to better define cument the y

market an ﬂlt about how this research is used to

choose messages and de mecha i

Further, EECA should evaéﬁ fectlvene he progra ngagement model, specifically
as it relates to The Energy Sp @could ether th of engagement (e.g.
television) are appropriate for th d groups 3 her optlon uence people’s

behaviour (e.g. targeting at point of s

ENERGYWISE and the programmes it supp potent| efiitsavhich a levant to other

government departments — for example, the f Health
Ministry for the Environment. EECA should seek ignment

e departn@d
continue to coordinate its messages with them, in o 5Iise pote@enefits.

iQistry of Tr rt and the

20



9 Appendices
9.1 Appendix One - Potential home improvement actions

e 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@lbs,
e Pipe Iaggmg,
@ O/ window ns@n kits;
. Wer wrap;
Ski insulat
//...0 Hea w rail tlmerC’/ 7S
/ODrgught @ L
énd vapdur b?

,2)\\
&
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9.3 Appendix Three - ENERGYWISE communications outputs
Winter campaign
What:

e Media releases, op eds.

e 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 hds with less disposable income

Goals: Progiote low or ng#Cost actions households can take to improve the thermal envelope,
d heaéﬁw

tilate thei es more effectively.
reme@es pu%broadcast April to end of July 2015. 473 articles

ishedor bro ril to the flyZOlG. This decrease was due to lack of staff time —
du thagge in e}NZ progra %
Facebook /;? / @
What: Po @cost vid iee weekly ¢

Audience: House d}less |s%income /’
Goals: O /‘ 6/:

e Engagement % .
e Testing response to ne essaging / &
.
Measurement: Page has 12,066 folleatlz Se&&r 016. Enga@nt has been
running at about 8% (0.61% is the indust % dard on Facéboqk) but a rec @n ge in the
way Facebook measures analytics has increa @ is to about 60%. EECA is invesigating the

benchmark for the new industry standard.

ENERGYWISE Electronic Direct Mail ,y O/('

Audience: 25,000 on subscription list

Goals: /

e Supporting behaviour change in the home — heating, ventilationy i jon etc.

e Testing the relevance of different messages through A/B testing (i.e nting 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:

e Op eds, media inquiries, media releases

e Building relationships with other government agencies (e.g. Electricity Authority,
Ministry of Health) and running campaigns to get EECA’s messages into the campaigns of
these other agencies at no cost. This includes using material from other campaigns (e.g.
What’s My Number) in EECA’s campaigns.

Audiences:
e Home own@ ore disposable income

&holds W|t no disposable income
Is Enc @ househ e buyers, and renovators to consider the long-term running
the
.
ent Med| a s reflect k r ages. EECA messaging included in other
goverr@ gency camgaigns, e.g. Wha 'sbiumber, rheumatic fever and Housing NZ
campaig Q /g @/
Contact Centre \P
What: Answers a@ e of calls f publlc abo/’ ation, ENERGYWISE tips etc.
More complex querie ssed o

90% of calls a@(ed within 20 seconds

Measurement: 4783 calls from lic answe in 2016 ember (Note:
24 of these calls in 2016 were abo @ ehlcles er 24 A BUSINESS
—i.e. not home-related). }/ :

prod II as cosmetic appearance.

Goal: Answer public quer| S lity Meas
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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 ‘breakeven
analysis’).

Cost Data

The analysis includes al& arketing costs directed at residential energy consumption and
private transpért listed und h lowing cost centres for the four years 2012/13 to 2015/16:

Oﬁ;am% ‘?o,}.

. @tlabMarke y* &
e Rig {
. Corpor %)tlon (tw estlmateQ ential markets)
e The Energy$pot }
e Solar Water He /
e Fuel Marketing 0
e Fuel Efficient Tyres Q
e Vehicle Fuel Economy La ﬂ’ O
e Electric Vehicles information L Q
e Voluntary Targeted Rates &
Costs of purchasing more energy-efficient re% ppllances @Iatmg holsesare a en
tp

from the detailed analysis undertaken for the Resi etrofi e and, wh pecessary,
from efficient products Regulatory Impact Statement

@ are prlva e

Benefits

e Residential energy cost savings (private benefits): energy seare deteﬁd for the
major applications within the household (hot water, space heating, refrigeration, lighting,

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

energy efficient appliances. Behavioural related savings are assuméggto p t for only one

year whereas savings from the latter will continue for the life of the appqg with an
additional appliance cost.

e Private transport fuel cost savings (private benefits): energy savings are attrib %D
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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Q.

aggregate household marketing expenditure (11% of household savings, excluding
expenditure on fuel efficient tyres).

e 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 report™® 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.

e 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 théeafter.
Breakeven Analysis )

ecessafy r tion in hou @ d and private transport energy consumption has been

@ )ined to t the primar @used in EECA’s cost-benefit analysis:

fﬁoet zer ent vaIue@/rpst ratio=1): Breakeven is met if household energy
(% ption is red y 0.24% i % nse to the ENERGYWISE marketing programme
(a fe transpoﬁc 0,03%) wi h&king into account any benefits from household
insulax e necessary f energy r@io halves if about 300 insulated houses per
year arw in the caletlation, which ¢ %nds to about 0.06% of uninsulated
housing stock. / @ \p

e To meet public e@p lic costratiozd): Thisis a rﬁstringent target to meet and
requires a reductio ehold e umption 0@6 luding house insulations.
This saving is highly sen the assunﬁ ber of h j lated as a result of the
programme, reducing to Ies% % if abo«.@ house ins@n per year are included

-
I

or 0.1% for 2,000 houses (abo ated ho spectively).

NPV =0 efit/PublieLogt®1
Houses Insulated | Reduction in House 0 @eduction @ s&holo
per year Energy Consumption Qer year gy Consu
0 0.24% 6

2.66%
0 8%
328 0.11% 192
*Transport fuel 11% of these values O
The required energy savings to meet the primary breakeven analyses are s%laced in the
er

Energy Reductions in Perspective

context of:

e Potential economic household energy-efficiency savings are in the order of
600,000 houses remain uninsulated (EECA estimates).

o Not all the necessary energy savings are cumulative as behavioural benefits are assumed to
last for one year only.

'8 Cost Benefit Analysis of the Warm Up New Zealand: Heat Smart Programme, Motu et al, 2012
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e 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.

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 h insulated as a result of the programme.

% EECA Consumer Monitor, Quarterly Report: Q3 Jan-Mar 2016, IPSOS
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	1 The problem 
	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
	1

	 .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. 
	3 
	4 

	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. 
	5

	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.. 
	1 
	ENERGYWISE website
	2 
	3 
	΃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΄͞ 
	4 


	EECA Statement of Intent 2014-2016 
	EECA Statement of Intent 2014-2016 
	5 



	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
	6

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


	Annot

	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. 
	7 
	7 
	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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	Figure
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	1.. 
	1.. 
	1.. 
	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: 
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	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%.
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	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
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	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 
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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
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	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. 
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	. 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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	. 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. 
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	. 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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