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Abstract 
 

Energy efficiency programs, typically required by a state’s government or public utility 

commission, have traditionally utilized economics principles alone in deciding how to 

increase the energy efficiency of their customers. Utilities and other energy efficiency 

program administrators are increasingly going beyond economics principles and using 

behavioral science to spur the uptake of energy efficiency measures or to change the 

consumption patterns of residential customers. This paper examines the behavioral 

approaches utilized by the U.S. Department of Energy’s Better Buildings Neighborhood 

Program (BBNP) projects to increase the uptake of Home Performance with ENERGY 

STAR (HPwES). Research for this paper consisted primarily of reviewing the Final 

Technical Reports of the BBNP partners, in-person interviews, and review of academic 

and research reports on the topics of behavioral science, energy efficiency program 

design, and the nexus of those two areas. This paper identifies and discusses six 

successful behavioral approaches seen in multiple BBNP projects: the role of an energy 

advisor, community-based social marketing, simplifying program options, standardizing 

the practice of timely feedback and follow ups with participants, use of limited-time 

offers, and targeted outreach based on the specific customer. The paper also discusses 

three recurring unsuccessful approaches or barriers across BBNP projects, and how they 

were either addressed using behavior approaches or can be understood better through a 

behavior science lens: traditional marketing methods, canvassing, and length of program. 

In conclusion, behavioral approaches can enhance and expand upon traditional economic 

approaches. These findings should encourage energy efficiency program designers to 

take advantage of behavioral approaches that have proven successful. 
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Introduction 
 

Utilities and other energy efficiency program administrators are increasingly using 

behavioral science to spur the uptake of energy efficiency measures or to change the 

consumption patterns of residential customers. Energy efficiency programs, typically 

required by a state’s government or public utility commission, have been in existence 

since the 1970s,1 but have traditionally utilized economics principles alone in deciding 

how to increase the energy efficiency of their customers. A traditional energy efficiency 

program would offer a rebate to lower the incremental cost for a more efficient product. 

To increase the effectiveness of a residential energy efficiency programs, the traditional 

approach would be either to increase the marketing budget (which would traditionally go 

towards increasing the number of inserts or brochures included in a customer’s utility bill 

mailing) or increase the amount of the monetary incentive (e.g., the rebate). These actions 

assume that economically rational consumers will take advantage of the energy efficiency 

program as long as (a) they are aware of the incentive, and (b) the incentive makes 

participation cost-effective. We know, however, that there is a gap between the actual 

uptake of energy efficiency and the uptake projected strictly on the basis of these 

economic assumptions – this is known as the “energy efficiency gap.”2
 

 
 

We also know that human behavior has many more motivations and nuances than can be 

predicted by this economic model of the “rational” consumer. Behavioral science works 

to find correlation and trends in consumer behavior beyond those that can be explained 

 
 

1 “Energy Efficiency Programs for Utility Customers.” American Council for an Energy-Efficient Economy 
(ACEEE). 24 April 2015 <http://aceee.org/topics/energy-efficiency-programs-utility-customers>. 
2 Hirst, E., & Brown, M. (1990). Closing the efficiency gap: barriers to the efficient use of energy. 
Resources, Conservation and Recycling, 3(4), 267-281. 
<http://www.sciencedirect.com/science/article/pii/092134499090023W>. 

1  

http://aceee.org/topics/energy-efficiency-programs-utility-customers
http://www.sciencedirect.com/science/article/pii/092134499090023W
http://www.sciencedirect.com/science/article/pii/092134499090023W


by economics alone, so we can better understand behavioral traits, the triggers for those 

traits, and how to make outreach to customers more effective. Historically, behavior has 

been seen as a barrier to energy efficiency uptake—as the main, insurmountable cause of 

the energy efficiency gap -- insurmountable because it has been considered so difficult to 

understand why consumers make the decisions they do. But with increased knowledge of 

behavioral science, we can start to account for some of the underlying motivations of 

consumers beyond money. 

 
 

Behavioral approaches to energy efficiency programs can come in many different forms. 

Program administrators can address different aspects of the way consumers consume 

energy and incorporate those strategies into their program portfolios in a variety of ways. 

 
 

A group of researchers, led by Patrice Ignelzi, EnerNOC Utility Solutions, have written a 

white paper for California’s investor-owned utilities (Pacific Gas & Electric, Southern 

California Edison, San Diego Gas & Electric, and Southern California Gas), which 

examines behavior change intervention strategies for residential energy programs that are 

grounded in social science research. Their paper, “Paving the Way for a Richer Mix of 

Residential Behavior Programs,” lays out a clear foundation for thinking about the use of 

behavior in energy efficiency programs that this Capstone project will build upon. 

Specifically, the paper provides “a typology of residential energy-related behaviors that 

programs might aim to influence, a summary of social science theories relevant to 

consumer energy-related behavior, and a set of promising behavior intervention 
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strategies.” A brief overview of these items will set the groundwork for the rest of this 

paper. 

 
 

The schematic below, developed by Ignelzi et. al. (2013)3 neatly breaks down the 

consumer’s energy-related behavior. (This graphic is not meant to be exhaustive of all 

energy-related behaviors, but is a helpful place to start.) 
 

 
 

Traditional energy efficiency programs would primarily address the “Upgrade your 

home” category by offering monetary incentives to buy more efficient equipment and 

appliances. However, programs could utilize behavioral approaches to address other 

categories, such as running an energy-saving competition that encourages residents to 

recycle duplicative or old refrigerators (Get rid of stuff) or create an app that allows 

consumers to earn points towards prizes by turning off their lights (Change your habits) 

or turning down their air conditioning (Use your equipment better). 

 
 

 

3 Ignelzi, Patrice et. al. “Paving the Way for a Richer Mix of Residential Behavior Programs.” EnerNOC 
Utility Solutions. 31 May 2013. 12 February 2015 http://www.cadmusgroup.com/wp-   
content/uploads/2013/11/Cadmus-Residential-Behavior-DSM-White-Paper.pdf,       p.14. 

3  

http://www.cadmusgroup.com/wp-content/uploads/2013/11/Cadmus-Residential-Behavior-DSM-White-Paper.pdf
http://www.cadmusgroup.com/wp-content/uploads/2013/11/Cadmus-Residential-Behavior-DSM-White-Paper.pdf
http://www.cadmusgroup.com/wp-content/uploads/2013/11/Cadmus-Residential-Behavior-DSM-White-Paper.pdf


 
 

These energy-related behaviors can be addressed using behavioral strategies and 

interventions drawn from in a range of social and behavioral science theories. Ignelzi et. 

al. (2013) divide behavioral science theories into three broad categories: individually- 

focused (microeconomics, psychology, etc), socially-focused (anthropology, 

macroeconomics, etc), and science- and technology-focused (end-user studies, learning 

theory, etc).4 We can increase the uptake of energy efficiency program offerings by 

grounding program design in these theories. 

 
 

Specific behavioral intervention strategies based on these theories range widely from 

asking the consumer to commit to an energy-related action to giving the consumer 

regular feedback and reminders on energy behavior. Ignelzi et. al. (2013) have populated 

a detailed table that identifies a number of categories and specific strategies within those 

categories, then pairs each strategy with the behavioral science theory upon which it is 

based and the energy-related behavior it is aimed at addressing. The full table can be 

found in Appendix A. 

 
 

Once a program administrator decides which energy-related behaviors to address and 

which strategies best address them, the strategies can be integrated into program 

portfolios in a variety of ways. Behavioral approaches can: 

o Serve as the basis for a stand-alone program: for example, Opower’s Home 

Energy Reports program; 

 
 

 

4 Ignelzi, p.17-35. 
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o Augment an existing program, especially the recruitment phase of a program: for 

example, advertising the program through existing community organizations; 

o Encourage participation in additional programs: for example, getting a customer 

who has gotten an audit of their house then to take advantage of a rebate program 

for an appliance the audit shows lacking; 

o Influence purchasing decisions: for example, putting energy efficient products on 

the most conspicuous, accessible shelves in a store; 

o Improve the use of household equipment or appliances: for example, having a 

contractor make sure a programmable thermostat is not only installed, but 

programmed; 

o Influence one specific energy habit: for example, putting a sticker on your light 

switch that reminds you to turn off the light when leaving the room; 

o Be used in any combination of the above.5 

 
 

These behaviors, approaches, and programs can apply to and be found in all sectors 

served by utilities—residential, commercial, industrial. Due to time and resource 

constraints, I will limit the scope of this paper to residential whole-home retrofit 

programs carried out under the American Recovery and Reinvestment Act (Recovery 

Act), primarily through the Better Buildings Neighborhood Program (BBNP). 

 
 

The BBNP, administered through the U.S. Department of Energy (DOE), granted $452 

million in awards to 41 different programs throughout the country that “worked with 
 

5 Ignelzi et. al. “Six Experts Discuss Behavior Programs for Reducing Energy”, International Energy Program 
Evaluation Conference Webinar. 26 February 2015. https://energy.wisc.edu/iepec-behavior (archived 
version). 
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nonprofits, building energy efficiency experts, financial institutions, utilities, and other 

organizations to develop and incubate community-based programs and incentives to spur 

demand for building energy upgrades.”6 The added funding allowed innovation and 

experimentation in approaches to residential energy efficiency programs on a large scale 

and with hard data reporting requirements. Many of the approaches used in these 

programs were not new, but had yet to be tested, verified, or documented on such a scale. 

This makes the BBNP an ideal dataset to consider, given this paper’s scope, as the results 

are public and provide a diverse sample of the sector. This paper will also examine 

lessons the DOE has already drawn from the data, as compiled in the Better Buildings 

Residential Network Solution Center. The BBNP program evaluations, which are 

currently being drafted, are primarily focused on kilowatt-hours, utility bill costs, and 

greenhouse gas emissions saved. This Capstone project looks at those results from a 

different lens to learn how behavioral approaches have improved outcomes. 

 
 

The primary whole-home retrofit program that is implemented in BBNP projects is Home 

Performance with ENERGY STAR (HPwES), a DOE program run in conjunction with 

the U.S. Environmental Protection Agency. HPwES is voluntarily implemented by local 

sponsors around the country, which can be utilities, state or local governments, non- 

profits, for-profits, etc. Sponsors follow the DOE guidelines for running the HPwES 

program, which requires a minimum level of training and certification for participating 

contractors, as well as a third-party-verified quality control or quality assurance process. 

 
 

6 “Better Buildings Neighborhood Program History.” U.S. Department of Energy’s Office of Energy 
Efficiency and Renewable Energy. 21 March 2015 <http://energy.gov/eere/better-buildings- 
neighborhood-program/history>. 
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In turn, sponsors get to use the trusted HPwES brand and receive access to technical 

assistance from the DOE and peer exchange opportunities with fellow sponsors.7 

 

In summary, this paper will focus on the behavioral approaches utilized by BBNP 

projects to increase the uptake of HPwES in order to inform future energy efficiency 

programs. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

7 “Home Performance with ENERGY STAR.” U.S. Environmental Protection Agency’s ENERGY STAR 
homepage. 23 March 2015 
<https://www.energystar.gov/index.cfm?fuseaction=hpwes_profiles.showsplash>. 

7  
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Materials and Methods 
 

Research for this paper consisted primarily of reviewing the Final Technical Reports of 

the BBNP partners, along with academic and research reports on the topics of behavioral 

science, energy efficiency program design, and the nexus of those two areas. In-person 

interviews were also conducted with DOE employees, including Dale Hoffmeyer, 

Program Manager of the Residential Buildings Integration Program, Ely Jacobsohn, 

Program Manager for the Home Performance with ENERGY STAR program, and Steve 

Dunn, Project Officer for all of the BBNP projects. Notes from these interviews can be 

found in Appendix B. Guidance on topics, program resources, and research collaboration 

opportunities were also received from Danielle Byrnett, the Program Manager of the 

BBNP, which has since been renamed the Better Buildings Residential Network. My 

mentor for this Capstone project was Michael Li, who is a DOE Senior Policy Advisor on 

issues including behavior-based energy efficiency and evaluation, verification, and 

measurement for the energy efficiency programs and projects. 

 
 

It was determined to focus this Capstone paper on BBNP projects because of all the 

positive aspects of the dataset, as described above, as well as the constraints on the time 

and resources available for this semester-long Capstone project. This work could be 

incorporated into a future DOE project exploring the use of behavioral science in energy 

efficiency programs beyond the BBNP. The rapid pace of innovation and 

experimentation in energy efficiency programs across the country today means there are 

always new lessons to incorporate, as well as new practices quickly becoming business as 

usual. 
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Key Findings on Successful Approaches 
 

Behavioral approaches can be found in every BBNP project in some way. This section 

focuses on the ones used in multiple projects, and considered to be effective. Behavioral 

approaches are defined here as those that depart from traditional energy efficiency 

program approaches which either increase financial incentives offered to consumers or 

attempt to increase consumers’ awareness of the incentives through increased traditional 

marketing. For example, a television advertising campaign focused on the amount of 

money one can receive or save through the energy efficiency program takes a traditional 

approach. On the other hand, television advertising campaign that specifically advertises 

on days with anticipated temperatures of 85 degrees or above uses a behavioral approach. 

The latter draws from cognitive psychology’s theoretical concept of a “decision frame” to 

put the energy efficiency program in a context in which consumers are more likely to 

consider it of immediate importance to their lives.8 EnergyWorks in Philadelphia, for 
 

example, rotated the following notices on the online banner of the accuweather.com 

website on hot days9: 

 
 
 
 

 

8 Ignelzi et. al., p.20. 
9 “Tips for Success, Marketing & Outreach – Overview.” U.S. Department of Energy’s Better Buildings 
Residential Program Solution Center. 21 March 2015 <https://bbnp.pnnl.gov/handbooks/marketing- 
outreach-%E2%80%93-overview#tabs=2>. 

9  



This paper will focus on and discuss six recurring behavioral approaches that were seen 

throughout the projects: 

1. Role of an energy advisor 
 

2. Community-based social marketing 
 

3. Simplifying program options 
 

4. Standardizing the practice of timely feedback and follow ups with participants 
 

5. Use of limited time offers 
 

6. Targeted outreach based on specific customer 
 
 
 

Role of an energy advisor 
 

An energy advisor – can also be known as an energy coach, energy concierge, energy 

expert, etc. – is a third party individual between the consumer and the contractors selling 

home improvement services who serves as a program participant’s guide through every 

step of the whole home retrofit program’s process.10
 

 

The Energy Smart program in Colorado developed the model of an Energy Advisor in 

2006 before their involvement with the BBNP, but the BBNP gave them the opportunity 

to fund the effort and get it off the ground. The Final Technical Report for this program 

said that the role of the Energy Advisor could not be understated, and having a single 

program contact was one of the most important pieces of their program.11
 

 
 
 

10 “Final Report for Boulder County.” Energy Efficiency and Conservation Block Grant (EECBG) Better 
Buildings Neighborhood Program. 30 December 2013. 22 March 2015 
<http://www.osti.gov/scitech/servlets/purl/1116563>,     p.5. 
11 “Final Report for Boulder County.” p.12. 
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The emPower program in Santa Barbara County, California introduced the role of an 

energy coach to provide expert unbiased technical assistance to consumers and found that 

it resulted in very high levels of satisfaction.12 The Southeast Energy Efficiency Alliance 

(SEEA) Consortium BBNP project, which ran the programs across eight states (Alabama, 

Florida, Georgia, Louisiana, North Carolina, South Carolina, Tennessee, Virginia, US 

Virgin Islands), employed Energy Advocates to guide customers through the process, 

similarly gaining their trust.13 The Retrofit California program in San Diego ramped up 

its use of an energy concierge after initial experiments proved successful. 14
 

 

The Greater Cincinnati Energy Alliance,15 Clean Energy Works Oregon,16 and 

Neighborworks of Western Vermont17 similarly had energy advisors that participated in 

every step of the process, guiding customers through audits to upgrades. These advisors 

also provided quality control of contractors which helped to maintain a high standard of 

work across contractors and throughout the program. 
 
 
 
 
 
 

 

12 “emPower 3.0 Final Program Report.” U.S. Department of Energy, Santa Barbara County emPower 
Team. 30 November 2013. 25 March 2015 <http://www.osti.gov/scitech/servlets/purl/1117018>, p.16- 
17. 
13 “SEEA Southeast Consortium Final Technical Report.” Southeast Energy Efficiency Alliance. 21 January 
2014. 19 March 2015 <http://www.osti.gov/scitech/servlets/purl/1115398>, p.8-9. 
14 “Retrofit California: Better Buildings Program Overview.” Energy upgrade California. 3 March 2014. 19 
March 2015 <http://www.osti.gov/scitech/servlets/purl/1126788>, p.14. 
15 “Final Report for Greater Cincinnati Energy Alliance.” Energy Efficiency and Conservation Block Grant 
(EECBG) – Better Buildings Neighborhood Program. 18 March 2015 
<http://www.osti.gov/scitech/servlets/purl/1111779>,     p.10. 
16 “Clean Energy Works Oregon Final Technical Report.” Clean Energy Works, City of Portland, Bureau of 
Planning and Sustainability. December 2013. 19 March 2015 
<http://www.osti.gov/scitech/servlets/purl/1117211>,     p.4. 
17 “Neighborworks H.E.A.T. SQUAD Final Program Report.” U.S. Department of Energy, Neighborworks of 
Western Vermont. 13 June 2014. 21 March 2015 <http://www.osti.gov/scitech/servlets/purl/1156898>, 
p.4. 

11  

http://www.osti.gov/scitech/servlets/purl/1117018
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http://www.osti.gov/scitech/servlets/purl/1111779
http://www.osti.gov/scitech/servlets/purl/1117211
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The role of an energy advisor tends to increase the amount and quality of feedback that 

customers receive -- an important concept from learning theory, a branch of behavioral 

science that supports the notion that customers respond to frequent information, positive 

or negative, on their current behavior. The energy advisor can also provide customers 

with a trusted messenger, a key concept in a number of behavioral science areas, 

including cognitive science, social exchange theory, and diffusion of innovation. These 

sciences suggest that interpersonal communication with a credible messenger strongly 

encourages the desired behavior. 18
 

 

While some behavioral science findings suggest greater benefits from in-person 

communication, a number of the BBNP projects found that energy advisor interactions 

conducted by phone, instead of in-person, significantly reduced costs without  

significantly hurting customer satisfaction. In Denver, the program costs were found to be 

much more sustainable when they changed to an over-the-phone Energy Advisor model, 

though in-person Energy Advisors were still extremely effective in multi-family units 

where the distance between customers was minimal. Another nuance in Denver was that 

in-person interactions were found much more effective when dealing with seniors, so 

segmenting that part of the population for targeted in-person energy advising might be a 

useful consideration.19
 

 
 
 
 
 
 
 
 
 

 

18 Ignelzi et. al., p.40. 
19 “Final Report for Boulder County.” p.57-58. 
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Community-based social marketing 

Several BBNP projects used community-based social marketing, a term coined by Doug 

McKenzie-Mohr of the American Psychological Association20, which focuses on 

outreach and marketing efforts through established community leaders, groups, and 

events. This can be done in a number of ways—local leaders or groups brought in as 

partners or messengers for advertising the whole home retrofit program, outreach events 

or advertising done in conjunction with an existing community event or meeting (found 

to be particularly effective if the event was already geared specifically toward 

homeowners), and marketing with a message of which community leaders, groups, or 

number of local homeowners are involved in the program (ex: “X numbers of your 

neighbors have already signed up!”). 
 
 
 

Retrofit California found both homeowners and contractors responded well to open 

houses where they could discuss the program and see upgrade work first hand.21 

Similarly, Chicago utilized a house party approach to generate community interest and 

peer-to-peer outreach in the local community with great success.22
 

 

The Energize Phoenix program partnered with Arizona Public Service and Arizona State 

University (ASU), with ASU responsible for marketing. The program engaged city staff 

to act as messengers for the whole home retrofit program and participated in 

neighborhood recruitment events to reach customers in targeted neighborhoods. They 
 

 

20 McKenzie-Mohr, Doug. “Fostering sustainable behavior through community-based social marketing.” 
American Psychologist, Vol 55(5), May 2000, 531-537. 24 March 2015 
<http://psycnet.apa.org/journals/amp/55/5/531/>. 
21 “Retrofit California: Better Buildings Program Overview.”, p.8. 
22 Interview with Dale Hoffmeyer, Appendix B. 
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also held a community energy efficiency exhibit and contractor fair at the local library to 

reach customers. This program was found to be remarkably successful, exceeding its goal 

for square feet retrofitted by 11% (33 million square feet, compared with the goal of 30 

million square feet) and its goal for number of residential units retrofitted by 18% (2014 

units, compared to its goal of 1700 goal).23
 

 

The Sacramento Municipal Utility District’s Neighborhood Program promoted its whole 

home retrofit program through high school fundraisers, outdoor concerts, homeowner 

association meetings, parent-teacher association meetings, car shows, and more. They 

found that 65% of the customers who heard about their program did so through those 

community events.24 The SEEA Consortium also found that their most successful 

programs were where they had partnerships or collaborations with people and 

organizations in the community. In Chapel Hill, North Carolina, the SEEA program 

found that over 30% of program participants came from recommendations of a friend or 

neighbor. 25
 

 

Energy Smart Colorado also employed a variety of community-based social marketing 

approaches. They worked through existing community clubs and organizations, dedicated 

an Energy Loan webpage for social media promotion of the program, and advertised the 

program with messages such as “X numbers of your neighbors did this.” The program in 

Garfield County, Colorado engaged in the community with kiosks and community- 

 
 

23 “City of Phoenix Energize Phoenix Program.” City of Phoenix. 29 September 2014. 22 March 2015 
<http://www.osti.gov/scitech/servlets/purl/1158809>,     p.4. 
24 “Tips for Success, Marketing & Outreach – Overview.” 
25 “SEEA Southeast Consortium Final Technical Report”, p.10-11. 
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engaging screen savers in public buildings.26 The Colorado program also ran a few other 

social marketing efforts—they supported a “buycott” in Boulder run by university 

students where, related to, but unlike, a boycott, they encouraged community members to 

shop at certain stores with the most environmentally friendly and sustainable practices. 

Additionally, the Kilowatt Kidz program was run for students and their families and a 

Home Energy Makeover contest was held, with five owners winning energy efficiency 

improvements. 27 In Denver, the program tried an innovative “group-buy” offer which 

allowed neighbors to go in on a collective home energy upgrade contract. This offer did 

not get a high response rate, but found that general program uptake in these communities 

increased in a reverberation effect—as work in the community was successfully 

completed, other residents became more and more willing to participate.28
 

 

The Connecticut Neighbor to Neighbor Energy Challenge required each participating 

town to use social, targeted marketing campaigns and formally partnered with local 

organizations. Additionally, they found that having a leaderboard that posted which 

towns were ahead in number of participating homeowners was particularly motivating, 

getting town leaders to work harder to encourage participation and outreach.29  St. Lucie 

County, Florida’s program has plans to create regional advisory boards in order to build 

upon the success they have had with local ownership of their BBNP program and with 

 
 
 
 

 

26 “Final Report for Boulder County.” p.83  
27 “Final Report for Boulder County.” p.22  
28 “Final Report for Boulder County.” p.58 
29 “Final Report for Connecticut Neighbor to Neighbor Energy Challenge.” Energy Efficiency and 
Conservation Block Grant (EECBG): Better Buildings Neighborhood Program Final Report. 19 March 2015 
<http://www.osti.gov/scitech/servlets/purl/1114148>,     p.21. 
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the goal to help them be able to sustain and expand their program beyond the BBNP 

project timeline.30
 

 

Community-based social marketing similarly plays on the importance of a trusted 

messenger as discussed with the role of an energy advisor. Peers and familiar members of 

one’s community, in addition to experts such as energy advisors, are found to very 

effectively encourage a desired behavior change, such as participating in the whole home 

retrofit program, with their status as a trusted messenger. Community-based social 

marketing also plays on customer’s sensitivity to social norms – e.g., how customers will 

change their behavior based on what they think their peers are doing or what they think 

their peers think the customer should be doing. The effect of social norms is an important 

concept in many branches of behavioral science, including social psychology, 

anthropology, and sociology.31
 

 
 

Simplifying program options 
 

Many BBNP projects made significant efforts to reduce the number of program options 

customers had to process and consider, as well as to simplify and clarify the language 

used with customers about those program options. 

 
 

The Home Performance with ENERGY STAR whole home retrofit program that many 

BBNP projects were implementing comes with specific rules and technical assistance for 

 
 

30 “Final Report for St. Lucie County, FL.” Clean Energy Loan Program, St. Lucie County Florida, Solar and 
Energy Loan Fund. 31 December 2013. 21 March 2015 
<http://www.osti.gov/scitech/servlets/purl/1115568>,     p.7. 
31 Ignelzi et. al., p.41. 
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branding, and so served as a foundation that programs were able to build upon.32 Co- 

marketing and co-branding of the program itself and the participating contractors was 

found to be an important way to reduce confusion in the marketplace and simplify the 

message for customers. Efficiency Maine, Energy Upgrade California in Los Angeles, 

and Connecticut’s Neighbor to Neighbor Energy Challenge, among others, provided 

marketing materials and sales training for contractors in their programs in order to ensure 

a consistent message. 33
 

 

The Clean Energy Works Oregon program provided customers with a “One-Stop Shop” 

Home Energy Remodel process, which walked them through four steps: apply, assess, 

finance, and transform. This allowed customers to work step-by-step through the 

complicated package of services available to finance their home energy upgrades. 

RePower Bainbridge in Washington similarly put together a consumer-friendly guide 

with aggregated information on all the utility and non-utility incentives available in that 

service area.34
 

 

BetterBuildings for Michigan simplified options for customers by creating a “base 

package” with a few first-step services (energy assessment, installations of energy 

efficiency light bulbs and water saving devices, and basic air and duct sealing). 

 
 

32 Interview with Ely Jacobsohn. Appendix B. 
33 “Tips for Success, Contractor Engagement & Workforce Development – Overview.” U.S. Department of 
Energy’s Better Buildings Residential Program Solution Center. 21 March 2015 
<https://bbnp.pnnl.gov/handbooks/contractor-engagement-workforce-development-%E2%80%93- 
overview#tabs=2>. 
34 “Tips for Success, Program Design & Customer Experience – Overview.” U.S. Department of Energy’s 
Better Buildings Residential Program Solution Center. 21 March 2015 
<https://bbnp.pnnl.gov/handbooks/program-design-customer-experience-%E2%80%93- 
overview#tabs=2>. 
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Customers could add additional measures after being introduced to the program and 

getting some experience with the process.35 Los Angeles County’s Energy Upgrade 

California program used a Flex Path program which helped customers sort through a 

menu of energy upgrade measures based on a point system that corresponded to the 

energy savings of each measure.36
 

 

The notion of keeping the program options and language simple is grounded in the 

bounded rationality and decision heuristics concepts from cognitive psychology.37 In 

general, customers can only consider a limited number of options. Guidance and 

messaging that eliminate unnecessary options and confusion regarding those options help 

customers not get discouraged or overwhelmed with the program. 

 
 

Standardizing the practice of timely feedback and follow ups with participants 
 

As BBNP projects moved forward, many of them found that customers needed to be 

contacted frequently and in a timely way in order to build trust and participation in the 

program. Requiring a specific number of touches program staff and contractors had with 

customers and tracking those contacts through a centralized data system were found to be 

effective ways to ensure that customers received the feedback and reminders necessary to 

follow through with the program. Some projects also utilized strategic marketing and 

outreach plans with the goal of reaching customers multiple times to increase the 

likelihood that the customer would recognize and therefore participate in the program. 

 
 

35 “Better Buildings for Michigan Final Report.” BetterBuildings for Michigan. 30 September 2013. 22 
March 2015 <http://www.osti.gov/scitech/servlets/purl/1158560>, p.2-3. 
36 “Retrofit California: Better Buildings Program Overview.”, p.24. 
37 Ignelzi et. al., p.20. 
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The Greater Cincinnati Energy Alliance found that many customers were dropping out 

of the program between the initial stage of creating a program profile and actually 

completing a home energy assessment. To address this, the program’s energy advisor 

called each of these customers to talk them through next steps, answer any of their 

questions, and sometimes simply to remind them that they had signed up in the first 

place. This practice greatly increased the customer’s follow through with the program.38
 

 

Connecticut’s Neighbor to Neighbor Energy Challenge program used a customer 

management database to help contractors keep track of leads on new customer and ensure 

that they were following up with customers in a timely manner. The database sent 

automatic reminders to contractors and helped make sure that customers heard back from 

contractors within a matter of days of taking certain steps in the upgrade process. The 

program also found that upgrade rates increased when it required participating  

contractors to agree to a well-defined sales process as a condition for participating in the 

program, further standardizing their follow up with customers.39
 

 
 

Using the same principle that customers need multiple reminders and communications to 

increase their likelihood of program participation and follow through, Philadelphia’s 

EnergyWorks used a multi-phase advertisement plan with the goal of reaching 

customer’s from multiple angles. The first phase was through radio and weather-related 

websites that focused on taking advantage of people’s moods during specific weather 

 
 

38 “Tips for Success, Marketing & Outreach – Overview.” 
39 Ibid. 
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conditions (as with the accuweather.com ad discussed above). After that, the program 

moved to print, online, and regional rail marketing that emphasized the benefits of energy 

efficiency. Finally, it introduced an educational component to these advertising venues 

which defined common home energy upgrade terms. The New Orleans, Louisiana, 

Worthwhile Investments Save Energy (NOLA WISE) program used a combination of 

traditional paid media, grassroots outreach, electronic newsletters, social media, and 

earned media outlets to get the word out to customers, also hoping to reach customers 

from multiple sides. 40
 

 

The notion of providing customers timely feedback and multiple touches is based on the 

feedback concept from learning theory, as well as the concept of priming from cognitive 

psychology. As customers have prior experience with the stimulus (e.g. an energy 

efficiency program offering), they are primed to recognize the stimulus quicker each 

time, thus facilitating decisions and behavior towards that stimulus.41 There is also a 

diffusion of technology theory regarding the hierarchy of effects that supports the notion 

that individuals require social communication from different channels and different types 

of reinforcement at each stage of adoption, as seen in the use of the multiple advertising 

mediums.42
 

 

Use of limited-time offers 
 

Creating a sense of urgency for customers is a behavior approach that is used throughout 

marketing efforts in general, and was used frequently across BBNP projects. These 
 

40 “Tips for Success, Marketing & Outreach – Overview.” 
41 Ignelzi et. al., p.34. 
42 Ignelzi et. al., p.31. 
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usually come in the form of ‘limited-time offers’, where the rebate or discount is only 

available at a higher level or at all for a limited amount of time. 

 
 

SEEA held a promotional period called 100 Retrofits in 100 Days, which offered 

increased rebates to the first 100 customers to sign up within 100 days, and saw demand 

increase markedly.43 Efficiency Maine offered a $1000 bonus incentive during one 

summer on top of the rebates generally offered during the rest of the program. Austin 

Energy ran a similar 3-month promotion with special rebates and low interest rates, 

coining the campaign the “Best Offer Ever.”44
 

 

Clean Energy Works Oregon offered limited-time bonus rebates two different times 

(additional $1,700 the first time and $500 the second time), and despite lowering the 

amount of bonus rebates the second time, still found the promotion attracting the 

attention of new customers. The NeighborWorks of Western Vermont’s Home Energy 

Assistance Team offered a special discount on home energy assessments and had to hire 

extra contractors to keep up with the surging demand and reduce the resulting number of 

backlogged projects.45
 

 
 

Energy Smart Colorado in Eagle County remarked in their Final Technical Report that 

creating a sense of urgency for customers was important to not only engage customers in 

 
 
 
 

43 “SEEA Southeast Consortium Final Technical Report”, p.22. 
44 “Tips for Success, Marketing & Outreach – Overview.” 
45 Ibid. 
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the program at first, but to keep them moving through the upgrade process.46 Garfield 

County, Colorado also used deadlines for customers to keep them moving forward 

through the program.47
 

 

Limited-time offers take advantage of “loss aversion,” a concept from cognitive 

psychology that describes the tendency of people to be more likely to act to avoid a loss 

rather than hope for a gain.48 Marketing and outreach can speak to the benefits of energy 

efficiency upgrades – whether financial to comfort to environmental, but avoiding losing 

out on a special offer can be an effective motivator of energy efficiency program 

participation. While economic principles alone would have predicted that customer 

response would vary according to the financial level of the special offer, in the Western 

Vermont program, loss aversion was found effective even with drastically different levels 

of rebates. 

 
 

Targeted outreach based on specific customer 
 

Targeted outreach based on values, characteristics, or situations specific to the customer 

was another common theme across BBNP projects, though one that manifested in a 

variety of ways. In some cases, advertisements were aimed at certain groups of people, 

worded differently based on the audience, or changed to take advantage of specific 

situations (such as the EnergyWorks accuweather.com ads). In other cases, programs 

 
 
 

 

46 "Final Report for Energy Smart Colorado.” Energy Efficiency and Conservation Block Grant (EECBG) DOE 
Better Buildings Neighborhood Program. 31 March 2014. 21 March 2015 
<http://www.osti.gov/scitech/biblio/1126484>,     p.25 
47 “Final Report for Boulder County”, p.90. 
48 Ignelzi et. al., p.20. 
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chose program partners or program design on the basis of the group of customers they 

wanted to target. 

 
 

Energy Smart Colorado aggregated its data, stripped it of identifying information, and 

then used it to find the most effective “normative behavior customer engagement 

messaging” – messages to customers with certain characteristics were customized based 

on what messages had worked with other customers with similar characteristics.49 Within 

the Energy Smart Colorado program, the counties of Eagle, Pitkin, and Gunnison all 

partnered together, but implemented different marketing strategies in each county specific 

to that community.50
 

 

San Diego’s Retrofit California program targeted veterans through a “Hero Alliance” 

pilot that used military consumer testimonials in advertisements.51 The Better Buildings 

Program San Jose aimed to deliver energy services to low-income homeowners and 

therefore partnered with local, well-known organizations that worked with these 

communities, including the Most Holy Trinity Catholic Church and the local Boys and 

Girls Clubhouse.52 BetterBuildings for Michigan partnered with Grand Valley State 

University to target university staff, working successfully through the university 

leadership, human resources department, and sustainability staff to deliver services to 

employees. The program set up a specific database through the school to track the 

university staff home upgrades. 60% of the customers who participated through the 

 
 

49 “Final Report for Boulder County”, p.52. 
50 “Final Report for Energy Smart Colorado”, p.12. 
51 “Retrofit California: Better Buildings Program Overview”, p.205. 
52 “Retrofit California: Better Buildings Program Overview”, p.408. 
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university program undertook home upgrades, which was higher than the general 

Michigan program’s rate of 44%.53
 

 

The Energy Smart Colorado program in Denver found, as discussed in the earlier energy 

advisor section, that while over-the-phone energy coaching was more cost-effective, 

when targeting seniors, it was more successful to keep energy coaching in-person. 

 

Targeting customers based on their specific characteristics is based upon concepts in 

social psychology such as “theory of planned behavior” and “values-beliefs-norms.” The 

value of a target behavior to a person is a concept within the theory of planned behavior, 

which speaks to how important the efficiency behavior is to the customer and the effect 

of that on whether the customer will act on it – e.g. parents might respond more strongly 

to a message about setting a good example for their children versus a message about 

general environmental conservation. Within the values-beliefs-norms concept, social 

psychology shows that when a person or event points out the relevance of a behavior 

based on that customer’s personal norms, then that can trigger the person to act upon 

them when they might have not engaged otherwise. 54
 

 
 
 
 
 
 
 
 
 
 
 
 

 

53 “Tips for Success, Market Position & Business Model – Overview.” U.S. Department of Energy’s Better 
Buildings Residential Program Solution Center. 21 March 2015 
<https://bbnp.pnnl.gov/handbooks/market-position-business-model-%E2%80%93-overview#tabs=2>. 
54 Ignelzi et. al., p.22. 
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Key Findings on Unsuccessful Approaches 
 

The six approaches discussed above are all ways in which BBNP projects went outside 

traditional energy efficiency program practices dictated by economics theory, and utilized 

methods grounded in behavior science to take advantage of other ways to motivate 

customer participation. These approaches found success across multiple BBNP projects, 

which should be considered in the design of future energy efficiency programs. 

 
 

Conversely, it is useful to mention some practices or aspects of programs that were found 

to be particularly unsuccessful or presented barriers across BBNP projects, and how they 

were either addressed using behavior approaches or can be understood better through a 

behavior science lens. 

 
 

Three recurring barriers were seen in particular throughout the projects: 
 

1. Traditional marketing methods 
 

2. Canvassing 
 

3. Length of program 
 
 
 

Traditional marketing methods 
 

It was frequently noted in the Final Technical Reports that traditional advertising 

methods did not drive demand as hoped and that community-based grassroots events 

were found to be much more effective. The SEEA program found traditional marketing 
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approaches that they tried such as signage, print campaigns, and television and radio 

advertisements were not nearly as effective as direct, personal grassroots approaches.55
 

 

Canvassing 
 

While door-to-door canvassing is a quintessential grassroots activity, this method was not 

found very effective in driving participation in audits or upgrades. The Energy Smart 

Colorado program in Denver found that canvassing was only effective for activities that 

could be completed at the door, like recycling sign-ups or single light bulb replacements, 

but very rarely converted to audits and upgrades.56
 

 

Length of program 
 

It was apparent in a few BBNP projects that the short length of the program or pilot 

hindered its ability to gain market recognition and trust. It takes time for a program or 

brand to get in front of the intended customers, especially since marketing is most 

effective after multiple “touches.” 

 
 

BetterBuildings for Michigan lengthened the time of its city-wide outreach sweeps from 

4-6 weeks to a full year because it gave customers more time to decide whether or not to 

undertake upgrades.57 Retrofit California also reported that it needed more time for the 

program to be fully effective, to build on the incremental awareness and education of 

home and property owners that they have had in the original part of the program.58
 

 
 

55 “SEEA Southeast Consortium Final Technical Report”, p.10-11. 
56 “Final Report for Boulder County”, p.55. 
57 “Better Buildings for Michigan Final Report”, p.27. 
58 “Retrofit California: Better Buildings Program Overview”, p.437. 
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Conclusion 
 

Utilities are increasingly incorporating these behavior science findings into their 

residential energy efficiency programs to increase uptake of energy efficiency measures. 

This paper has reviewed the key successful approaches used by BBNP projects, as well 

as a few barriers that recurred across the same set of projects. 

 
 

These behavioral approaches enhance and expand upon traditional economic 

approaches—several BBNP Final Technical Reports discussed the limits of financing, 

stressing that while it was a tool for an energy efficiency program, it was not a solution on 

its own. The Energy Smart Colorado program in Boulder County reported that its 

residential low-interest loan program could not on its own drive demand, but could 

support a program based on other homeowner benefits, like comfort and health.59 The 

Greater Cincinnati Energy Alliance had loan options for home energy upgrades, but made 

sure that the focus of its program was community education on the value of energy 

efficiency.60 Findings like this should encourage energy efficiency program designers to 

think outside the box of traditional programs based solely on economics principles, and to 

take advantage of behavioral approaches that have proven successful. 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

59 “Final Report for Boulder County”, p.50. 
60 “Final Report for Greater Cincinnati Energy Alliance”, p.6. 
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Further Research 
 

Future research in this area should focus on quantifying the effects of some of these 

approaches in order to help program designers and decision-makers choose the strategies 

mostly likely to work in specific situations. In particular, to help determine whether to use 

an in-person or over-the-phone energy advisor, it would be interesting to analyze the 

relationship of geographic distance between homes against the cost-effectiveness of in- 

person versus by-phone interactions. It would also be useful to determine the most 

effective length of time for a limited-time offer in an energy efficiency program, and how 

far apart to put a series of limited-time offers. The length of time would need to be long 

enough for customers to be able to consider the options and consequences of a significant 

home upgrade decision, but short enough to feel limited. And the individual limited time 

offers would need to be spaced out enough so that they lose their urgency to the 

customer—if the customer gets the impression that there will always be a deal available 

then they will not feel pressured to move forward with the program. Knowing what 

specific amounts of time work best in these kinds of programs would be helpful for 

program designers. 
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APPENDIX A. 
Table from Ignelzi et. al.’s Paving the Way for a Richer Mix of Residential Behavior 
Programs: 
Table 14. List of Promising Behavior Change Interventions 

 

 
Category 

 
Strategy Description 

Ante- 
cedent 

Conse- 
quence 

Relevant Theories 

Traditional Behavior Intervention Strategies 

1.   Financial Incentives87: 
Includes monetary or other 
strategies to motivate end- 
users and midstream or 
upstream market actors to 
engage in a behavior, or to 
change the supply of goods or 
services through 
midstream/upstream 
incentives. 

Offer financial 
incentives/rebates to 
encourage energy efficiency 
investments. 

  
 

Microeconomics, 
Macroeconomics 

Change the supply of goods 
by incentivising upstream or 
midstream market actors to 
increase production or 
availability of energy-efficient 
products 

 
 
 

 

2.  Leverage Sunk Cost88: 
Includes strategies that 
minimize the sunk cost effect, 
which refers to the notion that 
people become psychologically 
invested in money already 
spent. For example, people 
resist discarding non-efficient 
goods, such as old 
refrigerators, that they already 
have paid for. 

Target upgrade investments 
at the time of replacement of 
an energy-using product 

 
 
 
 

 

 Behavioral Economics 

3.  Legal: Includes strategies that 
change/eneforce laws that 
apply to energy related 
behaviors including: energy 
codes, appliance standards, 
land use ordinances. 

Establish laws that require 
energy-efficient choices in 
building desgn and 
construction, in land use 
planning, in product design 
and manufacturing 

 
 
 

 Public Good Theory 

Underused Behavior Intervention Strategies 

4.   Commitment89: 
Includes strategies that 
encourage individuals or firms 
to commit to executing an 
action by a specific date. 

Ask people to commit to one 
other person to do an EE 
action 

 
 

 Cognitive Science, Feedback 
Loops, Social Exchange 
Theory 

Help customers set savings 
goals   

Ask customers to make a 
small commitment before 
asking them to make a larger 
one 

 
 

 
 

5.  Feedback90: 
Includes strategies where 
energy use information is given 
to the customer frequently 
(e.g., in real time, daily or 
weekly). 

Give customers periodic 
relevant information (real- 
time, daily, weekly, etc) to 
influence behavior. 
information may include 
energy use, related energy 
costs, social or behavioral 
benchmarks, etc. 

  
 
 
 

Cybernetics; Learning Theory 
Social Learning, Utility 
Maximization, Awareness of 
Behavioral Consequences, 
Social Exchange Theory 
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Category 

 
Strategy Description 

Ante- 
cedent 

Conse- 
quence 

Relevant Theories 

Underused Behavior Strategies (continued)    

6.   Follow-through91: Includes 
strategies that remind 
individuals or firms to follow 
through with the behavior 
intention or commitment. 

Provide prompts or reminders 
re. behavior change via signal 
or verbal communication 

 
 Decision Heuristics, Cognitive 

Science, Social Exchange 
Theory 

Ask customers to create plan 
for reducing their energy use   

7.   Framing92: Includes strategies 
to provideenergy information in 
a manner that takes advantage 
of biases,  heuristics, and 
metaphor to influence choices 
in systematic and predictable 
ways. 

Emphasize EE benefits   Decision Heuristics, Decision 
Frame, Metaphor,  Bounded 
Rationality, Priming, Cognitive 
Science 

Minimize number of choices   
Frame costs or payback on 
investment as reasonable to 
encourage EE behavior 

 
 

 

Frame EE behavior as a 
moderate and/or recognizable 
choice 

 
 

 

Frame EE behavior to 
encourage status or self- 
image 

 
 

 

Frame energy information as 
preventing a loss rather than 
incurring a gain 

 
 

 

Switch a program from opt-in 
to opt-out, when feasible   

Encourage program staff, 
manufacturers or service 
providers to set product EE 
default options 

 
 

 

 
8.   In-person Interactions93: 

Includes strategies 
emphasizing person-to-person 
interactions by someone 
trusted or respected in the 
community. 

Use interpersonal 
communication and a credible 
messenger to encourage the 
desired behavior 

 

 

 

 

Diffusion of Innovation, 
Framing, Linguistic Shifters, 
Social Learning, Cognitive 
Science, Social Exchange 
Theory 

Model behavior by someone 
with authority in the target 
community 

 
 

 

9.  Energy Pricing: Includes 
strategies to change the price 
of energy the end user pays 
such as with time of use pricing 

Offer time differentiated 
pricing (e.g., Time-of-Use, 
Critical Peak Pricing, Real- 
Time Pricing, Curtailment, 
etc.) 

  Microeconomics, 
Macroeconomics 

Offer time-differentiated rates 
that penalize on-peak energy 
usage (e.g., Time-of-Use, 
Critical Peak Pricing, Real 
Time Pricing, Curtailment, 
etc.) 

  

Increase price differential 
further within increasing block 
rate structures 
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Category 

 
Strategy Description 

Ante- 
cedent 

Conse- 
quence 

Relevant Theories 

Underused Behavior Strategies (continued) 

10. Rewards or Gifts94: Includes 
strategies where gifts or other 
rewards are given in 
recognition of achievement or 
willingness to engage in a 
behavior and to encourage 
reciprocity on the part of the 
receiver. 

Offer gifts (e.g., free low-cost 
measures) to encourage 
reciprocity of energy-efficient 
behavior 

 
 

 
 

Behavioral Economics, Social 
Exchange Theory, Learning 
Theory 

Offer a chance to win a larger 
reward (i.e., lottery) 

  

Offer a chance to win a prize 
based on increased 
performance (i.e., 
competition) 

  
 

11. Social Norms95: Includes 
strategies that activate social 
norms with respect to EE 
and/or energy curtailment 
behavior. When individuals 
learn what the commonly 
accepted ways of behaving in 
a group is, they tend to align 
their behavior closer to the 
norm. 

 
 
Activate social norms by 
providing comparison relative 
to a group others could 
identify with via marketing or 
outreach messages, 
customized information, or 
visual cues 

 
 
 
 
 

 
 
 
 
 

Labeling Theory, Framing, 
Values Beliefs Norms, Theory 
of Planned Behavior, 
Reference Group Theory 

12. Multi-pronged strategies96: 
Includes complex strategies 
that use more than one type of 
intervention to affect behavior. 

Improve self-efficacy, which is 
the belief in one’s ability to 
succeed or achieve goals, via 
person-to-person 
interactions/modeling a 
desired behavior and positive 
feedback 

 
 
 

 Various 

Reset/frame the value of 
future benefits related to 
energy efficiency investments 
with monetary rewards and 
education/framing strategies 

 

 

 

 

Provide frequent energy use 
feedback with reward 

  

Provide frequent energy use 
feedback with social 
comparison 

  
 

Activate cognitive 
dissonance1   via commitment 
or prompt and modeling or 
hand-delivered feedback 

 
 

 

Note: All intervention categories listed here, with the exception of Energy Prices and Legal, were 
included in the original NYSERDA taxonomy. In addition, the name of the original NYSERDA 
category Monetary Incentives has been changed  here to Financial Incentives. 
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APPENDIX B. 
3/25/15 Notes from Interview with Ely Jacobsohn, DOE Program Manager for Home 
Performance with ENERGY STAR: 

• HPwES started at EPA since 2002, has been under DOE’s purview since 2011 
• Involves training, certification, third party verification—must have Quality 

Control/check at least 5% of the field OR have a Quality Management process 
• Can be run through utilities, states, local governments, nonprofits, corporations 
• Working on diversifying utility channels, normally goes through utilities or 

government entities, looking for private market and for-profit engagement 
• Key backbone of the program is to protect the brand credibility 
• HPwES sponsors innovated community-based social marketing methods 
• Working on the HPXML Implementation Guide 
• Have recognition opportunities for sponsors, such as the Century Club and the 

Housing Innovation Awards 
 

3/23/15 Notes from Interview with Dale Hoffmeyer, DOE Program Manager of the 
Residential Buildings Integration Program: 

• Completing the formal evaluation of the BBNP program soon 
• Section of the formal evaluation looks at ‘drivers of success’, which discusses 

which grantees and strategies are most or least successful, case studies might 
examine specific approaches further like having an energy advisor 

• Utilities often don’t innovate in this behavior programs because they are 
concerned about drawing $ away from other programs, contractors receiving 
current program money tend to have the same concerns 

• Will have so much potential for expanding behavior energy efficiency programs 
as we gain data from customers 

 
3/26/15 Notes from Interview with Steve Dunn, DOE BBNP Project Officer: 

• Saw the importance of peer exchange through the BBNP 
• Programs to examine further include Kentucky Kilowatt Krackdown, best uptake 

seen in Bainbridge Island, Chicago’s house parties, Boulder, University Park, 
MD’s work with yard signs and community based social marketing 

• Oregon had interesting marketing work testing direct mailing, advertising through 
utilities; Cincinnati worked through Americorps volunteers 

• Little benefit seen with traditional advertising 
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Executive Assistant – Support the Deputy Assistant Secretary for Energy Efficiency (Dr. Kathleen 
Hogan), which includes drafting, editing, and compiling talking points and presentations, assisting 
in stakeholder events, screening speaking and meeting requests, compiling briefing           
materials, making travel arrangements, and managing daily calendar. 

 
U.S. Representative Larry Kissell (D-NC) June 2011 – June 2012 
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U.S. Representative Ben Ray Lujan (D-NM) August 2009 – October 2009 
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constituent mail with IQ system, conducted Capitol tours, and answered phone calls. 

 
Natural Resources Defense Council, Beijing, China Summer 2008 
Intern – Researched and created basis for web-based database on China’s recent Open Information 
Act using Chinese and English sources, and compiled news articles for weekly China 
Environmental News Alert. 

 
Barack Obama’s Presidential Campaign, Lebanon, NH September 2007 - January 2008 
Full time intern – Organized community outreach events, participated in strategic planning group 
for Dartmouth-based Students For Barack Obama, canvassed by foot and phone, and entered data 
on constituents. 

 
EDUCATION 

Johns Hopkins, Washington DC Campus Expected May 2015 
M.S. in Energy Policy and Climate 
Coursework in energy technologies, energy law, science of climate change 

 
Dartmouth College, Hanover, NH June 2009 
B.A. in Government; Minor in Chinese 
Coursework in Chinese language & culture, geopolitics, anthropology 
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