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Created in 2002 by Connecticut Clean Energy Fund, Pew Charitable 
Trust, Rockefeller Brothers, John Merck

work to get ‘regular people’ to want to buy renewable energy and to 
become energy efficient

Path to sustainability – change a light bulb today; turn off electronics; 
buy energy star appliances; purchase renewable energy

Collaboration is key – stakeholders all at same table



A good example of the collaboration between stakeholders is NECPP.

Wanted to create a more robust EE campaign

Could we target Echo boomers?
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The pathway to sustainability!

Take a simple action today, and over time, person becomes more 
efficient and more likely to purchase renewable energy
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Don’t ask people to do too many things. If you ask them to do 5 things, 
they will do none.

If you ask them to do 1, they most likely will. Once they find out how 
easy it was, they are more likely to continue.

Carter – turn down the heat and put on a sweater

Again – recurring theme – pathway to sustainability
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Echo Boomer – children of the baby boomer generation (16-24)

Started our initial research and found that:
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Started our online research by asking participants to do 3 actions

Average Echo Boomer takes a 45 minute shower every day!

Cutting shower by 5 minutes/day can reduce CO2 by up to 1,191 
pounds/year. That’s equal to driving 1,265 miles.

Letting your car idle for 10 minutes/day wastes 30 gallons of gas/year. 
That’s about $90 and 586 pounds of CO2.
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Participants had to log on everyday and write what they were doing to 
be energy efficient.

We would offer suggestions on what to do
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Unplugging was the most frequent efficiency experienced.  This seemed to be because 
it was easiest, required the least sacrifice, was the most universally relevant to all 
panelists.

Other came in second – clothes hung outside, conserving water, walking instead of 
driving, going into fast food place instead of drive through

Showers were a reward
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So, there was an opportunity to address phantom load

PHANTOM LOAD – the electricity used by electronics even when they 
are turned off
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Some examples
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And I’m sure your rooms back on campus look similar to this
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Through the research, we came away with  6 main lessons learned.

Inspire – Participants spoke about how BUSY they are, but once we got 
their attention, they wanted to know how easy it was to incorporate EE 
into their daily lives.
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Magnify the Power of ME!

Participants were impressed when they saw how their action – when 
multiplied over time and coupled with the actions of others, could make 
a REAL difference.
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An emotional benefit of being more EE is that people felt smarter

Being smart is cool
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Being EE made people feel better about themselves.
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Want to be part of a Movement
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Old School – don’t be wasteful; reduce, reuse and conserve

New School – ‘Saving my World”

Both are positive, but very different message approach for each
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A couple of excerpts from the living diaries
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Now we did focus groups with Echo Boomers
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And here are a few of the concepts that we presented in the focus 
groups.

You can see - Mainly environmentally focused.
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From the focus groups, we found that.
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An example of an equivalency
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A key finding that we walked away with was saving $ is cool
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Here is an example –

During the focus groups, we asked participants to draw THEIR image of 
phantom load
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We learned that any message had to inspire.

Many saw this as the most important aspect of any messaging campaign.  They clearly didn’t want to be 
scolded and genuinely wanted to know what they could do.
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Here is an image that we presented to the participants

From an environmentalist voice…

Preachy in tone… less practical, more about guilt.   
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So we learned..

Must be simple (no more then 3 actions)

Environmental message doesn’t work

Saving $ is good

Equivalencies are needed

No preaching – the Mac Guy

Challenge – how to reach the audience
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It is a challenge because Echo Boomers are not watching TV – they are 
spending close to 17 hours per week online

Creating content – blogging, YouTube, Facebook, MySpace
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More specifically, you can see…
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So how are we going to do this?

SmartTerns – needs to be peer to peer
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(home electronics represents 11% of total electric bill)
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