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In accordance with the Department of Labor 
and Industry’s statute 326.0981, Subd. 11,

“This educational offering is recognized by the 
Minnesota Department of Labor and Industry as 
satisfying 1.5 hours of credit toward Building 
Officials and Residential Contractors
continuing education requirements.”

For additional continuing education approvals, 
please see your credit tracking card. 
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1. Describe the role of CERTs

2. Describe why behavior change science is useful

3. Define behavior

4. Explain the importance of identifying and tailoring 
your strategy to the intended audience

5. Differentiate among behavior change frameworks

6. Identify behavior change strategies in CERTs campaigns

7. Assess behavior change strategies in your work

Learning Objectives

#1

Look for:



 General contractor, Builder

 Designer, Engineer, Architect

 Utility representative

 Energy Auditor, Weatherization 
specialist

 Plumber, Electrician, HVAC 
installer

 Solar/renewables installer

 Non-profit, NGO representative

 Government official

Introductions
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Mission: We connect individuals and their communities 
to the resources they need to identify and implement 
community-based clean energy projects

CERTs: 
Minnesotans Building a 
Clean Energy Future

#1



Statewide, Partnership, 
Collaboration



Provide seed grant funding and more
Deliver research-based campaigns
Spur other statewide programs

What Does CERTs Do?

Host events, tours, and conferences
Help with community organizing
Connect people to technical resources

Write blog posts & case studies
Create educational guides
Manage diverse web-based tools

#1



We start with Teams



Develop Informational Tools

CleanEnergyResourceTeams.org/SolarGardens



Get People Together

GrowSolar.org



Catalyzing grants for 
community-based clean 
energy projects in MN

Past funding: Over 223 
projects have received 
seed grants since 2006

Seed a Bit of Innovation



Campaigns: Clear, actionable ways to save energy

Encourage CERTified Actions

CleanEnergyResourceTeams.org/Turkeys CleanEnergyResourceTeams.org/LEDCanopy



 Helped Minnesotans save 109 billion BTUs of energy and 
avoid $1.7 million in energy costs

 Awarded over $930,000 in seed grants to 230 clean 
energy projects

 Impacted 121,000 people through grants, events, and 
programs

Major Accomplishments

Action
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 Applying concepts from social science and psychology fields to 
understand why we do (or don’t) take action

 Identifying what…

– motivates us                     – stands in the way

Behavior Change Science

#2



 Info-only not effective

 Economic self-interest

 Assumes: rational thinking

 Reality: impulse & 
convenience

 Knowledge → Attitudes → 
Behavior

 Not always true

 Not needed to spur 
behavior change

Why Behavior Change Science?

#2



 What do you think of as a 
“behavior”?

 How would you define 
behavior?

 Does installing technology 
count as a behavior?

Group Input: Define Behavior

VS



 One-time vs. repeat

 End-state

 Non-divisible

Define Behavior

#3



Behavior vs. Technology

Source:  K. Ehrhardt-Martinez
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 Demographics

 Customer type

 Shared circumstances/obstacles

 Geographic area

 Existing networks

 “In-community”: live, work, play

 Meet people where they are

 Online, In-person, Both

Define & Access Audience



Types of People

15%

35% 35%

15%

Early
Adopters

Early
Majority

Late
Majority

Laggards

Innovation Diffusion 
Strategy

Source: D. Gershon

American Climate 
Change Perspectives

Dismissive

Doubtful

Disengaged

Cautious

Alarmed

Concerned

Source:  C. Manning



 Sub-groups 

 Relevant messaging

 Tailored actions

 Evaluation

Why Audience is So Important

#4

Low-Income 
Households

Families Fixed-
Income

College 
students
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Behavior Change Frameworks
Community-Based Social Marketing Six Key Principles of Influence

Social Change 2.0 Fogg Behavior Model

#5



Behavior Change Frameworks

1

Select 
Behavior

2
Identify 

Barriers & 
Benefits

3

Develop 
Strategy

4

Pilot 
Campaign

5
Broadly 

Implement 
& Evaluate 
Campaign

Community-Based Social Marketing (CBSM)
Doug MacKenzie-Mohr



CBSM

1

Select 
Behavior

2
Identify 

Barriers & 
Benefits

3

Develop 
Strategy

4

Pilot 
Campaign

5
Broadly 

Implement 
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Campaign



Select Behavior

Overall 
Effectiveness

Impact

Probability

Opportunity

Energy savings
(kW, kWh)

Likelihood of 
taking action

Proportion 
not doing it



Select Behavior

Behaviors for 
Residential 
Households

Already 
engaged
(0-100%)

Opportunity
(100 Minus 
Engaged)

Energy 
Savings

per
household 

per year

Likelihood
(0-4)

Relative 
Score or 
Weight

Rank

Purchase green 
power 3% → 97 X 8700 X 2.15 = 1,814,385 1

Cold water wash 38% → 62 X 450 X 3.09 = 86,211 3

Increase use of 
clothes line 8% → 92 X 200 X 3.07 = 56,488 3

Install 10 CFLs 23% → 7 X 700 X 3.03 = 163,317 2

Install low-flow 
showerhead 61% → 39 X 215 X 2.5 = 20,963 3



CBSM

1

Select 
Behavior

2
Identify 

Barriers & 
Benefits

3

Develop 
Strategy

4

Pilot 
Campaign

5
Broadly 

Implement 
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 Research

 Observation

 Focus Groups

 Surveys

Identifying Barriers/Benefits

Specific Behavior Barriers Benefits

Encourage  

Discourage  

What prevents your target audience from engaging in this 
behavior? What do they find challenging about it?

What does your target audience perceive as the benefit of 
engaging in this behavior? What do they like about it?
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1

Select 
Behavior

2
Identify 

Barriers & 
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 Attitudes

 Branding

 Commitment

 Communication

 Convenience

 Education

 Feedback

 Framing

 Goal Setting

 Incentives

 Norms

 Prompts

 Social Diffusion

Develop Strategy

Behavior change tools that affect barriers & benefits:



Effectively Use Strategies

Incentives
Competitions

Convenience
Commitments

Social Modeling
Social Norms

Education
Feedback
Prompts

Low                                High

Barriers                 

Benefits

Lo
w
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h

Source:  W. Schultz
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Identify 

Barriers & 
Benefits

3

Develop 
Strategy

4

Pilot 
Campaign

5
Broadly 
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Behavior Change Frameworks

Fogg Behavior Model and Grid
Stanford Persuasive Tech Lab



Fogg Behavior Grid



Fogg Behavior Grid
www.behaviorwizard.org



Behavior Change Frameworks

Six Key Principles of 
Influence

Robert Cialdini

Influence

Reciprocity

Commitment 
& 

Consistency

Social Proof

Authority

Liking

Scarcity



 Liking - Easily persuaded by people we like. 

 Social Proof - People do things they see others doing. 

 Authority - People tend to obey authority figures.

 Reciprocity - People tend to return a favor. 

 Commitment and Consistency - Likely to honor commitments;
want to be consistent with self-image. 

 Scarcity - Perceived scarcity generates demand and interest.

Six Key Principles of Influence



Behavior Change Frameworks

Social Change 2.0 
Framework

David Gershon

Disseminate

Collaborate

Innovate

Transform

Empower

4 Key Questions
1. Where do I start?
2. What are the 

important actions?
3. How do I do them?
4. If I do them, what 

impact will it make?



 What aspects of these 
frameworks are you already 
using?

 Which of your activities would 
benefit from these 
frameworks?

Group Input: Reflect on models 
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Behavior Change Science in Action!

CERTified Campaigns

www.mncerts.org/Turkeyswww.mncerts.org/LEDCanopy

www.mncerts.org/Lighting

#6



Right Light Guide
Education

15%

35% 35%

15%

Innovation Diffusion 
Strategy

Pilot



Right Light Guide

Social Change 2.0

2. What are the important actions?

1. Where do I start?



Right Light Guide

Social Change 2.0

4. If I do them, what impact will it make?

3. How do I do them?



Right Light Guide

Social Change 2.0 Disseminate

Collaborate

Transform

Empower

250 downloads
3,000 State Fair

60+ MN Utilities
100,000 customers

Scarcity

Incandescent bulb phase-out



Do Your Homework



Light Up Your Station & Save 
Research
 Opportunity: 

 Only 2 out of 21 
independent gas stations 
have LED canopy lighting

 Savings:

 Lighting 28% of electricity

 2,000+ stations in MN

 Average 17 hours lighting 
(range of 10 - 24 hours 
depending on season)

Likely
Effective

Savings

Likelihood

Opportunity

High High
Mod

Overall Effectiveness



Light Up Your Station & Save 
Research
 Survey results of 15 

independent gas stations

 Energy = Pay bills and turn 
things off

 Financials = Simple payback

 Need = project 
management and
technical assistance

 Like to see others’ success

Social Diffusion

Effective Communication

Barrier



Light Up Your Station & Save

Incentives
Competitions

Convenience
Commitments

Social Modeling
Social Norms

Education
Feedback
Prompts
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 Target Audience: Independent 
gas station owners

 Behavior: Upgrade to LED 
canopy lighting

 Barriers: 
 Technical expertise
 Upfront capital

 Benefits: 
 Attractive station
 Low maintenance
 Operational cost savings

Light Up Your Station & Save



Gobbling Up Savings

 Target Audience: 
Turkey farmers

 Behavior: Upgrade to LED 
lighting in barns

 Barrier: Upfront capital costs

 Benefits: 
 Operational cost savings 
 Low maintenance
 Poultry-specific lighting



 #1 Turkey Producer in US

 46 million turkeys raised

 250 farmers, 600 farms

 Average 13 hours lighting 
(range of 5 to 24 hours  
depending on season)

 77-86% energy savings

 $1,000 - $6,000 cost savings/yr

Distribution and Density of 
Turkey Production

LED Lighting in Turkey Barns 
Research



Gobbling Up Savings

Authority



Gobbling Up Savings
Accessing Audience



Gobbling Up Savings

Framing Social Norming
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Behavior Change in Your Work

 Break into groups

 Follow worksheet

 Each group gives a 30-second 
share at the end

#7
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1. Describe the role of CERTs

2. Describe why behavior change science is useful

3. Define behavior

4. Explain the importance of identifying and tailoring 
your strategy to the intended audience

5. Differentiate among behavior change frameworks

6. Identify behavior change strategies in CERTs campaigns

7. Assess behavior change strategies in your work

Group Input: “Quiz” time



 LinkedIn Behavior-Based Energy 
Efficiency Network

 Class 5 Energy → MN-based school 
resources

 American Council for an Energy 
Efficient Economy

 www.CBSM.com → free online book 

 Behavior Energy & Climate 
Change Conference (& LinkedIn too)

 Clean Energy Ambassadors

 Me! 

Additional Resources



In accordance with the Department of Labor 
and Industry’s statute 326.0981, Subd. 11,

“This educational offering is recognized by the 
Minnesota Department of Labor and Industry as 
satisfying 1.5 hours of credit toward Building 
Officials and Residential Contractors
continuing education requirements.”

For additional continuing education approvals, 
please see your credit tracking card. 



Alexis Troschinetz
CERTs Behavior Change 
& Metrics Coordinator
atroschi@umn.edu
612-626-0455

Lissa Pawlisch
CERTs Director
PAWL0048@umn.edu
612-624-2293

Future Contact

www.mncerts.org
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