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Research overview

This report was developed for Energy
Consumers Australia. It details findings
from the qualitative phase - Phase 3 -
of a larger research project exploring
the best way to communicate with
energy consumers about bill reduction
and energy saving strategies.

Phase 1 comprised a review of existing
audience research, the broader
communications landscape, and
lessons from international energy-
related campaigns.

Phase 2 involved quantitative research
with Australian household and small
business energy consumers, which
informed an audience segmentation,
available here.

Phase 3 builds on these findings with
qualitative research insights captured in
two reports - this report on households,
and a separate report on small business
consumers.

The Phase 3 qualitative research

discussed in this report was designed to:

1) test hypotheses developed from the
Phase 1 and 2 results;

2) provide a deeper understanding of
the beliefs, attitudes and behaviours
of the identified segments;

Desktop review
(Phase1)

Review of existing
research

Review of existing

campaigns and
communications

Consumer
simulation exercise

Quantitative
(Phase 2)

Survey with 2500
households

5 consumer
audience segments
developed

3) test messaging designed to drive
household consumer action on
energy saving practices.

The fieldwork was conducted from 8-
12 December 2023, with 120 household
participants involved in

10 online discussion forums.

All participants were recruited through
the Phase 2 survey — a national sample
of energy consumers. Participants were
selected for qualitative research based
on their segment membership (for
details, see the Appendix).

Message testing approach

* Messages were tested across all
segments, using identical message
copy.

* Messages were displayed with
diverse and inclusive images. Each
segment was shown an image
applicable to them.

+ Participants were instructed to
consider and provide feedback only
on the content of the message and
not the image.

Qualitative
(Phase 3)

Qualitative
deep dive with

1 each segment

through 10
online
discussion
forums


http://energyconsumersaustralia.com.au/wp-content/uploads/Household-Energy-Consumer-Information-Research-Nov-2023.pdf
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Key insights: Implications
for strategy & messaging

We tested four messaging concepts (see Appendix) on energy saving with the five
household segments identified in the Phase 2 quantitative research. These insights and
strategic implications are designed to refine our insights from Phases 1 and 2 and provide
guidelines for messaging that will drive consumer action.

Strategy and messaging
implications

Insights

From a message framing perspective, we
recommend combining ‘control’ and
‘certainty”:
Households want to hear how they can
control their costs through reducing their
use. But they also want to know what drives
their energy costs (i.e. certainty).

- To provide certainty to the audience, provide
clear information about energy cost drivers
(e.g., heating/cooling contributes up to 50% to

Some households believe they are already your energy bill).

doing all they can to control their energy use.
These households need ‘new’ information to
pay attention to a message.

- To provide a sense of ‘control’ to the
audience, offer clear, easy to achieve calls to
action that put the consumer in the

driver's seat.

Key audience preferences include: . .
From a messaging perspective:

+ shorter and more to the point messages.
+ Use succinct messaging with a clear call to

« mentions of reducing environmental action and a clear benefit.
2 impact — although cost remains the main . Communicate both cost reduction benefits
driver for action. and environmental benefits together.

Communicate that small actions matter
e.g. “a small change can make a big
difference”.

+ the phrase “a small change can make a big
difference”, which resonated across all
audience groups.

The audience needs enough information to In relation to the call to action:

feel confident they are taking the correct

action and to avoid ‘action barriers’. Anticipate questions consumers might

have in relation to the call to action.
Include directions about how to take action
e.g. how to set or adjust home devices.

To keep directions succinct, consider using
a visual device showing how to take action
e.g. a split screen image showing how to
adjust settings on various devices, and to
what level.

For example, the message "adjusting your

temperature by a couple of degrees is one of
the biggest things you can do to save money”
requires more information. Households want
to know an optimal temperature setting
before they take action.
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Key insights & implications
for strategy and messaging conta

Insights

Strategy and messaging

Highlighting the positive impact of consumer ¢
action on "taking pressure off the grid”

divides the audience. Many feel institutions,

not consumers, should be responsible for
reliability.

Consumers do not have time for research

and won’t pay for access to information.

implications

Avoid “taking pressure off the grid” or
“avoiding outages” as benefits of consumer
action. It can alienate a proportion of the
audience who don’t want to feel responsible
for reliable energy.

Use self-contained outbound
communications (e.g. advertisements) that
don't need consumers to go further (e.g. visit
a website) for information.

Households trust information sources that
appear reliable, relevant and focused on
consumer interests.

Consumer organisations are the most trusted
and seen as independent, transparent,
relevant and focused on the best interests of
consumers.

Government is also trusted, and seen as
reliable, accessible and unbiased.

Retailers are the least trusted due to
perceived bias and self-interest.

Members of households do not always share
the same willingness to act. This creates

barriers to implement even small changes to
energy usage within the home.

The voice of the campaign should be a
consumer organisation.

If the message is coming from government,
consider including an endorsement from a
consumer organisation.

Develop shareable, succinct and evidence-
based resources that can be shared within
households.

Some consumers have concerns about -
being asked to adjust their heating and

cooling - due to disability or weather

conditions in their region. Many have already
adjusted and are concerned about the

health or comfort impacts of doing more.

Include caveats in messaging about
heating and cooling that reassure the
audience to only do ‘what they can’.

As per Recommmendation 3, show optimal
settings that minimise energy use but
sustain comfort.
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Notes on this section:

Quotes are colour-coded by segment membership throughout the report.
Segment percentages refer to the audience segmentation conducted in the
quantitative study (size of segment).



Key audience segment insights

The quantitative study in Phase 2 of this research - a survey of 2,500 households and 400
small businesses - identified five household consumer audience segments.

Phase 3 used qualitative deep dives with the five audience segments to identify in-depth
differences and similarities in motivations, behaviours and messaging preferences.

A communications strategy looking to reach the most consumers with a single
message should focus on the first three most motivated segments.

Across all segments, cost saving is the main driver for taking action and simple and clear
messaging to support cost-reduction actions resonates well.

+ Highly motivated to act.

+ Have already taken a range of actions with low barriers to act.

+ Open to complex messaging: require detailed and specific information on
associated costs vs savings of installation of energy-saving devices, solar or
other energy-saving options.

+ Despite being further along on their energy-saving journey, want to see simple
information made available to others.

+ Costis a priority — but least cost driven of all sesgments and more motivated to
reduce their impact on the environment.

+ Least likely to be motivated by messaging on reducing outages.

+ Medium level of motivation to act.

+ Have already taken many actions but not sure what else to do. Concerned about
ability to influence household behaviour.

+ More likely to act on simple messaging: want clear information on energy use
and costs (inclusive of specific appliance usage), and practical energy-saving
tips for daily household chores, energy use, and appliances.

+ Most likely to be motivated by both cost-saving and environmental messaging.

+ Less likely to be motivated by messaging on reducing outages.

+ Medium to high motivation to act.

Don’t + Some concern about ability to influence household behaviour. Unsure what else
to do beyond high uptake of smaller-scale actions.
Leave Us . . .
Behind * Require easy to follow |nformotlon on what can be done around the home to cut

e o back on energy use, including for renters who do not have access to large-scale

(23 A) installations like solar.

+ Most likely to be motivated by cost-saving messaging.

* Low motivation to act.
* Not sure the benefit will be worth the effort, with a high number of perceived
Why barriers to their ability to act. . _ o . _
Bother + Uncertainty of where to go for information. Require information on which
o solutions have the most impact, especially for those on lower incomes.
(16 /°) + Higher motivation to act in response to cost-saving messaging, with some
motivation to act from outages messaging.
* Less likely to be motivated by environmental messaging than other segments.

* Low motivation to act, with lowest level of concern.

+ Highest level of inaction despite high level of ability to act.

+ More likely to act on simple cost-saving messaging.

* Require wealth of information on energy use and costs, as well as solution
comparisons.

For in-depth audience segment profiles, please see the Appendix.
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Cconsumer
concerns about
their energy use

Most participants are concerned about
their household’'s energy use due to
increasing costs.

Some express frustration that despite
their efforts to minimise energy
consumption, energy price increases
continue to drive their costs up.

Consumers are concerned about their
inability to keep up with price increases
- even when implementing energy-
saving measures or ‘shopping around’
providers.

Barriers to taking
action to reduce
use

Primary barriers to action are financial
constraints and living situation (e.g.
renting, apartment dwelling).

Many participants feel they are already
‘doing everything they can’, although
most can think of energy-saving
measures they have not yet
implemented.

Participants express a desire to make
changes but face various obstacles
including: a lack of time to research
what to do; an inability to motivate
others in their household to make
changes; and difficulty prioritising
different cost-saving options.

Will I have to choose between putting food on
the table, clothes on our backs or keep the
lights on? [..]. I try so hard not to let it worry
me, but it does. | rent so | cannot install solar,
so the price of electricity is one of my main
concerns. Woman, 50-54, Queensland, Don't
Leave Us Behind.

Our bill has gone up around $150 each
quarter which is a huge amount for us. So,
cost factor is definitely the biggest concern
for me but then if we don'’t use air-
con/appliances etc. day to day our life isn't as
organised or peaceful. Woman, 35-29, South
Australia, Why Bother.

Unable to afford to do it myself and unable to
afford to offer the landlord a suggestion of
going 50/50 in the cost, especially nowadays,
we as tenants, are so unsure if we will still be
in the same rental in a year. Woman, 50-

54, Queensland, Don't Leave Us Behind.

The cost to purchase the solar panels and the
batteries and the fact that they are not
portable. Woman, 35-39, Western Australia,
Why Bother.
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What will help
consumers to
make changes?

Participants express confusion about
implementing energy-saving measures
and want easily accessible information.

They want to see broad-based education
campaigns to assist all consumers, and
to support household decision making.

They also want these campaigns to
provide specific information about the
simplest, highest value changes and the
potential savings on offer.

Energy consumers also express a desire
for financial incentives and action to
lower the cost of higher-value
investments in energy-saving changes
(e.g. interest-free loans; government
grants for solar panels; and subsidies for
insulation, energy-efficient appliances,
batteries, double glazing, and other
energy-efficient home improvements).

If other people in the household also did the
same thing. Man, 18-24, New South Wales,
Don't Leave Us Behind.

I could make more changes if | was aware of
what those changes might be. Woman, 45-49,
South Australia, Why Bother.

What do
consumers want
to khow?

Information is needed to support
behaviour change, such as how best to use
appliances (e.g. temperature settings) and
other simple ways to save on energy.

Participants express a need to plan how to
reduce their energy costs. They require
information that breaks down energy costs,
ways they can offset these costs and the
associated savings. This includes:

1. return on investment — comparing cost
of action against future savings (e.g.
solar installation, appliance upgrades).

2. understanding peak/off-peak rates.

understanding the main cost drivers and
how to monitor high energy appliances.

Consumers seek transparent information
on provider rates, government rebates,
and resources that allow them to make a
cost-benefit comparison.

Additionally, there is demand for
technology integration, like smart meters.

All of the available tips and tricks for domestic
users, in one place and in plain English. Needs
to be a credible source, not from a company
trying to entice business. It would be good to
know how to compare electricity provider
plans and your return on investment for some
of the higher cost options. Woman, 55-

59, Australian Capital Territory, Don't Leave

Us Behind.

A comprehensive list of solutions (maybe as a
checklist?) on a sliding scale of 'small things
you can do now" to "big things you will need
to save and plan for". For each solution, |
would like information on associated costs,
how effective | can expect it to be, broad
guidance on how to action it (if complex) and
any key things | need to consider/ look out for.
Woman, 30-34, Australian Capital Territory,
Why Bother.

—
—
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What technology
are consumers
interested in?

When discussing what they or others
might want or need to make further
energy saving changes, some
participants express interest in energy
monitoring technology, such as smart
meters.

Interest in and desire for energy
monitoring technology are most

present in the ‘What Next’ segment and
often come from those who are already
monitoring their use in some way.




Trusted information
sources

Consumers express the highest level of
trust in consumer-focused
organisations as a source of energy-
related information. Government is also
seen as d reliable source of information.

e _
Perceived as independent, transparent and

focused on the best interests of consumers.
Other attributes consumers value include
lack of bias; expertise and research
capacity; consumer advocacy; and

practical information. [consumer-focused organisations are unlike ]

both government sources and energy retailers

Participants dislike the fees required to who have a particular motive to persuade
access mformqhon from some consumer- consumers to take some particular action.
focused organisations. Woman, 60-64, Victoria, Why Bother.

Participants with high trust in consumer-
focused organisations express a higher
level of scepticism toward those that have

a potential conflict of interest,
State or federal government

I think government websites tend to utilise a lot

Government information sources are of plain English and won't push particular
generally seen as reliable and accessible. discounts or companies. Woman, 35-39,

Australian Capital Territory, Don't Leave Us
Government information is generally seen Behind.

as unbiased.
Energy retailers

Retailers are less trusted overall than
government and consumer organisations.
Some participants report positive
experiences with their energy retailer, when

they feel the retailer has a customer-
centric approach.
Most do not think retailers have a financial

incentive to help consumers reduce
their energy use.
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Message
framing and
priorities

We tested audience priorities
around energy-reduction
benefits, including:

o Control versus certainty

o Environmental benefit
versus cost benefit

o Environmental benefit
versus preventing outages

o Cost benefit versus
preventing outages




Energy-reduction priorities

We asked research participants which statement in the following pairs of statements best
describe them and why, to better understand their priorities around reducing their use, and to
identify ‘what matters most’ when it comes to messaging about the benefits of reducing us. Cost
saving is the number one priority, but effective messaging should bring together financial

and environmental benefits.

Control vs Certainty

For me it's about taking
control by doing the simple things that
can reduce our energy bills

For me it's about
certainty - | want to better
understand what's driving my energy
costs and have fewer surprises about
energy bills

Consumers are evenly split on preference for
taking control on bill reduction versus having
certainty through more information. But many
who choose Statement 2 do so because they feel
they are already doing all they can on simple
actions to save.

Environment vs Costs

For me it's about
reducing my impacton the
environment

For meit's about
reducing my bills

While many consumers express concern about
both energy costs and the environment, cost
reduction is the top priority if forced to choose.

However, consumers see the impact of reducing
energy use on energy bills and the environment
as intertwined, with the view that individual
actions collectively contribute to a better future
for the planet.

15

Costs vs Outages

For me it's about
reducing my bills

For me it's about
using less energy to reduce
the likelihood of outages

Cost reduction is more important to
consumers. Almost all energy consumers
prioritise the benefit of bill reduction over

reducing the likelihood of outages, with little
variance across segments.

Environment vs Outages

For me it's about
reducing my impact on the
environment

For me it's about
using less energy to reduce
the likelihood of outages

Consumers almost equally prioritise benefits to
the environment and reducing the likelihood of
outages.

Participants view the two issues as interrelated
and believe reducing their energy use will reduce
the likelihood of outages and be beneficial for the
environment. However, consumers also view grid

reliability as the responsibility of energy
companies and government, not individuals.



Message
testing

o Mocked-up adverts were used
to test message appeal
across audience segments.

o Concept 1is the original
message concept developed
based on findings from Phase
1 of the research.

o Variations to this message
were tested in Concepts 2 and
3. Variations are underlined in
the following pages.

o Concept 4 provided a
simplified version of the
message.

o See the Appendix for the
full list of concept mock-ups
tested with each audience
segment.



Heating and cooling can contribute
up to 50% of your enerqgy costs.

Adjusting your temperature
settings by a couple of degrees
is one of the biggestthings
you can do to save money. '}

One small change can maf{ N
big difference to your energyi

Resonance: Some express surprise at the
potential impact of a small temperature
change, while others are already aware.
There is a need for clarity, such as the ideal
temperature setting and potential

saving. While participants tend to focus on
the call to action in this message, it is
noteworthy that several use the language of
“one small change can make a big
difference” (or a variation) in their comments,
demonstrating its resonance with the
audience.

Likelihood to take action: Over half would
take action. Most of those unlikely to act have
already adjusted their temperature settings;
are renters whose bills are included in the
rent; or say they need to prioritise comfort.
Several express the need for clarity on
optimal temperature settings and associated
savings before taking action.

Positive Responses

Neutral/Negative Responses

Concept 2

Heating and cooling can contribute
up to 50% of your energy costs.

Adjusting your temperature £
settings by a couple of degrees
is one of the biggest things Vol
can do to save money and take

pressure off the energy systerie = N .
One small change can mal‘g*e'*_a R
big difference to your energyiDII J ﬁ

Resonance: When including a call to action
based on reducing pressure on the power
system, the advert resonates more with one
third of participants. For participants that do
not connect with the change, they tend to
have significant objections, saying grid
reliability should not be their problem.

Likelihood to take action: The new statement
divides the audience, however the overall
effect is to reduce the proportion of
consumers that would take action.

Increases Likelihood to Act

Because it is not just about individual households,
it is about the benefit to the community. Woman,
55-59, Australian Capital Territory, Don't Leave Us
Behind.

Adds more reasons why | should be considering
changing the temperature by a few degrees.
Woman, 25-29, New South Wales, Why Bother.

Decreases Likelihood to Act

The underlined part makes me kinda angry | care
about my comfort my household and my bill |
don’t not have a hot shower because | want to
take pressure off the energy system seriously we
are paying too much for the privilege anyway...
Woman, 40-44, Victoria, Why Bother.

Makes No Difference




Heating and cooling can contribute
up to 50% of your energ

costs.

Adjusting your temperature §
settings by a couple of degrees

Resonance: Adjusting Concept 1to include a
message about the environment

increases message resonance with about
half of all consumers, while for about a third it
makes no difference.

Likelihood to take action: A greater
proportion of consumers now feel compelled
to act — with a clear majority in the target
segments likely to act.

Increases Likelihood to Act

Decreases Likelihood to Act

It feels a little wishy-washy. There's so much stuff
now that tells people how to "have an impact on
the environment” but doesn't specify how and what
the impact actually is. Woman, 60-64, South
Australia, Don't Leave Us Behind.

The main thing people want is to reduce their bill,
so anything that comes after ‘save money’ doesn't
really have any impact. Woman, 70+, Queensland,
Why Bother.

Makes No Difference

Heating and coolin
contribute up to 50%
of your energy costs.

biggest things you --
to save money. \ 5

Resonance: Concept 4 is a simplified and
less content heavy version of Concept 1. This
message resonates more with almost half of
all consumers, while for two-in-five it makes
no difference.

Likelihood to take action: A majority of
consumers report being more likely to act
while about a third are less likely to change
their behaviour.

Increases Likelihood to Act

Like this one...no guilt trips or anything to do with
making people feel bad for trying to keep cool or
warm. Man, 50-54, Tasmania, Why Bother.

Decreases Likelihood to Act

In regional locations, heating and cooling are not
our main source of energy usage/..] Overall it's the
running costs of the fridge/freezers, light, outdoor
pumps, tools that people forget about.

Man, 65-59, South Australia, Don't Leave Us Behind.

Makes No Difference




Appendix

o Message concepts by
segment

o In-depth audience
segment profiles

o Discussion boards
overview
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Characteristics
Lowest number of barriers.

High level of trust in government.
More likely to be homeowners and live in a freestanding home.

Higher likelihood of government support and in a low-income band (retirees).
Most likely to be over 60 and a mature single or couple.

We have always been careful with our energy use. It's important for everyone to
try and do what they can to only use what they need. We don't have the kind of
income we used to have and with costs rising we have been making changes to
how we use energy. We've done most of the simple things and invested in solar
panels but want to know what else we can do.

The environment is very important to us, alongside affordability. To encourage us
to change our behaviour, we want detailed information to convince us and
tangible steps we can take for bill-saving.

High level of motivation.

Have already taken
arange of actions.

Low barriers to act.

High opportunity to act.
Likely to have access to
funds to invest.

21

Concerned about rising
energy costs due to low
income.

High energy users due

to entertainment devices,
appliance use, and cooling
and heating despite trying
to be careful.

Implement energy saving
strategies, but worried not
much can be done to offset
cost increases.

Concerned about knock-on
effect of rising energy costs
to businesses which
increase costs to
consumers.

Energy conscious and able
to take steps to reduce
consumption.
Communicate saving
strategies to family
members (e.g. children in
household).

Motivated to act due to
rising costs and financial
stress, as well as climate
impact.

Barriers include costs;
feeling that they are
already doing all that they
can; and lack of buy-in
from other household
members.

Want to know about costs
vs savings for energy
saving appliances, solar,
other investments.

Want to know about the
energy system transition
and capability of network
renewable energy.

Search for information
primarily begins with
Google search, followed by
comparison and
government sites.

After reliable information
and open to learning from
others (community forums,
and word-of-mouth).

See government and
comparison sites as reliable
and accurate. Retailers are
trusted source as selling a
service or product.

THE

INSIGHT
CENTRE



Characteristics
Most likely to be families with children.
Highest number of reported barriers.
Higher income band.
Highest level of university graduate qualifications.
Highest level of home loan [/ mortgage.

Highest likelihood of language other than English spoken at home.

Everything is becoming more expensive and to make matters worse our mortgage
payments have increased a lot. We just don’t have much left after all the bills are
paid. Life is so busy with the kids that we really don’t have time to work out what to

do.

We change our energy usage if it makes a financial difference to us. We care
about the environment but have to prioritise costs. We need information on
energy-saving. Simple, straight forward messages are most effective as we don't

have time to do research.

Medium level of motivation.

Have already taken
many actions but not
sure what else to do.
Concerned about ability
to influence household
behaviour.

High proportion of
families. High numbers
with a mortgage, with
limited funds for energy
saving investments.
Seeking government
support to help make
substantial changes.

22

Rising costs front of

mind with salaries not
keeping up with rate
increases.

Feel use reduction is difficult
in hot climates and/or when
living in units (e.g. solar
inaccessible).

Solar panels have
alleviated financial
pressures for some.
Conscious of energy use in
the home (including work
from home or hybrid work),
and overall environmental
impact.

Do not know best ways to
cut down on energy use, or
how to get buy-in from
other members of
household.

Most actions involve cheap
and easy steps to saving
energy, with a minority
installing solar panels.
Cost saving is a priority,
followed by environmental
impact.

Barriers to change are
upfront costs for large-
scale measures and new
appliances; lack of time
and information gaps (e.g.
information about rebates
have caused confusion
about best time to invest in
solar).

Renting and living in remote
locations are further
barriers for cost-saving
measures like solar and
appliance upgrades.
Environmental impact (e.g.
waste and landfill) is a
concern when considering
appliance upgrades.

Want detailed information
on energy use and costs,
and practical energy-
saving tips for daily
household chores.
Information searches begin
with Google, followed by
word-of-mouth (social
media) and provider (for
energy use breakdown).
Require detailed
information relevant to
them.

Want sources to be current
and unbiased.

In high need of information
and support - open to all
sources, including
consumer organisations,
government, and energy
retailers.
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3. Don't leave us behind (23%)

Characteristics

High level of renting.

High level of apartment and high-rise living.
High level of receiving government support payments or benefits.
High interest in knowing more about bill-reduction strategies.

It's hard to make ends meet these days. We'd like to buy new energy efficient
appliances but that's just a dream when we struggle to afford the basics.

It's all well and good for those who can put solar panels on their house, but we live in an
apartment and it's not as simple. We don’'t have that kind of money anyway. The
government really needs to help people like us.

Rising energy prices concern us a lot and we want to reduce our energy usage if it
makes a difference to our bill. We are already taking the easy steps to save, but we're
being outpaced by increasing rates. The environment is not top of mind when we're just
trying to make ends meet. Having a reliable and cost-effective power supplier is

important to us.

Motivation

Medium to high level of
motivation.

Energy Use & Costs

Rising cost of living and
increasing energy costs are
primary concerns.
Environmental concerns
less of a priority due

to cost-of-living pressures.
Highly concerned about
reducing use but feel
outpaced by increasing
retailer rates.

Limited financial capacity
to invest in solar. Some who
have capacity are not
seeing anticipated return.
Using high-energy
appliances, such as air-
conditioning or heating, are
now viewed as luxuries.

Ability

Some concern about
ability to influence
household behaviour.

Unsure what else to do
beyond low/no
cost actions.

Actions & Barriers

Will attempt maijor
reductions even at the
expense of comfort.

Areas of focus include:
changing appliance use
behaviours (off-peak
times); shorter showers;
minimising use of laundry
appliances and air-
conditioning.

Barriers include lack of
funds to invest in energy-
saving measures; renting;
and buy-in from household
members.

Many believe they are doing
all that they can to cut
back.

Opportunity

Limited opportunity due to
living circumstances.

Limited funds to invest.
Seeking government
support to help make
changes.

Information Needs & Sources

Require easy to understand
(e.g. step-by-step guides)
and low or no-cost actions
to reduce use.

Prefer easy to access
information available in one
place.

Want energy provider

cost comparisons and
costs associated

with appliances and time of
use (peak versus off-peak).
Use of a range of
information sources,
including government sites,
comparison sites

and online forums.

Open to information from all
reliable and easy to follow
sources for best solutions.
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4. Why bother (16%)

Characteristics

* More likely to be young singles or couples or in shared living arrangements.
* Highest number of people aged 18-39 years.
+ Highest level of home loan or mortgage.

+ Highest level of trust in online blogs or posts on forums or social network sites.

It’s one of the things we argue about in my share house. Why is the energy bill so high
and who's been using the most?

But we don't really have time to work out what to do. We rent so it’s not up to us to
invest in the property. Is there a list of things we could do that will make the biggest

difference?

We want to have control of our energy use through simple and manageable actions
but are not sure where to find information on what to do.

Motivation

« Low motivation to act.
« Not sure the benefit will be
worth the effort.

Energy Use & Costs

+ Concerned about rising
energy costs and monopoly
by providers driving price
increases.

+ Concerned about
the impact of energy
generation on the
environment and climate.

+ Despite concerns, unlikely
to implement or invest in
strategies to reduce use
or increase efficiency.
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Ability

High number of
perceived barriers to
act.

Actions & Barriers

Difficult to get buy-in from
others in household to
become more energy
efficient.

No-cost and easy-to-do
efficient behaviours are
primary strategies (e.g.
turning off lights and
devices, using cooling less
frequently — though
undermined by hotter
days).

Main barriers are costs,
time to research and
implement solutions, and
comfort — do not want to
‘live without'.

Believe not much can be
done and/or unsure what to
do - open to clear and
easy-to-follow information
on cheap and accessible
solutions.

Opportunity

Renting and share
households limit ability to
influence household
behaviour.

Some concern about
financial capacity to
implement changes.

Information Needs & Sources

Uncertainty about where to
go for information.

Require information on
easy-to-implement
solutions and which
solutions have the most
savings, especially those on
lower incomes.

Need ‘how to’ and cost-
benefit detail e.g.
comparative provider costs,
best time of day to use
appliances, breakdown of
appliance use costs, and -
for some - solar ROI.

Need information to enable
buy-in from other household
members.

Information searches begin
with Google, as well as with
provider and government
sites.

Most trusting of consumer-
focused organisations and
energy retailers, but open to
all sources that appear
unbiased.



Characteristics
* More likely to be a young single.
* Lower level of trust in government and energy market regulators.

* Least likely to have searched for information on bill reduction strategies.
* Lowest level of concern about rising energy costs.

It’s not something | can be bothered thinking about to be honest.

Energy bills are getting more expensive but so is just about everything.

I'll install something new — like solar or a new appliance — only if | have to, like if the old

one breaks.

We're not overly concerned about how we use energy as comfort is important, but
rising energy costs are a worry. It is what it is.

« Low motivation to act.
Lowest level of concern.

Highest level of
inaction despite high
level of ability to act.

Medium opportunity to
act.

*  Express some desire to
use energy wisely to keep
the bills down and not
waste resources.

*  However, place high level
of importance on comfort.

*  Seeenergy cost increases
as part of a broader
range of cost-of-living
increases.
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Some have implemented
cheap cost-saving
solutions such as

using appliances during
off-peak times and
decreasing air conditioner
use.

Higher cost adaptions are
less likely to be an ‘active’
choice (e.g. solar
installation for new build,
new energy efficient
whitegoods when older
appliances breakdown).
Need to be convinced that
the effort is worth the time

or the financial investment.

Not a priority target.

Some will still benefit

from information on energy
use and costs, as well as
cost benefit analysis.
Information on technology
resources (e.g. real-time
smart meters is useful.
Searches for information
primarily begin with Google,
followed by government
and retailer sites.

Some scepticism across all
information sources. Need
trusted information before
taking the leap on large-
scale changes.
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Discussion board overview

Segment

Name/Cluster N Boards Demographics by Board

Board 6 Board 7

Private rental market ~ Renting public housing

Don't Leave Us

Behind (23%)
Aboriginal and/or Torres Aboriginal and/or Torres
Strait Islander: minimum Strait Islander: minimum
2 participants 2 participants

Board 8 Board 9

Why Bother (16%)

Living with friends

Young single or couple o ot o isehold)
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Any questions about this
report?

Please contact:
Nicola Hepenstall: nicola@theinsightcentre.com.au

Tim O’Halloran: tim@theshapeagency.com.au
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