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Behavioural science insights and delivery mechanisms used in SAVE
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Learnings



Anecdotal feedback from participants

• High frequency of messaging can be off-putting/lead to fatigue

• Postal or email but not both/not too many emails 

• Salience works (e.g. pink envelopes)

• Think about how messaging materials work in a household not just on an individual (e.g. kids liked the 
sticky notes)
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Conclusions

• Peak time is peak time for a reason – people are getting on with busy lives

• No single ‘nudge’ or channel likely to be sufficient to change entrenched, habitual electricity use, 
particularly in the absence of any real facilitation 

• Over time, we sought to build understanding and engagement through complementary messages via a 
range of channels

• Engagement via email risks low open rates but postal materials reach the entire audience

• While each message was designed to be simple and singular, it is difficult to pull apart individual effects 

• Aiming for a cumulative, long term effect on people’s willingness to try specific strategies to reduce their 
peak usage

• Ultimately, it would appear that one-off events were the moments when behaviour was most likely to shift
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