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What is your fantasy scenario<¢

What are you wanting to
accomplishe

What does success look like¢



How can we get people to caree

How do we get people to acte

What if these are the wrong
questions?



Motivate






We must revisit our
assumptions about
humans and
sustainabllity.
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Values, beliefs, world views,
morals, ideologies, politics

Includes: outbound
marketing, faith-based
programs, values-based
messaging, segmentation

Motivations, drivers,
triggers, levers

Includes: Behavior change
approaches, occupant
engagement, incentives/
rebates, fees, taxes
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Emotions, experiences,
identities, conflicts,

empathy, coping mechanisms,
identity, relationships

Includes: Conversation,
workshops, leadership
development, co-creation/
partnership in the brand
and shared energy goals

Infrastructure,
emerging technologies,
social practices, resilience

Includes: Utility programs,
technology, infrastructure,
smart meters
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ANXIETY




AMBIVALENCE

oy



ASPIRATION




ACKNOWLEDGE ME (know my
anxieties, my ambivalence and
my aspirations)

LOVE ME (let me know you care
and support)

ENGAGE ME (show me that my
actions matter and | am @
stakeholder)




"Real engagement unleashes
our potential, and leverages
our iInnate need fo experience
ourselves as creative beings.”



subsistence
protection
affection
understanding
participation
leisure
creation
identity
freedom



Each aspect of our engagement
strategies tells a story.

The story says about what this
means o you, to me and for us.

(games, rewards, tricks, prizes —
what do these say?¢)












Persuasion
Motivation
Incentivizing
Pressure
Guilt

(faux engagement)



Co-creation
Invitation
Creativity

Ownership
Organic

(real engagement)



It’'s about giving people
permission.



Engaged
Empowered
Open

Understood



How do our engagement
sfrategies measure up?¢



What might this look like for you®e



Thank you!

Renee Lertzman
rlertzman@igc.org
reneelertzman.com



