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Social networks as means to catalyse transitions project title

Please state the title of your graduation project (above) and the start date and end date (below). Keep the title compact and simple.

Do not use abbreviations. The remainder of this document allows you to define and clarify your graduation project. : g‘f py
startdate 24 - 02 - 2020 2+ - 08 - 2020 end date
Wy —o0¢ — 620

INTRODUCTION **
Please describe, the context of your project, and address the main stakeholders (interests) within this context in a concise yet

complete manner. Who are involved, what do they value and how do they currently operate within the given context? What are the
main opportunities and limitations you are currently aware of (cultural- and social norms, resources (time, maney...}, technology, ...).
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In the wake of global warming and the consequent Paris agreement, the government of Netherlands has set the goal
to reduce greenhouse gas emissions by 49% in 2030 compared to 1990 levels. An energy transition in the built
environment is identified as one of the means to achieve this goal. The vision includes the transformation of 7 million
homes & 1 million buildings, which are moderately insulated and heated by natural gas, into well insulated homes /
buildings that are heated using renewable sources [1]. Since alternate technologies are already available in the market,
the government plans to adopt (to begin with) pricing and subsidising measures to enable the transformation -
(financial) incentivisation being the key strategy [1]. The challenge here is that large scale adoption is a necessary
condition to regulate the prices, even if the technology is economically viable. Moreover, the provision of subsidies &
funding and the presence of technological alternatives does not imply that households will opt for gas
discontinuation. Lock-ins in ways of thinking, doing and being (entrenched routines, beliefs) at different scales need to
be overcome to enable the opt-it [5,6]. Thus, the transition can be viewed as a social challenge wherein participation of
a critical mass is a pre-requisite to achieve the set goals.

The government aims to employ a ‘district-oriented approach’, wherein each municipality has to develop a
customised transition plan (Regional Energy Strategy (RES)) for their region. In order to devise its RES, the Rotterdam
Municipality has selected 5 areas to begin with — Reyeroord being one. Upon evaluation with energy providers (eg.
Vattenfall), the municipality estimates that district heating is the most efficient heating source for this area going
forward. Simultaneously, the sewage system of Reyeroord is due for replacement, and the municipality aims to
combine both the efforts by developing an integrated plan that benefits the Reyeroord community. Along with the
spatial transformations, social aspects such as improving the quality of life, positive social interactions and inclusivity
are being given utmost importance. With this backdrop, the municipality is currently in the initial planning stage, faced
with the over-arching question —-How to motivate residents (a heterogenous mix in terms of demographics, income,
type & ownership of house etc) to actively participate in the upcoming transitions to make Reyeroord natural-gas free?

From the above context it is clear that solely top-down technological and financial solutions will not be enough to
motivate a critical mass. The need for bottom-up, socially-driven interventions is apparent. At the micro level, the
transition involves (financial) investments in terms of infrastructural changes, time and energy by the residents in order
to upgrade the wiring, insulation as well as heating sources. Further, the return on this investment is not visible in the
immediate future and poses uncertainty in financial savings in the long-term. It also entails short-term inconveniences
in routines. Lastly, there is anomaly as to who will make the decision -the tenants, house-owners, housing associations,
housing corporation or the community as a whole, each waiting for the other to take action. Thus, even if residents
have a positive attitude towards the energy transition, given this perception of inconvenience and uncertainty, it
doesn't reflect in their choices towards transitioning away from natural gas — an attitude-behaviour gap [2].

The literature on decision-making specific to energy use explains this attitude-behaviour gap by the interplay of
multiple determinants of decisions (psychological & contextual) which makes it all the more difficult to motivate
residents [2] [3]. Psychological determinants include values, attitudes, and personal norms while contextual
determinants include available choices, economic incentives, social norms, technologies, and infrastructures. While
financial incentivisation appeals to the rational consumer, making use of the concepts of utility maximisation and
behavioural economics, this project aims to explore the social construction of the decisions of residents towards gas
discontinuation (Figure 1).
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PROBLEM DEFINITION **

Limit and define the scope and solution space of your project to one that is manageable within one Master Graduation Project of 30
EC {= 20 full time weeks or 100 working days) and clearly indicate what issue(s) should be addressed in this project.
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ASSIGNMENT **
State in Z or 3 sentences what you are going to research, design, create and / or generate, that will solve (part of) the issue(s) pointed

Several models of decision-making from research traditions such as sociology, anthropology, psychology etc. consider
the individual's actions to be influenced by social norms and social groups they belong to. They argue that “individual
decisions are ‘constructed’ or determined by social and technological systems. Needs, attitudes, and expectations are
not individual in nature but are part of a complex relationship between social norms and relations, technologies,
infrastructures, and institutions” [3]. They discuss the * 'embeddedness’ of action in ongoing relations and networks of
relations, showing that embeddedness crucially affects behavior of rational actors in social dilemmas’(7]. Thus, the
attitude-behaviour gap for gas discontinuation can also be explained through interdependency in decision-making
amongst residents.

Theories of conformity and compliance [4] elucidate that residents are strongly influenced by the (in)action of others,
which implies that one would act only if several others have chosen to act [7]. This gives rise to an impasse wherein
everyone waits for the others to act first, with no ultimate action. However, on the positive side, this interdependency
in decision-making and social conformity can also be seen as opportunity to trigger opt-in amongst a critical mass
towards gas discontinuation. Here, the social network of residents and its dynamics become the building blocks of the
social construction of the decision.

Given the above opportunity, the key research /design question for this project can be defined as : How can the
municipality enthuse residents (in Reyeroord) to switch to green energy alternatives (district heating for Reyeroord)
through their social networks?

out in “prablem definition”. Then illustrate this assignment by indicating what kind of solution you expect and / or aim to deliver, for
instance: a product, a product-service combination, a strategy illustrated through product or product-service combination ideas, ... . In
case of a Specialisation and/or Annotation, make sure the assignment reflects this/these.

dl OF! [ A
alternatives (district heating for Reyeroord) through their social networks?  Three sub questions can be identified to

furtherelaborate how the project wilt be shaped:

1) What are the motivations &/or apprehensions (motivators & barriers/lock-ins) for gas discontinuation amongst the
residents?

2) What does the social network of the residents look like? Mapping the social network of residents (qualitatively) to
understand interactions, relationships, dependencies and their level of influence (being influenced).

3) How can the social networks of residents be used to influence their decision-making, such that they actively adopt
greener energy alternatives?

<The aim of the assignment is to devise a tool or framework which can support the municipality’s efforts in gaining
opt-in from a critical mass towards the energy transition in the built environment. The tool / framework could be
supported by a strategy / list of recommendations, which shall be informed by the insights from the field-research as
well as literature.

-The intent is to follow an approach inspired by the Double-Diamond framewaork (Figure 2), which culminates in the
development of the tool / framework. The outcomes shall be co-designed with experts and the aim is to have at least
one-test iteration, ready for further validation.

«Intermediate milestones / deliverables and tentative methods to be used during the process are outlined in Figure 2.
The giga-mapping method within systems design will be used throughout the process since the project involves an a
interplay of several stakeholders and phenomenon at different scales.
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PLANNING AND APPROACH **
Include a Gantt Chart (replace the example below - more examples can be found in Manual 2) that shows the different phases of your
project, deliverables you have in mind, meetings, and how you plan to spend your time. Please note that all activities should fit within

the given net time of 30 EC = 20 full time weeks or 100 working days, and your planning should include a kick-off meeting, mid-term
meeting, green light meeting and graduation ceremony. lllustrate your Gantt Chart by, for instance, explaining your approach, and
please indicate periods of part-time activities and/or periods of not spending time on your graduation project, if any, for instance
because of holidays or parallel activities.

startdate 24 - 2 - 2020 11 588 o 2000 end date
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The above Gantt chart further elaborates the different activities that | intend to follow within the Double-Diamond
approach and the approximate duration for each of the phase. The Discover phase has the largest time-span since it
the project requires in-depth understanding of both literature (eg. decision-making theories, social network and social
contagion literature) as well as the resident's (latent) needs, social networks through field research. This phase will
largely focus on the first two sub-questions relating to resident's motivation / apprehensions towards gas
discontinuation and mapping their social network. The subsequent Define and Develop phases will focus on using the
insights from the Discover phase to answer the third sub-question pertaining to how social networks of residents can
be used to mativate them.

The chart further outlines the key moments in the project. Although the project starts on 24th Feb 2020, due to
unavailability of the supervisory team, the kick-off meeting will be held on 20th Feb., 2020.

l'intend to take a break in (calender) weeks 20, 26 and 30. The break in week 20 is to unwind from the project, as well as
to finish my Research Elective work (since those credits need to be uploaded to Osiris before the Green Light). The
break in week 26 and 30, is to look for new accommodation and shift to the new place respectively, since my Duwo
contract ends on 24th July 2020.
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MOTIVATION AND PERSONAL AMBITIONS
Explain why you set up this project, what competences you want to prove and learn. For example: acquired competences from your
MSc programme, the elective semester, extra-curricular activities (etc.} and point out the competences you have yet developed.

Optionally, describe which personal learning ambitions you explicitly want to address in this project, on top of the learning objectives
of the Graduation Project, such as: in depth knowledge a on specific subject, broadening your competences or experimenting with a

specific tool and/or methodology, ... . Stick to no more than five ambitions.

+ Witnessing the changing climates in our ecological, societal and political systems, | have been keen on applying my
strategic design skills to enable systemic change. | have developed an interest in the (overlapping) domains of public
sector innovation, designing with and within trans-disciplinary networks and transition design. | believe this project lies
at the intersection of all the above-mentioned domains, and would prove to be a good opportunity for me to get
hands-on experience in dealing with such projects / scales.

« More recently, my curiosity of applying design to deal with complex problems has been directed towards studying
transitions at the individual, organisational and macro-economic scales. | have been pursuing a research project with
Dr. Rebecca Price to understand the role of design to transverse and connect interventions and perspectives at
different levels of a (socio-technical) system to enable (sustainable) transitions. Since the project involves developing a
strategy for the municipality to motivate individuals towards gas discontinuation, it entails connecting the individual
(micro) scale with the municipality / neighbourhood (meso/ macro) scale (bottom up - and top down efforts). This
would prove to be an extension of my research project, helping me gain better understanding of designing for
transitions.

- Additionally, the project involves a mix of behaviour (change), technology, policy and economics — aspects | believe
need to be synergistic in nature to create impact. It would be a good learning for me to see how to balance these
aspects while dealing with a particular problem in a complex context.

- Last semester, | pursued electives such as Consumer Behaviour and Experience & Persuasion, which familiarised me
with behavioural literature, models and theories — eg. Cialdini’s six principles of (social) influence, Theory of planned
behaviour, Design with intent, Choice architecture (heuristics) amongst others. This project would help me practically
apply these theories while understanding the resident’s context, as well as while devising the strategy.

- Lastly, | want to experiment with the ‘Giga-mapping’ method / tool within systems design. Since the project involves
quite a lot of stakeholders, layers and aspects at different scales, it would be a good opportunity explore this tool.

References : [1] Klimaatakkoord. (2018). Voorstel voor hoofdlijnen van het Klimaatakkoord - sector Gebouwde
omgeving.

[2] Costanzo, M., Archer, D,, Aronson, E,, & Pettigrew, T. (1986). Energy conservation behavior: The difficult path from
information to action. American Psychologist, 41(5), 521-528. doi: 10.1037/0003-066x.41.5.521

[3] Wilson, C., & Dowlatabadi, H. (2007). Models of Decision Making and Residential Energy Use. Annual Review of
Environment and Resources, 32(1), 169-203. doi: 10.1146/annurev.energy.32.053006.141137

[4] Cialdini, R. B, & Trost, M. R. (1998). Social influence: Social norms, conformity and compliance. Pp. 151-192 in The
Handbook of Social Psychology, edited by D. T. Gilbert, S. T. Fiske, & G. Lindzey. New York: McGraw-Hill.

[5] Lachman, D. A. (2013). A survey and review of approaches to study transitions. Energy Policy, 58, 269-276. doi:
10.1016/j.enpol.2013.03.013

[6] Stephenson, J,, Barton, B, Carrington, G., Gnoth, D., Lawson, R, & Thorsnes, P. (2010). Energy cultures: A framework
for understanding energy behaviours. Energy Policy, 38(10), 6120-6129. doi: 10.1016/j.enpol.2010.05.069

[7] Buskens, V. & Raub. W. (2013). Rational choice research on social dilemmas: Embeddedness effects on trust.

FINAL COMMENTS

In case your project brief needs final comments, please add any infarmation you think is relevant.

12

This project lies under the ENRGISED project which has received an NWO grant to develop a replicable strategy for the
municipalities to motivate households towards gas discontinuation. The project aims to use the concept of social
contagion as the underlying principle in designing the strategy. The graduation project aims to contribute to the
research and outcomes of the ENRGISED project.
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Appendix B - The natural gas regime

In order to bring about the requisite transition away from the natural gas system, it is first
important to understand how it became the ever-glorious regime that it is. This includes
understanding what drove the transition to natural gas and how it became a dominant paradigm
spanning over almost 5 decades. While it is impossible to capture every single detail, cause,
aspect that gave the natural gas regime its position (especially due to the limited time and
scope of this thesis), a very simplified overview and only key points are presented. The key aim
is to understand the complexity of the system and the multiplicity of factors that fuel the lock-

ins towards the regime.

As Correljé, Linde, & Westerwoudt (2003) show through their book, the current natural gas
regime is shaped due the interplay of multiple factors — technological and industry advances,
local politics and geopolitically driven decisions, interests of private sector owners, crisis, national
& international economics, trade & markets; and the prices and availability of alternative energy
sources (mainly, oil, coal, nuclear power) to name a few. The interplay of all the above aspects at
any given point in time shape the regulative, normative and cognitive institutions (Fiinfschilling,
2014. p18-19), and give rise to different narratives, perspectives, logics and paradigms of
policy-making; in turn affecting the production, commercialisation and consumption of gas.
Correljé, Linde, & Westerwoudt (2003) identify 3 key phases (each driven by its own logic

shaped by the landscape) in the history of natural gas in the Netherlands, namely:

1) From 1960’s (its discovery) until 1973-74 (first oil shock)
2) 1973-74 (first oil shock) until 1980’s
3) 1980’s — 1990’s

Few key aspects related to each phase are described below. While all the three phases are
important in moulding the natural gas system, the first phase marks the rapid infrastructural
changes which led to the transition from coal to natural gas (then a niche). Thus, this is given

more focus in this review.

The following historic outlines builds upon the work of Correljé, Linde, & Westerwoudt (2003),
Kemp (2010), Beckman & van den Beukel (2019) and Verbong & Geels (2007).

B | The Natural gas regime

1960’s to 1973/74
This period marks the beginning of the natural gas regime with the discovery of on and off
shore reserves in the 1950’s and 1960’s. Several different aspects in this phase added to
the rapid development of requisite infrastructure, while stimulating demand. A few of these

aspects include:

e The giant size of the reserves which convinced the State, Shell, Exxon (NAM -Nederlandse

Aardolie Maatschappi; joint company of Shell and Exxon to produce gas in NL ) of the
opportunity for change. This was complemented by the low-priced oil from the Middle-east
and cheap coal imports which gave tough competition to the Dutch coal industry making it

unprofitable. This provided the incentive to expand into the gas market.

e NAM receiving the production concession (which gave them a kind of monopoly). Earlier,

NAM produced the gas and sold it to the State- which took care of the transportation
and distribution. Upon discovering Groningen reserves, NAM and the State wanted to
restructure this regime and change its organising and operational structure. Gasunie — a gas
association whose shares were owned by the State, Shell and Exxon was established. It is
good to note, that earlier the gas distribution was driven by local councils and local utilities,
the State did not play a central role. After the discovery of the Groningen fields, the State

wanted to control the system in order to ensure it is lucrative for the economy.

e Within the restructuration of the regime, it was decided that the segment of small users

could yield the highest revenues (as compared to big industries). Thus, the plan was to
make gas available to domestic users on a very large scale, and to ensure that gas is used
in as many applications as possible. (This decision was made mostly from the perspective

of a business case).

e Domestic customers were persuaded to switch from coal or oil, to gas-fired (central) space

heating, thus expanding the domestic market for city-gas that traditionally was used only
for cooking and hot water supply. Costs to the users were kept equal to the cost for coal or
oil-fired heating (market-value pricing being the key strategy), with progressively declining
costs for higher levels of use. (this cost was much higher than the production cost, and thus,

led to higher profits).

e Extensive campaigns were designed to communicate the benefits of natural gas compared

to coal. Here, a majority of the people were easily convinced due to the increase in
convenience and comfort as compared to coal, which was tedious to use and warmed only
some parts of the house. Houses were in general uncomfortable, did not have insulation
and were poorly heated. Specific cost advantages were designed for households that used

gas for all purposes- cooking, warming water and space heating.
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Another aspect that added to this spontaneous buy-in amongst citizens (community
acceptance, as (Van Rijnsoever, Van Mossel, & Broecks, 2015) term it) was the rapid
expansion and industrialisation of the European economies. The (post-war) economic
development gave rise to a general increase in personal incomes and well-being, and a

widespread sense of dynamism and modernisation.

Most sectors and industries turned to gas for their needs, ensuring a constant demand.
Special subsidies and incentives were designed specifically to encourage adoption of

natural gas into industry work-flows.

Further, the State exercised power to ensure that alternative supplies of low prices gas

could not reach the market. This gave Gasunie a monopoly in supplying gas.

Companies part of the coal sector, local councils and other interest groups (that could be
against the transition) within the existing supply chain were given favourable positions /

roles within the new structure to ensure there was no resistance.

Different aspects such as agricultural sector interests, plans for the expansion of cities, road
construction, water systems, railroads, archaeological sites, and military installations were
taken into consideration while designing the gas distribution network. Arrangements were
made to compensate landowners and implicated parties during the construction of the
pipelines and for the use of land afterwards. A wide network of public and private sector

organisations was involved.

Rise in nuclear power posed a threat of a steep fall in energy prices — thus, exploiting gas

reserves became a political priority.

A special feature of the Groningen production facility was that it was able to adapt to
seasonal demand - produce flexible load curves. Hence, large investment in storage of gas

did not have to be made.

Export contracts with neighbouring countries, not only gave rise to a positive trade
deficit and profits; It gave Netherlands a central position in the energy ecosystem in EU.
The revenues (from exports as well as internal supply) further fueled the economy, the
development of the ‘Dutch welfare state’ and facilitated investment in other industries and
technologies.

In sum, the ‘energy abundance’ narrative, the commanding position of the world’s largest oil
companies — Shell and Exxon (which gave them the power to deliberately orchestrate the
institutionalisation of gas; corporatist nature) and relatively closed political decision-making

paved the path for the transition (Correljé et al., 2003).

B | The Natural gas regime

By the end of 1960’s, the transformation to gas was achieved.

1973 /74 to 1980’s

In the wake of the oil crisis of 1973/74 (and the subsequent rise in oil prices), world-wide
economic recession and heightened geopolitical tensions, this phase was driven by the
narrative of ‘scarcity of supply’ and need for ‘(continued / sustainable) self-sufficiency’. It
saw a change in the pricing strategy (becoming more expensive). The importance of natural
gas as an energy source increased multi-fold, and it was seen as a ‘fortune’, that was to be
frugally managed - a ‘scarce strategic good'. Further, conscious measures were taken to
curb national consumption, and international exports were discouraged. The consumption
indeed reduced (in industry and domestic use alike) due to the recession as well as general

shift in labour and energy industries to more service-oriented paradigms.

Exploration (of gas reserves) activities were given utmost importance. Policies such as the
small field policy were implemented with the agenda to ‘preserve Groningen gas for future

generations’.

Additionally, from 1986 onwards, the functional policies remained same, but there was a
change in motive to more environmental and intergenerational sustainability. “Efficient use
of gas was now motivated by the perspective of gas being the cleanest fossil fuel and of
being thought to provide the bridge to the sustainable energy systems of the future,
which will be based on renewable resources.” (Correljé et al., 2003), Pg. 112

Tensions, conflicts of interests and divergent views amongst stakeholders as well as within

the local and international political relationships form the backdrop of this phase.

Late 1980’s -1990’s

With the backdrop of the integration of EU, this phase paved way for a fundamental
change in the role of the market and State. Liberalisation of markets and international trade
encouraged the removal of trade barriers and energy to be freely traded and transported
between countries — maximisation of the economic welfare being the key underlying
principle. Although the Dutch State showed strong resistance, it gave in and eventually saw
the unbundling of the ownership and activities of Gasunie- the system was restructured.

New entrants, roles, relationships, institutions and actors came into play.

From 1991, earthquakes started becoming prevalent in Groningen, with the frequency and

magnitude increasing over time.
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2000’s

Growing concern about the depletion of fossil fuels, dependencies on foreign suppliers, and
climate change led to the realisation for the need to switch to more sustainable production
and consumption of energy within all sectors. A transition approach was adopted.

Ever since, there have been several efforts (and rounds of iterations) in selecting platforms,
defining platform specific activities and goals, setting up task forces and coalitions, funding
of experiments with sustainable energy etc., all part of the transition approach (Kemp, 2010).
These efforts towards transitions go beyond supporting technology, and are oriented towards
building capabilities, institutions and networks through the formation of new partnerships,
agendas, policies, and instruments (lbid). The Dutch transition approach builds on several
different domains such as socio-technical transition approach, the Transition Management
approach and evolutionary economics; and is focused on transformative change and system
innovation, relies on bottom-up processes and includes business (is corporatist) and other

non-state actors in the transformation process (lbid).

However, the earthquake in 2012 near the village of Huizinge (the largest earthquake so
far) proved to be a turning point. Gas production started gaining public resistance. People
with damaged houses having trouble getting compensated received widespread sympathy
in the Netherlands. Eventually, environmental and safety considerations started to outweigh

financial and economic considerations amongst policymakers.

Institutional logics of sacietal sectors.

B | The Natural gas regime

Categories Family Community Religion State Market Profession Corporation
Root Metaphor Family as firm Common Temple as bank State as Transaction Profession as Corporation as
boundary redistribution relational hierarchy
mechanism network
Sources of Unconditional Unity of will, Importance of Democratic Share price Personal Market position
Legitimacy loyalty belief in trustand  faith and participation expertise of firm
reciprocity sacredness in
economy and
society
Sources of Patriarchal Commitment to Priesthood Bureaucratic Shareholder Professional Board of
Authority domination community charisma domination activism association directors, top
values and management
ideology
Sources of Identity Family Emotional Association with Social and Faceless Association with Bureaucratic
reputation connection, deities economic class quality of craft, roles
Ego-satisfaction personal
and reputation reputation
Basis of Norms Membership on Group Membership in Citizenship in Self-interest Membership in Employment in
household membership congregation nation guild and firm
association
Basis of Attention Status in Personal Relation to Status of interest ~ Status in market Status in Status in
household investment in supernatural group profession hierarchy

Basis of Strategy

Increase family

group
Increase status

Increase religious

Increase

Increase

Increase personal

Increase size and

honor and honor of symbolism of community good  efficiency profit reputation diversification of
members and natural events firm
practices
Informal control Family politics Visibility of Worship of Backroom Industry analysts  Celebrity Organization
mechanisms actions calling politics professionals culture
Economic System Family capitalism  Cooperative Occidental Welfare Market Personal Managerial
capitalism capitalism capitalism capitalism capitalism capitalism

Adapted from Thornton et al. (2012).

Figure B1: Institutional logics of societal sectors- Source Fuenfschilling & Truffer, 2014
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A glimpse into these phase outlines how the Natural gas regime came into being. We see
that even though the transition towards natural gas was predominantly initiated by economic
motives (of the private sector and public sector alike), it gained quick momentum. This fast
(‘abrupt’ -velocity, as Price (2019) terms it) pace was due to the co-evolution of technology
and institutions. Not only did it achieve rapid regulative (top-down) institutionalisation, it was
successful in building upon the ‘Family institutional logic’ of increasing family status and honour
(Figure B1) to bring about the requisite normative institutionalisation (Fuenfschilling & Truffer,
2014). This enabled the creative destruction of the coal regime — where the coal ecosystem

could not be improved. Thus, paving way for a timely (or early (Price, 2019) transition.

Further, we see thateven though there were changes in the dominant narratives and organisation
of the system, one of the main characteristics of the Dutch energy system has been its relative
stability. This (perception of) stability gives rise to stubborn lock-ins which dampen the efforts
towards transitioning away from Natural gas. Figure B3 tries to capture the basic functioning of
the natural gas system in order to identify different factors that drive this ‘stability’. This further
helps to understand underlying lock-ins and barriers that need to be overcome to realise the
transition. It also highlights the interconnectedness of different aspects that give rise to these

stubborn lock-ins.

Building upon its historic development and functioning, this section outlines the different
barriers and lock-ins that make it difficult to transition away from natural gas. (Note: this is not
a comprehensive list; just a glimpse into the multiple aspects that hinder the transition effort.
These are more focused to the built environment specific transition). These barriers / lock-ins

stem from the characteristics of the Natural gas system as well as of the alternatives.

e Unlike the transition in the 1960’s, where there was one single source of alternative
energy (Natural gas), the current transition effort draws on a portfolio of alternative
greener energy sources. Although this gives freedom of choice to the consumers, and
helps in ensuring locally-adaptable solutions; it creates uncertainty. While earlier the
policies had to be drawn for a single technology, now these need to be devised for all
the alternatives- each varying in terms of ownership structures, pricing, procurement,
production and consumption routines etc. This also impedes the normative

institutionalisation and adoption of these technologies.
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Natural gas energy regime
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energy regime
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“Natural gas is the cleanest
fossil fuel”
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strategic good’

Natural gas is a niche

e Ramped up production -
operator NAM

¢ National gas transport grid
built by Gasunie (public, pvt. venture),
Increased role of State

e Off-shore fields found in
1980’s /90’s

e Certainty, Reliability of source
(our own fields)

o (Perceived) Increase in comfort
for households

e Export Contracts

Key narrative : ‘Energy abundance’

. Coevolution of technology, institutions and user practices

e Discovery System
o Extraction / Production System
e Distribution System (for end use + use as raw material)
- Infrastructure - Construction
- Repair & Maintenance
o Storage / Transit systems
e Research and Development
e Quality Control (Standards)
e Economic -Trade system
- Market - Companies, Competition
- Ownership (Public - Private combination)
- Pricing regulations
e Laws, Regulations Policies
e Export / Import systems
e Cultural & Symbolic Meaning (comfort, convenience)

Niche organising structure (mechanisms of institutionalisation)

oCitizen participation in policy-making
eDecentralised energy production systems /
models - Prosumers, Share / Trade systems
Community Ownership

eLocal Energy Initiatives, communities

eAwareness that greener Niche technologies

Slsiovitciiativesinecc eAlternative energy sources: District Heating -

to be adopted Residual heat, Solar / Wind Power,
Geothermal energy, Hydrogen gas, Biogas,
Biomethane, Heat Pumps etc.

eDutch transition approach and plans created - revisions
eFunding of research and experimentation with alternative technologies

Choice of alternative effects & depends on : Urban space, location, geography, architecture of houses,
infrastructure requirement, financial aspects (business case, subsidy provided, market dynamics), consumption
patterns and habits, ocial relations between stakeholders, communities, policy measures, trust, social issues
(energy poverty, disparities etc.),

knowledge & expertise etc.

Figure B2: Using the concepts of Landscape, Regime and Niche from the Multi-level perspective to see
the evolution of the Natural gas socio-technical system.



Figure B3: Understanding the basic functioning of the Natural gas system.
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eBasic necessity (comfort)
eEmbedded in routine

el eads to unconscious
consumption, increased
dependency and reliance

on energy
Supply
drives
Economies of scale, drives price regulation
Constant demand, Energy is a basic utility
(forms the backbone if industries)
Technology interrelatedness )
&Y drives
Well established infrastructure - at the
consumers’ and industries’ end
Self Sufficiency
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drives
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freedom to choose
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Well established infrastructure costs
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price regulation

Learning effect
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National Position, Image,

Trade relations

Integral part of international energy
system (North western europe)

B | The Natural gas regime
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-Lock-ins
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In the 1960’s, the State and the private sector both had the common goal of ‘profit
maximisation’ which was complemented by the relatively closed political decision-
making process. This led to quick decision-making and steering of the transition.
However, with the focus of the current paradigm on participatory decision-making
(with all stakeholders) and transparency; and the difference in perspectives between
the State and private sector (State is forced to give priority to environmental and safety

concerns), the transition efforts are relatively slow.

Further, post the Huizinge earthquake (2012) and Paris agreement (2015), the gas
industry realised that business as usual was not an option anymore. However, it
foresaw the phase out of natural gas only by 2050 or even after that. Thus, now when
the transition needs to be achieved even sooner, the industry is taken aback and there
is formation of lobby groups. These are looking for ways to maintain their business by

promoting the use of ‘sustainable gases’.

These efforts also lead to misunderstandings and myths amongst citizens.

Over the years, the learning effect and economies of scale (Klitkou, Bolwig, Hansen, &
Wessberg, 2015) have facilitated the development of higher quality products and the
improvement of processes by incremental innovation in the natural gas regime. This
proves to be a lock-in, since niche technologies have not gained that kind of maturity.
Big companies like Shell and Exxon have expertise in oil and gas based products. Thus,
for them it is a learning curve to bring other technologies to the market. There is a lack

of a powerful niche player who can fill in the shoes of these companies.

A major lock-in amongst citizens and other stakeholders’ alike, is the perception of
natural gas being a well-functioning system. Not all citizens believe in and are in denial
of climate change. Thus, it gives them no incentive to transition away from natural gas.
A common perception amongst (older) residents is that as compared to coal, natural
gas is anyways greener (instilled in them since the transition in 1960’s). This leads to

inaction.

As compared to 1960, there is no increase in levels of comfort or convenience with
the new systems. The financial gains are not significant and the new technologies do
not provide extra affordances. Additionally, with the competitive market, people could
choose their gas supplier — which will not be the case with some technologies eg.
district heating. The perception of a private concessionaires having a monopoly is met

with resistance.

B | The Natural gas regime

e The physical gas infrastructure and the investment behind the gas regime (at all scales
— individual, local, national) is huge. To replace this is a major task. There is uncertainty
about what to do with this infrastructure — if it can be reused and how so. Also, in some
cases (example district heating) the heat network needs to be installed underground —
whether it should replace gas pipelines or be a separately put is a question unanswered.

All these uncertainties prove to be barriers in the transition.

e Further, the technological interconnectedness (the development of complementary
technologies, decrease in technological uncertainty, potential users adapting their
expectations regarding quality, endurance and the performance of the technology;
Klitkou et al., 2015) ) that arises from the utility nature of the energy system proves to

be a lock-in.

e |tisobserved thatinstead of reducing gas consumption, Groningen gas is being replaced
by imports ( Beckman & van den Beukel, 2019). Here, the role of international markets
is significant. If they provide cheaper gas alternatives, industries might not have the

incentive to transition away from natural gas.

e Technological alternatives are mature as compared to early 2000’s but still there is
uncertainty about their performance. Also, a common doubt that lingers is whether any
of the technologies are truly more greener.

e And lastly, all decision-making is driven politically, by the ideology of the ruling party
and by electoral cycles. This leads to myopic vision wherein only short-term goals are

pursued.

In sum, we see that the natural gas regime has grown out of and functions with the interplay
of many different actors, efforts, relationships, interests, tensions and aspects across different
levels of the society. Thus, in order to transition away from it, different leverage points tackling

different underlying issues need to be called into play.
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Appendix C - Interview guides

13 semi-structured interviews were carried out with different stakeholders (municipality
officials from different departments, Vattenfall, experts in the domain of energy transition).
Following is the basic overview of the interview guide used for the interviews. Note that based
on the interviewee’s role and expertise, the order and framing of the questions was tweaked.

Emphasis was given to the aspects that fall under the interviewee’s domain.

The key focus of the interviews was to understand the context of the Reyeroord and energy

transition in general, as well as to answer the first two research sub-questions®.

A set of sensitising templates were used during the interviews. These helped to guide the
interview, to trigger the interviewees’ thoughts as well as to aid them in formulating their
answers. It helped to overcome the language barrier, since some interviewees found it difficult
to articulate their thoughts in English - Dutch being their native language. All the interviews

were recorded and transcribed for further analysis.

1 According to the original plan, the interviews with municipality officials would have been succeeded
by interviews with residents. These would have been used to answer the sub-questions. However, due
to the COVID-19 pandemic, access to the residents was limited. Hence, the interviews with municipality
officials were used to answer the sub-questions.

C| Interview guides

INTERVIEW GUIDE — MUNICIPALITY OFFICIALS (ENERGY TRANSITION TEAM)
Version 1 (24.02.2020)

Research topic:
Energy Transition in Reyeroord

Main research question:

How can the municipality enthuse residents (in Reyeroord) to switch to green energy alternatives
(district heating for Reyeroord) through their social networks?

Checklist for start

ask for permission to record
background of the person (job, position, role in government/company, role in the project, since how
long are they in the project, etc.)

Introductory script (optional)

I am from TU Delft and am doing my graduation project on on how the residents of Reyeroord can

be persuaded to actively participate in the Energy Transition. | would like to know more about the

process that is being followed and get the picture of the Reyeroord area and community.

Subtopic 1:
Vision, Goals, Process

Opening question:
Can you tell me about how this energy transition project started? Why do you think the Reyeroord

neighbourhood is chosen as a testing ground for Rotterdam?

Follow-ups/probes:

Vision for the project

Goals that need to be achieve

Integrated plan — what social aspects are you focussing on and why?

What is the overall process that you are following to achieve the energy transition?

Which stage of the process are you at?

On what basis was it decided that heat-grid is the way forward? (also how and why was
Vattenfall selected?)

Can you explain me exactly what the heat grid involves, what changes will have to take place
to install it — in the neighbourhood, infrastructure wise as well as at the micro-scale in each
house.

How much would it approximately cost for each resident?

What kind of (financial) incentives will be provided to the residents? Who is the stakeholder
responsible for this — bank, insuarance agencies, funds? What is this funding process like?
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Subtopic 2:
Stakeholders

Opening question:
Can you describe all the stakeholders involved in the project and their role?
Follow-ups/probes:
- For each stakeholder, can you explain what are their motivations or apprehensions for the
energy transition? (whether they are actively participating or not, why?)
- What are the interdependencies between these stakeholders?
- What are the difficulties you are facing with each of the stakeholder?
- What will be the changes in each stakeholders current way of thinking / being / operating
once the energy transition comes about? (change in habits / routines / paying bill -availing
services / interactions /business model / role -powerplay etc.)

Subtopic 3:
Zoom into residents

Opening question:
How are you planning to convince all the residents to undergo the energy transition?

Follow-ups/probes:

- Have you spoken to the residents? What is there reaction like?

- How do they perceive / understand the energy transition? What are the motivations and
apprehensions of different groups to actively participate in the energy transition?

- How are you planning to overcome these apprehensions?

- Imagine | am a resident, can you take me through the process of the energy transition, what
will happen?

- How do you communicate with the residents?

- How do you ensure they have enough information to make the decision? Who will be
making the decision? —tenants, owners, housing associations? What is the structure? How
often do they have meetings? are these formal or informal associations

- Perceptions of specific groups — low-income, old-age...?

- What are the priorities of different groups? Do these clash with the energy transition?

- How do you think that people can be motivated?

- What should be the process followed by say Vattenfall (or municipality) to convince the
people?

- Within the household, do you know how the decision is made? Who is responsible —
especially for things related to technology, and infrastructure change?

- Isthere any role played by the neighbours or the community in the decision-making?
Collective action / protocol / dependencies?

C| Interview guides

Subtopic 4:
Community / Social structure of Reyeroord

Opening question:
Can you explain the social structure of the Reyeroord Community? In terms of demographics — age,

gender, ethnicities, religion), socio-economic groups ( income)

Follow-ups/probes:

If you had to divide / describe the community in terms of say sub-groups — what would those
groups be? Different identities?

Can you also map these groups spatially? Any relation between these sub-groups and the
type of house they live in, location, ownership of house.

And what is the relationship between these groups? Any specific tensions (stereotypes,
perceptions)

Do all the different groups interact with each other?

What are the meeting points of people in the neighbourhood? Where are the spaces where
most social interaction happens?

Do you have community events in Reyeroord? Who organises these events?

Does everybody participate actively? Which groups do, and which dont? And why ?

Who are the most active participants ? Which groups are more approachable (easy to
convince) and least approachable?

Are there any specific popular/ influential people, who everyone in the community has a
good relationship with? Say if you have to motivate the residents, you know that if this one
person is motivated, the others will follow, or atleast give it a thought?

Are you using social events as a means to discuss the energy transition with the community?
What are the different social issues you face in this neighbourhood ?

How is the relationship of the people with the networker? And the municipality in general?
Do you think people trust the municipality and are happy with its efforts? Which groups
have a better relationship with the municipality?

Checklist for closure
Thank them again for their time
Check if we can contact again in the future, to discuss / validate our analysis. Or at later
stages in the process.
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C.2 Sensitising templates

Tell me something about yourself

Iworkat - - - - - - e
organisation / department

job title

Your (or your company’s) role in the energy transition (in Reyeroord)

( )
Goals (Vision for the energy transition in Reyeroord
What is the vision for the energy transition in Reyeroord. Outline the different goals the transition aims to achieve
Spatial Goals Social Goals Personal / Company
Goals
. J
34
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s
The process of Energy Transition in Reyeroord
Outline the overall process that will be followed for the energy transition in build environment in Reyeroord. Mark key activities
on the
timeline.
o o
Send offer to
households
Decide type of Energy
- Heating Grid
. J
r \
Stakeholders involved
Map the stakeholders based on their importance and role in the energy transition.
Energy
Transition
Least important
J
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Mapping the change in the system

What will be different in the new energy system as compared to existing energy system (in terms of how energy is produced,

procured, used, regulated etc. )

Rules /Regulations
Maintenance

Business Model

(Pricing strategy)
Supply chain
Heating Grid /
District Heating System
Billing cycles

Subscription model

A

Habits / Routi
abits / Routine Relationships / Dependencies

Lifestyle f

7
Stakeholder’s motivation / apprehensions
According to you, what are the motivations and apprehensions of these stakeholders to participate in the energy transition.
Stak takeholder
kehold takeholder takeholder
kehold Stak Stal
\_
r
Resident’s transition journey
Map the resident’s journey through the whole transition phase. (people they have to contact, decisions they have
to make, procedure to be followed etc. )
Before transition During transition After transition
® : g L
Receive offer
Receive the letter House is well-insulated
from Gemeente about and uses renewable energy
energy transition
U

36

The Reyeroord community

Define the social structure of the reyeroord community.

Socio-economic groups
(Income groups, professions)

Leisure / Activity groups A/—\

/—\A Ethnicities, Religious groups

Reyeroord

Community Social Media / Online groups

(Facebook, Whatsapp)

Age groups

—

Political groups

Spatial groups (neighbours, housing
associations)
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A glimpse of what the filled in sensitising templates looked like. Data from each participant’s filled in templates

was consolidated into one final sheet upon analysis

All interviews were transcribed and analysed using thematic analysis.
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Appendix D - Analysis

The interview transcripts were analysed using three key methods — Thematic Analysis, SWOT
Analysis (Figure 14 in the report) and Relationship mapping between the 3 key primary
stakeholders (as shown in figure 13 in the Report). Additionally, since the overall aim of the
interviews with the municipality officials was to understand the context of energy transition (its
timeline, process the municipality aims to follow, their goals, stakeholders involved etc), each
interviewees answers to those specific questions (during the interview as well as through filled-
in sensitizing templates) were collated. These were then formalised into a concrete timeline
(Figure 12 of the report), stakeholder map (Figure 10 of the report) and a list of goals (Figure
9 of the report).

Output of the thematic analysis.
A- includes all generic themes from the thamtic analysis
B- Specific analysis of Reisdents’ motivations and apprehensions
C- Understanding Reyeroord

D | Analysis

Thematic Analysis

The aim of the thematic analysis was two-fold. First, to understand the Reyeroord context (the
neighbourhood and community, as well as the municipality’s current efforts towards the energy
transition). Second, to answer the sub-questions 1 & 2 pertaining to the resident’s motivations

and apprehensions towards the energy transition and their social networks.

A proper thematic analysis (Caulfield, 2020) protocol was followed. The first step was
familiarisation with the content. Since the author carried out the interviews and transcribed
these herself, the data was quite familiar. Post transcribing, the transcripts were given a quick
read. Next, the transcripts were coded. Here, a mix of inductive and deductive approach was
used. Since the research questions were already stated, it paved way for a deductive mindset.
Here, the deductive aspects were related to understanding the municipality’s goals, the timeline
they envision, the chosen technology and the stakeholders involved in order to frame the context.

This was guided by the semi-structured nature of the interviews, which gave comparable data.

However, the author did not restrict herself to answering the defined questions. In order to
understand the richness of the context and its complexity, the data was allowed to speak for
itself. This formed the inductive aspects of the analysis, which gave rich insights into other
contextual aspects that need to be kept in mind while planning the transition. These are
presented as themes in the report (pg. 62-69). Further, there was a balance between a semantic
and latent approach, wherein the semantic approach (analyzing the explicit content of the data)
was used to analyse (list) the administrative and financial aspects of the process of energy
transition. On the other hand, a latent approach (reading into the subtext and assumptions
underlying the data), was used to understand the resident’s motivations and apprehensions,
the relationships between the stakeholders, their perceptions, dependencies, interactions etc.
Specifically, to understand the residents’ motivations and apprehensions towards the energy
transition, several models of decision-making were referred to (as described in Chapter 4 of the

report and Appendix E).

Upon coding the data, overarching patterns and themes amongst these codes were identified
(and defined). Figure D1 shows examples of codes and themes. Relationships between these
themes were mapped (as shown in figure D2). Ultimately, 5 key overarching meta-level themes
were identified (As explained in section 3.3 of the report.) Note, the meta-level themes and their
explanation are also shaped based on the SWOT Analysis and Relationship mapping between

the 3 key primary stakeholders (outlined in the report).

Refer chapter 4 in the report for in-depth explanation and output of the thematic analysis

regarding the residents motivations and apprehensions.
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Codes

Resistance towards top-down solutions
Distrust in govt

Need for transparency

Distrust due to lack of citizen involvement

Image of a companion

Reluctant to get help

Build a safe space

Let people confide into you
Importance of discretion

Problems not always evident
Hesitant to show vulnerability
Evoke sense of reciprocity

Solve problems to build trust (good
reputation)

Personalised conversation
Multiple rounds of persuasion
Continuous contact /conversation
Sowing seeds for future

Build relationship from day 1
Build personal connection

Make participation (experimenting) enjoyable
Involve people from the beginning
Combined effort

Encourage bottom-up experiments

Stimulate reflection amongst people
Contribute v/s complain

People need a push

Spark interest amongst people

People need to be given a starting point
Need concrete steps / plan

Gemeente Clusters are parallel worlds
Silo-ed thinking and functioning
Different goals, process, timelines

Themes

Top-down enforced
policies meet
resistance and
rejection; hone
distrust amongst
citizens.

Trust is important
to elicit latent
vulnerabilities

People are experts of
their own lives

With the people, For
the people;

Need for participatory
processes;

Involving people
improves quality;

Shortsightedness
(Siloed thinking) of
different clusters

Figure D1: Examples of codes and the themes derived from these codes.

Codes

Link E.T to daily life

Link E.T to people's daily problems

Imp. To know people's daily problems
Connect people to right channels (of resolv-
ing problems)

Need to reach people's minds

Connect to people's reality

Customised (Personalised problem solutions

More talking than doing

Namesake participation

Late involvement of citizens

Minority of 'innovation' oriented employees
Innovation (experimenting) not a part of
municipality's mindset

Need for govt. to stay in control

Need for govt. to steer decisions
Perception of being experts / specialists
(know it all) amongst muni.
Gatekeepers of info.

Focus on image/ reputation

Lack of experience (in involving people)
Lack of design capabilities

Need to build new competencies
Practice co-creation

Too early in the process (nascent stage)
Trial

Pilot project

Exploratory in nature

Lack of quantitative goals

uncertainty about outcomes
uncertainty at municipality level
uncertainty about the process (social design)
reflection is important

learning is key

learning from diversity

define learning goals

Themes

People's minds are
pre-occupied /
Other problems take
precedence

New learning curve
for municipality.

Balance push and
pull factors.

Need to hone a
new mindset.

Build new
competences.

Exploratory nature
leads to Uncertainty.

Uncertainty is

contagious (amplifies).

Need for clarity at
municipality level.

Figure D1: Examples of codes and the themes derived from these codes.
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Goals /Vision for

the Project leads to uncertainty

ePhysical / Spatial goals

«Social goals Need for clarity at Gemeente level first

eQualitative goals -

Exploratory nature of the project

elearning is key
e|ntial phase

eNo hard goals
Fueled by

no hard goals Uncertainty is contagious (amplifies)

Exploring the Social Design Approach

Shortsightedness
of clusters - working

Contributes to Uncertainty of outcomes, process in silos

Inconsistency between vision  bue to lack of
and (people’s) reality

Because

Peoples minds are preoccupied

Other problems take precedence
People hesitant to
show vulnerability

Need to free peoples mind,

Solve their problems Only then can one

solve problems
#So they can think about ET.

Means to mitigate /
connect with people

Need to be in control,
steer decisions

(lacks)
With the people, for the people

eParticipatory approach

People are experts of
their own life

Participation improves
quality of output; slows
down process

Helps overcome

Trust is important to elicit

Solving problems a means
to build trust

eEvoke sense of Reciprocity
e|ndirect Persuation technique

Building Trust

Helps in is important

Important for

Building a personal relationship
(connection) key to build trust

Need to develop a
personal relationship

Unfold conversation
step by step

eContinuous Communication

eFrom early on in the process Avoid overwhelming

Dont give shocks

Prioritise information
Is a key being provided

characteristic of
the relationship

Technical, Financial
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Appendix E - Decision-making model for
analysis

In order to analyse the decision-making process of the residents’, a combined model of decision-
making is derived (figure 20 in the report; E2 in the appendix), inspired by three key domains,
namely:

1) Psychology — Attitude formation and Behaviour change

2) (Diffusion of) Innovation

3) Marketing Communication

The psychological models of attitude formation and behaviour change provide insight into how
humans perceive information & cues, and use these for decision-making. However, this decision-
making journey of an individual (towards a new innovation /behaviour) starts from when they
hear about the product. This communication about the innovations part of the marketing efforts
of the provider. Thus, it is necessary to include this marketing perspective in understanding the
decision-making process. Further, attributes of the innovation are important factors that drive
the decision-making process. Diffusion of innovation literature includes these characteristics

and hence, is relevant for this project.
The rationale for choosing specific models from each of the domains is explained next.

Model from the domain of Psychology

Literature highlights that attitude doesn’t necessarily always precede behaviour (Blythe, 2013).
However, in this case, since the intended behaviour is a one-time investment and entails a
high cost, we assume that attitude (about switching to alternatives or alternatives itself) shall
precede the behaviour /decision moment. Further, it won’t be an impulsive decision. From the
Dual-processing theory (Kahneman, 2011), it follows that the key decision process in this case
would be driven by conscious reasoning (Deliberative reasoning; System 2) as compared to
unconscious reasoning (Intuition, Creativity, Subconscious; Heuristics). Thus, rational decision-
making prevails in this context!, and a model which emphasizes evaluation of the behaviour and
its impact, should be chosen to analyse the decision-making process. However, the perceptions
derived from the interviews also highlight the role of values, personal norms and beliefs as key

decision-making factors.

The study by Wilson & Dowlatabadi (2007), shows the different perspectives of classifying
decision-making models. Amongst other things, these mainly differ based on the decision
scale (individual to social) and the logic of decision making (utility maximization, decision

heuristics, attitude-based evaluation, values and beliefs -contextual variables etc.). In line with

1 This does not mean Heuristics cannot be used during the persuasion process. Heuristics and cognitive
biases can be used at different stages of the entire process, especially in the Awareness / Knowledge

/ Persuasion phase to ensure people understand the information correctly and form a positive attitude
towards the intended behaviours.
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Wilson & Dowlatabadi (2007)’s conclusions, as well as the data from the interviews, it is
necessary to combine the attitude-based (more rational) decision models with the models
based on values, personal norms and contextual factors (more irrational aspects). This combined
model can help to explain both the evaluative beliefs (e.g. stemming from the theme of reduce
loss / risk perception) as well as altruistic values (e.g. people’s concern about their children or

the environment), and in mapping them in the decision-making routes.

The Theory of Planned Behaviour (TPB; Ajzen, 1991; Figure E1) can be used from the rational
perspective since it emphasizes the evaluation of outcomes. It suggests that one’s intention for
a behaviour is driven by their attitude towards it, the subjective norm as well as the perceived
control over it. Attitude is formed based on an individual’'s beliefs about the behaviour as well
as an evaluation of its outcomes. The subjective norm includes normative beliefs as well as the
evaluation of how peers would value the behaviour. Last, the perceived control on behaviour
takes into account the context of the decision in which the action is constrained (or situations
when individuals do not have full control on volition). These three components define the

intention to act, which in turn predicts behaviour.

From an altruistic, value driven perspective, Wilson & Dowlatabadi’s (2007) Integrated model
of pro-environmental behaviour (Figure E1) can be used. This model is based on the Value-

Belief-Norm theory.

Combining both, the theory of planned behaviour and this value-belief norm theory, we can
see that the attitude component can be formed by either an evaluative route, or based on
one’s personal values and beliefs, or both (Figure E2). The contextual domains from Wilson &
Dowlatabadi’'s (2007) ‘Integrated model of pro-environmental behaviour’ affect the perceived
behaviour control. The individual aspects such as technical skills fall under ability factors, while
shared conditions such as the economy, regulations or supply chain can be grouped under the

label of contextual factors (Figure E2).

Further, Olander & Thegersen’s (1995) MAO model (Figure E1), builds on the theory of planned
behaviour (TPB) and explains behaviour in terms of motivation, ability and opportunity. Here,
the motivation factor includes the attitude and subjective norm component of the TPB. An ability
factor is added, which includes task knowledge and current habits that need to be overcome
in order to perform the behaviour. The opportunity factor encompasses contextual conditions
that affect the decision. As seen earlier, Fogg’s behaviour change model also utilises three
components — motivation, ability and triggers. Since both these models have similar factors,

they are combined to enhance the explain-ability of the analysis model (Figure E2).

In sum, from the domain of Psychology, an integrated model as shown in Figure E2, is apt to

analyse the decision-making (attitude formation) process of the residents of Reyeroord.
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Model from the domain of Innovation diffusion

Literature on technology adoption and innovation diffusion explains how innovations
come about, are put to use and spread (or do not spread) across the whole population. The
diffusion of innovation model by Rogers (1983) describes social communication processes via
both, person-to-person communication as well as media channels, that aid in spreading the
innovation. Rogers describes the innovation decision process (Figure E2) in five steps, wherein
the user goes through the journey of knowledge (knowing about the innovation), persuasion
(forming an attitude towards it), decision (to adopt or reject the product), implementation
(of the new idea; using the innovation) and confirmation (analysing the innovation -whether
it meets the expectations or not; results in either continued adoption of innovation, or
discontinuation). As compared to the Psychological model, which gives a detailed overview
of how a person forms an attitude towards an innovation, this model presents a zoomed-out

view. It gives insight into the pre and post attitude formation (and behaviour change) steps.

Further the model takes into account two key aspects — the attributes of the innovation and
the innovativeness of the user, that play an important role in the decision-making process.
Rogers quotes Wasson (1960) p. 212, “The ease or difficulty of introduction [of ideas] depends
basically on the nature of the ‘new’ in the new product—the new as the customer views the
bundle of services he perceives in the newborn”; while arguing that the user’s perception of the
attributes of an innovation affects the rate of adoption. User’s compare innovations (existing
and new) to arrive at a judgment about its usefulness or newness and relevance. Rogers
outlines five key attributes that determine this attractiveness of the innovation - Relative
advantage, Compatibility, Complexity, Trialability and Observability. This focus on the attributes
of the innovation and its relationship with the decision-making process, shall prove fruitful

while analysing what aspects of the new technology are key to the decision-making process.

Roger’'s model also takes into account the innovativeness of the user — “the degree to
which an individual or other unit of adoption is relatively earlier in adopting new ideas than
other members of a system”(p.242). Here, Innovativeness indicates behavioural change,
rather than cognitive or attitudinal change and hence directly translates to the rate of
adoption. Based on the susceptibility of users to adopt the innovation, Rogers defines five
ideal adopter categories — Innovators, Early adopters, Early Majority, Late Majority and
Laggards. This categorisation is used in the next section, to further classify the residents

of Reyeroord based on their personality and to select the target segment for this project.
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Model from Marketing Communication

Although the diffusion of innovation model takes into consideration communication channels
and provides a zoomed-out perspective, it is highly oriented towards the innovation itself.
The Hierarchy of effects model (Lavidge & Steiner,1961; Evans, Jamal, & Foxall, 2010), from
the domain of marketing communication can complement this with its focus on the quality
of effective communication. This model is built on psychological components of attitude /
behaviour — cognitive, affective and conation. However, it focuses on how advertisements /

communication channels can capture / influence each of these components of attitude.

The Hierarchy of effects model (Figure E2) outlines a 6-step process of decision-making —
Awareness, Knowledge, Liking, Preference, Conviction and Purchase. When combined with
the ‘Sequential model of response to marketing’ (Evans et al., 2010), we see that the awareness
stage involves exposure and attention towards the product / information. Knowledge includes
perception and learning of the information (ensuring it is remembered in the intended way).
Learning can be through a behavioural approach (based on the stimulus-response model which
includes either associationist learning: classical conditioning or instrumental learning: operant
conditioning) or a cognitive approach (through mental processes) (Evans et al., 2010). The
‘Knowledge’ step contributes to the cognitive component of the attitude, while the ‘Liking’ and
‘Preference’ steps appeal to the affective component of attitude formation. Thus, Knowledge,

Liking and Preference lead to attitude formation.

Next, ‘Conviction’ relates to the conation aspect of behaviour- behavioural intent (not behaviour
itself). Last, Purchase phase links to implementation of behaviour or decision at hand. Thus, this
model gives more in-depth insight into the phases of decision-making outlined in the innovation

diffusion model, from the perspective of marketing communication.

All the above-mentioned domains and their models prove valuable to analyse the decision-
making process towards gas discontinuation. When combined, these models provide a
comprehensive view of all the aspects/ factors involved. All three are used to describe and

analyse the decision routes of residents in Chapter 4.
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Figure E1: Different models from the domain of Psychology, that explain
user behaviour (attitude formation / decision-making)

Figure E2: Decision-making models selected from the three domains to build a comprehensive analysis
tool. Top — Combined model from the domain of Psychology (Derived by the author, based on Theory
of planned behaviour (Ajzen, 1991), Integrated model of pro-environmental behaviour (Wilson &
Dowlatabadi, 2007), MAO model (Olander & Thegersen, 1995) and Fogg’s behaviour change model
(Fogg, 2009);

Middle - Innovation decision process from Diffusion of Innovation Literature, adapted from Rogers
(1983) & Wilson & Dowlatabadi (2007);

Bottom — Hierarchy of effects model from Marketing Communication- adapted from Evans et al., (2010)
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Appendix F - Existing tools, frameworks,
information platforms

Secondary research and a couple of interviews (with specific tool / game developers) were
carried out in order to understand existing tools, frameworks and information channels that
aim to build awareness and persuade residents towards gas discontinuation. The aim of the
research was to understand and learn from the characteristics, pros and cons of the existing

tools, which can inform the design phase.

The tools and platforms studied do not form a complete, comprehensive list. These are the
top search results found on Google (most easily findable) by a resident upon searching for

information about the energy transition in the Netherlands.

As shown in Figure F1, the tools, frameworks and platforms were classified into categories
based on their intent, content, features and the target audience. The figure is inspired by the
‘Levels of competition model’ used in brand analysis, wherein competitors are mapped onto
different levels including Product Form (having similar features with similar values), Product
Category (falling under the same product category), Generic competition (fulfilling the same
need) and Budget competition. Although this is not a competition analysis, the model helps to

map the tools at different levels to understand their value.

Inner most layer (circle)

At the centre lies Product Form level (having similar features and values). Since social contagion
forms the ethos of this project, tools/ frameworks/platforms that could enable social contagion
are included here. Note that social contagion (social influence) is an unhackneyed route to
transitions; thus, none of the tools are specifically aimed at it. However, the ones mentioned
(help in) actively involve (involving) residents, wherein they are asked to perform tasks or
participate in activities to understand the energy transition together. Examples of tools /
frameworks/ platforms/ campaigns that lie at this scale include Hier begint het, WE-energy

game, Buurkracht (app+ energy party), Energieslag etc.

The ‘Hier begint het’ and ‘WE-energy game’ are games that aim to stimulate resident (or
stakeholder participation). The Hier game aims to spark interest amongst residents by sending
them a letter prompting them to find out when their neighbourhood will undergo the transition.
Upon visiting the website, residents can fill in a questionnaire to find out a matching persona.
Residents are then taken through a set of tasks they need to finish (individually, and along with
a few neighbours). The last task includes organising an Energy party, inviting others in the
neighbourhood. The overall aim of this game is to break the ice and start making residents more
aware. It is usually managed by the concerned municipality and HIER. The project is in the pilot

stage and is undergoing several iterations.
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Interview with the coordinator of the game highlights that some municipalities are hesitant
about contacting residents. Further, most participants constitute of white, middle-aged men
who are interested in knowing more. Thus, how to attract a majority of the population with
a diverse background in terms of age and ethnicities remains a question to be answered. On
the positive side, the game is successful in capturing people’s attention by making it relevant
to their neighbourhood. The personas developed also help people to identify themselves (their
role) with respect to the energy transition. While it stimulates curiosity and can serve as a good
starting point to bring people together (conversation starter), it is still passive and needs to

incorporate more actionable items to get residents’ buy-in.

The WE-energy game helps to bring all stakeholders together and facilitates discussion (and
decision-making) about how the energy transition should unfold in a neighbourhood (which
is the apt technology, what will be the costs etc), in a visual manner. It helps in bringing forth
different stakeholders’ perspectives, perceptions, concerns, apprehensions and constraints.
However, it needs an active coordinator who brings all the stakeholders together (usually
the role of the municipality). The game needs to be promoted amongst residents, to ensure
representation and participation of all types of residents. How the outcomes (discussions and
decisions) get translated to practice- needs to be closely monitored in the future.

While the We-energy game brings together stakeholders (physically or digitally) to discuss
about the energy transition in a specific neighbourhood (locality), Energieslag takes a macro
(digital) perspective. It is a digital platform which is open to all, and enables one to share stories,
discuss / follow specific themes, talk to experts, put forth concerns etc. This is managed by
the RVO. Both, the WE- Energy game and Energieslag are more focussed on the technical
and financial conversations around the energy transition. Taking a more (marketing) awareness
campaign stand, the Warmetruiendag prompts people to be more conscious about their carbon
footprint by using less heat on one particular day. Citizens are encouraged to turn down the
heat and put on an extra warm sweater and save 6% energy and CO?2 per degree. They claim
that if the whole of the Netherlands burns 1 degree lower on one day, we save 6.3 million
kilos of CO2. This also stimulates the conversation about the energy transition. They have a
toolkit with different posters communicating about the campaign which are open to residents

/ volunteers to share with others.

Further, several municipalities are developing their own games / tools to actively involve
residents. For example, Duurzam Den Haag has different tools under ‘Expeditie Schone Energie
spelen’ which help to actively involve residents and increase awareness about alternatives. They
also have a platform for residents to start their own initiatives. Similarly, LSA is an association
of active resident groups across the country who are committed to their neighbourhood. The

association helps resident groups to understand and act promptly towards the energy transition.
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Figure F1: Existing tools, frameworks and platforms
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In sum, whether municipality-driven, privately-driven or community-driven, the above-
mentioned tools / frameworks / campaigns actively involve residents towards the energy
transition. Although they stimulate conversation /interaction amongst residents and enable
peer-to-peer marketing, these are not enough for social contagion. These trigger thought (and
discussion; increase awareness) but do not prompt action. Thus, more actionable aspects need

to be added to these initiatives in order to build commitment towards gas discontinuation.

Middle layer

The next level outlines tools / frameworks / platforms that have the same purpose (increase
awareness amongst residents) but are more passive. These mainly include online platforms
and websites which provide information about the energy transition. These can be classified
into three types of information portals / tools. 1) Generic information repository 2) Personalised

information platforms and 3) Supporting tools.

1) Generic information repository

These include all the websites that aim to give information about the energy transition. These are
developed by the national government, municipalities, private sector stakeholders like providers
of alternate energy, suppliers, retailers etc. They either give an overview of what is happening in
the Netherlands — sector wise, type of energy wise, local initiatives, energy cooperatives etc; or
they show small steps people can take, technologies available, answer questions, step-by step
take people through the energy transition, have testimonials and experiences of others (in the
form of video series), outline upcoming activities, show region wise (municipality wise) data or

serve as a directory to find the apt technology providers, contractors, retailers etc.

While some try to break down the information into smaller chunks, most of these provide
overwhelming amounts of information and keep directing you from one website to the other
(for detailed information on different topics). Most of the websites have overlapping information
(not personalised; can confuse people) and in general, lack structure or hierarchy in how
information is provided. Some portals make use of maps and visual elements to show other
active people/ initiatives in the region; however, do not prove to be very engaging. Further, each
stakeholder (eg. banks, insurance companies, gas providers, technology providers, residents’
associations etc.) has their own website which highlights their own perspective /interpretations
and is used to market their own agenda. This further adds to the anomaly in the information,
wherein things can be contradictory or give rise to myths. While this multiplicity of sources can
be overwhelming, having so many platforms endorsed by both the public and private sector
accentuate the urgency to act towards the energy transition. Thus, bringing structure to these
portals, while ensuring they provide coherent, relevant information, in digestible bits is the need

of the hour.

It has been observed that only people who are interested and are purposely looking for
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this information (have enough time at hand; more like early adopters) will go through these

platforms. These do not engage the critical mass due to their tendency to overwhelm users.

2)Personalised information platforms

Going a step ahead as compared to the generic platforms, these platforms give the residents
relatively personalised information. Users are asked to fill in specific details about their house,
locality or income and then based on this information they are shown specific things they
can do / options available for them. However, it is key to note that each portal provides only
one type of information — say financial aspects or changes required in the house, or energy
label of the house. These also do not provide all information in one place. Further, at times
the residents are asked to enter specific details (eg. specifications /dimension of their house
architecture) which are not always handy (or easily recalled by the residents), and thus, lead to
frustration or procrastination amongst residents. Thus, if these platforms are developed to be
more personalised and easier / accessible to use, they can help in increasing residents’ buy-in.
Both the above types of websites need to be complemented with actionable items, which go

beyond just information provision and truly get people started.

3)Supporting tools

These tools usually aid the residents to carry out specific tasks in order to get relevant
information, or make decisions about the energy transition. These also serve as input to get
personalised information. For example, the Woon Connect app helps to 3D scan the house and

understand infrastructural changes required during the energy transition.

Outermost layer

The third level (outer-most circle) includes guidelines, tools, frameworks, platforms that are
designed specifically for the municipalities to aid them in their process to develop the transition
vision or plan. These tools include different strategies that municipalities can use, different
methods they can follow to stimulate participation amongst residents, or sets of criteria they
need to meet in order to achieve their goals.

Several other channels such as podcasts, video series, TV /radio ads, radio shows, talks,
information desks, sustainability stores etc. are used by different municipalities (stakeholders)
to increase awareness and prompt action amongst residents towards the energy transition.
Further, specific apps designed by municipalities to stimulate citizens’ participation in general

are also used — eg. Gemeentepeiler app in Rotterdam? .

In sum, the above analysis, gives an insight into the different tools and platforms that provide
information or engage residents towards the energy transition. Insights from these are used
to shape the toolkit in the design phase. While the toolkit developed in this project lies in the
third level (designed for the municipality), its key aim is to enable active participation amongst

residents (similar to the tools of the first level).

1 Note: these apps are not included in this analysis, since the main focus of this research is tools / plat-
forms developed specifically for the energy transition.
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Appendix G - Ideation output

This appendix outlines the ideas generated for each how-to question during the brainstorm
sessions (Figure G1 - G10. Theresults from different brainstorm sessions have been consolidated
into 1/2 sheets per how-to. These ideas, along with the concrete examples and concept lines

presented in chapter 7 were analysed to derive the context for the toolkit.

Next, the explorations for the format of the toolkit are presented (Figure G11).

Chiara Marradi

Digital brainstorm sessions using braindrawing, brainwriting methods

G| Ideation output

Analysis of the ideas, concrete examples and concept lines to derive the content for the toolkit.
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While the spin-the wheel, shade-card or catalogue format serve as quick reference formats, the
cards can help in capturing in-depth explanation of each strategy. Further, being stand alone,
the card provide flexibility in use — used in groups, making different permutation combinations

or used alone. Next appendix, outlines the rationale for the chosen format.
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Appendix H - Deriving the content for the
toolkit

This appendix outlines how the content of the toolkit is derived, and the rationale behind
including different aspects. Next, it throws light on how the content is translated into the toolkit

— its chosen format.

H.1 The content of the toolkit

Before outlining the content of the toolkit, it is necessary to highlight a key aspect. While the
ideas and examples presented in chapter 7 were specific to the Reyeroord context and aimed to
answer the specific design questions listed in chapter 6, the toolkit needs to be generic in nature
and needs to capture all plausible ways/strategies of arriving at solutions. This ensures that one
can design interventions for different target groups — with different levels of motivations and

abilities.

This section builds on the insights from chapter 7 and describes the content that is incorporated
in the tool. First, a few design principles are presented. Next, the section moves to building
upon the anatomy of an intervention identified in chapter 7, wherein the 4 components of
an intervention and relevant persuasive strategies are outlined. While each strategy is not

explained in detail, the rationale behind incorporating specific strategies is outlined.

H.1.1 Design Principles — Design for social contagion towards energy
transition

As Brignell (n.d) describes them, design principles are “A set of considerations that form the
basis of any good product”. Defining design principles specific to a product, service, method,
domain etc. can help in guiding the process of developing that particular product/ service/
method/ domain, while providing consistency and steering the direction of thought. They
also serve as evaluation criteria for ideas or concepts. Since designing interventions for social
contagions is an unhackneyed approach to activating residents towards gas discontinuation or
sustainable behaviours in general, it is apt to define basic design principles that can guide the
process of developing ideas. Following are design principles identified specifically for designing
interventions aimed at stimulating social contagion of sustainable behaviours (towards the

energy transition; derived from the analysis of examples and concepts described in chapter 7):

Scale down: Translate global to local

While social contagion is inherently a scaling up exercise, the first step to achieve
contagion is to activate individuals. Translating global phenomenon into locally/
individually relevant and recognisable issues is a means to capture people’s attention.

Only if something affects you directly or is relatable, it triggers immediate action,

H | Deriving the content for the toolkit

overcoming procrastination. As seen in chapter 4 — two of the key apprehensions
/ barriers that contribute to inaction towards energy transition are “It does not
affect me, | will take action when it affects me” leading to procrastination; and
people being so pre-occupied with other issues that they find it irrelevant to even
understand what is at stake. These point to the importance of ‘personal relevance’ in
decision-making, in line with Celsi and Olson (1988), where they highlight that ‘felt
involvement’ or ‘personal relevance’ plays a ‘motivational role in consumers’ attention
and comprehension processes. To avoid /overcome this shrugging off of the decision
at hand, the global phenomena like climate change, sustainability need to be made
personally relevant, relatable, recognisable for the residents. Thus, scaling down and
translating the global/ national issues to regional, local, familial or individual scale is

important while designing interventions.

3 S’s- Simple, slow and steady win the race!

In order to encourage people to take action, it is necessary to reduce the effort they
need to put in. Similarly, to ensure accurate comprehension of information, it must
be easy to understand and should not overwhelm the user. Easier/ simpler it is to do
a behaviour, the lesser the motivation required. This is in line with Fogg’s behaviour
change model, wherein there is an inverse relationship between motivation and ability
(Fogg, 2009).

Strategies like breaking up a large task into smaller actionable components, embedding
these into existing routines, providing bite-sized information incrementally, in
interesting formats can help in encouraging people to start changing their behaviour
or ensure accurate comprehension.

Further, attitude formation or changing behaviours is a long-term process.
Interventions need to build commitment towards the behaviour and provide certainty,
avoiding future cognitive dissonance (situation involving conflicting attitudes, beliefs
or behaviours). In sum, interventions need to be simple (easy to do), incremental
(gradual) and continuous in nature to ultimately instill positive attitudes and achieve

favourable outcomes.

Comparison is key: enable (sub)conscious comparison

As described earlier, one of the key underlying principles of social influence is social
comparison. People have the tendency to constantly evaluate themselves in terms
of the appropriateness of their abilities, behaviours and beliefs based on those of
similar others (reference groups). They use social norms or social proof to guide their
behaviours and manage their social identities (self-concept). Thus, in order to achieve
social contagion, designing interventions that enable this conscious or subconscious
comparison to people who have adopted or are committed towards the desirable /

target behaviour is a pre-requisite. As explained subsequently, designing the
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Spread Mechanism and Incentives related to a particular behaviour plays an important

part in enabling comparisons and can be leveraged to induce social contagion.

Make it desirable, silly!

In order to ensure that people adopt sustainable behaviours / products/services, these
need to be made desirable. People need to be given a compelling reason to opt for
sustainable options. While, this can be done by making the behaviour easy / simple,
triggering intrinsic and extrinsic motivations is also necessary.

Further, making the behaviour desirable, can stimulate contagion by providing a reason
for comparison amongst residents. Designing incentives or an (dis)advantage related
to the new behaviour can induce emotions such as the fear of missing out, envy,
insecurity or the perception of having a disadvantageous position, upon comparison.
These make the new behaviour more desirable, stimulating adoption. Principle 3 and

4 complement each other and need to be designed in coherence.

While all the principles need to be kept in mind, principles 1 (Scale down), 2 (3S’s win the race)
and 4 (Make it desirable, silly) specifically help in designing interventions to achieve the target
behaviour (goal; criterion 1 of an intervention), whereas principle 3 (Comparison is key) guides

the social contagion (criterion 2 of an intervention) aspect of the intervention.

Further, we shall see that, Principle 1 & 2 are more relevant while designing the Action and
Touchpoint components of an intervention, whereas Principle 3 & 4 are relevant while designing

the Spread mechanism and Incentive components of the intervention.

Having defined the design principles of designing interventions for social contagion, the next

section builds onto the 4 components of an intervention identified in chapter 7.

H.1.2 Design Components
While analysing the anatomy of an intervention, it was evident that each intervention needs
to meet two criteria - First, it needs to tackle / cater to the main goal (target behaviour) of
the contagion, for example — communicate the urgency to act towards gas discontinuation, or
ensure comprehension of alternative technologies. Second, it needs to enable social contagion
of this target behaviour. Further, each intervention has four key! components:

-What do people do/see (to bring them closer to the target behaviour / goal) — Action;

-Why would people do this Action — Incentive;

-How wiill people do the Action — Touchpoints; and

-How wiill people spread this Action (target behaviour) — Spread mechanism

1 The Who and Where components of the intervention are captured in the design process (through
design of the canvas)
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This section builds upon each of these components. Specific design inspiration strategies (ways
of designing the component) are outlined for each of these components. These are inspired
by the overarching themes identified through the analysis of ideas. Once these themes were
derived, similar behaviour change and persuasive intervention design techniques, toolkits and
strategies were studied. These include the Design for Intent toolkit by Lockton (2010), Social
influence strategies by Cialdini (2016), The Brains, Behaviour and Design toolkit, Behavioural
intervention design toolkit for service design developed by van Lieren (2017), MINDSPACE
framework for behaviour change by Dolan et al. (2011), Persuasive patterns card set (Toxboe,

n.d.), amongst others.

One of the key observations was that most ideas generated fell under specific categories or
strategies in these toolkits. Thus, the relevant concepts (strategies, techniques) from these
toolkits and the ideas generated were used to build a wide range of inspiration strategies
(specifically to be applied for the energy transition) that can help in designing each of the

component.

The names of strategies and concepts were kept as close to the original strategies in order to
let them be easily identifiable. It is key to note here, that rather than reinventing the wheel, the
idea is to build upon appropriate tried and tested (proven) strategies predominantly used in
the marketing efforts to diffuse products /services (trigger adoption), to inculcate sustainable
lifestyles and activate residents towards the energy transition. While the aim was to capture
all ways of arriving at solutions, this toolkit and the strategies listed are only a starting point
to inspire ideas towards social contagion. It is by no means a complete collection of persuasive
strategies. The selection is meant to provide enough depth and coverage to help establish a
foundation. Which strategies are more effective towards stimulating social contagion towards
gas discontinuation, or how can these strategies be further customised to the energy transition

are areas for future research.

Components and relevant strategies

As Bhamra et al. (2011) & Daae & Boks (2014) point out through their research, interventions
aimed at changing behaviours can be categorised into different levels based on the distribution
of ‘control’. Here, control refers to how much the product allows the user to behave in unintended
ways. As shown in figure H1, this spectrum goes from ‘product in control’ wherein the products
are designed in such a way that they allow for only the intended behaviour (the user has no
control in determining what to do) — they steer or force the behaviour, eg. Integrated toilet and
washbasin — decreases water use by re-using water for hand-washing to flush toilet. On the
other end of the spectrum lies ‘user in control’ interventions wherein the users are in complete
control of their behaviour and can choose whether or not to perform the behaviour. This end of
the spectrum includes interventions that inform the user, or give feedback and then it is upto

the user to make a change.
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In between the two ends lie persuasive interventions which encourage users (rather than only
informing; but also, not steering or determining the behaviour completely) to perform the target
behaviour. Since the decision to discontinue gas cannot be steered through design (except
designing imposing policies), the strategies used to design interventions need to lie towards
the user-end of the spectrum — from persuading to informing. Thus, the strategies outlined to

design interventions include persuasive or ‘informing in a persuasive manner’ techniques.

Although the overall aim of any intervention is to instill behaviour change (positive attitude)
using persuasive techniques, the inspiration strategies have been classified and assigned to
each component based on the purpose of the component. As seen Figure 37 of the report, all
the themes derived are persuasive means of designing an intervention. However, to ensure that
the intervention meets both the criteria — goal of intervention and enables social contagion of
the behaviour, these themes have been linked to apt components of the intervention, where the

components help in guiding the design process.

The Action component serves as a means to engage the users towards the desired behaviour
through tasks, challenges, activities etc. Thus, strategies such as ‘Make it personally relevant,
‘Build Commitment’, ‘Make it fun’ can provide inspiration for designing the Action component.
The ‘Incentives’ theme can inspire the Action component; however, it is considered as a different Figure H1: Distribution of control in strategies for behaviour change — Source Daae & Boks (2014)
component since it serves a dual purpose of motivating people to do the Action, while acting as
a way to spread the behaviour. In order to ensure that Incentives are explicitly thought off while

designing an intervention, they are kept as a separate component. .
Action

The key aim of the Action component is to fulfill the first criteria of designing an intervention
Similarly, ‘social pressure’ is a persuasive strategy in itself which can be used to design the ] ) ) )

- achieve the goal of the behaviour. It defines ‘What do people need to do / see’ in order to
Action, but is instead used to inspire the design of the ‘Spread Mechanism’ component - since . ) . . . o

engage them in the desired behaviour. This can be in the form of tasks, activities, challenges,
it is inherently a means of spreading a behaviour — enabler of social contagion. . . . . .

campaigns or installations, wherein people are asked to do (create, solve, collect, share, discuss,

attend, experience, learn, negotiate etc.) something; engaging them directly or indirectly. This
The themes ‘Nudges’, ‘Behavioural economics’ and ‘Make it easy’ are used to inspire the design L ) ) .

component is inspired by the ‘learning by doing’ philosophy.
of Touchpoints (which embody the Action, Spread mechanism and Incentives) such that they

make the Action, Spread mechanism and Incentive more effective in achieving their goals. . . . L . . .
The persuasion strategies outlined provide inspiration to design the Action and make it more

effective in achieving its goal. The strategies are classified based on 4 key Action Design

It is evident that all the 4 components have several overlapping constructs and are not mutually o . . . . .
principles (A1, A2, A3, A4) identified based on the key factors / behavioural traits that influence
exclusive. However, they are specified as different components to guide the design process, and . . . . . . L
) o ] ] ] ] a person’s decision-making process (derived from the analysis of ideas, analysis of existing
to ensure each aspect is explicitly thought about and defined. Having described the rationale . . o . . . o
) ] o ] behaviour change toolkits & models; and the motivations & apprehensions of residents identified
for having the 4 components and the selection process of the relevant inspiration strategies, . . . . .
] ) ] o o ) in Chapter 4). The strategies suggest ways to incorporate (reinforce/ counter) these behavioural
the next step is to define these components and their respective inspiration strategies in detail. o . . . .
traits into Actions, in order to ensure that people actively participate.

These 4 Action design principles (categories) and the strategies that fall under each principle

are described next.
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A1l: Make it relevant, recognisable and certain

People use personal relevance, recognisability and certainty as filters to make (quick) decisions.
These filters are used to decide whether to learn more about or pursue a specific behaviour
/ decision. If the behaviour /information being provided seems personally irrelevant or not
familiar, the process of decision-making is not pursued further than the ‘exposure’ or knowledge
phases (Chapter 4). Additionally, people have a present bias (or hyperbolic discounting) - the
tendency to prefer outcomes that are closer to the present, a status-quo bias (preference for the
current state of affairs) or fall prey to the decoupling effect wherein they don’t always connect
their actions to its consequences. The larger the delay between an action (decision) and its
consequence (outcome), the weaker the link in people’s minds. These biases amongst others,
lead to a myopic vision, which prevents people from pursuing future-oriented decisions.

This is also exemplified by the motivations and apprehensions of residents discovered during
research (chapter 4) wherein the common reasons for inaction towards gas discontinuation
were:

-“It doesn’t affect me yet; | will take action when it affects me”; Ego-centric beliefs

-People are pre-occupied with other issues. Shrug off the decision thinking this is not relevant
for me now.

-Lack of the ability to visualise the future or intangible things — disbelief in climate change

-Need for certainty

Concern for children’s future (personally relevant) was amongst the few motivations to pursue
the gas discontinuation. Thus, the interventions (Action) need to be made personally relevant,
recognisable (familiar) and certain in order to capture people’s attention and get their buy-in.

This is also in line with the Design principle 1 — Scale down: Translate global to local.

Following are the key strategies that can help in applying this Action design principle:
e Personalisation

e Show contribution / give feedback / show consequences of actions

e Emphasize & Establish ownership

e Make it tangible, concrete, visible & explicit

Tailoring or personalising the content/ activity can help in improving the resident’s engagement
with it and building commitment. It can make the content highly recognisable, prompting
immediate action. Further, emphasizing or establishing ownership can build a sense of
responsibility and make people more conscious of their behaviours. People tend to attribute
relatively more value to items (groups/ beliefs etc.) that they own (have a sense of ownership
towards). They will go out of their way to avoid any potential loss of the owned item / belief.

Thus, ‘ownership’ can help in building personal relevance, relatability and recognisability.
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Additionally, to overcome the myopic vision, abstract and future-oriented issues /phenomena
need to be made more tangible, concrete and certain. Here, comparison with daily objects, or
translating the meaning of future into present terms can prove fruitful. Interventions need to
help people in visualising the future. This is in line with Trudel (2019), where he advocates
priming a future focus amongst consumers to gain higher participation in pro-environmental
behaviour. For example, when participants were told to think and write about what they want to
remembered for by the future generations, it increased donations to an environmental charity,
pro-environmental intentions and climate change beliefs (Ibid). Further, since energy transition
is in itself a vague concept, using more concrete, daily life interactions with energy — (such as

feedback on energy consumption) can be used as a means to make it more recognisable.

Other strategies, such as priming, humanise it (give it a face), build onto the existing (routine,
norms, values), use analogies, or make it bite-sized and incremental can complement the four
key strategies listed above while making the interventions more relevant, recognisable and

certain.

A2: Shape expectations, emotions and experiences

Expectations, emotions and experiences mould people’s (future) decisions. As outlined by the
decision-making models in Chapter 4, affective elements (along with cognitive elements) play
a key role in shaping people’s attitude towards a behaviour/ product / service. Emotions, as well
as the (past) experiences that give rise to these emotions, drive how people perceive, evaluate
and make (future) decisions; or form opinions and behave. This is also exemplified by factors
such as ‘Past experiences’, ‘Trust’ or ‘Empathy / Altruistic values’ that surfaced as motivations or
apprehensions towards gas discontinuation during the research phase. Thus, triggering specific
emotions & creating experiences or eliciting past experiences (and reinforcing positive ones and
tackling the negative one) can be a powerful persuasive technique used while designing the

Action / intervention to prompt people towards the energy transition.

Further, people’s experiences are often strongly influenced by their existing expectations.
Positive expectations can increase the likelihood of a positive experience. Setting up these
positive expectations can be a way to further influence people’s decision-making. It is key to
note, that almost all strategies engender some emotion. However, it is captured into a separate
category/ Action design principle, to develop ideas which rely highly on this emotion / experience

quotient. Some strategies for inspiration include:

. Build positive expectations (let people try it)

. Elicit reciprocity

° Use priming (elicit associations & past memories)
° Trigger specific emotions (use peak-end effect)
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As defined by Rogers (1983), a key characteristic of innovation, essential to its diffusion is
trialability. Letting people try a behaviour can help set apt expectations and shape their
attitudes and decision towards the behaviour. It also helps to ensure comprehension of hidden
elements and costs. In cases where it is difficult to let people try a technology / behaviour
(eg. the alternative energy sources), digital /virtual walk-throughs or role-playing activities can
come in handy. These can also reduce the uncertainty related to the new behaviour.

Apart from letting people try the behaviour, the Actions can be designed to trigger specific
emotions such as guilt, empathy, surprise, hope, fear, anger etc. through installations or specific
activities and the related touchpoints. One such emotion is gratitude. From the perspective of
social influence, gratitude and the consequent reciprocity that it gives rise to, is an effective
persuasive strategy that influences people to behave in a certain way (Cialdini, 2016). While
reciprocity can be used as a means to spread the behaviour, it can also be used to design the

Action in a persuasive manner, motivating people to respond promptly.

Last, priming (a phenomenon wherein exposure to one stimulus influences a response to a
subsequent stimulus, without conscious guidance or intention; through past associations,
cues, past experiences) can be used to trigger specific behaviours. For example, in order to
promote water conservation, the city of Melbourne has adopted the Target 155 campaign -
which primes people to remember that 155 litres is the maximum amount of water that should
be used per day per person to ensure sustainable water futures. Since people remember the
‘155’ number distinctly, it triggers self- reflection and conscious change in behaviour, in case

the user’s monthly bill and water report reflect higher usage quantities.

Strategies such as Gamification, Humanise it (give it a face), Combining facts with vivid content
and Anchoring can be used to further create rich experiences, trigger emotions or shape

expectations while designing the Action.

A3: Build commitment through consistency

People strive to maintain internal consistency, avoiding contradictory information and
behaviours. They tend to pay more attention to information that is consistent with their current
attitude, behaviour and beliefs. Thus, building upon existing routines, habits, values, beliefs and
prevalent social norms can be an effective way in ensuring people are committed to doing the
new behaviour.

Additionally, people also maintain this consistency on commitments they make. Once people
have made a promise /pledge to do something or invested time/ money/ effort in something or
set specific goals, they feel obligated to follow through. Thus, Actions can be designed to build
this commitment in order to ensure people pursue the energy transition in the long run.

Strategies that can be used include:
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° Let people pre-commit

° Foot in the door principle

° Create dependencies amongst people

° Give people a headstart; build onto the existing (routines, values, norms).

While one strategy is to let people pre-commit to the behaviour itself, such that they follow
through on that commitment; the other way of building commitment is through the foot-in-
the-door principle. It involves getting a person to agree to a large request by having them agree
to a modest request first. If people commit to a smaller action / request, they are more likely to
agree to a related larger action/ request in the future since they feel obligated to keep agreeing
in order to stay consistent with their original commitment (decision of agreeing). Alternately,
commitment can also be built through collective / group tasks /efforts. When people are
dependent on you, one feels obligated to perform best to their ability. It locks people into the
task. Further assigning responsibilities, or appealing to existing roles people play in the society

or their skills / expertise can help in building commitment towards the Action.

Strategies such as Eliciting reciprocity, Personalisation, Emphasizing & establishing ownership,
Providing feedback/ showing contribution and Make it bite-sized & incremental can be used to

reinforce one’s commitment to the Action.

A4: Simplify and engage

People are easily overwhelmed and distracted and end up procrastinating or giving up on
the decision / behaviour. Thus, the information being provided or the Actions towards the
desired behaviour need to be simplified and made fun and engaging. The effort required to do
/ comprehend / remember tasks and information needs to be minimal, since people’s minds are
already pre-occupied — as is the case in Reyeroord.

Following are the strategies that can be used to make the Action fun and engaging, or easy to

perceive / comprehend and remember.

o Use gamification
° Make it bite-sized and incremental
° Combine facts with vivid content

Gamification of tasks or using elements of games to design persuasive interventions is a
proven means to engage users to learn new information or motivate them to adopt / practice
new behaviours. It can be used to make the new behaviour interesting and easy to perform.
Gamification can be used to design environments that facilitate specific behaviours (e.g. a
waste bin with a basketball net above it) or to design artefacts / games with a specific goal in

mind (e.g. the WE energy game to enable decision making).
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Bite-sized and incremental nature of content / tasks can help in reducing the effort as well
as increasing the engagement (and commitment), while ensuring appropriate retention and

comprehension.

Examples of bite-sized content / tasks could be micro-learning content, ‘Tasty’s’ videos of
recipes on; or unlocking levels feature of a game. Another strategy to ensure apt comprehension
while making the content / task engaging includes combining facts with vivid content. While
excess of any of one the two can be overwhelming, a balanced use of facts and vivid content
is effective in prompting both the cognitive and affective components of attitude formation.
This strategy can be used to design Actions that have equal amounts of cognitive and affective

components.

Further, strategies such as trigger specific emotions (use peak-end effect), Personalise it,
Minimise effort, Use analogies or Increase salience (Make it stand out) can help in making the

Action simple and engaging.

Spread Mechanism

While the key focus of the Action component is to prompt people towards the desired behaviour,
the Spread Mechanism relates to the second criteria an intervention must meet —to enable social
contagion. This component captures the ethos of the project and for each intervention it is key
to explicitly identify how the Action or desired behaviour shall spread across the target group.
It embodies the design principles 3 (Comparison is key: Enable (sub)conscious comparison) and
4 (Make it desirable, silly).

Based on the social influence strategies and practical examples of how trends, or the ‘bandwagon
effect’ come along, two routes of spreading behaviours / building social pressure towards the
adoption of the target behaviour are identified.

S1: (stimulate) Direct Social Pressure, and

S2: (stimulate) Indirect social pressure

These routes of building social pressure and the relevant strategies under each are described

below.

S1: (stimulate) Direct Social Pressure

Direct social pressure involves direct contact / interaction between an activated person (who is
currently performing / is convinced to perform the desired behaviour) and the targeted person.
During (through) the interaction, one’s peers directly request / force them to do or participate in
the desired behaviour / Action. This can be in the form of an invitation, tagging on social media,
nominating someone, nagging them through phone calls etc. Upon being tagged / invited, one
feels obligated to reciprocate or join the bandwagon, conforming to the new behaviour or social

norm. This enables the contagion of the behaviour.
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These interactions between people need to be designed for / facilitated. It can be through
different channels (e.g. social media, physical meeting points, bulletin-boards, newspapers
etc.). The Spread mechanism (tag, nag, invite, nominate, challenge, share, refer etc.) can be

selected based on the Action.

S2: (stimulate) Indirect Social Pressure

People can feel the social pressure to join a trend or perform certain behaviours even if they are
not directly forced to do so. They have the tendency to compare themselves and their behaviour
to peers. In order to belong to certain social groups or maintain a social identity, they feel
pressurized to imitate others or conform to the social norms. This can be leveraged to stimulate

people to carry out the desired behaviour.

Comparison with peers and the subsequent emotions such as fear of missing out (FOMO),
envy, insecurity can be triggered by designing the Spread Mechanism and Incentives (for an
Action / desired behaviour). These incentives and the participation of others need to be made
explicit and visible, such that they trigger social comparison. This can be done through different

strategies such as:

° Use symbolism

° Show experiences of others (stories, testimonials, reviews)

o Show performance of peers (through leader-boards, wall of fame/shame, profile ratings)
o Provide social proof

Symbolism can be used to make other’s behaviours conspicuous, especially since, unlike
products (and brands), the greener energy alternatives (specifically district heating) are not
directly visible. As Rogers (1983) highlights it, ‘Observability’ plays a significant role in the
diffusion of an innovation. Thus, peer’s participation in the Action /desired behaviour or
ownership of the technology need to be accentuated. Although, one has to bear in mind the

negative connotations related to symbolism as well as privacy and ethics considerations.

Further, direct comparison can be stimulated by showing other’s performance through leader
boards, profile ratings and rankings, wall of fame/shame. These can instill the drive to compete
against the peers, and enable the social contagion of the desired behaviour / Action. Social
proof can be provided in terms of ‘the number of people doing the similar behaviour’ or stating

acceptable / ideal conduct according to social norms.

Another way to stimulate comparison is to show other people’s experiences say through
stories, testimonials or reviews. Along with providing social proof, the positive or rich and fun
experiences of others can trigger (sub) conscious comparisons. It is evident that this would

go hand-in-hand with first, designing the rich and fun experience as a part of the Action, and
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‘fun’ can be the rewarding Incentive to participate. This highlights the interconnectedness of
the components. At times, the Action itself can act as a Spread Mechanism and vice-versa.
Similarly, the Incentive and Spread mechanism can be substitute each other. Specific touchpoints
(physical / digital; based on the spread mechanism selected) can be designed in addition to the

Action touchpoints, that can help the activated person to spread the desired behaviour.

Incentives

Incentives serve a dual purpose - they act like motivations that persuade people to participate
in the Action or carry out desirable behaviour; and they stimulate comparison amongst peers
(especially when made highly visible). While all the strategies mentioned for the Action and
Spread Mechanism are persuasive techniques and can act as incentives /motivators, it is also
necessary to explicitly design benefits / rewards / advantages that can make the Action /
behaviour more desirable — in line with the Design principle 4 (Make it desirable, silly!). As
Verplanken (2018) outlines, rewards are a proven means to affect behaviour change, specifically
pro-environment behaviour for people with low motivation. Thus, Incentives need to be explicitly

thought off / identified while designing an intervention.

The incentives can be tangible or intangible, and can be embedded into the Action / Spread
Mechanism (touchpoints), or be separately designed. One needs to think of ‘Why would people
participate in this Action? What will they gain / lose?” when designing the incentives. Further,
Incentives along with the spread mechanism need to make the behaviour conspicuous amongst
peers and can trigger the feelings such as the fear of missing out, envy etc. amongst non-

participants — stimulating social contagion.

Following are some different type of incentives (strategies) that can be offered /used:

eProvide people group membership (e.g. membership to a self-help group, active mom’s group,
conscious citizens club)

eGive people a social identity, social status or reputation (e.g. responsible parents, conscious
citizens, pioneering family).

eProvide people with guaranteed outcomes (e.g. free life time service, repairs, warranty etc.).
eMake it an achievement, a new skill people learn or qualities that people possess.

eGive them cash or kind incentives (savings, discounts, low interest loans, future valuation,
gifts, freebies, samples).

eGive people special privileges, perks, benefits (e.g. group discount, free parking, access to
party/ guest-list). Make it exclusive.

eProvide people with unique, fun, novel experiences.
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Here, the timing of incentives - immediate / in the future, needs to be kept in mind. Since
people are present-oriented, future gains needs to be translated to present gains. Further, since
people are averse to losses, ‘losses’ can prove to be an incentive to trigger people towards the
behaviour / Action. For example, loss of any of the above can prompt action. e.g. people would
avoid the loss of their (current) tax benefits; or loss of their identity as a responsible citizen.
The spread mechanism and incentive can be incorporated together — for example, people have
a soothing doorbell if they opt-in, but an unpleasant loud one, when they haven’t adopted the
behaviour. While the sound of a bell can be indicative of peer’s /neighbour’s participation (and
help in the spread of the behaviour), people would not want to have an unpleasant door bell

and it can serve as an incentive for them to opt-in or do the Action.

Touchpoints
The project draws upon the concept of ‘Touchpoints’ from the domain of Service design. As
defined by Interaction design foundation (2020),
“A touchpoint is any interaction (including encounters where there is no physical
interaction) that might alter the way that your customer feels about your product,
brand, business or service.”
They form the interface (points of contact) between the service provider and the clients and
can be in the form of material artefacts (objects), environments, interpersonal encounters
(interactions and relations between people; and their capabilities)( Secomandi and Snelders,
2011). Understanding these touchpoints and shaping them appropriately enables one to design
meaningful (and novel) experiences. While they enable the users to avail a service (exchange
of value — the service dominant logic), they also help in making things more tangible, concrete
or certain- further shaping the user’s experience, emotions and expectations. Thus, an explicit
focus on touchpoints can ensure well-curated interactions and experiences — which are a pre-

requisite for building positive attitude amongst residents, as established earlier.

The touchpoints embody the Action, Spread Mechanism and Incentives; and provide the means
through which people interact with a system, other people or engage in an activity. Although
touchpoints help in making the components more tangible and concrete, they should not be
viewed as, what Secomandi & Snelders (2011) call it, ‘accessorizing of the intangible’. The idea
is to be conscious and mindful of the environments, objects, relations and interactions which
facilitate the behaviour and to make these more effective to ensure favourable outcomes and

opinions amongst residents.

Further, as outlined by van Lieren (2017) and the Brains, Behaviour and Design toolkit,
behavioural economics principles (based on heuristics and biases) and nudge theory can be
applied to touchpoints (of a service) in order to trigger specific behaviours (change behaviours),

and shape people’s experiences at the moment of interaction. While behavioural economics
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principles and nudge theory are widely used by private sector organisations to promote
their products /services or prompt specific behaviours amongst consumers, these are also
finding their way into the workflow of public sector organisations, and interventions aimed at
promoting sustainable and healthy lifestyles alike. Behavioural Insights team (2012) presents

several instances of these persuasive techniques being used to reduce fraud, errors and debt.

This project builds upon this line of thought and aims to use behavioural economics principles
and nudge theory as a means to make the touchpoints more effective in shaping the Actions/
Spread mechanism. These can enable easy and prompt decision-making, overcoming
procrastination. This is in line with Magnier (2019), where she suggests that it is most apt to use
nudges when choices have a delayed effect, they are difficult, infrequent, feedback is poor and
the relation between choice and outcome is ambiguous. However, the ethical considerations
of these need to be kept in mind. These should not be manipulative (enforced) and jeopardize
people’s freedom of choice. While the principles are used to optimize the choices and effort,
they should always be used to improve the welfare of the target group. Further, one must

ensure they are transparent and not misleading; and provide for an easy opt-out or alternative.

The strategies outlined are classified into two broad categories (Touchpoint design principles),
for the sake of simplicity. The principles build on two inter-related decision-making traits,
namely:

1)People’s perceptions are moulded by how information is presented.

2)People rely on short-cuts to make decisions / do things. They want to put in minimum effort.

These are translated into the following touchpoint design principles respectively:
Tl - Shape perceptions and impressions.
T2- Make it easy (to use / do).

These design principles and the relevant strategies are outlined next.

T1: Shape perceptions and impressions

People’s perceptions are moulded by how information is presented. This is due to perceptual
biases that arise from the automatic, fast, non-conscious and intuitive System 1 thinking -
dual processing theory (Kahneman, 2011). For example, through their study,Yang & Raghubir
(2005) show the effect of package shape on the quantity people buy. The more elongated a
container, the lower its purchase quantity: Beer bottles are perceived to contain more than
beer cans (especially for infrequent beer drinkers. Consumers buy more products when they
are presented in a short (vs. long) container. Similarly, Gorissen & Weijters (2016)show the
negative footprint illusion, wherein consumers erroneously estimate the environmental impact
of the combination of the green and non-green product lower than the same non-green product
alone. These heuristics and cognitive biases can be used to shape people’s perceptions and

impressions about the energy transition and prompt immediate action. When applied to the
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touchpoints, these can ensure accurate comprehension of the subject matter. Strategies include:

° (Re) Frame

o Show scarcity (of time &/or supply)
o Humanise it (give it a face)

° Use anchoring

o Use analogies

° Increase salience (make it stand out)

People tend to draw different conclusions (and react accordingly) based on how the information
source, context and loss/gain is framed or which personal attributes or values you appeal to. A
loss is more painful to people than an equivalent gain. Emphasizing losses will generally cause
people to avoid an option or activity, while emphasizing gains will make an option seem more
attractive. Further, people don’t judge losses and gains absolutely — rather, they perceive losses
and gains relative to a reference point (say in the past or future). By shifting the reference point,

a loss or gain can be made more or less influential.

People place a higher value on objects / opportunities that are scarce. This value is determined
by how easily the object might be lost, especially to competitors. The more difficult it is to
acquire an item the more valuable it is. In many situations the item’s availability and its perceived
abundance is used to quickly estimate quality and/or utility. Scarcity provides social proof, that
others also prefer the same item, and thus can be used to trigger positive attitudes, or as a tactic

to spread the behaviour.

Humanising the touchpoints (giving it a face, persona, character) can help in making things
personally relevant and recognisable, and trigger prompt action. Several companies use this
tactic of personification to create a bond between the consumers and their brand to create long-
term engagement. Thus, it can be an effective means to shape people’s perceptions towards
the energy transition or specifically their energy behaviours.

Further, Anchoring can help to set expectations towards the new behaviour, as well as provide
suggestions of what should be the ideal behaviour- since people tend to use familiar or
previously introduced information /cues as a reference point, and make subsequent decisions

relative to that anchor.

In order to simplify complex information, or to make something more tangible / recognisable,
Analogies can be used while presenting the information /task. Additionally, since people
have a limited ability to process information and cannot attend to every aspect of a situation,
increasing the salience (the quality of being particularly noticeable) of important items can help
in capturing people’s attention and prompting them to go through the information or do the
behaviour. Other strategies such as Combine facts with vivid content, Personalise it or Choice

architecture can be further used to shape people’s perceptions.
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T2: Make it easy to do /use
People rely on short-cuts to make decisions / do things. They want to put in minimum effort.
Thus, the touchpoints need to be easy to use (or should make the Action easier to do/information

easier to remember). Following are few strategies that can be used:

° Minimise effort
° Shape Choice architecture (defaults, enhanced active choice, recommended options)
° Provide social proof

For each Action (spread mechanism, incentive) and the respective touchpoint, one needs to
think how the effort or time required can be optimised. This can be done through say pre-filling
forms, sending people reminders/ alerts/ notifications, providing checklists, walking people
through the process etc. Further, shaping the choice architecture — making use of defaults,
recommended options, or enhanced active choice can help in making it easier for people to
decide. Since people are lazy and want to avoid making complicated decisions, they tend to
go with pre-selected options / defaults (which don’t require an extra effort). People also look
for social proof to reduce the effort in evaluating and comprehending the choices. Whenever
people are unsure about a decision or how they should behave, they align their choices with
those of similar others, assuming that others have more knowledge, or if the majority have
chosen something it might be correct. Thus, incorporating social proof or the socially acceptable

behaviour can help in guiding people’s decisions and behaviours.

Strategies such as Make it bite-sized & incremental, Combine facts with vivid content or Use
analogies can further optimising the effort required.

These Touchpoint strategies can be used while designing both, physical and digital touchpoints

H.1.3 Evaluating the Interventions

Having outlined the four key components of an intervention, the next step is to outline the
evaluation criteria for an Intervention, which shall also form a key aspect of the tool/ process.
Being a qualitative approach to social contagion, the concepts will have to be evaluated
qualitatively, especially in the initial stage of idea generation. The first stage shall involve
commonly used design concept selection and evaluation methods such as C-box, Power dot
voting or Harris profile, which can be used during the design process to narrow down and
identify the most promising ideas.

The criteria for evaluation can be defined by the team based on the constraints at hand.
Additionally, the design principles identified earlier can serve as evaluation criteria. Following

are a few examples of the evaluation criteria:
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1. Does the intervention meet the overall aim (target behaviour)? How well does it
meet the overall aim?
If the overall aim is to show urgency to act or enable thorough comprehension,
specific criteria can be defined based on the intervention, such as: does it capture
peoples attention / spark interest? Does it trigger intended emotions? Is it easy to

understand? Does it aid retention of information?

2. Does the intervention increase the desirability of greener energy alternatives?
Does the intervention create a sense of envy / induce a fear of missing out (FOMO)

/Insecurity?

3. Does the intervention trigger conscious / subconscious comparison?

4. Does the intervention trigger social contagion of the urgency to act / accurate
information?

How many people get activated? What is the reach of the contagion? (qualitatively)

5. Ease of implementation? Cost of Implementation?

Upon selection of a few promising ideas, these can be prototyped and validated in field using
small sample sizes. Insights from the validation can help in creating iterations and can prove to
be a good indicator of the potential of the concept. Based on the intervention, specific evaluation
criteria (as shown above) can be devised. Further, quantitative methods and tools like social
network mapping can be used to simulate the contagion and understand it reach.

Since the scope of the project is limited to the ‘ideation and design of concepts’, only the first
step of evaluation (qualitative evaluation and selection of design concepts) is captured in the

tool.

In sum, the content required for designing interventions that needs to be incorporated in the
tool consists of:

- The two design criteria

- The four design principles

-The four design components

- The categories and relevant inspiration strategies for each component, and

- The process of evaluation and selection of ideas / concepts.

The next section gives shape to this content. It captures how the content is translated into a

toolkit that can be used to design interventions for social contagion.
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H.2 Format of the toolkit

This section presents how the content identified is translated into a toolkit. The toolkit is
developed mainly for use by municipality officials, as well as designers working on the subject.
The main criteria kept in mind while designing the toolkit was that it should be easy to use,
should provide adequate inspiration and needs to strike a balance between structure and
freedom. While freedom (of thought) is crucial for the creative process, structure is necessary
to ensure fruitful outcomes. Moreover, since municipality officials are not accustomed to design
thinking processes, the toolkit needs to help them dive deep into the inspiration strategies as
well as the process of generating ideas / concepts. Having outlined the key requirements for
tool development, the next section delves into the chosen format for the toolkit and how the

content is translated into this format.

Rationale for the chosen format of the toolkit

After brainstorming and evaluating different forms for the toolkit (as shown in Appendix G), a
card set accompanied by a design canvas was chosen as the way forward. Apart from being
easy to use and handle, the card format of presenting the design principles and inspiration
strategies provides flexibility in use. One can easily select specific strategies, use different
permutations and combinations (couple / bundle the cards) or use a single stand-alone card.
The design principle cards can be kept in the centre, visible to all, such that they are handy
and easy to refer to. Further, each strategy can be presented (viewed) incrementally, making it
less overwhelming. The cards help in capturing the essence of a strategy in-depth — through
explanations, examples and suggestions. This in-depth and rich explanation is necessary to
help municipality officials dive deep into the subject matter, and also to understand how to

apply these persuasive techniques (which they are not familiar with).

Further, the process of using the cards to design interventions has to be guided. Here, a design
canvas serves as the most efficient way of channeling the process. The canvas has evolved from
being a ‘fill all in’ template like the business model canvas, to a 4-step process, that guides and
facilitates the design process during a workshop (The evolution of the design canvas (iterations
and validation input on these iterations) can be found in Appendix ). While the 4-steps
capture and guide the design process — from problem definition, brainstorm, conceptualization,
evaluation and detailing (providing the requisite structure/backbone since municipality official
are not familiar with these); each step provides enough freedom for people to jot down their
thoughts — use it creatively. However, some details (eg. in the definition of the goal) have
bounded boxes, to ensure concrete decisions are made upon discussion, which can further help
in guiding the process. A detailed explanation of how to use the cards and canvases can be

found in chapter 8 of the report.

HI
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This appendix outlines the different versions of the toolkit and the key insights from their
validation. Upon finalising the format, the content was translated into a set of cards and the
canvases. Although, the cards have also undergone several rounds of iterations (in terms of the
strategies included, categorisation of the strategies under each component, amount of text,
structure & presentation), these are not presented here. Only the iterations of the canvases (and

in general, of the process of using the toolkit) are presented.

Validation for each iteration was carried out digitally (this may have led to some biases or
limitations). All rounds almost followed approximately the same protocol. A group of people
were invited for a creative session of around 2-3 hours, wherein they used the cards and
canvases to design interventions to answer the specific design question. Participants were
given a short introduction about the topic and the toolkit, after which they used it. Each iteration
built upon the insights from the previous ones, and varied in terms of (amongst others):

- Individuals v/s teams working with the toolkit

- The order in which activities were carried out

- The level of explanation given to the participants

- Combinations of canvases used

- Duration of different activities

The participants in each round had diverse backgrounds — from expert designers to novice
designers to non-designers; People very familiar with the energy transition and not at all;
people very familiar with behaviour change and persuasive strategies or not at all, etc. This
helped in getting varied types of feedback. The next section outlines the iterations based on the
validation sessions. A basic explanation of the canvas design and the feedback on each during

different validation sessions is presented.

Validation 1

Canvas A (figure 11) was used for this round. This canvas was designed as a fill-all in canvas;
wherein participants can brainstorm ideas (create concepts) using the four components. For
a single idea, all the components had to be thought off. The columns help in ensuring all 4

components are included, whereas rows signify a single concept.

Validation protocol: A few cards from each component were handpicked and sent to the
participants a few days before the session. The cards only had the explanation of the strategy
and no examples or prompts to design. All 8 participants worked individually, wherein each

participant worked on a one canvas allotted to them on Miro. Upon brainstorming ideas,
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participants discussed their ideas and tried to evaluate ideas using a c-box. Figures 12 shows a

few of ideas people generated.

Feedback / Insights: Figure 14 outlines participants’ feedback. Other insights / suggestions

include:

e While some participants could grasp the concept and came up with ideas easily, a few
struggled. They did not understand the four different components and why how they
should use it. They said they need more time to get a grasp of it.

e A few participants suggested that it would be better to use the toolkit as a team (les
overwhelming, and a push to really think)

e The evaluation stage was not very clear since criteria for the axes were not well-defined.

e There was discussion specifically about the design principle ‘Design for FOMOQO’, having a
negative connotation, and that it might not be ethical.

e Other suggestions included, having trigger questions (eg. in the form of how-to’s), which
can make it easy to answer come up with ideas. Having more clarity on the target audience
for the toolkit. Since designers a familiar with the design process and hence, it is easier for
them to use this.

e “Can we start thinking of ideas from any component? Or is there a specific starting point? |
would like to use different starting points.. how can you prompt that?”

e “C- box might not be the best method if there are more that 2 evaluation criteria; you should

try dot-coting as well.”
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Intervention Design Canvas
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Overall aim of contagion:__ G105 discontinuation - use of greener alternative technologies

Content (What) for contagion;:__ COmMmuhicate urgency to act towards gas discontinuation

Action

Tasks / Activities / Challenges/
Campaigns

Spread Mechanism

Direct / Indirect Social Pressure

Incentive

Rewards, Benefits

Motivation to participate

Touchpoints

Physical / Digital

Figure 11: Design canvas A
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Figure 12: Glimpse of the ideas generated during validation 1 (of canvas A)
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Figure 13: Glimpse of what the evaluation using c-box looked like.
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Specificity of
the action to
think was
not clear (IP)

T —

Adding a question
like "How would you
like others to know

about this?" for the
section of spreading
mechanism could be
helpful to think. (IP)

Canvas was easy to
use on its own, but |
struggled to make
use of the principles
and guidance at the

I liked
doing the
activity

——

each card had a lot of
information and there
were 4 categories of
cards so it was a bit
overwhelming;
especially in this time
frame

‘Fun. Lots of
concepts to absorb
though. (Also using
Miro for first time.

That was a bit

easy and
approciable

top. (EJ) daunting) (EJ)
| T———————— L —

e the format works

- well. | forgot
explainations about the strategy

would be cards in the

useful beginning
T —
T —

The axes for evaluation
are unclear, would
recommend thinking of
other ways (such as
weighted evaluation on
multiple aspects)

T —

| would have people
do the acivity In
couples instead of
individually. People
can feel insecure if
they are not sure
what to do.

stimulates
a nice
reflection

indicate how
much time it
takes to do
the activity

T —

I am aware about
the behavioral
change theories and
have been reading
about it, so | kind of
understood what to
do. (IP)

be conscious of time and
engagement; especially for an
online workshop; we ended up
going for over an hour so it was
quite a lot longer and hard to
stay engaged. Would be nice to
give a bit more of an overview
and timing for each activity
ahead of time.

T —

Figure 14: Participants’ comments, feedback, suggestions from validation 1.
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Validation 2

Validation protocol: The second validation was carried out with 3 participants, wherein they did
two rounds of designing interventions. In the first round, participants used canvas A followed
by Canvas B (Figure 15 i & 15ii)) to brainstorm ideas individually. The participants were not
specifically told to used canvas B for detailing. However, they ended up using it to detail one of

their ideas.

The second round was carried out as a team, where participants used canvas C (Figure 16)
followed by canvas B to design ideas. This time they were specifically told to choose an idea
and detail it with canvas B. Evaluation was not given emphasis in this validation session due to

lack of time.

Canvas B has two parts (i, ii) based on the Spread mechanism - direct pressure v/s indirect
pressure. This has been designed to prompt people to think in terms of the contagion process,

how it starts, who does what, using what etc.

Building on Canvas A, canvas C prompts people to think of ideas in terms of the frequency of
occurrence — daily , monthly weekly etc.. These prompts can be replaced by other aspects such
as individual v/s group activity. The format is more like a matrix, where people can place ideas
based on the component (rows) and the frequency. Figure |7 and 18 show the output of both

rounds.

Feedback / Insights:

Following is the feedback and insights from the session:

e Participants preferred doing the activity in a team as compared to doing it individually.

e The structure of canvas B does not prompt one to think of many ideas, rather a single
detailed concept. It can be useful while detailing the concepts.

e Participants would prefer to have some space for brainstorming ideas first first and then
make concepts with all components or putting concepts under different components.

e “Good to give prompts (questions) that people can think off” - “turn the

e categories into How to questions”

e It was difficult for them to think about ideas using the components as well as frequency
(canvas C)

e “Need some free space to ideate, then can make it more structured while

e turning to concepts”.

e “If there are boxes, we feel we need to fill each and every one in - spend

e timein that”

e “Need more time. better to know the context more in depth..”

e “Rather than fill in the blanks just provide prompt questions for Canvas B. Let people shape

it how they want. Like the space given for detailing the touchpoints.”

|| Iterations of the toolkit

“Like the space where we can sketch / detail thoughts”

“Really like the cards - very inspiring - give rise to new interesting ideas”

“Maybe you can send the cards in advance, so people can read before the session. Make
it a long term process where they truly get inspired” (participant messaged me few hours
later saying that she was still thinking about the strategy she read and it really inspired new
ideas later. So the extra time for familiarisation can help)

“You mentioned during the session that we can start from any of the components. That is
good. You should write it in the instructions”

“I am missing in-depth knowledge of the context, so not able to make specific ideas”

“It would be nice if you captured the design process. Like how we brainstorm and then
cluster ideas and then make concepts which are evaluated later. It will prompt discussion.”
“ | liked doing it in a team because | could discuss it with my teammate and we could build
upon each other’s ideas”

Maybe detailing (canvas B) can happen on the next day. It will give time to let the ideas sink
in, and prompt better concepts (details).

“ really like the explanation and examples on the cards”.
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Intervention Design Canvas

Overall aim of contagion: G095 discontinuation - use of greener alternative technology
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rDirect Social Contagion

Direct Spread
& mechanism :
Who: How (Touchpoint):
Does (action):
How (touchpoint): To gain (incentive):

To gain (incentive):

\.

R A

Who:

Does (action):

How (touchpoint):

To gain (incentive):

For / To do @ &

Action:

How (touchpoint):

To gain (incentive):

Detail / Visualise:

Figure 15i: Design canvas B (i)
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Design for Social Contagion

Intervention Design Canvas

Overall aim of contagion: G195 discontinuation - use of greener alternative technology

rlndirect Social Contagion R

Does (action):

Who: Indirect spread mechanism:

How (touchpoint): Touchpoint:

To gain (incentive): To gain (incentive):

\L
Detail / Visualise:

.

Figure I5ii: Design canvas B {ii)
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Design for Social Contagion

Intervention Design Canvas

Overall aim of contagion:

Content (What) for contagion:

(
Daily

Weekly Monthly

Oncein ___ months

Action

Touchpoints

Spread Mechanism

Incentive

Mark ’ for Private Sphere Intervention or . for Public Sphere Intervention

Figure 16: Design canvas C
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Does (action): .

How (touchpoint):

To gain (incentive):

Ik

BA

Municipality / governement

publish outbreaking news about

gas discontinuation; some factors or-emotional
stories that attract people and invite people to follow
an instagram page with a special # '

news on the media

mechanism :

How (Touchpoint):

= J——1
- T
es / Challenges/ e 8 Rewards, Benefits
/ i Direct / Indirect Social Pressure ' Physl=2 1 f¥=to
paigns/ e Motivation to participate use some
[ = influencers
INSEAra SA07s ABOUL What people follow
on Instagram it Hyou s s discontewation and ar some
will be shown a [participate in Fecwr choees thaat work which popular page
Take a picture statistic of peers  +—— . thechallenge
of how you cook consumptions - —-_ some rewards
andwewiltel e will be providad start from an outbreaking
you how much — b ':Iik:lhe ——— news, unexpected factor or
do you consume ‘M‘ ks emotional story that trigger
e — amgle where T — —_— = ! people to feel attach to
':vmum was - - that and want to cantribute
putting black screen X like
on insta feed : i,
| r— i 8 [
Ve
Direct Social Contagion
Direct Spread

To create even more buzz some words/sentences/videos related to the topic will
be published e.g. | use gas discontinuation because / 'm green because... invite |

people to share their own thought

ontheinstagram-people-are-asked to- share pictures of how they use-gas at
home, how often they cook through Insta Quizzes, After comparisons and
statistics of those participants will be Pub!ished and a winner selected as most

#green

To gain (incentive):

the more susati winner of the cl

ige will win a reward, maybe a discount

Ask inhabitants to share their energy consumptjon data dnd share community total (by comparnig it to

something people all know; e.g. this is the energy required to make Paris light up for a day. )

Create a list with all inhabitants and indicate|if they have entered their data (green/red

symbol)

School children go door-by-door a
topic (like schoolkids in NL go door

d prov
-by-dog

de information about the
r to sell as many postcards

Each inhabitant who joins is invited to a neighbourhood
party/drink

Direct competition
amongst

———as-possible for charity-and collect money f
ewness
ostinh
buld be
S) proje

inhabitant to fill in an evaluation (n
communication). School kid with m
evaluations receives a price. This
schoolkids do a research (interview
inhabitants and use these in their

or-a-run-(perkm))-Askthe —

of info, wow-factor, way of
abitants conviced and best
expanded by having

ct about the experiences of
resentation to others.

SCINOOIKIAS

Use of kids to
spread info

Parents will be

involved
trial example house with- reduction if Voucher as
week?!  onceaweekopen they agtfor
~ peoplecan participate free
see/experience and instalation?!
get informed
i ET Stick free entry in local
‘merchandise (T-Shirts) ‘Sticker — 2 entry in local
that show to other that for the llireaue - swimming
one s part of the mallbox iconic _ pool/zoo/cinema
movement symbaol for etc
#mycleanneighbourho transition
w | ———

Daily Weekly Monthly Once in ___ months 1
I buddy system |
puzzle - ONe persons
plece in give responsibilities to provide training - Ikea tour - w:?o knows it
L r diffe i liki 1l & = all -- contact
0 w::'-p:::::s:w ; r;aanﬁ:e: expenemllal tour darh
person ambassalder;‘the: tahtzIs workshops to . ;shc;wms ;
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; Interactive
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Stories Interactive
games
Ipad
Nominaton
schools teaching game for
about energy % 2
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parents... little to parents y
games... own solar
| — pa nels ---
experiment
daily quiz in the form of homework kits for kids
kids need to do together with
. L —
parents in order to understand
current habits and how these could
be improved or changed better
Jor Sacial Contagion
vention Design Canvas
verall aim of contagion: 95 discontinuation - use of greener aiternative technology
bntent (What) for contagion: COmMprehension of alternative technologies
leect Social Contagion
Direct Spread e For /To do !
& mechanism : & g
School distribute the kit Child
Who: How (Touchpoint): Who: Action:
Does (action): Does (action): ~_US€ kit
hands out kit
How (touchpoint); ot/ game To gain (incentive):  awareness How (touchpoint): How (touchpoint)]
To gain (incentive): Schoal: raise awareness and educate children on the topic To gain (incentive): To gain (incentive)
Kid: learning while having fun
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Figure 17: Examples of the ideas generated during the first round using canvas A and B

Figure 18: Examples of the ideas generated during the first round using canvas C and B
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Validation 3

Based on the feedback, the canvases were changed from being a fill-all in format to more
like a guide for the process of designing interventions using social contagion. Instead of a
single canvas, a set of 4 canvases (canvaas D) was designed. This included steps from problem
definition, brainstorm, concept generation, evaluation and detailing. These are shown in figures
19 (a to d).

These were validated with 3 participants through a digital session, where participants went
through all the steps. Figure 110 show the outcomes of the whole process. Figure 111 highlights
the feedback of the team.

Following are other insights / suggestions:

e Reduce the number of bullet points (prompts on each sheet)

e Make a short tutorial / booklet outlining all the steps so that one knows what to expect

e  While brainstorming people can pass around the inspiration cards every one 40 seconds -
to get quantity of ideas

e ‘“good that you have the brainstorm and concept creation as different stages”

These canvases were also shown to the participants of the previous session, who went to
the whole process quickly via zoom, for their feedback. Participants found it a much better

approach to design interventions. Minute changes suggested in visual elements were made.

Since this version of the canvas seemed to work well, it was tested with the municipality
officials. Insights from this validation with municipality officials and the subsequent iteration

can be found in Chapter 9 of the report.

Overall, it was good to see that during all the sessions, participants came up with similar ideas to
the ones generated in the ideation stage of the project. This reiterates that the toolkit stimulates

apt ideas, and provokes thought in the right direction.

Iterations of the toolkit
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Design for Social Contagion

Intervention Design Canvas Step 1 : Brainstorm ideas

eg. residents understand the urgency to act towards climate change
Define the ‘WHAT’- Content for the contagion:
Think of what is the goal of the contagion?
What is the target behaviour that needs to be spread?

eg. How to show residents the urgency to act towards climate change? / How might we ensure residents understand the urgency to act towards climate change?

Translate the WHAT (content /goal / target
behaviour) into a How to / How might we question:

. . . eg. neighbourhood network, church, gym, busstops as the social context for contagion.
Identify the social contexts for contagion: s e & . ¢

Which social identities and social networks of people

are relevant to trigger the contagion? Which are the key social
spaces / environments / contexts where social interactions will
take place to enable contagion?

As a team, brainstorm ideas to answer the How to / How might we question identified in 1B. Action Design Principles selected (A1, A2, A3, A4):
eUse the Action, Spread mechanism and Incentive cards for inspiration.

eSelect specific category(s) of Action strategies based on the goal/ WHAT of the contagion for the brainstorm

eUse any of the components (Action, Spread mechanism or Incentives) as a starting point to think of ideas

eKeep the identified social contexts of interaction and contagion in mind while ideating.

eln case there are more than 3 participants, carry out the brainstorm in smaller teams of 2-3 people

Figure 19a: Canvas D

Actions Spread Mechanisms Incentives
What Tasks / Activities / Challenges/ Campaigns can people perform/ participate How can the target behaviour / Action be spread to other people? Think of Direct Why will people want to perform / participate in the target behaviour / Action?

in, that will help in achieving the target behaviour? Think of physical / digital / Indirect social influence / pressures. What will they gain out of it? What wll they lose if they dont participate?
touchpoints that can be used to trigger the target behaviour.
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Design for Social Contagion

Intervention Design Canvas

Go through the ideas generated in step 1. Build on the ideas, mix and match them to
generate concepts for contagion of the behaviour. For each concept define the Action,

Spread mechanism, Incentives and Touchpoints that will be used.

Action Spread Mechanism

What Tasks / Activities / Challenges/ Campaigns will people How can the target behaviour / Action be spread to other
perform/ participate in, that will help in achieving the target people? Think of Direct / Indirect social influence /
behaviour? pressures.

Figure 19b: Canvas D
Concept 3 Concept 2 Concept 1

Concept 4

Concept 5
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Incentive

Why will people want to perform / participate in the target
behaviour / Action? What will they gain out of it? What will
they lose if they dont participate?

|| Iterations of the toolkit

Step 2 : Generate concepts for contagion

Touchpoints
List the touchpoints that will be used while carrying out the

Action. Which touchpoints will enable the spread of the
behaviour? Which touchpoints embody the incentives?
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Figure 19c: Canvas D

140

Design for Social Contagion

Intervention Design Canvas

Each team should present their ideas (top
3/5) to the bigger group.

Build onto each others ideas
Discuss pro’s/ con’s. Add / Subtract details.

Iterations of the toolkit

Step 3 : Evaluate and Select concepts

eg. ease of implementation, spread /reach of contagion, cost of implementation, effectiveness in meeting the goal of the contagion.

As a team, define the evaluation criteria
for the concepts based on the goal of the
contagion and other constraints:

If possible, list the evaluation criteria from most
important to least important.

Use any one of the following methods
to evaluate and shortlist the concepts:

Vote using coloured dots

®For each of the evaluation criteria, define a specific colour dot
(either print coloured dot stickers, or use colourful markers).

@ Keep the concepts of all the teams together (on a board /
table). For each evaluation criteria, vote for the concepts that
are most promising. Each person can vote for 3 concepts for
each evaluation criteria. Let everyone vote simultaneously.

®Based in the tally of votes and the importance of evaluation
criteria, select top 3 / 5 promising concepts, that will be
detailed further and can be validated in field.

C-Box

@ If there are only two key evaluation criteria, use a C-box.

® Plot x and y axis.
Assign one evaluation criteria to each axis (eg. x-axis : cost of
implementation - cheap to expensive; y-axis : spread /reach of
contagion max. reach to min. reach)

® As a team, go through each concept and place it on the c-box
according to how it fairs on both the evaluation criteria.

® Once all concepts are evaluated (placed on the c-box), decide
which quadrant is most feasible. Detail the concepts in this
quadrant in the next step and validate in the field.

Rank the concepts

® As a team, discuss and find top three concepts for each
evaluation criteria.

® Now vote for the most promising concepts, or decide together
3/5 concepts that fair well in all evaluation criteria and can be
taken forward for detailing and validation.
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Design for Social Contagion

Intervention Design Canvas

‘WHAT- Content for the contagion:

Concept (Name / number):

Detail how the contagion will unfold

Use the following spectrums to think about ‘where (it takes place), ‘who (does it / initiates is)’ and ‘how often’ for the concept.

Outline the contagion process:

eWho (individual /group) will initiate the Action / be the first one é e Who will the initiator spread the Action /
& to do the Action / target behaviour? What do they do? How often? & é target behaviour to (individuals (one or many)/
Why do they do it? How does it spread? é é group)? Do they do a collective action? Why
will they participate? How will they do the Action?

Figure 19d: Canvas D

Detail / Visualise the (Action / spread mechanism / incentive) Touchpoints:

eUse the Touchpoint cards for inspiration. Go through the Touchpoint strategy cards and apply the
relevant strategies to make the touchpoints more effective.
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Private sphere

Public sphere

Individual action

Group action

[ 4 g
Daily Weekly Monthly  One time in
‘X’ months

Iterations of the toolkit

Step 4 : Detail the selected concept(s)
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= Nhy will they do the Action? How will the spread it further?

1 umlock

Hows can f Action people? Think of Direct Wiy will people i in the 1 Action?
Wihat will they gain out of it? What wil they lose if they dont participate?

ectl / INCIrect social InTiuence BEnavIiour / ACTION: VVNat will they gain out or ity

lose if they dont participate?

pertorm/ participate in, that will Reip in achieving the tare:
behaviour?

Detail / Visualise the (Action / spread mechanism / incentive) Touchpoints:
#Use the Touchpoint cards for inspiration. Go through the Touchpaeint strategy cards and apply the
relevant strategies to make the touchpoints more effective.

Letter from teacher

We know you care about your child’s future,
So we have already signed you up for our
upcoming parent-child activity /
competition.

If you want to deregister, send us an email.

Criteria 1 : Enable comprehension Criteria 2 : Easy to implement Criteria 3 : Enables maximum spread
(can have a good reach)
@ . . . . . . Figure 110: Step wise examples of the output from the whole process (during validation 3 using canvas D)

@ ® 0 O ® 00

-

- . . ..- . 145




Appendix

Yes it was clear.
But might need
some recollection
of goal from time
to time.

e —

almost..this is
kind of new thing
to read a card and
keep track of all
the cards

T —

=2 MhHhrweo &

146

yes.. it was a bit

difficult to think of

spread
mechanisms and
actions as
separate things

Figure 111: Participant’s feedback from validation 3

be helpful

it is simple, fun i
dont know,
depends how you
define it. the topic is
quite intense but
gives a feeling of
healthy discussion

T —

Found it fun. ....
Could be
overwhelming to
non-designers
though.

Not daunting... it will take a
bit of time to read through
everything... knowing from

the beginning how many
things are there to do will

The break down
of the entire
process and the
cards! (strategy
and touchpoints)

|| Iterations of the toolkit

discussion yes . .
S s shauld be R instructions
of the
prompted and steps
encouraged '
| T———————

definitely, the
cards helped
me

Definitely is time
taking... although
felt like we could
give it more time.
Maybe it was
annoying that we
were rushing it

147



Final toolkit

148 149



Appendix

DESIGN FOR SOCIAL CONTAGION

INSPIRATION CARDS

ANATOMY OF AN
INTERVENTION

(Keep this in mind while designing an intervention)

150

The cards in this toolkit provide inspiration while designing
interventions aimed at social contagion of sustainable
behaviours - specifically towards the energy transition.

Refer to the handbook to see how to use the inspiration
cards and design canvases to develop interventions.

Contents:

01x Introduction card (this one)
01x Anatomy of Intervention
03x Design Criteria cards

05x Design Principle cards

21x Action cards

06x Spread Mechanism cards
05x Incentive card

12x Touchpoint cards

54 cards in total

This toolkit is developed by Jesal Shah as a part of her master
thesis ‘Social contagion as a means to transitions’ at TU Delft,
for Gemeente Rotterdam, in association with the ENRGISED
project; under the guidance of Dr. Rebecca Price,

Dr. ir. Jotte de Koning & Mr. Jacco Kwakman.

ENRGISE
O Gemeente Rotterdam

~

/

An intervention aimed at social contagion
should

fulfill
2 Criteria

Enable the target Enable contagion
behaviour of the behaviour

follow
4 Design Principles

Comparison is key:
Scale down: N
enable (sub)conscious
Translate global to local comparison

ra
Yo CF
3S's: Simple, slow and B \j,pce it desirable, silly!
steady win the race

constitute
4 Design Components

SPREAD
MECHANISM

Tasks / Activities / Direct / Indirect
Challenges/ Campaigns social pressure
TOUCHPOINTS INCENTIVES

Physical / Digital Rewards, Benefits

DESIGN
CRITERIA

ENABLE THE
TARGET
BEHAVIOUR

J| Final Toolkit

Each intervention aimed at prompting adoption of
technologies / behaviour through social contagion
must meet two key criteria:

(It should)

1) Enable the target behaviour
2) Enable contagion of the behaviour

While brainstorming ideas (in step 2), you can think
of ideas that meet each of these criteria. These
individual ideas can then be mixed and matched and
translated into complete concept lines in step 3. It is
a must that the concept lines meet both these
criteria.

These design criteria can also be used as the
evaluation criteria while short-listing and selecting
the concepts.

Before shaping the contagion of the behaviour, the
first step is to ensure that the intervention enables the
target behaviour- overcoming apprehensions towards
and barriers to adoption. For example, if the overall
aim is to use social contagion to get rid of myths about
greener energy technologies amongst residents, the
interventions need to first define how to burst the
myths - say through gamification. Only then this can
be spread amongst the target group. Thus, meeting
the key goal, or enabling the target behaviour forms
the first design criteria all interventions need to fulfill.

This criteria can be fulfilled through the design of the
Action, Touchpoint and Incentive components. These
need to be specifically designed to ensure people
perform the target behaviour. Design principles 1
(scale down: translate global to local) and 2 (3S’s:
simple, slow and steady win the race) help in achieving
the target behaviour.

Further, ‘how well / to what extent does the concept

enable the target behaviour?’ can become one of the
evaluation criteria while short-listing concepts.
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ENABLE
CONTAGION
OF THE
BEHAVIOUR

DESIGN
PRINCIPLES

In order to spread the target behaviour amongst the
target group, the intervention needs to enable its
contagion. This forms the second criteria each
intervention needs to fulfill.

Within an intervention, this mainly relates to the
design of the Spread Mechanism and Incentive
components. While the Spread Mechanism can
directly or indirectly prompt people to adopt /
perform the behaviour, the Incentives can further
make the behaviour desirable; stimulating its
diffusion.

Further this can be achieved through the application
of design principles 3 (comparison is key) and 4 (make
it desirable, silly!).

‘How well does the concept enable the social
contagion of the target behaviour’ can be an
evaluation criteria while selecting the concepts.

In order to enable social contagion of sustainable
behaviours, four key design principles need to be kept in
mind while designing the interventions, namely:

1) Scale down: Translate global to local

2) 3 S's- Simple, slow and steady win the race!

3) Comparison is key: enable (sub)conscious comparison
4) Make it desirable, silly!

While these design principles act as a guideline to design
the contagion, they also serve as evaluation criteria
while selecting the interventions, qualitatively. (This is in
addition to other criteria specific to the intent of
contagion, decided by the team).

Although all principles need to be kept in mind while
designing the interventions, Principle 1 and 2 are more
relevant while designing the Actions and Touchpoints
design components. Principle 3 and 4 relate to the
Spread Mechanism and Incentives design components.

Let each team member go through these design
principles before starting the creative session. Keep the
design principle cards in the centre (or clearly visible to
each member) such that they are easy to refer to and
kept in mind while designing the interventions.

SCALE DOWN:
TRANSLATE
GLOBAL TO

LOCAL

398's:
SIMPLE, SLOW
& STEADY
WIN THE RACE

J| Final Toolkit

While social contagion is inherently a scaling up
exercise, the first step to achieve contagion is to
activate individuals.

Prompt action and pro-active adoption is pursued
only when something affects you directly or is
relatable. To avoid /overcome procrastination of the
decision at hand, global phenomena like climate
change, sustainability need to be made personally
relevant, relatable, recognisable for the residents.
Thus, scaling down and translating the global/
national issues to regional, local, familial or individual
scale is important while designing interventions, in
order to capture people’s attention and trigger action.

This can be achieved by strategies such as Humanise
it, Personalisation, Emphasizing ownership, Showing
contribution etc. This principle is more relevant while
designing the Action and Touchpoint components of
the intervention.

In order to encourage people to take action, it is
necessary to reduce the effort they need to put in.
Easier/ simpler it is to do a behaviour, the lesser the
motivation required on the consumer’s end. Hence,
the target behaviour and the interventions should
be easy to do, use, remember and understand.

Further, since attitude formation is a long-term
process, incremental (and continuous) nature of
interventions builds certainty, commitment and a
continued relationship with the behaviour. It helps
to overcome future inaction due to cognitive
dissonance (situation involving conflicting attitudes,
beliefs or behaviours). Thus, the 3S’s should form
the ethos of all interventions.

Strategies like breaking up a large task into smaller
actionable components, embedding these into
existing routines, foot-in-the- door principle and
providing bite-sized information incrementally, in
interesting formats help to incorporate this design
principle. This principle is more relevant while
designing the Action and Touchpoint components of
the intervention.
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COMPARISON IS
KEY: ENABLE
(SUB)CONSCIOUS
COMPARISONS

MAKE IT
DESIRABLE, SILLY!

154

People have the tendency to constantly evaluate
themselves in terms of the appropriateness of their
abilities, behaviours and beliefs based on those of
similar others (reference groups). They use social
norms or social proof to guide their behaviours and
manage their social identities (self-concept). Thus,
in order to achieve social contagion, this (sub)
conscious comparison to people who have adopted
or are committed towards the target behaviour
must be stimulated through the interventions.

While conscious comparison can be achieved
through direct Spread Mechanisms such as
leaderboards, ratings & rankings, showing
consensus (social proof), indirect comparison can be
activated through strategies such as symbolism,
showing stories and experiences of similar others or
using influencers.

The Spread Mechanism and Incentives play an
important part in enabling comparisons, and must
explicitly designed.

People need to have both, intrinsic and extrinsic
motivations to opt for sustainable options. Making
the behaviour desirable (e.g. by designing incentives
and well-curated experiences) can help in
prompting adoption as well as inducing emotions
such as the fear of missing out, envy, insecurity etc.,
upon comparison. These in turn increase the
desirability of the behaviour, stimulating adoption
and paving the way for social contagion. Here,
making the incentive or the (non) participation of
others conspicuous, is key.

While the desirability aspect needs to be kept in
mind at all times. the principle is more related to
the design of Incentives (such as cash or kind
benefits, group membership, experiences etc. which
lend the user a particular social status/ reputation
or add to their achievements, possessions or
qualities. It can also be a loss of current benefits /
reputation).

ACTION

7 69
[O] 2

The Action (or Object) component of an intervention refers
to ‘What do people need to do’ in order to engage them in
the desired behaviour. This can be in the form of tasks,
activities, challenges, campaigns or installations, that engage
people directly or indirectly.

Categorisation of Strategies

The 4 decision-making factors / behavioural traits (A1, A2,
A3, Ad) translate to 4 ways of motivating people towards the
desired behaviour- the four Action design principles:

A1 Make it relevant, recognisable
and certain.

Az Shape expectations, emotions and
experiences.

A3 Build commitment through
consistency.

A4 Simplify and engage.

Based on the purpose(s) it serves, each strategy is classified
into one or more of the above Action design principles.

The Action card deck includes four category index cards-
each with one action design principle and a list of related
strategies. Each strategy is explained in detail on individual
cards with examples.

J| Final Toolkit

The strategies outlined help to design the Action effectively.
They are related to and build upon 4 key factors /
behavioural traits that influence a person’s decision-making
process, namely:

A1 People use personal relevance,
recognisability and certainty as filters
to make (quick) decisions.

Az Expectations, emotions and experiences
mould people’s (future) decisions.

A3 People strive to maintain internal
consistency, avoiding contradictory
information and behaviours.

A4 People are easily overwhelmed and
distracted; they end up procrastinating
or giving up on the decision / behaviour.

The strategies suggest ways to incorporate (reinforce/
counter) these behavioural traits into Actions, in order to
ensure that people actively participate.

Designing Actions

Based on the content and goal of contagion, select the
relevant design principle(s) to design the Action. Alternately,
you can select 1 or 2 strategies from each category to inform
the intervention.

Use the strategies to design tasks, activities, challenges,
campaigns or installations, wherein people are asked to do
(create, solve, collect, share, discuss, attend, experience,
learn, negotiate etc.) something, engaging them towards the
desired behaviour.

The interventions can be designed using different
permutations and combinations of strategies. Use the
following spectrums to define the ‘where (it takes place)’,
‘who (does it)’ and ‘how often’ for each Action.

r—---=_

Private sphere Public sphere

r——--=_

Individual action Group action

r———
Daily Weekly Monthly One time in
‘X’ months
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A1

Behavioural Trait / Decision-making factor

People use personal relevance,
recognisability and certainty as

filters to make (quick) decisions.

Action Design Principle

Make it relevant,
recognisable and
certain.

J| Final Toolkit

Relevant strategies:

1) Personalise it
2) Emphasize or establish ownership
3) Provide feedback & show contribution

4) Make it tangible, concrete, explicit and visible

Other strategies that can be used:

eUse priming (elicit associations & past memories)

eMake it bite-sized & incremental

oGive people a headstart; build onto the existing
(routine, values, norms)

eHumanise it, give it a face

eUse analogies

Behavioural Trait / Decision-making factor

Expectations, emotions and
experiences mould people’s
(future) decisions.

Action Design Principle

Shape expectations,
emotions and
experiences.
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Behavioural Trait / Decision-making factor

People strive to maintain internal
consistency, avoiding contradictory
information and behaviours.

Action Design Principle

Build commitment
through consistency.

~

Relevant strategies:

1) Let people pre-commit
2) Foot in the door principle
3) Create dependencies amongst people

4) Give people a headstart; build onto the existing
(routines, values, norms).

Other strategies that can be used:

ePersonalise it

eEmphasize & establish ownership
oElicit reciprocity

eProvide feedback & show contribution
eMake it bite-sized & incremental

-

Relevant strategies:

1) Build positive expectations (let people try it)
2) Elicit reciprocity

3) Use priming (elicit associations & past
memories)

4) Trigger specific emotions (use peak-end effect)

Other strategies that can be used:

eUse gamification

eCombine facts with vivid contenct
eHumanise it, give it a face

eUse analogies

\_

Behavioural Trait / Decision-making factor

People are easily overwhelmed and
distracted; they end up procrastinating
or giving up on the decision / behaviour.

Action Design Principle

Simplify and engage.

Relevant strategies:

1) Use gamification
2) Make it bite-sized and incremental

3) Combine facts with vivid content

Other strategies that can be used:

eTrigger specific emotions (use peak-end effect)
ePersonalise it

eMinimise effort

eUse analogies

elncrease salience (make it stand out)

157



Appendix

-~

Al1,A3,A4,T1
Personalise it

o

Tailoring or personalising the content /experience /activity
to the person (or their needs) helps to make it highly
relevant and recognisable, prompting people to act and

expediting their decision-making process. It improves the
engagement with the behaviour and can help in building
commitment.

Personalised data is perceived to be highly valuable since
people think that it has taken some effort to produce it. It
induces a sense of ownership, making people more
responsible for their behaviours.

Example:

AYOGO has designed the
‘Empower’ app that improves
compliance to prescriptions
amongst patients through
personalised gamification.
Patients create their own
avatars that symbolize their
health goals & aspirations;
based on which it provides personalised virtual coaching to
get used to pre /post disorder life, tracks behaviours, sends
reminders, provides support to the care team and connects
patients to similar others.

Ways to use personalisation:

e Provide only relevant information (e.g. energy alternatives
available and consequences of each based on house type).

o Show personal context (e.g. (future) picture of their
neighbourhood, children, house etc.)

o Let people customise the content based on their needs.

o Provide actionable suggestions based on personal situation
or consumption patterns.

A1,A3

Emphasize or establish
ownership

People attribute more value to items (groups/ beliefs etc.)
that they own (have a sense of ownership towards) and go

out of their way to avoid any potential loss of the owned
item / belief. They are also more conscious about their
behaviours when these are related to things they own. This
sense of ownership, or responsibility can be evoked when
you want people to do something / behave in a particular

way.

Either emphasize existing ownership, or introduce new
ownership (temporarily). Alternately, distance people from
things they currently own (habits) before introducing them
to a new product/ service / behaviour.
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Example:

A UK shopkeeper writes
the customer’s name on
the packaging of snacks
they buy - discouraging

littering by emphasizing
ownership.

Ways to emphasize / establish ownership:

o Highlight existing items, beliefs or experiences people
‘own’. Use personalisation e.g. An insuarance company
inserts a picture of people’s house / car while providing
insurance options.

o Provide free trails or freemium models to let people
experience new innovations, specifically at home to create
implicit ownership.

o Assign specific responsibilities. Build upon existing roles,
and dependencies. Use people’s skills / expertise as a way
to build ownership.

A1,A3

Provide feedback & show
contribution

g A
i P

People find it difficult to draw connections between their
action(s) and its (future) consequences. Providing (real-time)
feedback enables people to understand the (invisible)
consequences of their actions and stimulates conscious
self-reflection.

Presenting the feedback in the form of the user’s
contribution towards an issue further makes it highly
relevant and triggers conscious change in behaviour.

Think about how frequently the feedback is provided, in
which format (through percentages, points, labels), and by
whom (by a peer, authority, child).

-

~
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Make it tangible (T), concrete (C),
explicit (E) and visible (V)

Prioritising the present or immediate future, people avoid
thinking about the vague and uncertain aspects in life, e.g.
the future or issues such as sustainability. It is also difficult
for people to relate actions to outcomes spanning over long
periods of time.

In order to convince people towards future-oriented
behaviours, the uncertain and vague need to be made more
tangible, concrete and visible. Hidden costs and impacts
need to be explicitly communicated to ensure that people
comprehend the issues and alternatives at hand.
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Examples:

Waterhawk shower-head
shows the amount of water
used during each shower.

It also indicates when the
water is warm enough to
start the shower, promoting
water conservation.

Ways to provide feedback / show contribution:

e Use smart devices to measure & evaluate behaviours
and give people immediate feedback (through different
touchpoints). Use gamification. Show them their behaviour
journey/ growth, help them set higher goals.

e Show people cumulative effect of their decisions - use
statistics, future predictions / simulations, progressions.
Help them compare their behaviour to others.

o Let people recall similar actions in the past that affect
them in the present. Compare consequences.

Example:

To encourage people to invest
in their future, Merill Edge o
developed Face Retirement .
app which shows people their
future selves. Statistics show

that people who used the app [
were more willing tosaveand
invest money.

wantie mike s mny [ susanen ot

e

Oxfam shows what one’s
donation could buy e.g.
mosquito nets for children. €

Ways to makeitT,C,V, E:

o Relate future oriented info. to examples at hand. Compare
it to daily objects e.g. ‘drink one less cup of coffee a day &
save for the energy transition’. Use statistics. Combine facts
with vivid content.

o Translate into present gains / losses. Provide small
actionable steps for immediate future. Translate the
abstract into tangible artefacts / installations.

e Let people know what to expect by experiencing it.
Use (virtual) walkthroughs. Help people visualise the future
through simulations, comparative & contrasting scenarios.
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A2

Build positive expectations
(Let people try it)

oD

People’s experiences are strongly influenced by their
existing expectations. Positive expectations increase the
likelihood of a positive experience.

These positive expectations can be shaped by letting people
try the new behaviour. Trying/ testing the new technology

or behaviour helps in fully understand its value, benefits,
usage and usefulness, increasing people’s likelihood to
accept & adopt it. It enables thorough comprehension of
hidden costs / aspects, reducing uncertainty and providing
a sense of control. Trialability is more important for early
adopters as compared to late adopters.

~
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A2,A3
Elicit Reciprocity

~ O

W

People are inclined to return a favour, or help somebody
who has done something for them (“tit-for-tat”). Reciprocity
evokes a sense of indebtedness or gratitude, which people
want to repay.

It is a powerful method for gaining one's compliance with a

request while building continuing relationships. It has
maximum effect when the gift/ favour is unexpected and
personalised. Reciprocal relationships can be induced
between people by helping them with something, solving
their problems, making their life easier.
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Example:

Medisch Centrum Alkmaar uses
Medify, a multimedia module, in
which patients are informed
about their upcoming treatment
by means of 3D visualisations,
photos, videos, voice-over &
texts. It takes them through the
whole journey of the treatment -
from administration to actual
surgery procedures, reducing the
uncertainty; since they know
what to expect.

Ways to build positive expectations:

e Convey the positive aspects, values, benefits in advance.

e Let people convey their expectations /past experiences.
Reinforce the positive ones and counter the negative ones
(e.g. by showing other people’s experiences).

o Give people tasters/ freebies. Create (virtual) tours,
walkthroughs, experience centres; let people act out / role

play situations. Provide free trials periods / subscriptions.

e Make the process transparent.

A2,A1

Use priming
(elicit associations & past memories)

5 °\ N
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Priming is a technique in which the introduction of one
stimulus influences how people respond to a subsequent
stimulus. Eg.Dutch trains infuse carriages with the citrus
scent of cleaning products which stimulates people to clean
up after themselves / not litter. This occurs without
conscious awareness, yet it influences behaviours.

Priming can be used to elicit associations from past or to
build new ones. Cues such as visuals, numbers, words, smells
can be used to directly prime people towards a behaviour,
improve comprehension, induce self-reflection or indirectly
affect someone’s psychological state, impacting their way of
thinking.

Example:

The city of Melbourne
has adopted the
Target 155 campaign -
which primes people
to remember that 155
litres is the max.
amount of water that
should be used per
person per day to
ensure sustainable water futures. It triggers self-reflection &
conscious change in behaviour in case the user’s monthly
bill and water report reflect higher usage quantities.

Ways to use priming:
o Include subtle visual or verbal cues in the Action.

e The Action in itself can be to prime people towards specific
beliefs or behaviours. e.g. use a rubrics cube format to give
information about different technology alternatives. This
can help people remember the features, benefits, drawbacks
of each technology.

® People use past experiences to inform their behaviour and
decision-making. Elicit past experiences and associations.
Reinforce the positive ones, counter the negative.

Example:

To ensure people park
bikes in the stands, the
city of Copenhagen
introduced ‘bicycle
butlers’. The butlers
move illegally parked
bikes into the biking
stands after oiling their
chains and filling air in the tires. They put a note on the
handlebar explaining the project and wishing the cyclist a
good day. Fewer people park their bikes incorrectly after
meeting the bicycle butler.

Ways to elicit reciprocity:

e Use the door-in-the-face principle: First make a large
(unrealistic) request that people will most likely turn down.
Next, make a second more reasonable smaller request.
People are more likely to agree to this second request since
they feel that they owe something for declining the first
request. Use requests with a social aspect such as asking for
help.

e Give a (surprise) small unconditional gift, sample, discount,
free shipping, access or information.

A2, A4

Trigger specific emotions
(Use peak-end effect)

+ + "0 - -
- - ~
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Emotions play a key role in the way people perceive,
evaluate information and make decisions (form opinions or
behave). Triggering specific emotions during an Action can
help to set expectations, as well as prompt people to form
favourable attitudes and change behaviour. Both, positive
and negative emotions can be explored. The emotion
triggering elements can be embedded in the touchpoints, or
designed into the Action itself.

Use the peak-end principle. It states that people remember
and evaluate an experience based on how they felt at its
peak (i.e. most intense point - either +ve or -ve) and its end,
rather than a total sum or average of every moment.

Example:

The ‘run for your life’ wristband
(Fokkinga & Desmet, 2014) and &
the Zombies, Run!” app engage
and motivate recreational
runners (to push harder) by
triggering a feeling of being
chased (by dogs or zombies).

Ways to trigger emotions:

o Trigger pleasure/ pain/ hope/ fear to motivate people to
change behaviour. Evoke specific emotions such as surprise,
guilt, regret, empathy using vivid stories, installations, walk
throughs, testimonials, personalisation to engage people.

e Help people feel / realise the emotions they will feel after
adopting the new behaviour. Create emotional attachment
to the new behaviour.

o Create peak moments & end the Action on a high note
by designing apt rewards, or evoking +ve emotions using
gamification or surprise elements.
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A3
Foot in the door principle

Foot-in-the-door (FITD) technique is a compliance tactic
that aims at getting a person to agree to a large request by
having them agree to a modest request first.

If people commit to a smaller action / request, they are more
likely to agree to a related larger action/ request in the
future, since they feel obligated to keep agreeing in order to
stay consistent with their original commitment (decision of
agreeing).

A3 ]
Let people pre-commit

People strive to maintain beliefs and act accordingly. Once
people have made a promise /pledge to do something or
invested time/ money/ effort in something, they feel
obligated to follow through.

Stimulating people to specify what, when and how they will

do something creates the desire to be consistent with that
commitment and further ensures compliance. This also
reduces future inaction due to change in emotions or
cognitive dissonance (situation involving conflicting
attitudes, beliefs or behaviours).
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Example:

Shelter, a homelessness
charity piques one’s interest
with a local angle (‘What
does the housing crisis look
like where you live?'),

prompting people to just —
enter their pincode. Later, it i ::::_‘:_“:‘:":__’:::_-_
takes you through a well- ol T

B

reasoned argument & finally

invites you to add your

signature on a petitionto === o
politicians.

Ways to use the FITD principle:

o Let people first commit to a small, low effort action/ task
like placing a small poster /sticker on their car or giving a
tour of their house to understand architectural constraints
for energy transition. You can also ask people to participate
in a survey, to sign-up to a newsletter via email, or like/
follow a social media page.

e Appeal to people’s social identities. Use symbolism to
accentuate people’s group membership / social identity such
as ‘conscious citizen’. Later, ask people to perform a task to
keep up with that identity.

A3

Create dependencies
amongst people

AN

When people are dependent on you or your skills /
expertise, one feels obligated to participate and perform
best to their ability. Creating dependencies amongst people
while carrying out specific activities can help in building
commitment.

The three C’s - compete, compromise /cooperate and
collaborate can be used to further bind people to the group,
lock them into the task. The advantages of a group effort
can be designed to ensure people are motivated to
participate.

Example:

In a hotel in California,

guests who made a specific
commitment to reuse towels
during their stay (v/s a general
commitment to be eco- friendly)
and received a “Friend of the
Earth” lapel pin, were significantly
more likely to follow through on
reusing the towels, and being
more eco-friendly.

(Baca-Motes et. al, 2012)

Ways to let people pre-commit:

o Create small, informal written or verbal commitments,
promises, pledges, oaths, contracts. This can be done
through a prompt (screen) with a check-box that people
need to agree to, by letting people commit to each other, or
in a public forum by signing a form or raising a hand etc.
When the commitment is made to somebody or publicly,
people are more likely to follow through.

e Make a person’s commitment visible to others, e.g. through
symbolism or as a wall of fame. This further ensures that
people stay consistent to their word.

A3,A1

Give people a headstart;
build onto the existing

People are motivated to complete tasks that are incomplete
or goals that are not achieved. By giving them a ‘head start’
they feel that they already have made progress and are more
likely to finish an Action.

People need consistency and are creatures of habits.
Embedding the Action into or building upon existing
routines, habits, values and social norms can help in
ensuring that people commit to doing the action. It would
seem to be just an extension of the existing routine /values,
making it seem less tedious. Additionally, everyday activities
can be turned into something new and interesting by adding
the new desired behaviour/ task.
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Example:

Smart watches like Fitbit or
Apps like Nike Running Club
let people sync their devices
and set fitness goals together.
People can either collaborate
and achieve the goals
together or compete against
each other to achieve the
goals independently. This
builds commitment towards
the goal and ensures that
people follow through.

Ways to create dependencies amongst people:
o Design collective tasks, activities - wherein the outcome

depends on performance / rating of each person. Include
time constraints to avoid procrastination.

o Let people ask for help from each other.

o Assign responsibilities based on expertise. Make people
accountable for their tasks.

e Each person builds onto the work of the previous task
owner. Weekly rotation of task owners (relay-race).

Example:

In Transburg, residents received a
starter kit with bags for residual
waste and packaging materials to
ensure they segregate & dispose
waste correctly.

Toensure that people remember
to check their smoke alarms twice
a year, Red Cross related the

activity with the changing of clock T (&) Wi
to summer /winter time (since . !

. . “As you turn your clocks ahead, take a few minutes to
both are bl-annual aCthltleS). protect you and your family from home fires. It's easy"

Ways to give a headstart / build onto existing:

o Provide small advantage / advancement towards a goal—
e.g. points, stars, or stamps. Equip them to start performing
the new behaviour. Use ‘Framing’ e.g. progress bar half full,
first three steps of a checklist tick-marked.

o Link with routines that are similar in terms of quality, type
of activity or occurrence. Use priming in existing routines

o Translate elements of existing routines into the experience
of doing the new behaviour /task.
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A4, A2
Use gamification

Gamification of tasks or using elements of games to design
persuasive interventions is a proven means to engage users

to learn new information or motivate them to adopt /
practice new behaviours. It can be used to make the new
behaviour interesting and easy to perform.

Gamification can be used to design environments that
facilitate specific behaviours (e.g. a waste bin with a basket
ball net above it) or to design artefacts / games with a
specific goal in mind (e.g. the WE energy game to enable
decision making).

A4,A3,A1,T2

Make it bite-sized &
incremental

@

People are easily overwhelmed. When provided with a lot of
information or choices, they either procrastinate decision-
making, give up or make use of heuristics to come to a quick
decision. Thus, provide information in smaller, digestible
steps. Break down the action into smaller steps.

This incremental or step-wise nature of an action can also
help to build commitment towards the behaviour.
Further, bite-sized content can build anticipation which
can make the new behaviour engaging.
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Example:

Tim Holley’s Tio lets
children become energy
champions of their house,
influencing parental
behaviour. Information is
sent from the wall switch
to the computer app,
which allows the child to
track the lighting use/ performance over a period of time.
The child takes care of a ‘virtual tree’ by moderating their
lighting-use performance. This engages children to make a
personal contribution to reducing energy consumption.

Ways to use gamification:

e Let people solve puzzles, take quizzes, play a board game to
stimulate conversation, prime people towards something, or
for people to learn new information/ make decisions.

e Use game design elements like unlocking levels, player
profiles, one-to-one competition to engage people in the
activity.

e Environments designed using gamification elements can
help evoke specific emotions, shaping people’s expectations
or experiences.

Example:

To train managers on the
importance of a safe team
culture, Google used
microlearning through the
‘Whisper course’. It has of
a series of emails each of
which gives a suggestion
that managers could try
during team meetings.
The emails were centred around the idea that the managers
need a gentle reminder (nudge) to use what they know. Each
email outlined an experiment they could try.

Ways to use bite-sized, incremental content:

e Break the content into smaller packets, revealed
progressively over time to minimize complexity. Increase the
number of decision moments. Give small actionable tasks
(that build on top of each other).

e Use gamification elements such as unlock levels to unveil
the content. Formats like comic strips, storyboards etc. can
make the content engaging and build anticipation.

e Categorise the content; show comparisons of categories.
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A4,A2,T1,T2

Combine facts with
vivid content

[l

Facts lend credibility and memorability. Vivid stories are
compelling and help people relate to issues. However, too
much of either of the two can become overwhelming for
people, which motivates them to ignore the information
altogether. Thus, both-facts and vivid stories need to be
combined and balanced.

A few hard facts can go a long way. Use clear, distilled facts
to assert authority and to give people a means of backing up
their decision. Use short vivid stories / imagery to support
the facts and evoke particular emotions.

TOUCHPOINTS

orpded)

Touchpoints form the interface between people and the
target behaviour, defining ‘How will people do the Action or
spread the behaviour'. These can be physical or digital - in the
form of artefacts, environments or interpersonal encounters.
Explicitly designing touchpoints can ensure well-curated
interactions & experiences, which are necessary to build
positive attitudes. They also help in making things more
tangible, concrete or certain.

Example:

DogsTrust highlights
the number of dogs
up for adoption along
with images of the
dogs. The statistics
helps to communicate
urgency while the
images evoke feelings
of sympathy, and
affection that help in
motivating people to
adopt the dogs.

Ways to use facts and vivid content:

e Use quantitative data along with vivid imagery. Distil
information into key points. Make use of authority
(e.g. scientists, doctors, teachers) to convey the facts. Use
testimonials, storyboards, live narrations as means to bring
stories / experiences to life.

e Involve other senses such as touch / smell / hear to bring
alive experiences, while showing facts.

e Show comparative or contrasting scenarios.

The strategies outlined help to design the Touchpoint more
effectively, and in nudging people to carry out the required
Action. They are related to and build upon 2 key factors that
influence a person’s decision-making process, namely:

T1 People’s perceptions are moulded by
how information is presented.

Tz People rely on short-cuts to make decisions / do
things. They want to put in minimum effort.

The strategies suggest ways to incorporate these

factors into Touchpoints, in order to ensure that people
actively participate. The above factors can be translated into
2 Touchpoint design principles, which are used to categorise
the strategies.

T1 Shape perceptions and impressions.

Tz Make it easy (to use / do).

Once you have designed the Action /Spread mechanism and
identified what touchpoints will be used, go through and
incorporate these strategies to make the touchpoints more
effective /engaging.
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T1

Behavioural Trait / Decision-making factor

People’s perceptions are
moulded by how information
is presented.

Touchpoint Design Principle
Shape perceptions
and impressions.

Relevant strategies:
1) (Re) Frame

2) Show scarcity (of time &/or supply)
3) Humanise it

4) Use anchoring

5) Use analogies

6) Increase salience (make it stand out)

Other strategies that can be used:

eCombine facts with vivid content

ePersonalise it

eChoice architecture (defaults, enhanced active choice,
recommended options)

T1
(Re)Frame
v
Spam blocker Spam blocker
Orly 4% Spam 9C% Spam ?ree v
for orly For orly
€290 €290

People draw different conclusions (and act accordingly)
based on how the information source, context and loss/gain
is framed or which personal attributes or values you appeal
to.

Framing information, specifically losses and gains, helps in
ensuring people have apt perceptions towards the
behaviour. A loss is more painful to people than an
equivalent gain. Further, people don’t judge losses and gains
absolutely - rather, they perceive these relative to a
reference point (in the past or future). By shifting the
reference point, a loss or gain can be made more or less
influential.

T2

Behavioural Trait / Decision-making factor

People rely on short-cuts to make
decisions / do things. They want to
put in minimum effort.

Touchpoint Design Principle

Make it easy
(to do / use).
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Relevant strategies:

1) Minimise effort

2) Shape Choice architecture (defaults, enhanced
active choice, recommended options)

3) Provide social proof

Other strategies that can be used:

eMake it bite-sized & incremental
eCombine facts with vivid content
eUse analogies

T1
Show scarcity
(of time &/or supply)
9 others are viewing
Hurry!! Until midnight!!
Limited offer 4 rooms

\N\10 mins Last 3 items remaining ' 't
left!!

People place higher value on objects / opportunities that are
scarce. This value is determined by how easily the object
might be lost, especially to competitors. The more difficult it
is to acquire an item the more valuable it is. In many
situations the item’s availability and its perceived abundance
is used to quickly estimate quality and/or utility. Scarcity

provides social proof, that others also prefer the same item.

Scarcity in terms of limited time to carry out an action or in
terms of limited quantity of something available, can be
used to trigger people to adopt the desired behaviour.

Example: Positively framed:

. Research shows that women who do BSE
MeyerOW|tz and have an increased chance of finding a
Chaiken (1987) show tumour in the early, more treatable
that when presented stages of the disease.
with information Negatively framed

Research shows that women who do not
do BSE have a decreased chance of
finding a tumour in the early, more
treatable stages of the disease.

stressing the negative
consequences of not
self examining, women
were more likely to
engage is breast self-examination (BSE) as compared to
when they are shown positive consequences.

Ways to (Re)frame:

o Describe situations as loss / gain based on the desired
behaviour. Things framed as loss are more salient to people.
Combine losses. Segregate the gains. Integrate small losses
with larger gains to reduce its significance. Highlight smaller
gains even from larger losses. Use ‘loss’ frames for uncertain
outcomes; ‘gain’ frames for certain outcomes.

e Position offerings in favourable contexts (e.g. middle of
three prices; in between competition).

e Appeal to specific personal identities (e.g. parents,
commuter) that best align with the intent.

Example:

When British Airways
announced it was closing the
London to New York
Concorde service, sales went
through the roof. Nothing
had changed about the
service or the cost; it had
simply become scarce.

ure-fly the flag

Ways to use / show scarcity:

o Build limited editions, provide limited number of spots or
limited time for availing different incentives. Make it
invite-only.

o Show scarcity of quantity through messages such as ‘x
number of things left’; ‘x number of people are looking at
this same option’ etc. e.g. the gas company can show
amount of natural gas reserves left, and the countdown to
when there will be no gas supply.

e Show scarcity of time by highlighting deadlines, having
countdowns etc.
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T1,A1,A2

Humanise it
(give it a face)

X

Global phenomenon such as sustainability are vague and
difficult for people to understand. Humanising these
phenomenon (giving it a face) by building specific characters
or using imagery with real people can help in making them
more recognisable. It can change how people perceive issues
and build empathy towards the causes, in turn triggering
prompt action.

Using images of one’s near and dear ones to show the effect
of different phenomenon in the future (through future
scenarios / progressions) can also ensure conscious
behaviour. Personification helps in building certain
associations and triggering specific emotions.

T1
Use anchoring

£420

People use familiar or previously introduced information
/cues as a reference point, and make subsequent decisions
relative to that anchor. Once (the value of) this anchor is set,
all future negotiations, arguments, estimates, etc. are
according to the anchor. Information that aligns with the
anchor tends to be assimilated, while information that is
more dissonant or less related tends to be ignored.

Using anchors can help to set expectations towards the new
behaviour, as well as provide suggestions of what is the ideal
(baseline /minimum threshold), acceptable behaviour. This
can be used along with strategies such as providing social
proof, framing or priming.
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Example:

Shelter uses the image of
young girls to prompt
people to donate towards
homelessness charity.

Yarra Valley Water has
developed ‘Water watcher’
characters like ‘Wade’ in

the form of an artefact to milo saeTHUNSS!
be put on the tap. These ATCH YOUR WATER

ensure people (especially
kids) are conscious about their water consumption.

Ways to humanise it:

e Use children /pets (real imagery) to communicate the effect
of global phenomenon.

e Using principles like the watching eye effect. Build
characters and embed these into artefacts which are
friendly reminders for people to be conscious about their
behaviour.

e Make persona-based quizzes. Let people see (relate)
themselves as (to) these personas. Link desired behaviours
with these personas (or personality traits).

Example:

Change in the efficiency categories
of the European energy label from
unique letters only (the A to G scale)
to a mixture of letters and “A-pluses”
(the A+++ to D scale), makes
consumers less likely to choose the
most energy efficient appliances.
The letter A functions as an anchor
for consumers’ judgement of energy
efficiency; resulting in them giving
less importance to energy efficiency
above the A category.

e Provide anchoring information (quantitative data - price
ranges, value before discounts, goals etc.) before telling
people the action to perform, or the actual values.
Communicate high and low extremes to create anchors.

e Pre-fill a form / blank with an anchor (numeric value, words
etc.), suggesting how people should behave. e.g. when
telling people to save monthly towards the energy
transition, fill in a temporary value (say 5 Euros) in the space
where people have to enter the amount.
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T1,T2,A1, A2, A4
Use analogies

/—3

An analogy is a comparison of two things to help explain an
idea or concept. When the information is complex or
difficult to understand, use of analogies to capture people’s
attention and to make it easy for them to grasp (remember)
the information.

Draw analogies to commonly known phenomenon, or past

experiences of people. Use analogies in text as well as in
visuals and imagery. If the touchpoints are artefacts, their
form and visual appearance can be inspired from relevant
analogous examples to communicate specific interaction
qualities / goals / intent defined by the Action / Spread
mechanism.

Example:

These posters use
analogies to
trigger behaviour
change (stop
smoking - It is like
hanging yourself)
or conscious
thought (about
the urgency to
act towards
climate change).

Ways to use analogies:

o Use analogies to explain the process. e.g. the format of a
recipe of a dish can be used as an analogy to tell people the
steps towards gas discontinuation.

e Use analogies to communicate features. Appeal to one’s
personality traits using analogies like comparing people to
famous personalities or attributes people aspire to be.

o Compare to daily objects /known phenomenon e.g. cutting
trees is like removing ones lungs.

T1,T2, A4

Increase salience
(Make it stand out)

=
e

People can process only a limited amount of information;
they cannot attend to every aspect of a situation. Salience
(the quality of being particularly noticeable) determines
which information will most likely grab one’s attention and
have the greatest influence on one’s perception of the
world.

People tend to be drawn to things that stand out from the
environment. Novel or personally relevant things grab
people’s attention and can be used to influence behaviour.
Make the desired behaviour (Action/ Touchpoint) stand out
so it attracts attention and motivates people to do it.

Example:

In Lucerne, decals of games like
hopscotch boxes were pasted
around bins to accentuate their
position; encouraging people to
consciously bin their waste.

Handwritten post-it notes increase
the probability of people opening a
letter and reading it or filling out

surveys (Garner, 2004). This is used
by the Dutch tax system to increase Bt g
on- time tax declarations. van de Belastingdienst

Ways to increase salience of desirable behaviour:

o Capture people’s attention by making the touchpoints
salient (stand out) through colours, sounds, visuals, smells
gamification.

e Make the beliefs / behaviour of others salient.

e Embed surprises in the touchpoints.

o Create favourable contexts; e.g. comparing to less desirable
options. Use contrast.
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T2,A4
Minimise effort

T

Lorem pam door 54

We have pre-Filed

the Form For youl

Verify the details
and continue.

People avoid doing things that are tedious, ambiguous or
difficult. They want to put in minimum effort to achieve their
goals. Both, the actions and the related touchpoints need to

designed for simplicity. The touchpoints themselves should
be effortless to use and should aid people to carry out the
action easily.

The things should be easy to :
- Understand

- Remember

- Do

- Use

T2,T1

Shape choice architecture
(Defaults, Enhanced active choice,
Recommended options)

Do you want to receive
a newsletter From us
every month?

® O

Yes No

Since people are lazy and want to avoid making complicated
decisions, they tend to go with pre-selected options which
don’t require an extra effort. Make the desired behaviour
the default option to build commitment towards it.
However, ensure that people can freely opt-out or select
alternatives (have freedom of choice).

Further, highlight the advantages of the desirable behaviour
and the disadvantages of the alternative behaviour - Use
enhanced active choice. This loss / gain framing helps in
shaping people’s perceptions towards the desired behaviour,
making is effortless - since people always want to avoid
losses.
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Example:

Rutgers University made double- =
sided printing the default option
on its lab printers. Students need
to manually select the option to
print on only one side of the page.
The option to conserve is made
much easier by setting it as the
default option (swapping the
effort required in the desirable and
undesirable behaviour).

Ways to minimise effort:

e Can you do the effort on behalf of the people? e.g. pre fill a
form. Give people a headstart. Provide check-lists. Distil
into few key points/ steps. Use levels, progressively reveal
new info.; Reduce the number of choices. Provide ways to
filter /customise. Walk people through the Action - let them
know what to do/ expect.

e Embed into routine, such that the behaviour takes place
automatically when people are doing other activities.

e Use reminders, notifications, alerts

Example:

Organ donation rates in
Denmark & Germany are
low (4 % &12%) because
the default option is
‘opt-in’. Meanwhile, they
are 86% & nearly 100% in
Sweden & Austria where
the default option is AIERIE T AR AT . 1
‘opt-out’; since choosing not to be an organ donor is
perceived as morally more deficient. This prompts conscious
thought, prompting people to make the right choice.

Ways to use ‘choice architecture’:

e Make the desired behaviour a default - highlighted, check
marked, pre-filled. Let it be the first option that people see.
Minimise or completely eliminate the effort in choosing it.
Increase the effort people have to put in to opt-out. At
times the undesirable behaviour (opt-out of desirable

behaviour) being a default also triggers people to opt-in for
the desirable behaviour, since the default opt-out triggers
conscious thought about the behaviour.

e Personalise the default desired behaviour using the user’s
data- ‘recommended (for you)’ Highlight what people can
lose.

T2,51,S2
Provide social proof

Apart from wanting to be socially accepted, people also look
for social proof while making decisions to reduce the effort
in evaluating and comprehending the choices. When unsure
about a decision or how they should behave, people align
their choices with those of similar others, assuming that
others have more knowledge, or if the majority have chosen
something it might be correct.

Provide social proof to motivate people to carry out the
behaviour, in the form of quantitative data or statements

highlighting what others are doing / what is the socially
accepted behaviour in that particular context.

SPREAD
MECHANISM

0
A
o8

A
N

Spread Mechanism defines how the behaviour or Action will
spread amongst the target group (enabling social contagion).
The strategies presented suggest different ways of building
social pressure in order to stimulate people to adopt the
target new behaviour.
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Example:

Nolan et. al (2008) find that the
most effective message in
stimulating energy conservation is
the one that gives social proof (as
compared to messages that state
that using less energy saves money,
that it protects the environment or
benefits the society). The message
stating that a lot of other people are
conserving energy, generates 3.5
times as much energy saving.

Your nciahloourg
are 9avina eneryy,
are you?

Ways to provide / use social proof:

e Show how many people have chosen the behaviour.
Show peers performing the behaviour. Provide testimonials
& reviews of others who have performed the behaviour. Use
‘Best-seller’, ‘Most popular’, ‘others also viewed’ tags.

e Use Authority - show expert recommended behaviours (e.g.
doctors, teachers, scientists). Use certification marks.

e Appeal to personal or social identities / traits of people. e.g.
‘apt for athletic people’; ‘75% mothers do this’. Build upon
existing social norms such that people automatically
perform the socially acceptable behaviour.

The strategies within the spread mechanism can be broadly
classified into two categories:

§1 (Stimulate) Direct Social Pressure

These involve direct contact / interaction
between an activated person (who is
currently performing / is convinced to
perform the desired behaviour) and the
targeted person.

(Stimulate) Indirect Social Pressure

These strategies indirectly build social
pressure towards the desired behaviour by
stimulating the person to compare
themselves with peers.

Think of interactions between people (direct or indirect) that
can help in spreading the behaviour. This can be facilitated
through either physical or digital touchpoints that are built
into the Action (touchpoints) itself or are designed
specifically to spread the behaviour. The Spread Mechanism
should be designed to complement both, the Actions and
Incentives.
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S1

(stimulate) Direct Social
Pressure

Direct social pressure includes interactions wherein one’s
peers directly request / force them to do something. This can
be in form of an invitation, tagging on social media,
nominating someone, nagging them through phone calls etc.
Upon being tagged / invited, the person feels obligated to
reciprocate or join the bandwagon, conforming to the new
behaviour or social norm.

Facilitate these interactions between people through
different channels (e.g. social media, physical meetings,
newspapers etc). Select the spread mechanism (tag, nag,
invite, nominate, challenge, share, refer etc.) based on the
Action, and design the appropriate Touchpoints.

Example:

The ALS Ice Bucket Challenge required
nominated participants to film (and post)
a bucket of ice water being poured on
their heads and then nominate others to
do the same. The nominated person had
24 hours to comply or forfeit by way of a
charitable financial donation towards
research for ALS disease. It went viral on
social media in 2014 and raised over
$220M worldwide for the disease.

Ways to stimulate direct social pressure:

o Let frontrunners challenge, invite or tag others to carry out
a task. Participation can be made exclusive through invite-
only channels,to make it more desirable. For example,
many brands like One-plus, Spotify (in the US), Socialcam
rolled out their products through invite-only channels
enabling peer-to-peer marketing.

e Combine direct social pressure with strategies like creating
dependencies between people.

e Use on-going trends. e.g. Instagram challenges, Tiktok etc.

S2

(stimulate) Indirect Social
Pressure

People feel the social pressure to join a trend or perform
certain behaviours even if they are not directly forced to do
so. In order to belong to certain social groups or maintain a
social identity, they feel pressurised to imitate others or
conform to social norms. Further, if the behaviour is
perceived to lend peers an advantegous position, it is
imitated.

This comparison with peers and the subsequent emotions
such as fear of missing out, envy, insecurity can be triggered
by designing Incentives and making them (as well as the
participation of peers) conspicuous; in turn prompting
adoption of behaviour.

Relevant strategies:

1) Use symbolism

2) Show experiences of others (stories,
testimonials, reviews)

3) Show performance of peers (through
leader-boards, wall of fame/shame, profile
ratings)

4) Provide social proof

S2
Use symbolism

T

Symbolism is the use of signs and symbols to represent
ideas and qualities. It can be used to show which individuals
are pursuing the desired behaviour. Symbols can represent
social identities (e.g. conscious mothers), group membership,
participation in specific Actions or the possession of some
thing / quality. This helps to trigger (sub) conscious
comparison amongst peers, making the behaviour desirable.

Symbolism can be incorporated in clothing, accessories,
merchandise (caps, wrist bands, flags, stickers, tags, badges,
artefacts; or through filters, symbols on digital mediums.
These should complement the Action and can serve as one
of the Incentives itself - if made desirable enough.
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S2

Show experiences of others
(stories, testimonials, reviews)

B
0G0

While making difficult decisions, people rely on their peer’s
experiences or feedback to evaluate the decision at hand.
Showing testimonials, reviews and ratings as social proof can
help to make the behaviour more desirable.

The actions can be carefully curated to provide fun, exciting,
novel, unique experiences towards the desired behaviour,
which can be made visible to others. Seeing the experience of
one’s peers can induce the feeling of missing out. Both, online
and offline channels can be provided for people to share their
experiences.
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Example:

As a part of the campaign
to reduce littering in
Transburg, residents who
opted-in received stickers
to be put on the doors or
windows. These stickers
showed which residents
had made a commitment to
improve the neighbourhood, prompting others to think about
their role / duty towards the neighbourhood, and taking
action.

Ik ga voor een
schone buurt.

Ways to use symbolism:

o Place the symbols in apt areas and make them highly visible.
Use it in appropriate amounts; if over done, it loses effect.

o Instead of 2D symbols, think of 3D artefacts. Can these be
be responsive to (reflect the) user’s behaviour? e.g. a smart
object placed in the front yard - blooms or withers based on
the user’s behaviour.

e Make use of / build upon existing symbols. Use daily
objects. e.g. for non-compliant people, the door bell can has
an annoying, loud ring. Use symbolism to shame / call out
people for their current behaviours.

Example:

To increase the uptake of the
free check ups, NHS,
redesigned their invitation
letters and appointment
cards, showing testimonials
from local residents from
different demographic
backgrounds. This way
people could easily relate to
and trust the legitimacy of
the invitation.

Ways to show experiences:

e Use existing channels to show people’s experiences e.g.
hoardings, billboards, instagram / snapchat stories, blogs/
vlogs, youtube, newspapers, talk sessions etc. Use different
formats such as pictures, text, comic strips, stand-up
comedy, bite-sized videos etc.

e Show people doing the behaviour along with their
retrospective views, testimonials, reviews, ratings etc.

e Show both positive and negative experiences. The negative
effects of current behaviour can also be shown through
peers’ experiences to trigger behaviour change.
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S2

Show performance of peers
(through leader-boards, wall of fame/
shame, profile ratings)
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Indirect comparison and competition can be triggered
amongst people by ranking and rating their behaviours. The
performance of others can be shown through leaderboards,
walls of fame / shame, comparison charts etc. via an app,
emails, or displayed publicly through screens and billboards.

Placing the performance information in public spaces serves
as a conversation starter, and builds curiosity amongst
people who are not aware. Seeing one’s peers on the
leaderboards can enthuse people to join. Providing profile
ratings can instil the urge to continue with the desired
behaviour, since people do not want to lose their (higher)
ratings.

INCENTIVES

Incentives act like motivations that persuade people to
participate in the Action or carry out the behaviour. These
can stimulate comparison amongst peers (especially when
made highly visible). The incentives can be tangible or
intangible, and can be embedded into the Action / Spread
Mechanism (touchpoints), or be separately designed.
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Example:

Opower provides people
with an energy report,
which shows comparison s msm ] s
of one’s energy .
consumption with their
neighbours - to stimulate
energy saving. The
relative ranking provided
motivates people to
perform better and save
more energy.

Ways to show performance of peers:

o Build levels or define ways to quantify the behaviour such
that the progress and performance of peers can be tracked.

e Combine the strategies of ‘show experiences of others’ and
‘show performance’. This can further reinforce the positive
outcomes of the desired behaviour.

e Use gamification or interesting formats to show the peer’s
performance. Show building, area, community, lane wise
performance instead of individual performance. Stimulate
group/ collective action to maintain ranking /rating.

Think of ‘Why would people participate in this Action? What
will they gain / lose?’ when thinking of incentives.

Ensure that the incentives make the behaviour desirable (create
feelings such as the fear of missing out, envy etc. amongst

non- participants). Following are some different type of
incentives (strategies) that can be offered / used:

Give people a social identity; Provide people
group membership

Use cash or kind incentives (special
privileges, perks or guaranteed outcomes)

Provide unique, fun, novel experiences

Make it an achievement, a new skill or quality

Consider the timing of the Incentives (gratification)- immediate
/ in the future. Since people are averse to losses, think of

; loss of any of the above. e.g. people
would avoid the loss of their (current) tax benefits; or loss of
their identity as a responsible citizen.

Give people a social identity;
Provide group membership

People comply with and conform to social norms in order to
fit in, maintain their social relationships and manage their
social identities. Thus, providing them with specific social
identities or membership to groups that complement their
existing social identities (or the one’s they aspire to be) can
serve as an incentive for them to adopt the target behaviour
(or continue participating).

Further, if the group is shared with peers (or similar others),
people will go out of their way to avail the membership and

maintain the social identity; prompting them to carry out
the desired behaviour.

Make it an achievement, a
new skill or quality

N\ =]
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Turning the desired behaviour into an achievement or
translating it into a new skill or quality that people possess,
serves as an incentive for people to participate.

The achievement can be a result of a competition, or simply
participation. It can be quantitative in nature (in terms of
points earned, ranks and positions etc.) or qualitative

(accomplisment of a goal). It can also be the achievement of
a new skill, quality, reputation or identity through trainings
and certifications.

The achievement, or possession of a skill/ quality can be for
individuals or groups, and can be gained physically or
through digital mediums.
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Example:

Parents pride themselves in caring for

their children and want to provide the

best for them. Appealing to this identity,

citizens who start saving for the energy ‘ |
transition can be given a recognition of o
being ‘responsible parents’ from the govt. ‘
They can be given extra benefits and their
membership to this ‘resposible parent’

group can be made visible to others. Once
recognised as responsible, people will not

want to jeopardise that image.

Ways to design group membership / social identities:

e Appeal to existing social identities or define new one’s
based on the aspirations of the target group. The social
identity can also conform people with a status or reputation.
(e.g. responsible parents, conscious citizens, pioneering
family, active moms).

o Membership can be provided to existing groups or new
groups can be created through the Action. Groups can be
driven solely by functional purposes eg. self-help groups.
Make membership exclusive eg. invite-only. Make the social
identity / group membership visible to others eg. through
symbolism, wall of fame etc.

Example:

Citizens can undergo a
training to become experts
about sustainable lifestyles or
greener energy alternatives.
Upon completion, they can
receive a certification which
adds to / reflects on their
resume, and can provide
them with extra benefits at
their jobs.

Ways to provide an acheivement, new skill, quality:

o Think of benefits of having the achievement, new skill or
achievement. Base these off on people’s aspirations. What
do people receive upon acheiving something? What
qualities do people want to have? eg. access to something, a
seat at the table, additional source of income, social identity,
reputation etc.

e Use gamification elements to make it fun to achieve
something or learn new things.

e Design specific touchpoints that show the achievement,
possesion of quality / skill. Use symbolism.
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Use cash and kind incentives
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Cash and kind incentives / rewards are known to be
effective prompts in affecting behaviour change. Cash
incentives can be in terms of savings, discounts, low interest
loans, future valuation, low taxes, funding and sponsorship.

Kind incentives can be gifts, freebies, samples, subscriptions.

These can also be special privileges, perks, benefits (e.g.
group discount, free parking, access to party/ guest-list) or
guaranteed outcomes such as warranty, free lifetime service
and repairs etc.

Provide unique, fun, novel
experiences

/

Owing to the rise of the experience economy, people are
always looking for new unique experiences. Further, digital
means of sharing experiences pave way of emotions such as
FOMO, which prompt people to imitate their peers (they
want to experience the same things), giving rise to the
bandwagon effect and trends.

Thus, designing unique, fun, novel experiences can prove to
be an incentive for people to adopt / try specific behaviours
and can give rise to social contagion. These can be a part of
the Action.
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Example:

In a study by Volpp et al. (2008),
a group of people who met their
weight-goals, were automatically
entered into a daily lottery with a
20% chance of winning $10 & a
1% chance of $100. Those in this
treatment group lost 13.1lbs on
average compared to 3.9lbs
amngst people with no incentive
after 4 months.

Ways to make use of cash /kind incentives:

e While cash and kind incentives are effective, they only
trigger short-term adoption (until they last). Think of ways
to extend their effect, combine with other types of
incentives.

o Since people are loss averse, the cash and kind incentives
can also be taken away. Think of existing benefits people
enjoy that can be taken away from them.

o Bundle losses, segregate gains. Combine small losses with
big gains, and small gains even with small losses.

Example:

An extremely hydrophobic paint is
applied to walls of the railway
station in Cologne to curb public
urination. Any stream of liquid
aimed at the wall bounces back off
at roughly the same angle; thus,
urine splashes back on the person.
In order to avoid this negative
experience, people refrain from
urinating on the wall.

Ways to provide unique, novel experiences:

e Experiences can be physical, digital or virtual. These can be
incorporated in existing touchpoints / services (eg. in a
dustbin) or specifically designed (say for educative

purposes). The experiences can be both positive or negative.

e Emotions play a key role in one’s experience; thus triggering
apt emotions through the process is important.

e Use peak-end rule and/or gamification tactics.

o Devise ways for people to share their experiences.

J
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Design for Social Contagion

Intervention Design Canvas 1
Do with all participants

1A

1B

1C

iD

Define the overall GOAL of contagion / project

What is the target behaviour that needs to be spread?

Define the SPECIFIC design question/ problem/
content for contagion (the WHAT)

eCan you break the overall aim into smaller aspects
that need to be tackled?

eWhat are the smaller problems that give rise to the
overall goal?

eWhat are the perceptions or apprehensions of the
target group/ other barriers that result in inaction?

As a group discuss these specific design questions /
problems you want to tackle. Select 2-3 questions
that you will target during this brainstorm session.

Translate the specific design question (WHAT)
intoa HOW TO / HOW MIGHT WE question:

Refer to the examples given.

This question(s) will be answered during the
brainstorm.

Identify the social contexts for contagion:
Which social identities and social networks of people
are relevant to trigger the contagion?

Which are the key spaces where the target group
meets / interacts with similar people?

Which are the key social spaces / environments /
contexts where social interactions will take place to
enable contagion?

Alloted time for step:
Step 1 : Design Question Definition

eg. Gas discontinuation / Residents understand the urgency to act towards climate change / Awareness of energy transition amongst residents

eg. Myths and misunderstandings amongst residents / Residents don’t understand the hidden costs, technological specifications

eg. How to curb the spread of myths and misunderstandings ? How to devise myth busters? How to ensure residents do not believe myths
about the technological alternatives? How to ensure people do not create and spread myths about energy alternatives / gas discontinuation?

eg. Streets, Vicinity of the building, Church, Gym, Bus-stops as the social context for contagion.

J
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Design for Social Contagion

Intervention Design Canvas 2
Breakout into smaller teams

1C

2A

Copy the HOW TO / HOW MIGHT WE question
(defined in step 1C) for reference. This is the
design question to be answered during brainstorm.

Select relevant categories of Action inspiration cards
Based on the goal and specific design question,
select the relevant Action design category(s) (A1, A2,
A3, Ad). Alternately, select a few cards at random
from each category and use those.

Distribute the cards amongst the participants.
Along with the Action cards, distribute 1 or 2
Spread Mechanism and Incentive cards to each
team member.

Let each participant go through their cards.
Once done, briefly discuss the cards.

Actions

What Tasks / Activities / Challenges/ Campaigns can people perform/
participate in, that will help in achieving the target behaviour? Think
of physical / digital touchpoints that can be used to trigger the target
behaviour.

Alloted time for step:

Step 2 : Brainstorm Ideas

eg. How to curb the spread of myths and misunderstandings ? eg. How might we ensure residents understand the hidden costs related to a technology?

Al,A2,A3, A4

2 B As a team /individually, brainstorm ideas to answer the How to / How might we question identified in 1C.

eUse the Action, Spread mechanism and Incentive cards for inspiration and come up with ideas.

eConsider this as a parking lot for all ideas for Action, Spread Mechanism and Incentives. They don’t need to form a single concept as yet.
eKeep the identified social contexts of interaction and contagion in mind while ideating.

e|n case there are more than 3 participants, carry out the brainstorm in smaller teams of 2-3 people

Spread Mechanisms Incentives

How can the target behaviour / Action be spread to other people? Why will people want to perform / participate in the target behaviour
Think of Direct / Indirect social influence / pressures. / Action? What will they gain out of it? What will they lose if they
don't participate?

J
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Design for Social Contagion Alloted time for step:

Intervention Design Canvas 3

Step 3 : Generate concepts for contagion
Continue in breakout teams

3A Discuss ideas generated in step 2. Build on each other’s ideas, group similar ideas.
3 B Mix and match ideas to generate concepts for contagion of the behaviour. For each concept define the Action, Spread mechanism, Incentives and Touchpoints that will be used.
Action Spread Mechanism Incentive Touchpoints
What Tasks / Activities / Challenges/ Campaigns will people How can the target behaviour / Action be spread to other Why will people want to perform / participate in the target List the touchpoints that will be used while carrying out the
perform/ participate in, that will help in achieving the target people? Think of Direct / Indirect social influence / behaviour / Action? What will they gain out of it? What wll Action. Which touchpoints will enable the spread of the
behaviour? pressures. they lose if they dont participate? behaviour? Which touchpoints embody the Incentives?
-
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Design for Social Contagion

Intervention Design Canvas 4
Do with all participants

4 A Each team should present their ideas (top 3/5) to the bigger group.

Build onto each others ideas. Discuss pro’s/ con’s. Add / Subtract details.

4B As a team, define the evaluation criteria for the
concepts based on the goal of the contagion and
other constraints:

You can use the design principles and design
criteria for evaluation of ideas.

If possible, list the evaluation criteria from most
important to least important.

4C Use any one of the following methods to evaluate and shortlist the concepts:

Vote using coloured dots

® For each of the evaluation criteria, define a specific
colour dot (either print coloured dot stickers, or use
colourful markers).

eg. Spread / reach of contagion .

® Keep the concepts of all the teams together (on a
board / table). For each evaluation criteria, vote for
the concepts that are most promising. Each person
can vote for 3 concepts for each evaluation criteria.
Let everyone vote simultaneously.

e Based in the tally of votes and the importance of
evaluation criteria, select top 3 / 5 promising
concepts, that will be detailed further and can
be validated in field.
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C-Box

e |f there are only two key evaluation criteria, use a
C-box.

® Plot x and y axis. Assign one evaluation criteria to
each axis (eg. x-axis : cost of implementation -
cheap to expensive; y-axis : spread /reach of
contagion max. reach to min. reach)

® As a team, go through each concept and place it on
the c-box according to how it fares on both the
evaluation criteria.

y-axis: reach of contagion
A maximum reach

x-axis: cost of implementation
>

< >
cheap expensive

Y minimum reach

® Once all concepts are evaluated (placed on the
c-box), decide which quadrant is most feasible.
Detail the concepts in this quadrant in the next step
and validate in the field.

Alloted time for step:

Step 4 : Evaluate and Select concepts

eg. ease of implementation, spread /reach of contagion, cost of implementation, effectiveness in meeting the goal of the contagion.

Rank the concepts

® As a team, discuss and find top three concepts for
each evaluation criteria.

eg. Reach of contagion Evaluation criteria #2

® Now vote for the most promising concepts, or decide
together 3/5 concepts that fare well in all evaluation
criteria and can be taken forward for detailing and
validation.

J
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Design for Social Contagion
Intervention Design Canvas 5

Alloted time for step:

Step 5 : Detail the selected concept(s)
Concept (Name / number):

[ 4
5 A Detail how the contagion will unfold

Private sphere

Public sphere

Use the following spectrums to think about ‘where (it takes place), ‘who (does it / initiates is)’ and ‘how often’ for the concept.

Individual action Group action
® @ ® @
Outline the contagion process: Daily WeeldyM onthly  One time in
‘X’ months
eWho (individual /group) will initiate the Action / be the & @ e Who will the initiator spread the Action / target behaviour
first one to do the Action / target behaviour? What do they

@ to (individuals (one or many)/ group)? Do they do a collective
do? How often? Why do they do it? How does it spread?

6 é action? Why will they participate? How will they do the Action?

5 B Detail / Visualise the (Action / spread mechanism / incentive) Touchpoints:

eUse the Touchpoint cards for inspiration. Go through the Touchpoint strategy cards and apply the
relevant strategies to make the touchpoints more effective.
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Social Contagion as a means to transitions

Design for Social Contagion

HANDBOOK

This handbook is designed as a part of the ‘Design for social contagion’ toolkit. It
should be used along with the inspiration card deck and the set of canvases - which
are part of the toolkit.

The handbook gives a brief introduction about the phenomenon of social
contagion (social influence) and how it is useful to activate residents towards the
energy transition.

Next, the handbook presents the ‘Design for social contagion’ Framework. This
framework guides the overall process of designing and stimulating contagion (of
the target behaviour) qualitatively, by providing actionable steps. It builds upon
complex contagion theory.

To enable the contagion, persuasive and tactical strategies of inducing behaviour
need to be developed and applied in the form of interventions. This ‘Design for
social contagion’ toolkit helps in designing these strategies and interventions.

The handbook outlines the different components of the toolkit, the logic of
designing interventions aimed at social contagion (anatomy of an intervention) and
a step-wise explanation of how to use the toolkit.

The toolkit is developed to be used in a creative session. Thus, it is ideal that all
participants go through this handbook before (or during) the creative session. If not,
at least the organisers (or facilitators) of the workshop should go through it
beforehand, such that they are familiar with all the elements and the process, and
can explain it to the team during the session.

This toolkit is developed by Jesal Shah as a part of her Strategic product design
master thesis ‘Social contagion as a means to transitions’ at Delft University of
Technology.

It is designed for Gemeente Rotterdam, in association with the ENRGISED project;
under the guidance of Dr. Rebecca Price, Dr. ir. Jotte de Koning and
Mr. Jacco Kwakman.

For more details on the thesis & toolkit, visit https:/repository.tudelft.nl/, or
send an email to jesalshah92@gmail.com
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2. Social contagion as a means to transitions pg. 6
3. Design for social contagion framework pg. 8

4. Design for social contagion toolkit pg. 14

4a. Anatomy of an intervention pg. 16
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4c. Design canvases pg. 23

4d. Using the toolkit pg. 24

Step O: Preparation and Familiarisation pg. 24

Step 1: Define design question pg. 26

Step 2: Brainstorm Ideas pg. 28

Step 3: Generate concept for contagion pg. 30

Step 4: Evaluate and select concepts pg. 31

Step 5: Detail the selected concepts pg. 32

SOCIAL CONTAGION

In the wake of global warming and the earthquakes in Groningen, the government
of Netherlands has set the goal to reduce greenhouse gas emissions by 49% in 2030
compared to 1990 levels. An energy transition in the built environment is identified
as one of the means to achieve this goal. The vision includes the transformation of
7 million homes & 1 million buildings, which are moderately insulated and heated by
natural gas, into well insulated buildings that are heated using renewable sources.

Since alternate technologies are already available in the market, the government
plans to adopt (to begin with) pricing and subsidising measures to enable the
transformation - (financial) incentivisation being the key strategy. The challenge
here is that large scale adoption is a necessary condition to regulate the prices, even
if the technology is economically viable. Moreover, the provision of subsidies &
funding, and the presence of technological alternatives does not imply that
households will actively opt for gas discontinuation.

At the micro scale, the transition involves (financial) investments in terms of
infrastructural changes, time and energy by the residents in order to upgrade the
wiring, insulation as well as heating sources. The return on this investment is not
visible in the immediate future and poses uncertainty in financial savings in the
long-term. It also entails short-term inconveniences in routines. Thus, even if
residents have a positive attitude towards the energy transition, given this
perception of inconvenience and uncertainty, it does not reflect in their choices
towards transitioning away from natural gas.

Hence, the transition is predominantly a social challenge (a societal transition)
wherein participation of a critical mass is a pre-requisite to achieve the set goals. It
is clear that solely top-down (policy-driven) solutions are not enough to motivate
the critical mass. Bottom-up (institutionalisation), socially-driven interventions are
required to activate residents.

Several theories within the domains of psychology, sociology and anthropology
highlight that an individual’s actions, behaviour and decisions are influenced by
contextual factors, especially the social groups they belong to, and the social norms
that these ensue. These argue that individual decisions are ‘constructed’ or
determined by social and technological systems wherein needs, attitudes, and
expectations are not individual in nature but are embedded in ongoing relations and
networks of relations.

People are strongly influenced by the (in)action of others, which implies that one
would act only if several others have chosen to act. People have the tendency to
imitate behaviors of others who are either in their vicinity (belong to similar social
groups), or whom they aspire to be. Here, one’s social identity, social networks and
the social norms these ensue are the building blocks of social influence, and
constitute an important leverage point in shaping people’s behaviours. Thus, social
influence (social contagion) is a means of scaling up the desirability, acceptance and
adoption of greener energy alternatives.

This project explores and builds upon this social construction of an individual’s
decision-making process and its building blocks. It outlines how social influence
processes, and the phenomenon of social contagion can be used to activate citizens
towards the energy transition through the ‘Design for social contagion’ framework
and toolkit.

Context (contextual factors/ situations)
Economy, Market, Politics, Trends
Social norms, Technologies available etc.

r

Psychological factors
(Peyrsonaig"/aluzs berh'efs Social groups & social networks the

norms, attitudes etc.) individual is a part of. I

Figure 1: Factors that influence an individual’s decision-making




Design for Social Contagion

FRAMEWORK

(Define the) Elements of a contagion

E 1 WHAT (content) of E 2 HOW (means /mode) of
contagion contagion

To ensure positive outcomes and a far reach, the social influence and social
contagion process needs to be well-curated and designed for. The ‘Design for
social contagion framework’ (shown below) outlines actionable steps to design the
contagion process. It includes 3 key elements that need to be thought off while
shaping the contagion, and a 6-step process that helps to visualise (and design) how
the contagion will unfold in a particular context. The framework builds on complex
contagion theory.

The ‘Design for social contagion’ toolkit (presented subsequently) helps in defining
the ‘Strategy element (E3)’ of the framework and aids in designing the interventions
for contagion (Step 4 & 5 of the process).

E 3 (Persuasion) Strategy
of Contagion

6-Step process of triggering social contagion

Interchange order;
Carry out simultaneously

Identify relevant
homophilous clusters
& social contexts for

The process: | Map social identities /
social networks of

contagion

Identify seed nodes;

Y

Design interventions Design interventions Seed Contagion;

/

Define seeding

dieiEEE e within cluster and across St';:i:grzehnat.:"(e):son
cluster interactions / (step 4 & 5)

 Social Identity mapping
(SIM tool; Cruwys et. al,
Tools that can 2016) networks in step 1.
be used: o'Day & Week in the life’ eg. thematic analysis,
journey maps find patterns

© Qualitative analysis of
social identities/

#| to enable contagion Evaluate & Iterate

within the cluster

to enable contagion
across clusters
(enable wide bridges)

for social contagion toolkit

k Iterate / Redesign interventions

Reconsider seed nodes / iterate seeding strategy

Iterate on contexts of interaction

The 3 Elements of contagion

WHAT of contagion

This includes defining the content or the target behaviour that
needs to be spread amongst a population. In the case of gas
discontinuation in the built environment, the WHAT can be the
contagion of positive attitudes or decision towards shifting to
greener energy alternatives. It can also be determined by
understanding the residents’ motivations and apprehensions
towards the gas discontinuation.

HOW of contagion

The HOW refers to the means / mode of contagion. This
includes visualising and designing the network dynamics of the
contagion - how the contagion will unfold, who will initiate

it, how will it spread, where will the contagion take place. The
6-step process outlined subsequently helps in defining this
element of the contagion.

STRATEGY of contagion

While the HOW component refers to identifying the who's and
visualizing the process of how the contagion will unfold, the
strategy component involves devising persuasive and tactical
ways of inducing the behaviour. This component goes hand-in-
hand with step 3, 4 and 5 of the 6-step process described. The
inspiration cards in this ‘Design for social contagion toolkit’ help
to define this element.
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The 6-step process (to define E2 & E3)

Map social identities & networks of the target group

In order to understand how contagion can be seeded, the first
step is to understand people’s social networks; which can be
defined using their social identities. Use tools such as

Social Identity Mapping (SIM tool; Cruwys et. al, 2016),
Ethnographic Social network mapping (Trotter I, 1999) or
methods like Day-in-the-life or Week-in-the-life mapping to
identify the target group’s social identities and the social
networks these engender.

Identify relevant homophilous clusters & social contexts

Analyse (qualitatively) the social identities and networks
derived in step 1 to define relevant homophilous clusters
(groups where individuals have similar characteristics,

e.g. cultural background, physical appearance, tastes etc.). Based
on the clusters identify two types of social contexts where
interactions to spread the behaviour can take place-1) which
enable spread of behaviour within the cluster; 2) which enable
spread of behaviour across different clusters.

For example, if the relevant identity of the target group is based
on the houses they live in (similar people live in the same
building / locality), the context for within cluster contagion is
the vicinity of the houses. Contexts for across clusters contagion
are public spaces like the church, gym, busstops, activity centres
etc., where individuals from different vicinity clusters interact.

(continued..)
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Identify seed nodes; Define seeding strategy

Having identified the social networks and contexts of
contagion, the next step is to identify seed nodes (people who
can initiate the contagion; within and across clusters). These can
be selected based on the intent & content of contagion

e.g.. most influential people, people with biggest networks,
people already activated, entrepreneurial & active people etc.
This step goes hand-in-hand with steps 4 & 5. Define seeding
strategy. Use clustered seeding.

Design interventions to enable contagion
within the clusters

Use this toolkit to design (facilitate) interactions (in the
identified social contexts) between people within a cluster.
(Note: people need reinforcement from multiple sources before
they adopt the behaviour; design interventions accordingly).

Design interventions to enable contagion
across the clusters

Use this toolkit to design (facilitate) interactions (in the
identified social contexts) between people from different
clusters. For effective spread of the behaviour ensure there are
wide bridges (maximum number of overlapping ties between the
clusters).

\
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|

/

Seed the contagion; Evaluate & Iterate

After seeding the contagion, evaluate the spread and effect of
the interventions. If required, iterate on the interventions, seed
the intervention in different social contexts or use a different
seeding strategy.

12

Design for Social Contagion

TOOLKIT

This toolkit is developed to help municipalities in designing interventions that
stimulate social contagion of favourable attitudes and opt-in towards gas
discontinuation amongst residents. It should be used along with the ‘Design for
social contagion framework presented before. The toolkit provides inspiration to
devise persuasive and tactical ways of inducing the target behaviour (i.e. defining
the STRATEGY element -E3 of the framework; and Step 4 & 5 in HOW process).

The interventions can be designed for both, the attitude formation phase and the
decision-making phase. In the attitude formation phase, several small interventions
need to be designed, which engage the users over a longer time and build
commitment; overcoming the apprehensions and other barriers to adoption. In

the decision-making phase, interventions can be designed to build social pressure,
prompting positive decisions.

Contents of the toolkit

The toolkit consists of 3 items:
1) A deck of inspiration cards
2) A set of 5 design canvases (that guide the design process); and

3) This handbook

This handbook outlines how to use the inspiration cards and canvases to design the
interventions. The next section outlines the anatomy of an intervention (for social
contagion), as identified through the project - which needs to be kept in mind while
designing the interventions. Subsequently, the the inspiration cards and canvases
are presented.
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This ‘Design for social contagion’ toolkit
helps to design these interventions that can
enable the contagion of the target behaviour.
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Design for Social Contagion

ANATO MY of an intervention

Figure 2 outlines the anatomy of an intervention aimed at stimulating social
contagion. Each intervention should:

- Fulfill 2 criteria

- Follow 4 design principles

- Constitute 4 design components

These elements help in guiding the design process and ensuring that the
interventions can enable social contagion of the target behaviour. These can also
serve as evaluation criteria while selecting concepts. The elements in the anatomy
of an intervention are explained in brief next. In-depth explanation and strategies
that can be used to design each of these are captured in the inspiration cards.

Before starting the creative session, each team member should familiarise
themselves with this anatomy of an intervention (either go through the inspiration
cards related to each element, or this handbook).

Design Criteria

Each intervention needs to meet two criteria:

1) Enable the target behaviour: It needs to meet the overall goal of the contagion

- Enable the target behaviour to overcome apprehensions towards or barriers to
adoption. Examples of target behaviour are ‘understand the urgency to act towards
gas discontinuation’, or ‘comprehension of alternative technologies'

2) Enable contagion of the behaviour: Each intervention needs to give rise to
(prompt) social contagion of the target behaviour (defined in criteria 1) amongst the
target group.

Note: While social contagion can be used to spread positive attitudes, it can also spread resistance.
Thus, the interventions need to be well-thought through, and the negative impacts / obstacles
should be foreseen and mitigated.
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Design Principles
Since designing interventions for social contagions is an unhackneyed approach to

activating residents towards gas discontinuation, the following four design
principles are defined in order to streamline the ideation process.

Scale down: Translate global to local

Prompt action and pro-active adoption is pursued only when
something affects you directly or is relatable. Thus, global phenomenon
like climate change and sustainability need to be translated into locally
/ individually relevant and recognisable issues, in order to capture
people’s attention and trigger action.

3 S’s -Simple, slow and steady win the race

In order to encourage people to take action, it is necessary to reduce
the effort they need to put in. The target behaviour and the
interventions should be easy to do, use, remember and understand;
and should be incremental (and continuous) in nature to build
commitment amongst the target group towards the desired
behaviour.

Comparison is key: enable (sub)conscious comparison

People constantly compare and evaluate themselves in terms of the
appropriateness of their abilities, behaviours and beliefs to those

of similar others. They use social norms (social proof) to guide their
behaviours and manage their social identities. Thus, in order to achieve
social contagion, this (sub) conscious comparison to people who have
adopted or are committed towards the target behaviour must be
stimulated.

Make it desirable, silly!

People need to have both, intrinsic and extrinsic motivations to opt for
sustainable options. Making the behaviour desirable (by designing in-
centives) can help in prompting adoption as well as inducing emotions
such as fear of missing out, envy, insecurity etc., upon comparison.
These in turn increase the desirability of the behaviour, stimulating
adoption and paving the way for social contagion.
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An intervention aimed at social contagion
should

fulfill
2 Criteria

Enable the target behaviour Enable contagion of

the behaviour

follow

4 Design Principles

Comparison is key:
enable (sub)conscious
comparison

Scale down :
Translate global to local

3S’s: Simple, slow and steady Make it desirable, silly!
win the race (design for FOMO / Envy)

constitute
4 Design Components
SPREAD
MECHANISM
Tasks / Activities / rect / Indirect
Challenges/ Campaigns social pressure
INCENTIVES TOUCHPOINTS

Rewards, Benefits

Physical / Digital

Figure 2: Anatomy of an intervention aimed at social contagion
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Design Components
Interventions aimed at social contagion should consist of four key components,

which give shape to the design principles and design criteria. Each component
needs to be well-thought of and designed for, to achieve favourable outcomes.

Action

This component defines ‘What do people need to do / see’ in order

to engage them in the desired behaviour (meeting the 1st criteria -
enable the target behaviour). This can be in the form of tasks, activities,
challenges, campaigns or installations, wherein people are asked to do
(create, solve, collect, share, experience etc.) something; engaging them
directly or indirectly.

Spread Mechanism

The Spread Mechanism defines how the Action or the target behaviour
will spread amongst the target group. This can be in the form of direct
or indirect social pressures.

Incentive

For each intervention, intrinsic and extrinsic motivations that make
people want to do the target behaviour or participate in /perform the
Action, need to be explicitly designed. Along with motivating people to
participate in the Action, these should stimulate comparison amongst
peers.

Touchpoints

Touchpoints form the interface between people and the target
behaviour, defining ‘How will people do the Action or spread the
behaviour’. These can be physical or digital - in the form of artefacts,
environments or interpersonal encounters. Explicitly designing
touchpoints can ensure well-curated interactions & experiences, which
are necessary to build positive attitudes.
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Design for Social Contagion

INSPIRATION CARDS

The inspiration deck includes cards that capture the design criteria, design
principles and design components. Further, for each design component (Action,
Spread mechanism, Incentive and Touchpoint), there are several categories of
strategy cards, each of which outlines a persuasive strategy that can be used to
design the specific component. These cards provide inspiration during the creative
session, and should be used along with the canvases.

Figure 3: The four type of cards in the Inspiration card deck
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3) Category Index cards (Figure 3C):

The categories under each component have a category index card. The Component
design principles (e.g.. A1, A2,T1,51,52 etc.) are outlined on the front side. The back
side provides the list of relevant strategies that fall under that category. These
follow the colour scheme based on the design component they belong to.

T1

People’s perceptions are
moulded by how information
is presented.

Relevant strategi
1) (Re) Frame.

2) Show scarcity (of time &/or supply)
3) Humanise it
4) Use anchoring

5) Use analogies

Shape perceptions

: . 6) Increase salience (make it stand out)
and impressions.

her strategies that can be used:

4) Strategy cards (Figure 3D):

Each strategy card outlines one persuasive technique relevant to the

design component (indicated by the colour). Further, the front side

outlines the Categories / Component design principles (A1, A2, T1 etc.) that the
strategy falls under (right above the name of the strategy), along with the
explanation of the strategy. The back side provides an example of the application of
the strategy and suggestions on how the strategy can be used.
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There are four types of inspiration cards (as shown in figure 3):

1) Design criteria and design principle cards (Figure 3A):

Each design criteria and design principle is captured on one card. The back-side
gives a brief explanation of the design criteria /principle. Each participant should
familiarise themselves with these before starting the creative session. Place these
cards in the centre (or where they are visible to all), such that they are easy to refer
to during the session.

‘Wil socal contagon s inherentlyascaing up
exerc toachieve contagion s to
et

Promptacton and proactive dopton s ursued

SCALE DOWN:
TRANSLATE
GLOBAL TO

LOCAL

des
the nervention.

2) Component index cards (Figure 3B):

Each design component is explained on 1 or 2 Component index cards. These state
what the component is, how to brainstorm ideas for the component, and the
explanation of the categorisation (and categories) of strategies under that
component. Each component is assigned a specific colour.
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Design for Social Contagion

DESIGN CANVASES

A set of 5 design canvases is developed to guide the design process during a
creative session. Each canvas covers one step of the design process, namely:

1) Define design question

2) Brainstorm ideas

3) Generate concepts for contagion
4) Evaluate and select concepts

5) Detail the selected concepts

A step-by-step explanation of the canvases, and how to use these along with the
inspiration cards is provided in the next section.
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Design for Social Contagion

This section walks you through the process of using the toolkit. Each canvas and
the steps it includes are outlined with an explanation of what the steps entail and
recommendations of how to use the cards along the process. Filled-in examples are
used to illustrate what the output of each step would look like.

oThe toolkit is designed to be used during a creative session to design interventions
aimed at social contagion. It is recommended to use the toolkit as a team (of min.
3 people). However, it can be used by individuals as well. In case there are more
than 3 participants, breakout into smaller teams of 2-3 participants while carrying
out steps 2 and 3.

eAlthough the toolkit is designed for municipal officials and is structured in a way
that they can understand the process and do it themselves, a mixed group of
participants with a few designers and municipality officials would lead to better
outcomes.

eThe ideal duration for the creative session would be 4-5 hours (or a day long
workshop) with several breaks in between. Block out enough time for the session,
well in advance.

eThe workshop can be carried out physically (offline) or digitally (online); through a
creative platform like Miro, or Mural).

eFor an offline workshop, book a room big enough such that each breakout team
has a working space of its own. Things you need during the offline session:

-Few decks of inspiration cards

-Prints of the set of canvases (print a set for each breakout team)
-This handbook for reference

-Post-its

-Writing / drawing stationery (different colour markers for voting)
-Different colour dot stickers (for dot voting)

24

eFor an online workshop on a platform like Miro, the organiser (or facilitator) should
create digital workspaces for each breakout team using the set of canvases (as
shown in figure 4).

elt is recommended to have a facilitator for the creative session, who can manage,
monitor and guide the process. Having a facilitator with a design training would
prove to be advantageous. If not, the facilitator should be familiar with the purpose
and process of the workshop. They can be assigned the responsibility to go
through the design process or the handbook well in advance to be able to explain
the process and details to the participants during the session.

oShort energizers should be incorporated in the process, in order to stimulate
creativity. Take a short break after each step.

eBefore starting the session, the participants should familiarise themselves with
the purpose and process of the session. They can be given a short presentation by
the organiser (facilitator), or can go through this manual.

|t is a must that each participant understands the anatomy of an intervention and
the different types of inspiration cards. Allot specific time for this familiarisation
phase. Once all participants have understood the anatomy of an intervention (the
design criteria, principles and components), the creative session can begin.

\\> Digital workspace for

ateam

Figure 4: Teamwise workspace set-up for an online workshop on Miro.

Use Canvas 2 and Action, Spread Mechanism & Incentive inspiration cards for this
step. Breakout into smaller teams of 2-3 participants.

Upon defining the specific design question / problem, the next step is to brainstorm
ideas. At first, copy the How-to / How-might-we questions defined in step 1C in the
space given on the canvas, such that they are easy refer to.

2 A Select and distribute inspiration cards amongst participants.
In order to make the process less overwhelming, it is advised to narrow
down to relevant Action inspiration cards. As a team go through the
category index cards of each Action category (Figure 5) and select the
ones that you think can help in answering the specific design question
(1C).

After selecting the category(s) distribute the listed strategy cards
amongst all participants. Each participant can get 1-3 Action cards.
Alternately, each participant can get 1 or 2 cards from each of the
Action categories to ensure all routes of achieving a solution are
covered during the brainstorm. Similarly, distribute the Spread
mechanism and Incentive cards (1 - 3 cards per person). Note: use both
S1 & S2 spread mechanism categories. You do not need to make a
selection for this.

Allot specific time for participants to go through their cards. Already
write down the first ideas you have while reading the cards. Once
everyone is done reading them, each participant can tell the others
about the strategies they read in brief.

A1

filters to make (quick) decisions. (future) decisions.

Make it relevant, shape i Build i simplify and engage.
recognisable and emotions and through consistency.
certain. experiences.

Figure 5: Action categories (Category index cards)

2 B Brainstorm Ideas

Once each participant has discussed their cards, start the brainstorm
session. Keep the design criteria, design principles & design
component index cards in the centre or visible to all, such that they are
easy to refer to.

Use the strategies you read to come up with ideas to answer the
How-tos. You can think of any of these components; they don’t need
to form a single concept as yet. Consider this as a parking lot for all
ideas - big, small, whacky, simple, elaborate. Keep the social contexts
of interaction in mind while ideating.

Since the touchpoint cards include nudges and behavioural economic
principles, which are more useful in making the concepts more
effective, it is recommended to use them later in the process.
However, they can also be used for inspiration in this phase, if the
participants do not find it overwhelming.

To make the brainstorm more interesting, the cards can be rotated.
Each participant gets one card for 40-60 seconds, where they
brainstorm ideas related to that particular strategy and then pass it on.
Ensure that the participants are already familiar with the strategies for
this.

Figure 6 shows what the outcome of a brainstorm would look like.

" sharing

—Jain the

gareirar
“Levenseey”
fame based

Energy

Figure 6: An impression of what the outcome of a brainstorm session would look like.

Use Canvas 1 for this step. Carry out this step with all the participants.

Before starting the brainstorm, define the design question for the creative session.
Through discussion, the team should identify what would be the content for
contagion or what is the goal /target behaviour to be achieved through the
contagion.

This can also be pre-defined by the project owner or through research carried out in
field (for example, on the motivations and apprehensions of residents). This canvas
helps the team to define this design question through 4 sub-steps (1A, 1B, 1C, 1D).

1 A Define the overall GOAL of contagion / project
Think of what is the target behaviour that needs to be spread?
This can include the broad objectives of the team like:

Gas discontinuation; ensuring residents understand the urgency
to act towards climate change; building trust amongst residents;
improving the awareness amongst residents about the energy
transition.

1 B Define the specific design question/ problem/ content for
contagion (the WHAT)
In order to brainstorm ideas, the overall goal needs to be narrowed
down into specific aspects. The more the specific the design question,
the better. This specific design question (or intent) shall become the
‘content for contagion’ or ‘WHAT needs to be spread’.

After defining the overall goal, think of specific underlying aspects

of the goal. Think of smaller problems that fuel the goal and need to

be overcome. Are there specific perceptions or barriers that lead to
inaction? As a group discuss these specific design questions / problems
you want to tackle. Select 2-3 questions that you will target during this
brainstorm session. Examples of specific problems could be:

Myths about technologies amongst residents, inability of citizens
to visualise the future, negative past experiences of the residents,
language barriers, loss/risk perceptions amongst residents.
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1C Translate the specific design question into HOW TO / HOW MIGHT
WE questions
The next step is to convert the specific problem(s)/ design question(s)
into ‘How-to’ or ‘How might we’ questions.
How-tos are problem statements written in the form of questions that
support idea generation. Reformulating the problems into how-tos
helps to gain a comprehensive overview of the problem and answer
the question (generate ideas) more easily.

If the specific problem is related to myths about technologies,
examples of How-tos / How might wes are:

How might we curb the spread of myths? How to devise myth
busters? How to ensure residents do not believe myths about the
technological alternatives? How to ensure people do not create
and spread myths about energy alternatives / gas discontinuation?
How to ensure accurate comprehension about technology, costs
and processes, to avoid myths?

1 D Identify the social contexts for contagion
In order to spread a behaviour within and across groups, there must be
social interactions between different people. Thus, the social contexts
of where these interactions take place (based on the social
identities and social networks of the target group) need to be defined.
The interventions need to be specifically designed for and seeded in
these contexts to achieve successful contagion.

The social contexts of interactions between residents of a
neighbourhood (where interventions should be designed for) could be:

Vicinity of the house, common areas (mailboxes, garbage area, car
parking), Church, Gym, Community garden, School, Annual
community meetings etc.

After defining the How-tos and social contexts, move to step 2
(Brainstorm ideas).

27

Use canvas 2 & 3 for this step; carry on in the breakout team.

3 A Discuss ideas generated in step 2
Once everyone has put down all ideas, present (discuss) your ideas to
the others in the smaller breakout team. Use the discussion to build
upon each other’s ideas and group similar ones.

3 B Mix and match to generate concept lines
As a team, mix and match ideas and generate concrete concept lines -
with all the components specified for each concept- Actions, Spread
mechanisms and Incentives. Also list the key Touchpoints that are
needed for the concept. Use the spaces provided in the canvas to
create the concept lines with post-its from step 2 itself. Figure 7
outlines what the outcome of this step would look like.

GAMIFICATION
OF A DOORBEL

i i Mare the peapls who  Green indvidual  Cammunit
Elocution COI"I"II"I"IUI"II(},' are moved by your of the year i Y
competition meetings talk, moee the points award meetings
gy

Saving some maney s

each monthe into
a special energy
transition account

make gaspipes &
connections visible
in the streets

Figure 7: Impression of what the outcome of step 3 would look like.

Use canvas 4 for this step. Do this step with the whole team (all participants).

4 A Discuss concept lines generated in step 3
Each breakout team should present their concepts (3 best ones) to the
other teams. Further, build upon each other’s ideas, discuss pro’s &
con’s, add / subtract details.

4 B Define evaluation criteria
After discussing all concepts, define the (qualitative) evaluation criteria
for concept selection based on the goal of the contagion, other
constraints or the design principles (with the whole team). Examples of
the evaluation criteria are:

How well do the concepts help in the goal of enabling
comprehension of technology, costs, process? or overcoming
myths?, Ease of implementation, Cost of implementation, Reach of
the contagion (maximum spread), Locally relevant, Desirable,
Triggers contagion etc.

4C Evaluate and shortlist concepts
Select one of the three concept evaluation/ selection methods
outlined on canvas 4 - C-box, Dot voting, or Ranking. Use the selected
method to evaluate the concepts and shortlist the high potentials. The
top potentials can be taken forward to the detailing stage.
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STEP 5: DETAIL THE SELECTED CONCEPTS

Use canvas 5 for this step along with the Touchpoint inspiration cards. This step can
be carried out in smaller teams (or the team who is assigned the task to take these
concepts forward). This step includes the first round of detailing of the concept.

5 A Visualise how the contagion will unfold
Use the given space to further refine and detail the concept. Think of
Qp\ ‘Who will initiate the contagion/ Action? How, where and how often
- will the Action take place? To whom will the initiator spread the Action
/ behaviour? Why and how will they spread it?

5 B Detail the Touchpoints
f Use the Touchpoint inspiration cards to detail / visualise all the

\ . touchpoints that will be used in the concept (to carry out the Action,
spread the behaviour and incentives).

The touchpoint strategies build upon nudge theory and behavioural
economics principles, that can help in making the touchpoints more
effective (ensuring people pursue the behaviour). Incorporate as many
of the strategies as you can to make the behaviour compelling.

After this round of detailing, the project team can prepare budgets, start
prototyping and validating the concepts. These can undergo several rounds of
iterations. The concepts can also be modeled using quantitative network
simulation techniques to predict outcomes, based on the social contexts of the
contagion (social networks of the target group).

Continue with the ‘Seed the contagion, Evaluate and Iterate’ steps (step 6) of the
‘Design for social contagion framework’.
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SPACE FOR NOTES
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For more details on the thesis & toolkit, visit https:/repository.tudelft.nl/, or

send an email to jesalshah92@gmail.com
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