Varied Approaches, Unifying Goals:
Behavior Change &
Local Government Partnerships
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“FitBit® for Sustainability”

Engaging Residents on Energy & Climate
Through an Online Social Platform



Setting the Context: Fremont, CA

* Incorporated in 1956 from 5

historical farming districts:
e Centerville
* Niles
* |rvington
* Mission San Jose
* Warm Springs
* Rapid growth during the 60’s
& 70 S

* Cheap fossil fuels

* Less traffic congestion

e Large tracts of land available
for housing

e Climate change not yet a
concern
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Sustainability in Fremont, CA

General Plan Vision —
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Why A Residential Focus?

* Residential activity (homes & passenger vehicles)
represents 58% of community-wide GHG
emissions

* Successes can easily be measured by S savings

* Individuals take pride in successes = bragging
rights with friends, neighbors, co-workers, & peers

* Positive behavior changes at home trickle over
into workplaces, classrooms, etc.



Community-Based Social Marketing

* Approach developed by environmental psychologist
Dr. Doug McKenzie-Mohr

PSYCHOLOGY

habits, perceptions, knowledge

+SOCIAL MARKETING

family, friends, community, culture

= Behavior Change




CBSM Approach

1) Identify benefits and

barriers to an activity e
- FOSTERING

2) Develop a strategy utilizing SESTA{NABLE
“tools” that have been BEHAVIOR

shown effective
3) Pilot the strategy

4) Evaluate the strategy once
it has been implemented
across the community




Dr. BJ Fogg’s Behavioral Model

* Motivation, Ability, and Trigger (M.A.T.) must
converge to result in desired behavior.
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Fremont’s Climate Engagement &
Behavior Change Strategies

1. Promote existing no/low cost EAST BAY
residential programs offered
through utility partnerships

2. Promote energy upgrade projects ey
and clean energy financing @ UPGRADE
\/ CALIFORNIA

3. Develop a residential group
purchase campaign for solar and
zero-emissions vehicles

4. Run a “Green Homes Challenge”



