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Falling out of the race
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Very different racers
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But if they stay in...
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INTERVENTION
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Household engagement

Feedback+ (sabadie, 2014)

Practices (Burchell, Roberta, & Rettie, 2013)

Group effects (Fischer, 2008)

Gamification (Deterding, Dixon, Khaled, & Nacke, 2011)
Competition (Scales et al., 2016)

Goal setting (Mccalley & Midden, 2002)
Interaction (Breukers et al., 2013)

Social setting (Kurz et al., 2015)
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Savings
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DROP OUTS




0 active

Were they different? ()

inactive

Motivation: | participate

because it is free and/or
the prizes are attractive

Motivation: | want to

Motivation: | want to
reduce my electricity costs

reduce my negative
impact on the environment

Technical competence



0 active

Were they different? (ll)

inactive

Motivation: | want to
contribute to a relevant

Motivation: | like the idea Motivation: | like to support

Motivation: | like trying out new

community initiatives

mobile phone/tablet apps of playing in a game

scientific project



O active

Did they change?

inactive
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Change in
perceived social support**

E3
—
* A :
o) - - S
>
£3
35
22

©
<3
N S
[oX
O
f .

o o t--—--11 |} o
+ * £3
o8
=
nf
c P
C u
©
* .................... A ¢} CS
IIIIIIIIIIIIIIIIIIII O

£5
en

(o)
eg
=]
&2
o o * ............................ * o =
£
[%2)
vv IIIIIIIIIIIIIIIIIIIIIIII AA m
—
c o
£2
o
2>
SE
25
* + O
.......................... 3
s
©

** p<.001

I

* p<.05



Perceived social support
* |s the need a chicken or an egg?
* Team vs. Information vs. Virtual

Start with real-life communities
Multi-pronged approach, tips,
challenges, existing communication channels
Involve participants earlier in design,
capture interest during recruitment, trigger
them when they lapse in activity
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