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Beyond the cost, consumers have a limited understanding of what 
their energy bill is communicating (EIA 2019; Tweed 2016.).
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https://www.eia.gov/electricity/sales_revenue_price/pdf/table5_a.pdf
https://www.greentechmedia.com/articles/read/customers-spend-8-minutes-a-year-interacting-online-with-their-utility
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Energy feedback messages are socio-technical innovations that 
can help consumers further engage with their energy bills.
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Existing message design theories can improve the 
personalization and aesthetic of energy feedback messages.

Choice Architecture Color Text Size Action Items

KEY
Curb Weekly Energy Audit Message Mockup eGauge Energy Monitor Text Alert
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fNIRS can show which types of messages participants think about 
the most.
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Preliminary findings show messages about monetary gains 
produced the most cognitive response in participants.



7

5/10/2021 Introduction Methods          Results Discussion          Conclusions          Future Work          7

Preliminary findings show messages about monetary losses 
produced the most cognitive response in participants.



8

5/10/2021 Introduction Methods          Results Discussion          Conclusions          Future Work          8

Further, the post-task survey showed that participants...

The most memorable 
messages were…

The easiest messages to 
understand were…

“the ones that gave actionable suggestions about 
how to decrease your utility bill.”

“the ones that stated you can decrease your bill 
by doing this action.”

The hardest messages to 
understand were…

“the ones that states you will lose money.”

Participants interacted with 
their energy bills for…

5 MINUTES OR LESS

“the messages that told me exactly what to 
do…like unplug 5 items that are not in use...”

“messages that told me I earned money for 
saving a certain amount of energy...”

“the messages that told me how much I lost and 
then gave me a tangible task to address it.”

“the ones that gave actionable suggestions about 
how to decrease your utility bill.”

“the messages that referenced kilowatt-hours...I 
could not conceptualize how I could change it or 

how much that was relative to my bill”
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Future work can explore…

Testing larger sample 
populations

Testing participants 
periodically (every 3 months) 

to determine if there is a 
response relapse/fallback 

effect

Collaborating with Curb and 
eGauge to implement these 
devices into communities to 

test effectiveness

Integration into future 
policy
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W e n d e l l  G r i n t o n ,  P h . D .  S t u d e n t

C o n t a c t  M e :  w g r i n t o n @ v t . e d u

Please remember, universally designed energy feedback messages 
can be achieved by personalizing messages to target what consumers 

care the most about!
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Why Energy Feedback Messages?

Energy Feedback 
Messages

No proven guidelines/structure for 
delivering energy feedback

These devices don’t provide any new 
information after installation

(Ehrhardt-Martinez et al. 2010)

Prior literature conducted 3-month 
studies—leaving long-term impacts 

unknown
(Jain et al. 2014; Delmas et al. 2013)

The Fallback Effect
(Peschiera et al. 2010; Wilhite and Ling 1995)
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eGauge messages and messages about monetary gains and 
losses produced the most cognitive response.

Insert brain network 
analyses of Curb and 

eGauge
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figure to right)
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Beyond the cost, consumers have a limited understanding of what 
their energy bill is communicating (EIA 2019; Tweed 2016.).
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Energy consumers look at their energy bills for 8 minutes a year, 
which is 40 seconds per month (Tweed 2016).
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Messages about monetary losses in the Curb Energy Monitor 
format.
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Messages about goal setting in the Curb Energy Monitor format.
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Messages about monetary gains in the eGauge energy monitor 
format.
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Messages about monetary losses in the eGauge energy monitor 
format.
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Messages about goal setting in the eGauge energy monitor 
format.


