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The BWA Method

Consisting of three primary phases - Exploration, Deep Dive and Application - the Method is used to identify the 

behaviour change approach that is most likely to work.
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SEGMENTATION
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TYPOLOGIES



Aversion to complexity

A lack of transparency and limited/conflicting information are inhibiting some (particularly 
low income, vulnerable and disadvantaged) energy consumers from navigating the 
increasing number of retailers and retail offers, and making selections that best fit their 
needs.

Cognitive and choice overload
There is an increasingly large number of tariffs in the market, with complex structures and 
conditions which are often difficult to understand. This creates barriers for consumers to 
select an offer best suited to their needs.

Trust

Various surveys of energy consumers consistently show that consumers tend to distrust 
the information provided by energy retailers – especially through methods such as ‘door-
knocking’ and ‘cold-calling’ - and would prefer to source their information from an 
independent, trusted source.

Retailer behaviour

Previous experience with some energy retailers being rude, impatient, unhelpful or 
having long wait times, has left many vulnerable energy consumers unwilling to further 
engage with their energy retailer, and likely contributes to the trust barrier outlined above. 
The Brokerage Pilot identified ‘retailer behaviour’ as a barrier to customers conducting a 
switch themselves at some time in the future.

Status quo bias and risk 
aversion

There is a tendency for consumers to prefer certainty over risk, especially when the 
stakes are high, which often means not acting or avoiding making a decision altogether.

Digital access
Access to the Internet has become a critical means for consumers to receive and 
compare information about energy products and services. A lack of Internet access 
further exacerbates the impact for those already isolated from participating in the market.

Culturally and Linguistically 
Diverse (CALD) communities

Consumers with limited literacy face more barriers to engaging with retail energy markets 
and navigating tools like VEC. Without more tailored assistance, including trusted 
translators and intermediaries, these consumers are unlikely to overcome barriers to 
participate in the market.
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INSPIRE
SEVEN BEHAVIOUR 

CHANGE TECHNIQUES 
TO IMPROVE LETTERS
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I IMPLEMENTATION 
INTENTIONS

Implementation intentions are if-

then plans that spell out in 

advance how one wants to strive 

for a set goal

INSPIRE



I IMPLEMENTATION 
INTENTIONS

Milkman et al (2011)

• Example of success: 

Vaccination rates

33.1

37.1

Control Time plan

% recieved flu vaccine

INSPIRE

http://www.pnas.org/content/108/26/10415.abstract


BehaviourWorks-VicRoads-ABNote trial (June, 2016) 

INSPIREI IMPLEMENTATION 
INTENTIONS



I IMPLEMENTATION 

INTENTIONS

White House Social and Behavioural Sciences Team (2015)

INSPIRE

https://sbst.gov/assets/files/2015-annual-report.pdf


N NORMS

Baumeister & Bushman (2010, p. 317)

Norms are social standards that 

describe what people ought to do

Descriptive norms 

specify what most 

people do 

Injunctive norms 

specify what most 

others approve or 

disapprove of

INSPIRE



N NORMS

BehaviourWorks-VicRoads-ABNote trial (June, 2016) 

INSPIRE



N NORMS

Allcott (2011)

INSPIRE

http://www.sciencedirect.com/science/article/pii/S0047272711000478


S SALIENCE

Fiske & Morling (1996)

A property of a stimulus that causes it 

to stand out and attract attention

INSPIRE

http://www.blackwellreference.com/public/tocnode?id=g9780631202899_chunk_g978063120289921_ss1-1


S SALIENCE INSPIRE
• There are many ways to make letters more salient/ attention-

grabbing

• E.g. 

– Red ‘Pay Now’ stamps

– Hand written (rather than printed) signatures

– Using pictures to grab attention

– Using recipients’ name (personalisation)

– Using registered post, or multiple stamps

• Aim is to draw attention to the letter and key message

http://bi.dpc.nsw.gov.au/assets/Behavioural-Insights/Library/Understanding-People-Better-Outcomes.pdf
http://onlinelibrary.wiley.com/doi/10.1002/14651858.MR000008.pub4/full
https://sbst.gov/assets/files/2015-annual-report.pdf
http://onlinelibrary.wiley.com/doi/10.1002/14651858.MR000008.pub4/full
http://onlinelibrary.wiley.com/doi/10.1002/14651858.MR000008.pub4/full
http://onlinelibrary.wiley.com/doi/10.1002/14651858.MR000008.pub4/full
http://onlinelibrary.wiley.com/doi/10.1002/14651858.MR000008.pub4/full


P PROCEDURAL 
FAIRNESS

Faulkner et al. (n.d.) Submitted manuscript; Wenzel (2006)

Individuals who feel that authorities 

treat them fairly, transparently, and 

with respect tend to perceive those 

authorities as legitimate and are 

therefore more willing to comply with 

their requests

INSPIRE

http://link.springer.com/article/10.1007/s11211-006-0011-y
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Why are we sending you this letter?

When we receive these reports we are legally obliged to investigate....

Why do we impose suspensions?

Without medical reviews, our society would face heightened risk of serious injuries....

We do not want to make things more difficult for you

We understand that receiving this letter can be hard for some people...



P PROCEDURAL FAIRNESS

Wenzel (2006)

INSPIRE
Examples from tax letters:
• Why are we sending you this letter?

It is our responsibility to collect tax payable under the law. Taxes 

fund community services…

• Why can’t we be more specific in this letter?

We do not know why you have not lodged your activity statement 

so we cannot give you more specific information in this letter…

• Why do we impose penalties?

Without taxes, our society could not afford essential services…

• We believe in your honesty

We assume you try to deal honestly with your tax affairs…

• We acknowledge that times can be difficult

We realise that it is not always easy to fulfil your tax obligation…

• We do not want to make things more difficult for you

We are sorry if penalties add to any difficulties you may already be 

experiencing, but we trust you will understand the need for such a 

penalty system.

http://link.springer.com/article/10.1007/s11211-006-0011-y


I INCENTIVES

Financial or non-financial benefits that 

motivate someone to do something

INSPIRE



I INCENTIVES INSPIRE
What type of incentives work best?

Giles et al. (2014); Edwards et al. (2009) 

>

>

http://www.ncbi.nlm.nih.gov/pmc/articles/PMC3949711/
http://onlinelibrary.wiley.com/doi/10.1002/14651858.MR000008.pub4/full


I INCENTIVES INSPIRE
* A caveat:

• Incentive effect is heterogeneous

VicRoads Registration Renewal Trial, Stage 1

Win a weekend in 

Marysville

• Try to ensure incentive is 

attractive at time it is offered



R REPUTATION

Hogg & Vaughn (2011); Durantini et al (2006)

Characteristics of the communicator 

can have significant effects on how 

influential a message is

INSPIRE

http://psycnet.apa.org/psycinfo/2006-03023-003


R REPUTATION INSPIRE
• Messages from high-authority sources 

are more likely to be complied with
• E.g. Messages from health educators 

more effective than messages from 

research assistants (Webb & Sheeran

2006)

• Messages from liked-sources more 

likely to be complied with

Can you have an authoritative and well-

liked person sign your letter?

http://psycnet.apa.org/index.cfm?fa=buy.optionToBuy&id=2006-03023-004
https://www.bookdepository.com/Influence-Robert-B-Cialdini/9780061241895


E EASE

People are more likely to comply with a 

request if it is easy to understand and 

perform

INSPIRE



29

What you need to do

The first step of this medical review is for you to provide us with medical report from a doctor. 

When you need to do it

Please ensure that the enclosed report form is completed and returned to us by [[dd Month, 

Year]]. 



E EASE INSPIRE
• Place key message as close to the top of the letter as 

possible

• Use plain-language

• Useful headings

• Lists and tables

• Simple words

• Short sections and headings

• Use ‘must’ not ‘shall’

• Make it easy for people to perform the behaviour (e.g. 

use short, not long web links)

http://www.plainlanguage.gov/howto/quickreference/checklist.cfm
https://sbst.gov/assets/files/2015-annual-report.pdf


RELATIONSHIP 
WITH CUSTOMERS

FRIEND

FOE

PARTNER

TRANSACTIONAL



IMPLEMENTATION INTENTIONS

NORMS

SALIENCE

PROCEDURAL FAIRNESS

INCENTIVES

REPUTATION AND CREDIBILITY

EASE

INSPIRE – your turn



THANK YOU

FURTHER INFORMATION

E: liam.smith@monash.edu

T: 0408 487 536

mailto:liam.smith@monash.edu

