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General awareness campaign 

 

 



Power of One Campaign 

ÅOriginally launched Sept 2006  

ÅCore objective: to effect real behavioural 

change among consumers  

ÅKey messages: Buy efficient and Use 

Efficiently 

ÅCampaign wound down in 2010 

ÅTotal spend of approx. ú12M  

 



PO1 Campaign targets 

    

  

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 



PO1: Influencing Behaviour 

Three main steps: 

ÅTell Me Why? 

ïThe basics of energy efficiency   

ÅShow Me How? 

ïClear examples of actions (tech and behavioural) 

ÅSpecific Actions 

ïTailoring message for specific audiences  

 





Energy savings? 

Å óEvaluation of the Effect of the Power of One Campaign 

on Natural Gas Consumption  

Seán Diffney, Seán Lyons and Laura Malaguzzi Valeri  

https://www.esri.ie/UserFiles/publications/20090217150824/WP280.pdf  

 

Å Detailed scientific study ï controlled for lots of factor 

including weather, economic variables etc. 

 

Å Focused on the effects of the campaign on natural gas 

consumption in the residential sector. i.e. through reducing 

thermostat settings by 1 degree. 

 

Å Found awareness of measures increased, short term 

impacts, but no persistent effect of the campaign. 

 

Å Government cut programme funding in down turn  

https://www.esri.ie/UserFiles/publications/20090217150824/WP280.pdf


PO1 Research Findings 

ÅKey motivator for consumers is cost of energy bills 

ÅBroad pop. remains receptive in EE but does not 

always transfer to action taken 

ÅAreas where least action: 

ïHeating controls 

ïAppliance purchase 

ïEnergy efficient driving 

Economic downturn may be more an impediment 

than boost i.e. a distraction? 



SME Programme 



The SME Programme 

Å The Small and Medium Enterprises (SME) Programme is a market 

driven programme to deliver advice and training services to business 

Å The principal driver for the Programme is that energy costs are 

threatening competitiveness in the SME sector with potentially 

consequent impacts on employment and growth prospects 

Å SEAI helps SMEs overcome key barriers to energy efficiency 

 

 
Key Barriers to SMEs participating in energy efficient management 

Organisational 70% People  20% Technical  10% 

Management Commitment Development an energy efficient 
culture 

Understanding energy usage 
and how to control it 

¶ Management time 

¶ Resources 
¶ Capital 
¶ Time 

¶ Awareness 
¶ Motivation 

¶ Training 

¶ Competency 
¶ Data 
¶ Metering 

(Actual data from 7 Energy MAP courses 2007) 



Services provided to SMEs 

Following contact with SEAI... 

ÅMentoring provided by an appointed Energy Advisor for a 

limited time period (3-months) at no direct cost to the SME 

Client.  

ÅAdvisors selected by competitive tender 

ïselect specific areas of expertise (industry, buildings, transport etc.) 

ÅClient must commit to 

ïfacilitating calls/visit from the nominated EA 

ïproviding information as requested  

ï take action to improve energy performance 

 



Role of the Energy Advisor 

ÅThe role of the EAs is to: 

ïProvide one-to-one support and mentoring to SMEs Clients 

ïMotivate clients to take action 

Åtechnical, behavioural and tariff optimisation  

ïProvide relevant information to point the clients in the right 

direction for the next steps 

ïHelp the Clients to identify opportunities for savings at their 

sites ï óRegister of opportunitiesô 

ïMentor the Clients in good energy management ï a number 

of phone calls over three month period 

ïAssess savings at end of three month contact period and 

gauge upcoming action in the remainder of the year 

 



Savings rate per company 

ÅAll programme data 2007 to 2013 in database ï 3,000 

companies 

ïEnergy use of companies in programme by fuel 

ÅRegister of actions taken 

ÅSavings in first three months =  5% 

ÅEstimates by Energy Advisor (EA) of 12 monthly 

savings based on planned future action 

ÅEstimated first yearly savings 10% per company  

claimed as linked to the interaction 

 



Success factors 

ÅSeek commitment of SME 

ÅProvide quality services 

ÅStart with a good data base and collect info you 

need form the start 

ÅDisseminate case studies to share experience and 

promote programme 

Å(Next step - measure annual savings) 
 

ÅFull CBA 
http://www.seai.ie/Publications/Statistics_Publications/Energy_Forecasts_for_Ireland/Econo

mic_Analysis_of_Residential_and_Small-Business_Energy_Efficiency_Improvements.pdf  

http://www.seai.ie/Publications/Statistics_Publications/Energy_Forecasts_for_Ireland/Economic_Analysis_of_Residential_and_Small-Business_Energy_Efficiency_Improvements.pdf
http://www.seai.ie/Publications/Statistics_Publications/Energy_Forecasts_for_Ireland/Economic_Analysis_of_Residential_and_Small-Business_Energy_Efficiency_Improvements.pdf
http://www.seai.ie/Publications/Statistics_Publications/Energy_Forecasts_for_Ireland/Economic_Analysis_of_Residential_and_Small-Business_Energy_Efficiency_Improvements.pdf
http://www.seai.ie/Publications/Statistics_Publications/Energy_Forecasts_for_Ireland/Economic_Analysis_of_Residential_and_Small-Business_Energy_Efficiency_Improvements.pdf
http://www.seai.ie/Publications/Statistics_Publications/Energy_Forecasts_for_Ireland/Economic_Analysis_of_Residential_and_Small-Business_Energy_Efficiency_Improvements.pdf


Public sector awareness programme 



The OPW Programme  

Background  

�‡ Staff energy awareness campaign entitled Optimising Power @ 
Work launched in 2008 

�‡ Targeted buildings with floor areas > 1000m2 (270 in total ). 
�‡ Per building metering established 
 

Staggering Facts  

�‡  35% Electrical Energy Used at Night 
�‡  20% Electrical Energy Used at Weekends 
�‡  55% Electricity used when buildings are unoccupied! 
 


