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IntroducDon	  &	  overview	  
•  University	  of	  East	  Anglia	  (UEA)	  team	  developed	  research	  

proposal	  around	  homeowners’	  decisions	  to	  undertake	  
renovaDons	  

•  Funded	  in	  Aug	  2011	  by	  government-‐funded	  UK	  Energy	  
Research	  Centre	  
–  2	  year	  project	  (Nov	  2011	  –	  Oct	  2013)	  
–  5	  person	  team	  at	  UEA	  

•  The	  aim:	  to	  systema)cally	  test	  a,rac)veness	  to	  UK	  
homeowners	  of	  different	  value	  proposi)ons	  for	  energy	  efficient	  
and	  amenity	  renova)ons	  



Overview	  of	  renovaDon	  decision	  model	  

BACKGROUND	  CONDITIONS	  AT	  HOME	  

stage	  2	  
stage	  3	  

stage	  4	  stage	  1	  

contracted	  
work	  in-‐home	  

begins	  

stage	  0	  

stage	  3:	  
deciding	  
about	  

renovaDons	  

stage	  4:	  
experiencing	  &	  
evaluaDng	  
renovaDons	  

stage	  2:	  
planning	  

renovaDons	  

stage	  1:	  
thinking	  
about	  

renovaDons	  

stage	  null	  or	  0:	  
not	  thinking	  

about	  
renovaDons	  



ObjecDves	  &	  Research	  Approach	  
Objec,ves	  

A	  richer	  understanding	  of	  
under-‐explored	  aspects	  of	  
renovaDon	  decisions	  
	  

–  Looking	  at	  renovaDons	  
as	  a	  process	  

–  deeper	  ‘meanings’	  of	  
the	  home	  and	  
‘idenDDes’	  of	  
households	  and	  	  

–  how	  drivers	  change	  
over	  the	  course	  of	  the	  
decision	  process	  

–  The	  perceived	  uDlity	  of	  
different	  value	  
proposiDons	  

Methods	  
(measure	  or	  manipulate	  

variables)	  

Sampling	  
(address	  common	  biases)	  

choice	  experiments	  
wide	  range	  of	  possible	  
value	  proposi)ons	  

linked	  survey	  
Behavioural	  /	  

psychological	  drivers	  

interviews	  
ensure	  ‘complete’	  
decision	  model	  

during	  

a_er	  	  

before	  

efficiency	   amenity	  

non-‐renovators	  

renovators	  



•  UK-‐wide;	  September	  2012;	  on-‐line	  panel;	  N=	  1028	  
Screening	  stage:	  
•  UK	  homeowners	  not	  currently	  thinking	  about	  renovaDons	  =	  55%	  of	  the	  pre-‐

screened	  	  
•  UK	  homeowners	  either	  thinking	  about,	  planning,	  or	  finalising	  renovaDons	  

(17%,	  13%	  and	  14%	  of	  our	  sample	  respecDvely)	  
Final	  data	  collecDon	  (~250	  UK	  homeowners	  in	  each	  stage):	  	  

–  Stage	  0	  	  =	  not	  currently	  thinking	  about	  renovaDons	  	  
–  Stage	  1	  	  =	  thinking	  about	  renovaDons	  	  
–  Stage	  2	  =	  planning	  renovaDons	  	  
–  Stage	  3	  =	  finalising	  renovaDons	  	  

Following	  the	  survey,	  all	  homeowners	  parDcipated	  in	  experiments	  

Details	  of	  our	  large	  UK	  survey	  and	  experiments	  

Take-‐away	  message:	  	  
55%	  of	  homeowners	  do	  not	  think	  of	  renova,ons;	  	  
45%	  do	  



Detail:	  Triggers	  for	  renovaDons	  

Are	  you	  renova,ng	  because	  … 
%	  of	  yes	  responses	  + 

1 2 3 

…	  something	  in	  your	  home	  needed	  fixing	  or	  replacing?	   22% 28% 30% 

…	  someone	  local	  strongly	  recommended	  renova,ons	  to	  
you?	  

3% 6% 6% 

…	  a	  contractor	  or	  expert	  strongly	  recommended	  renova,ons	  
to	  you?	  

4% 4% 5% 

…	  a	  very	  a[rac,ve	  financial	  offer	  for	  renova,ons	  became	  
available?	  

2% 4% 6% 

+ total sample of approximately 800 households 

•  1 = households thinking about renovations,  
•  2 = households planning renovations,  
•  3 = households finalising renovations 

One in Three Renovation Decisions Are ‘Triggered’ or Precipitated 
by Something from Outside Normal Domestic Life 

Take-‐away	  message:	  Triggers	  oblige	  UK	  homeowners	  to	  
engage	  in	  the	  renova,on	  process	  



Types	  of	  renovaDons	  
-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Decision	  stage	  (0,	  1,	  2,	  3)	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Stage	  0	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Stage	  	  	  	  	  	  	  	  	  	  	  	  	  Stage	  2	  	  	  	  	  	  	  	  	  	  	  Stage	  3	  [3a	  	  +	  3b]	  	  

-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐+-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐	  
	  	  	  	  	  	  	  	  0	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  259	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  28	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  20	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  33	  
	  	  	  	  	  	  	  	  Amenity	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  103	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  114	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  118	  
	  	  	  	  	  	  	  	  Efficiency	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  47	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  30	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  30	  
	  	  	  	  	  	  	  	  Mixed	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  76	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  89	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  81	  

-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐	  

Take-‐away	  informa,on:	  Amenity	  renova,ons	  followed	  
by	  mixed	  renova,ons	  are	  the	  main	  &	  large	  segments	  



What	  financing	  mechanisms?	  
•  %	  of	  people	  who	  do	  not	  know:	   	   	   	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  17.0%	  
	  
•  %	  of	  people	  who	  would	  not	  borrow:	   	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  54.5%	  
•  %	  of	  people	  who	  would	  use	  different	  sources: 	   	  	  	  	  	  	  28.5%	  

	  	  
	  	  	  	  	  Out	  of	  these	  who	  would	  use	  different	  sources	  of	  financing,	  	  

–  the	  majority	  (57%)	  would	  use	  only	  1	  source	  	  
–  others	  would	  use	  >1	  source;	  among	  them:	  

•  23% 	  borrowing	  against	  mortgage	  
•  28% 	  convenDonal	  bank	  loan	  
•  21% 	  convenDonal	  bank	  loan	  +	  borrowing	  against	  mortgage	  

Take-‐away	  informa,on:	  	  
willingness	  to	  borrow	  and	  sources	  



Preferences	  regarding	  service	  
providers	  

What	  source	  of	  recommenda7on	  is	  mostly	  preferred	  for	  home	  renova7ons?	  	  
•  RecommendaDon	  by	  friends	  (58%);	  experts	  (21%),	  own	  search	  (12%);	  

media	  (6%).	  	  
	  What	  contractors	  are	  mostly	  preferred	  for	  living	  spaces’	  home	  renova7ons?	  	  
•  Small,	  local	  company	  or	  tradespeople	  (61%);	  specialists	  (30%).	  	  
	  What	  contractors	  are	  mostly	  preferred	  for	  energy	  efficiency	  home	  
renova7ons?	  	  	  
•  Small,	  local	  company	  or	  tradespeople	  41%;	  specialists	  (36%);	  large	  energy	  

providers;	  major	  retailers	  ~4%.	  	  
Above	  consistent	  across	  non	  renovators	  and	  renovators.	  

Take-‐away	  ques,on:	  is	  local	  important?	  



Our	  experiments:	  	  
We	  use	  choice	  experiments:	  what	  are	  they?	  

Individuals	  are	  forced	  to	  make	  trade-‐offs	  between	  
alternaDve	  opDons	  like	  in	  real-‐life	  choice	  situaDons	  –	  

opDons	  are	  combina7ons	  of	  mulDple	  sDmuli	  



Example	  of	  our	  choice	  experiments:	  
which	  of	  these	  3	  op)ons	  do	  you	  prefer?	  

•  Non	  cerDfied	  
installer	  

•  Price	  (£8,500)	  
•  Kitchen	  re-‐

modelling	  
•  Minimal	  

disrupDon	  
•  Minor	  effort	  
•  3	  Years	  

warranty	  

•  CerDfied	  
installer	  

•  Price	  (£11,000)	  
•  Kitchen	  

remodelling	  and	  
energy	  

•  Hassle	  free	  
•  Major	  effort	  
•  7	  Years	  

warranty	  

	  
A	  3rd	  opDon	  (….,
…,…)	  like	  le_	  	  

	  
but	  also	  

introduced	  
GD	  	  

aspects	  	  
Here	  

	  

	  



Our	  experiments	  re:	  Green	  Deal	  

First,	  	  
Experiment	  A	  

	  
A[rac,ve	  value	  
proposi,ons	  for	  

homeowners	  planning	  to	  
spend	  around	  £5000	  /

10000	  on	  energy	  
efficiency	  renova,ons	  
(loh	  &	  cavity	  wall	  

insula,on,	  and	  a	  boiler	  
upgrade)	  

	  

Then,	  
Experiment	  B	  

	  
A[rac,ve	  Value	  
Proposi,ons	  for	  

Homeowners	  Planning	  to	  
Spend	  Around	  £5000/	  

10000	  on	  Energy	  
Efficiency	  Renova,ons	  …	  
Poten,ally	  Using	  the	  

Green	  Deal	  

Then,	  
Experiment	  C	  

	  
A[rac,ve	  Value	  
Proposi,ons	  for	  

Homeowners	  Planning	  to	  
Spend	  Around	  £5000	  on	  
Kitchen	  Renova,ons	  …	  

with	  a	  Possible	  Addi7onal	  
£5000	  Energy	  Efficiency	  
Renova,on	  Using	  the	  

Green	  Deal	  

All	  homeowners	  were	  also	  asked:	  	  
Whether	  this	  describes	  your	  current	  situaDon	  or	  not,	  please	  imagine	  that	  you	  are	  
planning	  to	  renovate.	  Choose	  which	  opDon	  you	  prefer	  from	  a	  set	  of	  alternaDves	  within	  
each	  experiment.	  	  	  	  It	  is	  3	  different	  experiments	  

opDons	  

op,ons	  
op,ons	  



Key	  findings	  from	  the	  experiments	  
•  A	  strong	  and	  focused	  ‘value	  proposiDon’	  is	  essenDal	  to	  support	  renovators.	  

Contractor	  reliability,	  and	  avoiding	  hassle	  and	  disrupDon	  to	  domesDc	  life,	  are	  the	  
most	  important	  factors.	  	  

•  Making	  it	  easy	  to	  find	  out	  and	  decide	  about	  renovaDng	  is	  relevant	  in	  some	  cases,	  as	  
are	  warran,es,	  but	  less	  so.	  

	  

•  For	  homeowners	  planning	  to	  renovate,	  the	  Green	  Deal	  is	  an	  auracDve	  opDon.	  
Homeowners	  planning	  to	  spend	  £5,000	  on	  insulaDon	  and	  a	  boiler	  upgrade	  are	  more	  
than	  twice	  as	  likely	  to	  consider	  using	  the	  Green	  Deal	  than	  not.	  

	  
•  The	  Green	  Deal	  may	  also	  be	  used	  to	  expand	  the	  scope	  of	  homeowners’	  renova,on	  

plans.	  People	  who	  do	  decide	  to	  go	  ahead	  with	  home	  renovaDons	  are	  willing	  to	  
consider	  addi,onal	  energy	  efficiency	  renova,ons	  using	  the	  Green	  Deal	  to	  pay	  the	  
upfront	  costs.	  	  

•  Homeowners	  planning	  to	  spend	  £5,000	  on	  remodelling	  their	  kitchen	  are	  only	  half	  as	  
likely	  to	  s,ck	  with	  this	  op,on	  when	  presented	  with	  the	  op,on	  of	  adding	  in	  £5,000	  
of	  energy	  efficiency	  measures	  paid	  for	  through	  the	  Green	  Deal.	  	  



Main	  take-‐away	  message	  

GD	  aspects	  sound	  good	  	  
but	  	  

‘piggy	  back’	  	  
on	  amenity	  /mixed	  renovaDons	  	  
is	  an	  important	  way	  ahead	  

Take-‐away	  lesson:	  GD	  may	  work	  if	  offered	  at	  point-‐of-‐sale	  when	  
homeowners	  are	  about	  to	  renovate	  



Survey	  Results	  re:	  aAtudinal	  and	  other	  
drivers	  	  



	  
•  ‘transacDon	  costs’	  (managing/	  overwhelming/	  
confidence)	   but	   also	   domesDc	   life	   affect	   the	  
decisions	   through	  different	   ‘causal’	  pathways	  
(which	  vary	  per	  stage).	  

	  

Main	  finding	  

Take-‐away	  message:	  living	  spaces	  and	  domes,c	  life	  and	  ‘home-‐
as-‐a-‐project’	  do	  ma[er;	  GD	  needs	  to	  fit	  in	  a	  renova,on	  already	  
underway	  and	  home-‐as-‐a-‐project	  /	  ‘improves	  domes,c	  life’	  ideas	  



DomesDc	  life	  drivers	  
Households	  in	  all	  three	  stages	  of	  planning	  renovaDons	  adapt	  
their	  homes	  in	  response	  to; 

-  a	  new	  challenge	  in	  their	  domesDc	  life	  (new	  prioriDes) 

-  new	  ideas	  on	  changing	  their	  homes	  (demonstraDng)	   

-  their	  feelings	  towards	  their	  home	  as	  a	  social	  space	  (a	  project,	  
delineaDng) 

-  norms	  of	  renovaDon	  are	  as	  important	  in	  stages	  1	  and	  2	  	  but	  
not	  stage	  3	  

-  manageability	  and	  the	  feeling	  of	  been	  overwhelmed	  mauers	  
(transacDon	  costs)	  



Both	  amenity	  and	  efficiency	  renovators	  priori,se	  their	  living	  
space	  in	  response	  to: 

-  Physical	  challenges	  (embodying)	   

-  Their	  feelings	  towards	  their	  home	  as	  a	  social	  space	  (a	  project) 

and 

-  these	  are	  both	  more	  important	  than	  the	  length	  of	  Dme	  they	  
plan	  to	  stay	  in	  their	  homes 

-  the	  composiDon	  of	  the	  household	  is	  significant	  for	  amenity	  
renovators	  (having	  dependent	  children)	  whilst	  the	  size	  of	  the	  
household	  is	  significant	  for	  efficiency	  renovators 

length	  of	  Dme	  planning	  to	  stay	  in	  the	  home	  likely	  significant	  only	  
for	  efficiency	  renovators	  
but	  only	  Amenity	  renovators	  are	  influenced	  by	  social	  norms	  of	  
renovaDon	  behaviour	  



Different	  pathways	  exist:	  	  
Example:	  Pathways–	  Stage	  1	  

.36**

.29

Meaning	  of	  
Home	  -‐
Project

Prioritising

Prioritising	  -‐	  
General

Adapting	  -‐
General

Normality	  of	  
Renovating

.17



Different	  pathways	  exist:	  	  
Example:	  Pathways	  –	  Stage	  2	  
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•  Triggers	  exist	  ~	  1/3	  of	  cases	  
•  A	  process	  does	  exist	  and	  different	  drivers	  mauer	  at	  each	  

stage	  of	  this	  process	  
•  Different	  pathways	  also	  are	  at	  operaDon	  
•  DomesDc	  life	  together	  with	  transacDon	  costs	  mauer	  
•  Much	  is	  about	  ‘living	  spaces’	  

Summary	  

Take-‐away	  message:	  living	  spaces	  and	  domes,c	  life	  and	  ‘home-‐
as-‐a-‐project’	  do	  ma[er;	  GD	  needs	  to	  fit	  in	  a	  renova,on	  already	  
underway	  and	  home-‐as-‐a-‐project	  /	  ‘improves	  domes,c	  life’	  ideas	  



Thank	  you	  	  
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