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About 









City of Portland population = 650,000
Affordable housing units in the state = 650,000



Committed Owners and Sponsors





Common Barriers

- Lack of Info

- Lack of Control

- Owner pays some if not 

all utilities  

Unique Barriers

- Basic needs are primary

- Trust is king

- Technology can be a challenge

- Language 

Affordable vs. Market rate

Helpful Traits

- Larger sense of community

- Naturally keep costs down based on scarcity 
when paying own bills 



- Gain trust

Stages of Engagement 



- Gain trust

- Educate

Stages of Engagement 



- Gain trust

- Educate

- Incentivize

Stages of Engagement 



- Gain trust

- Educate

- Incentivize

- Take Action and Commit

Stages of Engagement 



Assess

Inform & Install

Monitor

Working with Owners



Assess

Owner/sponsor representative can choose 
which programs to focus on and get more 

in-depth than the following examples







- Do you feel safe? If not what would make you feel safer?

- Energy reduction is important to all of us for different reasons. Why is it 
important to you and how does your family work to save energy?

- What would you change about your community if you could and why?

Culture and Sense of Place



Hands On Tools



Construction



Monitor



Tenant Engagement and Installation of Sub-metering
Case Study



Results
2011- 2013



Same Property 
Overall Savings from 2011 - 2013 



Next property, same owner, anything different?



Next property, same owner, anything different?

- 70 units

- Language barrier

- Cultural differences – large families

- Water water water

- 6+ month install

- Carrot – washers



Advanced Notice
Tenants told in late May early June 
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Property Projections



Projected savings for Tenants



Applying Behavioral Economics for 
Underserved Communities

Common Mistake: In the effort to deeply understand our customers, we often 
lose focus of what we are really trying to accomplish.

MARKET BARRIERS VS. COGNITIVE BARRIERS

• Lack of Capital
• Lack of Education & Info
• Complex Processes and Forms
• Cultural or Language Barriers
• Lack of Resources

• Lack of Self Control
• Future Discounting
• Decoy Effect & Framing
• Choice Overload
• Social Norming

Program, Technology, Tools & 
Interventions

Design Techniques, 
Positioning, & Graphics





Contact Info

Mickey Lee 
mickeyl@mpoweroregon.com

503.501.5543 
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reema.vashi@lmco.com

503.278.3076 


