
Actions to Mitigate Energy Poverty  
in the Private Rented Sector

5/22/2023

This project has received funding from the European Union’s Horizon 2020  
research and innovation programme under grant agreement No 889385.

Martijn Rietbergen, Lenneke Kok
Center of Expertise Smart Sustainable Cities

University of Applied Science Utrecht

HOW TO REACH TENANTS – EXPERIENCES
FROM THE ENERGY BOX PROGRAMME



• Approach Energy Box with promotion materials

• Research amongst tenants in PRS Utrecht

• Advise on increasing response rates among various target groups

• Conclusions and recommendations

AGENDA



insight in the energy bill
stimulates behaviour

change

Local job seekers 
are trained as an 

energy coach

Consultation with
the resident

Box of energy 
saving products

Advisory report with 
tips and savings 

amount

Expansion of 
service for 

households living in 
energy poverty 
(since 2022)

At the moment 

active in 17 

municipalities. More 

than 44.637 

residents reached

since 2014.

ENERGY BOX PROGRAMME



PROMOTION MATERIALS



More variety in means of communication than
thought

Individual
Letter in 
mailbox

Letter A2 level 
in mailbox

Additional 
languages in 

mailbox
E-mail Flyer

Recruitment 
card

Personal
Door to door 

during the day
Door to door 

in the evening
Not-at-home 

card
Contact via 
champions

Contact via 
resident 

association

Meetings 
nearby

In de the 
neigborhood

Posters Rolbanners
TV displays (in 
flats town hall)

Via media
Social media, 

digital banners
Header for 

website
Ads

Radio 
commercial

Lcoal
newspaper



Investor / Owner Strategy Response rate

a.s.r. - Lamerislaan (zonder h-a-h bezoek) Different approaches 16,7 %

a.s.r. Email / poster + reminder 5,6 %

Bouwinvest Email NL/EN m/button + posters m/QR code + reminder 27,5 %

Achmea Email NL/EN + poster + reminder 28 %

Amvest Letter 11,3 %

Altera Vastgoed Email m/QR code 5,9 %

ANALYSIS OF RESPONSE ON THE PROMOTIONS STRATEGIES OF 
INSTITUTIONAL INVESTORS

• Large differences in response rates. 

• Higher response among new tenants.

• The response is higher among residents of energetically better homes.

• Higher response if recruitment was in English in neighborhoods with a high percentage of residents with a migration 

background



• Experiment among three identicial appartment buildings

• Huge difference in the response rate

• Door to door visit very effective

EXPERIMENT WITH DIFFERENT MEANS OF PROMOTION

Flat 1 Flat 2 Flat 3

Popular letter: 18 Formal e-mail: 6 Popular e-mail: 5

Remider door to door visit: 19 Reminder formal letter: 7 Reminder door hanger: 0

Total: 37 (51%) Total: 13 (18%) Total: 5 (7%)



Multilanguage Visit the neighbourhoud Other products for students

NEW PROMOTION MATERIALS BY TARGET GROUP



STUDENT’S DESIGNS



➢ No one size fits all approach

➢ Variety of strategies: aligning with existing events, multiple visits, more visuals materials

➢ Door to door seems to be the most effective approach

➢ Target group specific engagement strategies are necessary

➢ e.g. migrants, people with financial problems > cooperation with social organisations in 
neighborhoods.

➢ e.g. students> recruitment via student associations, digital approach

➢ More research needed to understand differences in response rate vs. promotion strategy

CONCLUSION
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