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THE IMPORTANCE OF GOOD THEORIES AND DATA  ANALYSIS 
TRICKS

1

Dr. Michael Puntiroli



Sustainable Consumption & Data

PLAN FOR THE DAY

• Transition from Pure Unapplied Psychology («Blue Sky Science») to 

Applied Consumer Behavior (in between Psychology and Marketing)

• SCCER CREST as an Organization and Project

• Applied Research within SCCER CREST

• The power of data in my own personal transition

• How data analysis can open up doors for you in applied research

Dr. Michael Puntiroli
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THE SPECIFIC GOAL

• Specifically, the goal is to

A. Appreciate importance of data techniques in getting

concrete answers to concrete behavioral issues

B. Intelligent Interventions are usually based upon a tight 

link between Theory and Practice

Dr. Michael Puntiroli
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THE WIDER GOAL

• I would like to inspire you

• Yes, we will speak about behavioral interventions, energy related behaviors and 

data…

• But the real goal is for you to leave this talk slightly more aware of your

possibilities

• And slightly more inspired about the amount of possibilities you have, if you

are just willing to sit down and explore them all

Dr. Michael Puntiroli
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INTRODUCTIONS

Dr. Michael Puntiroli



Sustainable Consumption & Data

YOU FIRST

• What are you studying?

• What would you like to do next?
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QUICK FACTS ABOUT MYSELF

• PhD Michael Puntiroli

• Bachelor in Cognitive Psychology (Strathclyde University, Glasgow)

• Masters in Research Methods, focus placed on Statistics and 

Programming (University of Glasgow)

• Doctorate in Cognitive Psychology (University of Geneva)

• Published several scientific articles on Visual Perception and Selective 

Attention

Dr. Michael Puntiroli
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Switching to more applied 

interventions in 2017…

Dr. Michael Puntiroli
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• Conduct research for SCCER CREST

• SCCER CREST is a governmental research network, spanning all 

major research institutions in Switzerland. SCCER CREST produces 

detailed, evidence-based insights on consumer's habits, behaviours 

and personality

Dr. Michael Puntiroli
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• I also teach “Quantitative Methods in Management” and “Customer 

Relationship Management” at the Institute of Management (University 

of Neuchâtel)

• I conduct reseach the links the University of Geneva, the University of 

Neuchâtel and SCCER CREST

• Here are some examples:

• Cheating and Lying in a Managerial Context

• How to best Promote:

• Animal Causes in order to increase donations

• Environmental Causes in order to increase engagement by those who are less 

interested and more self-centred
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• Have given various guest lectures on “The Value of Data in 

Marketing” and “Segmentation”

• I supervise many Masters’ students in Marketing

Dr. Michael Puntiroli
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• What is SCCER CREST?

• The Competence Center for Research in Energy, Society and Transition - CREST 

contributes to the energy transition in Switzerland by providing detailed, 

evidence-based recommendations on policies that help to reduce energy demand, 

foster innovation, and increase the share of renewables in a cost-efficient way. 

• https://www.sccer-crest.ch/

Dr. Michael Puntiroli
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• The SCCER CREST brings together research groups from almost all major 

Swiss research institutions and fills important gaps in the research 

landscape.

• It is one of the strongest research centers in this field worldwide, 

cooperates closely with partners from industry, public administration, and 

policy consulting, and works together closely with the technical SCCER

• Funny story about Far Right Wing Swiss paper

• Soon exported to Germany

ITS AIMS AND MERITS

Dr. Michael Puntiroli
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• Who the respondents are?

• How many are there?

• How long its been going on for?

• It also incorporates a small number of experiments

• If you have a good idea for an experiment it can be added to the new 

“wave” so I would love to hear it, or you can write to me.

• Let’s have a look at the variables

The SCCER CREST DATA

Dr. Michael Puntiroli
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BEHAVIOURAL INTERVENTION 1
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EXAMINING WHETHER FEEDBACK 
DEVICES ACTUALLY WORK

• Elaboration Likelihood Model

• Central route

• Ad’s argument persuades

• Occurs when customers are highly involved with brand and motivated to process the ad  

• Peripheral route 

• Ad’s peripheral cues persuade not argue

• Attractiveness or credibility of endorser, style of ad, etc.

• Occurs when customers are not involved with brand and not motivated to process

• SCCER CREST is a governmental project, spanning all major research institutions in Switzerland. 

SCCER CREST produces detailed, evidence-based insights on consumer's habits, behaviours and 

personality.

• This research is part of the activities of SCCER CREST, which is financially supported by the 

Swiss Commission for Technology and Innovation (CTI).
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EXAMINING WHETHER FEEDBACK 
DEVICES ACTUALLY WORK

• Asking about Smart Meter Presence in the house

• When it was installed

• How often they check it

• What household changes they made after the installation
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EXAMINING WHETHER FEEDBACK 
DEVICES ACTUALLY WORK

• Results: What do you think they mean? 

Dr. Michael Puntiroli
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EXAMINING WHETHER FEEDBACK 
DEVICES ACTUALLY WORK

Two concrete data tricks saved the 

project

• Robust Statistics

• Statistical Matching (most 

importantly)

Dr. Michael Puntiroli
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OUTLIERS 
AND 
EXTREME 
VALUES

- Trimming of the Mean: A trimmed mean is computed by removing a certain percentage of the largest and 

smallest observations and averaging the values that remain. 

- Winsorizing of the Mean: A winsorized mean is computed by identifying key values at the low and high end of 

the distribution (e.g. 5th and 95th percentiles) and fixing all extreme obeservations below and above the chosen

cut-off points to the value of the cut-off points. Then we average the values with the new transformed «extremes».

Robust Statistics

Dr. Michael Puntiroli
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- This is applicable when you do not have an experimentally randomized design

- You can used statistical matching if you have data about a treatment group (e.g. feedback devices, life events, 

anything) and you have loads of data about random people not in the treatment group (at least 10 times more)

- It is a way to reduce the effects of selection bias

Statistical Matching

Dr. Michael Puntiroli
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BEHAVIOURAL INTERVENTION 2
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THE IMPORTANCE OF MESSAGE FRAMING 
WHEN GETTING PEOPLE TO ACT SUSTAINABLY: 
THE ROLE OF REGULATORY FOCUS

Dr. Maria Lagomarsino

Prof. Dr. Linda Lemarié

Dr. Michael Puntiroli

University of Neuchâtel
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Promotion-oriented

individuals are motivated

to achieve aspirations in life 

and sensitive to positive 

outcomes

Miniero, G., Codini, A., Bonera, M., Corvi, E., & Bertoli, G. (2014). Being green: from attitude to actual consumption. International journal of consumer studies, 38(5), 521-528.

Noblet, C. L., Teisl, M. F., Evans, K., Anderson, M. W., McCoy, S., & Cervone, E. (2015). Public preferences for investments in renewable energy production and energy efficiency. Energy Policy, 87, 177-186.

Kareklas, I., Carlson, J. R., & Muehling, D. D. (2012). The role of regulatory focus and self-view in “green” advertising message framing. Journal of Advertising, 41(4), 25-39.

Higgins, E. T. (2005). Value from regulatory fit. Current directions in psychological science, 14(4), 209-213.

Prevention-oriented

individuals are motivated to 

achieve protection in life and 

sensitive to negative

outcomes

GAIN 

FRAMED 

messages

LOSS 

FRAMED 

messages

• Research has shown that advertising campaigns that take into account the Regulatory 

Focus of the recipients are more effective (Higgins 2005).

• Papers using the Promotion-Prevention distinction and investigating Regulatory Focus 

have been cites 1000s of times.

Dr. Michael Puntiroli
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WHAT KINDS OF PEOPLE DO YOU THINK 
HAVE BEEN OVER-STUDIED IN THE 
SUSTAINABILITY DOMAIN?

• Interventions are often focused upon 1 group..
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28 MODEL

Dr. Michael Puntiroli

• Selfish People have been understudied in the sustainability domain

• These people tend to focus heavily on themselves

• However, there is no reason to believe they have anything against the 

environment and sustainability, they simply care far more about themselves
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A SERIES OF INTERVENTIONS
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RESULTS
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OUTCOME
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• It’s a concrete intervention that actually works

• We wrote up the report and it was published earlier this year
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BEHAVIOURAL INTERVENTION 3
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SCCER KINDLY SPONSORED RESEARCH INTO 
CONSUMER BEHAVIOUR WITH ENERGY-
RELATED CONSEQUENCES…
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When Technology Backfires and When it Succeeds: 
Positive and Negative Effects of Eco-efficient Automation on 

Consumers’ Choices

Michael Puntiroli, Valéry Bezençon, Giovanni Pino, & Linda Lemarié
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Automation35

• Automation is defined as: “the execution, by means of an object or system, of tasks that previously 

belonged to a human” (Hengstler, Enkel, and Duelli 2016; Parasuraman and Riley 1997). 

• Automation has been present since the Industrial Revolution

• Automation has been present in the household since at least the 50s

Dr. Michael Puntiroli
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Automation

36

• “…new generations of more capable autonomous systems are appearing in environments ranging 

from autonomous vehicles on roads to automated check-outs in grocery stores.” (McKinsey 

Quarterly, 2018) 

• Nowadays we have the Connected House as part of the Internet of Things (IoT)

• More and more products have a certain amount of autonomy

• Conference in 2018 in Geneva on the legality killing by means of Automation

Dr. Michael Puntiroli



Sustainable Consumption & Data

New Type of Automation37

• Automated products with eco-features (Sustainable Automation)

• Products that have the explicit goal of reducing consumption

• Example: KNX automated shutters, self-driving vehicles, dishwashers with eco-modes and smart 

TVs.

• What are the risks of overlying on the product’s 

ability to self-manage?

Dr. Michael Puntiroli
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WHAT MAKES AN INTERESTING 
RESEARCH PROJECT?

Dr. Michael Puntiroli

That which produces something new:

• Answers new or old questions that have not yet received adequate answers

• Responds differently to questions raised in the literature

• Support the answers given by the literature with a new argument

• Apply a theory to a new context
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Theories about Responsibility

39

• When individuals feel less responsible for the outcomes of their behaviour, they more 

readily make socially irresponsible choices (Bandura 1986, 1991). 

• The presence of others reduces sense of personal responsibility in real life group contexts 

(Bandura, 1990, 1991; Bandura et al., 1996) or online cooperation (Beyer et al., 2017)

• Badura (1986, 1991) set the groundwork for a general framework of self-regulation called 

social cognitive theory, where reasoning is translated into purposeful action through self-

regulatory mechanisms. These mechanisms include the ability to monitor oneself, to judge, 

and to react. Self-regulation can be activated or deactivated.

Dr. Michael Puntiroli
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Literature on Automation

40

• Automation can threaten the identity of those individuals who feel the most connected 

to the particular activity that is being automated. (Leung, Paolacci, & Puntoni, 2018)

• Automation can lead to over-consumption (e.g. increase in calorie consumption) 

because it activates a need for some compensatory behaviours (Mende, Scott, van 

Doorn, Grewal, & Shanks, 2019)

• Overreliance on automation often leads to complacency, for example in aviation 

(Parasuraman, 1997 & 2010)

• Autonomous technologies can lead to an over-reliance on the product’s precision and 

efficiency. It was observed that when participants abdicated control they increase 

their consumption (Murtagh, Gatersleben, Cowen, & Uzzell, 2015)

Dr. Michael Puntiroli
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Research Question

41

• Will Automation influence consumers in making more 

indulgent product choices?

Dr. Michael Puntiroli
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Overview of Methodolody

42

• 4 Studies were carried out using Mturk respondents

• We tested a variety of automated products

• All studies were-scenario based and all were between subjects designs

• All studies compared a regular VS automated product (IV) on Product Choice, 

which ranged from smaller less consuming to bigger more consuming (DV)

• All studies tested Abdication of Responsibility, using a modified version of 

the Murtagh et al. (2015) scale. 

Dr. Michael Puntiroli
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Purpose of Study 1

43

• A) Replicate the findings whereby Regular Automation leads to overreliance on the product’s 

ability to self-manage (Parasuraman 1997 & 2010; Murtagh et al., 2015)

• B) Make sure that the relationship between Abdication and Indulgence (Murtagh et al., 2015) 

extends to Indulgent Product Choice

Dr. Michael Puntiroli
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Study 1 Design

44

• A total of 233 MTurk respondents (Mean age: 40; 45% males) 

• A brief scenario instructed participants to imagine that they were about to purchase a new TV at 

a local mono-brand electronics store. 

Dr. Michael Puntiroli

50% of Respondents 

(Control):

Presented with a standard 

TV

50% of Respondents (Regular Automation):

Presented with an automated TV 

incorporating advanced sensors that allowed it 

to self-regulate the volume & brightness, based 

on viewing conditions, and even rotate the 

screen in direction of the viewers
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Study 1 Design
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• Respondents then stated their desired Product Choice

• Respondents then completed a three-item measure of abdication of responsibility

Dr. Michael Puntiroli
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• Effect of Automation on Abdication of Responsibility

• Effect of Abdication of Responsibility on Indulgent Product Choice

Study 1 Design

Dr. Michael Puntiroli
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Purpose of Study 2b

47

• A) Investigate whether Sustainable Automation leads to Abdication of Responsibility using a 

different product (i.e. Floodlight)

• B) Replicate the interesting negative effect of Sustainable Automation on Indulgence that 

appeared in the previous study

Dr. Michael Puntiroli
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Study 2b Design

48

• 223 MTurk respondents (Mean age: 36; 61% males)

• A scenario instructed participants to imagine that they had a house with a garden and that they 

visited a local store to purchase a floodlight for their garden.

Dr. Michael Puntiroli

50% of Respondents (Control):

While you are in the store, you focus 

on a model that is available in seven

different sizes.

50% of Respondents (Sustainable Automation):

While you are in the store, you focus on a model 

that is available in seven

different sizes.
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Study 2b Results
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• Effect of Automation on Abdication of Responsibility

• Effect of Abdication of Responsibility on Indulgent Product Choice

Dr. Michael Puntiroli
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Investigated Behaviourally Online: Algorithm

50 Dr. Michael Puntiroli
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Initial Findings from Automation Research

51

• Evidence that Automation leads to Abdication of Responsibility, which leads to people 

choosing less sustainable options

• Initial evidence that automation can be framed as sustainable or regular, and this has 

repercussions on people’s behaviour

• Sustainable automation leads to Indulgence through Abdication of Responsibility, and to 

Restraint through Prosocial Focus

• Regular Automation instead only leads to Indulgence, through Abdication of Responsibility.

Dr. Michael Puntiroli
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BEHAVIOURAL INTERVENTION 4
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CONSUMER BEHAVIOUR APPLIED TO 
ADVERTISING: COMPASSION FADE IN HUMANS

• In relation to the art of inceasing donations there is an effect called Compassion fade

• “The identified single victim elicited considerably more contributions than the non-

identified single victim” (Kogut & Ritov, 2005). 

• Stimuli that evoke more immediate emotional response may take precedence over 

less-affect-rich stimuli, even if the latter have more important consequences (Kogut & 

Ritov, 2005).

• Vividness exerts great influence on feelings, although it does not necessarily reflect 

the severity of the problem (Rottenstreich & Hsee, 2001)

• Willingness to contribute to help a victim, is directly related to aroused empathic 

emotion. A necessary precondition for the arousal of empathic emotions is the 

adoption of the other’s perspective (Highberger, & Shaw, 1995)

• A decline in compassion may begin with the second endangered life (Västfjäll, Slovic, 

Mayorga, & Peters, 2014)

• Experiment

53
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CONSUMER BEHAVIOUR APPLIED TO ADVERTISING:
COMPASSION FADE IN ANIMALS

• The effect seems to work better when the victim is a human

• Perrault et al. (2015) tested animals against humans and found that the animal message elicited 

greater distress and empathy than the human message

• However adding more or less animals to the message did not persuade the receiver of the 

ad in different ways

• Another paper found no compassion fading effect in animal advertising campaigns as subjects 

did not donate more when presented with single identifiable beneficiaries rather than groups of 

beneficiaries (Thomas-Walters & Raihani, 2017)

• However, flagship species increased donation amounts relative to appeals featuring non-

flagship species.

• So no effect of compassion fade, but it seems important to use specific animals

54
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CONSUMER BEHAVIOUR APPLIED TO ADVERTISING:
COMPASSION FADE IN ANIMALS

• Designing an Intervention to try to increase donations for animal causes

• A student of mine is working for WWF

55

Circus scenario: space for the animals, better life conditions, or 

circus at all.

o 1 identified animal

o 2 identified animals

o 5-6 identified animals

Dr. Michael Puntiroli
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NEXT:
YOUR INTERVENTION
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THEORY

• A lot of the most successful interventions start from a good 

theory

• In little groups, please select your favourite theory

psychology (max 15 mins)

Dr. Michael Puntiroli
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THEORY

• Which Theory did you choose?

• All kinds of theories (even apparently disconnected ones) have been 

applied to create effective behavioral interventions

• Theories of attention, from vision science

• For ads, images and appeals

• Theories of perception, from cognitive science

• For consumer behavior

• Personality and Values Theories

• For Individual difference interventions

• Memory Theories

• For information retrieval, such as linguisitc info or visual attributes

Dr. Michael Puntiroli
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THEORY

• Apply that theory to create an intervention that addresses behavior change 

(25 mins) after we will discuss them together

• If you try really hard you can think of something smart

• Here are some examples of behavior change

• energy consumption

• reducing smoking

• driving slower

• not drink driving

• choosing the bike rather than the car

• Not flying as much for frivolous reasons

Dr. Michael Puntiroli
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LET’S HEAR THE IDEAS

• Some important aspects to consider together

• Do you think it could work?

• Do you think people will change behavior?

• What are the barriers to it working?

• Do we think it sounds cost-effective?

• Do you think the government should try it?

Dr. Michael Puntiroli
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THE REAL GOAL

• The goal was to teach you something about behavioral interventions aimed at 

increasing sustainable consumption

• The real goal is for you to leave the talk being slightly more aware of your

psychology knowledge to solve real world problems

• The huge overlap between psychology, marketing, consumer behavior

and energy policy

• The data analysis you already know, and that you can develop further, 

can open up many doors for you in governmental projects and business

• Knowing theories and having a small number of them that you are 

passionate about is a great asset

Dr. Michael Puntiroli
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Marketing Management: Dr Michael Puntiroli
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