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What is ? 
• Do consumers take into account future energy/fuel costs?
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What is ? 

• Objective: Accelerate the deployment of energy 
efficient vehicles by proposing a solution to 
overcome a behavioural barrier 

• Premise:  
• customers do not fully account for the future costs of 

ownership when making investment decisions 
regarding energy-consuming technologies.

• existing energy labels neglect a key element of 
information required by consumers – namely usage 
cost in monetary terms. 

• What if labels showed actual running costs?
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WP4: Field trial with partner Hyundai

• Idea – to test the provision of energy and CO2 information at the 
point of sale.

• 5-year CO2 and energy cost savings estimates.

• Developed an app to display energy use cost and CO2 emissions 
information to potential buyers
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Field Trial – Application
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Field Trial – Application
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Field Trial – Application

7



Field Trial – Application
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Field Trial
Treatment Allocation

TREATMENT GROUP CONTROL GROUP
Drogheda Car Sales Ltd Doran Motors
Limerick Motor Centre Kearys of Midleton
Michael Barrable Motors Hyundai Martin Reilly Cars
Adams of Tralee Mooney's Hyundai Deansgrange
Nally Bros. Hutton & Meade
Bolands Wexford Hyundai Kearys of Cork
Michael Lyng Motors Kilkenny Michael Lyng Motors Carlow
Fitzpatricks Garages Hyundai Kildare Bolands of Waterford
Kearys of Mallow Fairview Motors Ltd
Monaghan & Sons Castlebar Ltd Connolly's Hyundai
Barlo Hyundai Avon Motors
Mooney's Hyundai Longmile Road Fitzpatrick's Garages Hyundai
O'Brien's Hyundai Divers Hyundai
Kingstown Stillorgan Fitzpatricks Garages Hyundai Naas
Navan Hyundai
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WP4 Field Trial

Personalized milage 
entry feature added

Scheduled to collect 
tablets

Jun 2021

Tablets installed in 
Treatment showrooms

Sep 2021

Dec 2021

Collected 
tablets

Mar 2022
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Preliminary Results

Period
Pre Post Total

Treat group No. No. No. ∆ %∆
Non treated 4,066 4,487 8,553 +421 +10%
Treated 4,187 4,606 8,793 +419 +10%
Total 8,253 9,093 17,346 +840 +10%
Diff +121 +119
Diff in diff -2

Trial start
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Car sales in Ireland – behavioural impact
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Preliminary Results EVs and PHEVs
Time period

Pre Post Total
Treatment group No. No. No. ∆ %∆
Control 305 1,134 1,439 +829 +272%
Treated 225 1,049 1,274 +824 +366%
Total 530 2,183 2,713 +1,653 +312%
Difference -80 -85
Diff in diff -5
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Analysis – triple diff-in-diff model

𝑌𝑌𝑖𝑖𝑖𝑖𝑖𝑖 = 𝛽𝛽0 + 𝛽𝛽1 𝑇𝑇𝑖𝑖 × 𝑃𝑃𝑡𝑡 × 𝐸𝐸𝑚𝑚 + 𝛽𝛽2 𝑇𝑇𝑖𝑖 × 𝐸𝐸𝑚𝑚 + 𝛽𝛽3 𝑃𝑃𝑡𝑡 × 𝐸𝐸𝑚𝑚 + 𝛽𝛽4 𝑇𝑇𝑖𝑖 × 𝑃𝑃𝑡𝑡

+𝛽𝛽5𝑇𝑇𝑖𝑖 + 𝛽𝛽6𝑃𝑃𝑡𝑡 + 𝛽𝛽7𝐸𝐸𝑚𝑚 + �
1

𝑟𝑟
𝛽𝛽7+𝑟𝑟𝑋𝑋𝑚𝑚 + 𝜀𝜀𝑖𝑖𝑖𝑖𝑖𝑖

• Dependent variable 𝑌𝑌𝑖𝑖𝑖𝑖𝑖𝑖 = count of cars sold of model m in month t and showroom i.

• 𝑇𝑇𝑖𝑖 = treatment indicator and 𝑃𝑃𝑡𝑡 = post treatment dummy.

• 𝐸𝐸𝑚𝑚 = number of measures (energy cost, emissions, number of EV or PHEV purchased).

• Control for a number of other model characteristics 𝑋𝑋𝑚𝑚 (e.g. price, size, power).

• Estimated using negative binomial regression (Poisson also used).
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Difference-in-differences (triple)
(1) (2) (3)

EV/PHEV €/100km gCO2/km
Treat*Post*EV/PHEV 0.19

(0.16)
Treat*EV/PHEV -0.29*

(0.12)
Post*EV/PHEV 1.97***

(0.09)

Treat*Post*Cost -0.02
(0.03)

Treat*Cost 0.06**

(0.02)
Post*Cost -0.20***

(0.01)

Treat*Post*CO2 -0.02
(0.02)

Treat*CO2 0.03**

(0.01)
Post*CO2 -0.17***

(0.01)

Treat*Post 0.02 0.20 0.33
(0.05) (0.20) (0.20)

Treat -0.06 -0.47 -0.49
(0.18) (0.28) (0.29)

Post 0.18*** 1.91*** 2.53***

(0.03) (0.09) (0.11)

(1) (2) (3)
€/100km gCO2/km EV/PHEV

Cost (cost in €/100km) -0.44*** -0.58*** -0.61***

(0.02) (0.02) (0.02)
CO2 (WLTP emissions rating in gCO2/km) 0.02*** 0.03*** 0.02***

(0.00) (0.00) (0.00)
EV/PHEV (indicator = 1 if EV or PHEV) -0.83 -0.71 -1.37**

(0.43) (0.43) (0.46)

Purchase price (in €000's) -0.07*** -0.07*** -0.07***

(0.01) (0.01) (0.01)
Engine power (in KW) 0.01*** 0.01*** 0.01***

(0.00) (0.00) (0.00)
Vehicle mass (in 100kg) 0.04 -0.02 -0.04

(0.03) (0.03) (0.03)
Wheelbase (in cm) -0.04*** -0.04*** -0.05***

(0.00) (0.00) (0.00)
Steering axle width (in cm) 0.23*** 0.24*** 0.26***

(0.01) (0.01) (0.01)

Constant -24.30*** -24.98*** -24.51***

(1.23) (1.24) (1.23)
ln(α) 1.46*** 1.43*** 1.42***

(0.03) (0.04) (0.04)

N 9,135 9,135 9,135
Notes: Estimated using a negative binomial regression with dependent variable = count of number of 
vehicles of model m sold in month t and showroom i  Standard errors in parentheses  

15



Summary of results from field trial

• We do not find conclusive evidence of an (immediate) treatment 
effect.

• Results are preliminary (waiting for further follow-up sales data).

• Additional analytics data – on usage of tablets.
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Qualitative data - additional interviews
• Semi-structured interviews with showroom staff – approx. 30 mins.
• 10 interviews completed in March 2022 – range from junior sales staff (1-3 

years experience) to sales staff with 20-25 years experience to store-room 
owners/manages 

• Some common responses:
• Switch to an EV does not/rarely happens in the showroom.

• The decision to purchase a new vehicle can take from between 1-6months for a household.
• Significant research is done beforehand by most purchasers.

• Most of the research is done at home.
• People come in asking specific questions about within model specifications.
• Nearly quizzing the sales staff to test their knowledge.
• Where is the research done – car websites/YouTube/WhatsApp/forums.
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Qualitative data - additional interviews

• Demographics important 
• Older individuals less likely to engage with the tablets.
• Make up majority of customers - particularly in regional dealerships.

• Engagement with tablets in stores depended on sales staff 
• Younger staff more likely to use it as a sales tool
• Particularly tablet in waiting area.
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• COVID 19 significant impact on the industry: 
• People less likely to spend time indoors
• Phoning in ahead asking if its safe to come in
• People wearing gloves, put off from touching surfaces (sales staff helped enter details)
• Organising test drives an issue
• An increased emphasis on telephone and email sales.
• “Lower quantity – higher quality”  customers – “Less tyre kickers”



Thank you
Any suggestions/feedback very welcome!

petrovi@tcd.ie
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