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Foreword by SmartGrid GB 
SmartGrid GB members believe that of all the benefits smart grid development 
could bring, those that benefit the consumer are the most exciting. We think smart 
grid will lead to a major change in the way that the energy industry caters for its 
customers, helping to improve trust and ultimately provide them – both domestic 
and commercial - with a better deal. 

Challenges, however, must be overcome if consumers are to benefit from smart grid 
development – not least that consumers need to understand what benefits they will 
receive from smart grid, and how, if required, changing their behaviour would realise 
these benefits. The significance of this challenge should not be underestimated 
because the risks of consumer backlash are very real: just look at the Netherlands, 
where weak consumer engagement led to a failed smart metering rollout. 

As Great Britain prepares the largest mandated smart meter (a key smart grid 

technology) rollout in the world, this piece of work is intended to provide those 

taking the big decisions with helpful insights and recommendations on how smart 

grid consumer education and engagement can be done successfully.  

In the process of putting this report together, we have sought case studies from 

the UK and further afield. We have also spoken to thought leaders from within the 

industry, and sought inspiration from other industries where lessons have been 

learnt in how to motivate large-scale consumer behaviour change. 

Our research has led us to draw a series of conclusions and recommendations that 

we believe, if followed, will help British energy consumers maximise the benefits 

they get from smart grid development. Smart grid heralds an exciting era of 

positive change for the energy industry and we need to ensure that all consumers 

get to share in the possibilities it will bring.  
 
 
About SmartGrid GB 

SmartGrid GB is an independent, cross-industry stakeholder group acting as the 

national champion for smart grid development in Britain. Our members include  

energy suppliers, distribution network operators, technology manufacturing and 

services companies and other significant players in the energy sector. We provide 

Ofgem and the Department of Energy and Climate Change (DECC) with an industry 

view on what kind of smart grid Britain will need and how it might be achieved. 

Despite representing many different sectors, SmartGrid GB members share one 

common view: that smart technologies and the emergence of a smart grid are  

vital for the upgrade of Britain's energy infrastructure, to allow new markets to 

emerge, and as enabling technologies for the integration of low-carbon and 

intermittent generation.  
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Foreword by Engage Consulting 
Engage is delighted to support SmartGrid GB in producing this paper. We believe 
consumer engagement with smart grid initiatives will have significant bearing on 
the speed of development of the smart grid market, and the level of uptake of 
smart schemes such as demand side management. 

The findings of this report cover a number of perspectives. However, our work 
overwhelmingly confirmed the need for simple, clearly expressed, multi-channel 
communication with customers in ways that are relevant to their needs and 
desires. We believe, and experience shows, that this is a precursor to the success 
of smart grid projects.   

In producing this report we sought diverse input. Engage conducted interviews 
with a number of stakeholders who expressed frank and varied views, and 
reviewed an extensive collection of smart grid projects from Great Britain and 
around the world. Engage and SmartGrid GB are grateful to all those involved. 

In support of SmartGrid GB, we offer this report as a contribution to the smart grid 
debate and have suggested tangible actions that should be taken to ensure that 
the value of the smart grid is realised and that the pace of progress advances. 

 
About Engage Consulting 

Engage is an expert, people-driven organisation valued for its delivery track record, 
integrity and independence. We only operate in the energy and utilities industries  
and are a successful and highly-respected specialist consultancy that has grown 
continually as a result of the quality of work delivered by our high-calibre consultants.  

Engage has extensive energy and utilities experience in: smart metering and smart 
grids, market definition and regulation, strategy and planning, programme and 
project management, market advice and guidance, requirements definition, 
operational support, business improvement, and business assurance.  

For more information visit: http://www.engage-consulting.co.uk  
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Key recommendations 
 
• Further research needs to  

be conducted on the relative 
value of smart grid 
interventions that need 
consumer action and those 
that do not to further support 
the business case for 
consumer engagement 
campaigns on the smart grid. 
 

• Industry should work toward 
a whole energy system 
demonstrator project or 
projects with full 
representation from across 
the energy supply chain to 
better understand smart grid 
consumer benefits. 

 
• Messaging in all areas of 

energy policy needs to be 
coordinated via a general 
nationwide education 
programme to build 
awareness of the challenges 
facing the energy system and 
to avoid confusing the 
consumer.  

 

1 

Executive summary 
1.1 Background 

Smart grid is about the modernisation of Great Britain’s energy networks to make 
them more efficient and better placed to deal with our future energy needs. 
Interest in smart grid is well placed as its benefits are wide ranging. All involved in 
the energy industry agree that smart grid will improve the way we use energy in 
the future, helping us deal with rising demand, the incorporation of renewable 
sources of generation and, in turn, decarbonisation. 

Of all the benefits that smart grid could bring, it is perhaps those that help 
consumers that are the most exciting. However, they are also some of the most 
difficult to understand and communicate. 
 
Ensuring the consumer understands what the smart grid means for them – even if 
the phrase itself is not used – what they can gain and, crucially, how they benefit 
will require sophisticated engagement.  

There is an urgent need to get this engagement right because smart grid 
development has already started in some parts of the country and it will only gain 
more attention when the smart metering rollout begins in 2015. 

1.2 Why have we written this report? 

SmartGrid GB has written this report because our members want to see smart grid 
developed successfully in Great Britain in a way that delivers real benefits to 
consumers. We have not viewed ‘consumers’ as one homogenous group – instead 
we have sought to look at the interests of different types of consumer (both 
domestic and non domestic) and to ensure that engagement is targeted and 
relevant to their interests.  

In particular, in writing this report, SmartGrid GB has:  

• considered the benefits anticipated from smart grid and the types of 
intervention that will need customers to take action; 
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• looked at examples of successful smart grid projects across the world and their 
common characteristics; and 

• considered effective approaches to consumer engagement from outside the 
energy sector and drawn parallels with approaches to smart grid schemes. 

1.3 Conclusions  

Three main conclusions emerge from the report:  

• consumer awareness of their energy use and the wider impact they have on the 
energy system needs to be addressed in parallel with developing sophisticated 
approaches to communication of specific smart grid schemes;  

• benefits – whether financial or otherwise – have to be described clearly to 
consumers. The actions they need to take to realise particular benefits have to 
be succinctly described and, crucially, the benefit must be delivered to build 
continued trust; and 

• effective schemes don’t focus on educating the consumer about the smart grid 
per se, but rather on the specific action consumers take.  

1.4 Recommendations 

In response to these conclusions, SmartGrid GB has made a number of 
recommendations throughout the report. The main three are: 

Recommendation 1 

SmartGrid GB recommends further research is conducted to quantify the 
value of smart grid schemes that do need customers to act, versus those 
smart grid technologies that do not. Access to this data will help industry 
to build business cases for their smart grid consumer engagement 
campaigns. 

Issue addressed: Industry needs more data on the cost benefits of certain types of 
consumer engagement to inform development of its consumer engagement 
strategies. Some smart grid consumer benefits do not require consumer 
engagement at all, whilst others do. The value of those that fall into this latter 
category needs to be quantified so that industry has a more informed approach on 
how much time and money needs to be spent on engagement. 

Recommendation 2 

SmartGrid GB recommends that industry should work towards a whole 
energy system demonstrator project or consolidation of a number of 
projects including both new projects, and working with those that 
already exist. The demonstrator project should ensure full 
representation from across the value chain and would help stakeholders 
better understand smart grid consumer benefits. 

Issue addressed: Current smart grid projects are focussed on Great Britain’s 
energy networks, and do not replicate all the aspects of the electricity system that 
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have a role to play in unlocking smart grid benefits. This means that current 
learning from projects in Great Britain is not complete. 

Recommendation 3 

SmartGrid GB believes that a collaborative cross-value chain group to 
support consumer education and awareness of smart grid benefits 
should be investigated. Further, SmartGrid GB recommends that 
messaging in all areas of energy policy is coordinated by government or 
an appointed objective central body and that a general nationwide 
education programme is conducted to build awareness of the challenges 
facing the energy system.  

Issue addressed: Public awareness of the issues facing the energy system and the 
policies and schemes that are trying to address it such as smart metering/grid, 
green deal and ECO (Energy Company Obligation), etc is currently too low. For 
Great Britain’s energy future to be secure almost all aspects of energy policy (not 
just smart grids) need to be better communicated to consumers. 

1.5 Great Britain: A Leader 

Britain is a world leader in smart grid development. In 2012, Great Britain invested 
more than any other European country in smart grid projects (15% of the total 
invested across Europe). With an array of truly innovative initiatives like the Low 
Carbon Networks Fund (LCNF) and the smart meter rollout, we are well placed to 
capitalise on all the benefits that smart grid could deliver to our energy system, 
economy and wider society.  

To truly make the most out of smart grid, ensuring consumers are on-board in its 
development is critical. With this report, we believe that we have identified some 
sound approaches to making consumer engagement a success in Great Britain. 
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2  

Introduction  
2.1 Background  

At its simplest smart grid is about the modernisation of energy networks to make 
them more efficient and better able to deal with our future energy needs. There is 
no doubt about the need for smart grid development, with both government and 
industry viewing it as a key way of helping to address the ‘energy trilemma’ of 
sustainability, security and cost of supply (see Box 1).  

At SmartGrid GB, our members believe that in addition to helping address the 
‘energy trilemma’, smart grids also have significant economic and consumer 
benefits. Much of our focus as an organisation is on helping government, regulator 
and industry understand how these benefits can be maximised. To start this 
process off, last year SmartGrid GB released its first major report detailing the 
economic opportunity smart grid could deliver to the UK: ‘Smart grid: a race worth 
winning?’ (April 2012).  
 
 
Box 1. Smart grid and the energy trilemma 

Security of supply 
Smart grid will enable the incorporation of renewables, many of which will be 
generated in Great Britain, hence supporting the security of our energy supply. 

Sustainability 
A more efficient network, better equipped to incorporate renewables, helping to 
lessen dependency on more traditional carbon intensive sources of generation. 

Cost 
A more intelligent grid will provide consumers with more information about their 
energy usage, offering them the opportunity to control their usage to save money. 
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In this report, our attention shifts to the consumer, and how to best ensure their 
participation in the aspects of smart grid development that will affect them. With 
the smart meter rollout imminent, smart technologies will soon be in properties 
across the country, so it is crucial to ensure that consumers understand the 
benefits of these types of technologies and how to use them. After all, so much  
of smart grid development is dependent on the utility’s relationship with their 
customers, that effective consumer engagement is a necessity for smart grid to  
be a success. 

2.2 Report objectives 

Based on interviews with thought leaders, research, and UK and international case 
studies, the ambition of this report is to provide the government, Ofgem, and 
industry with advice on how to make sure smart grids deliver optimum value to 
consumers and that consumers understand how to use them to their benefit. It 
looks at both domestic and non-domestic consumers, in acknowledgement of the 
importance of both groups and the different types of engagement approaches that 
might have to be employed with each. 

In particular, the report will:  

• consider the type of consumer benefits anticipated from the smart grid and how 
consumers might access those benefits; 

• look at examples of successful smart grid projects across the world and the 
characteristics they have in common in relation to customer engagement; and 

• consider effective approaches to consumer engagement from outside the 
energy sector and draw parallels with approaches to smart grid schemes. 

2.3 Approach  

The report comprises five main sections.  

The section that follows (Section 3 – How Does the Consumer Benefit?) 
explains who the beneficiaries of smart grid development are, and what its benefits 
are. In addition, it looks at how benefits are passed on to the consumer, what the 
worth of these benefits is, and the challenges in realising them.  

In Section 4 – What is the Consumers’ Relationship with Smart Grid? the 
report looks at the current consumer smart grid engagement strategies in the UK 
and the varying approaches that have so far been used. It also spends some time 
analysing the different types of consumer in the UK (Industrial & Commercial, 
Small & Medium Enterprises, domestic) in order to show that certain smart grid 
interventions need to be tailored to different types of customer. 

In Section 5 – What are the most effective approaches to engaging 
consumers? the report looks at the basics of how to ensure good consumer 
engagement, and innovative approaches from other sectors that might be able to 
contribute important learning to the energy sector. 
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Section 6 – Making the Most of Smart Grid? calls for greater understanding 
and demonstration of the benefits of smart grid.  

The final section of the report then makes a series of conclusions and 
recommendations for the consideration of government, regulator, industry and 
other interested stakeholders. 
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For successful consumer 
engagement with smart grids,  
it will be essential that the 
benefits are clearly 
communicated.  
 
 

 

3  

How does the consumer benefit? 
 

This section: 

This section concludes that smart grid benefits fall into a number of categories and 

that some are more easily quantifiable than others are. The section proposes that 

a proportion of the financial benefits of smart grid must be passed to the consumer 

to secure their participation and engagement in addition to any bill reductions the 

smart grid facilitates.  

 

3.1 Who are the beneficiaries? 

There is no doubt that smart grids can deliver benefits to the electricity industry, 
to consumers, and to wider society. We can be confident that there will be many 
beneficiaries.  

Development of the smart grid will help us solve the energy trilemma: different 
measures and projects will support security of supply; reduction of carbon 
emissions; or lowering costs to consumers, but overall smart grid interventions 
will aim to enable energy system efficiency. Electricity network companies may 
benefit most directly from energy system efficiency, but consumers should 
benefit from the resulting effective use of investment, and socially and 
environmentally we all benefit from the resulting contribution to reducing or 
curtailing carbon emissions. 

When referring to consumers, this report generally means all categories of 
customer whether domestic or non-domestic users of energy. Specific 
consideration is given in Section 4 to the different categories of consumer: 
domestic; small and medium-sized enterprises; and industrial & commercial. 
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3.2 What are the benefits?  

Smart grid benefits fall into a number of categories. There are those that benefit 
the efficiency of the energy system; there are potential economic and financial 
benefits; and there are second order environmental benefits which could be the 
result of a higher proportion of renewable generation and embedded generation. 

Ofgem has highlighted the potential benefits of smart grids in relation to its 
review of network operators’ price controls under RIIO (Revenue = Incentives + 
Innovation + Outputs) ED1: 

“Smart grids technology and associated contractual arrangements with 
customers and generators may offer DNOs a more cost effective way of 
resolving constraints on the network than investing in more assets. They 
may also provide the DNOs with more flexibility, especially where they are 
unsure of longer term demand.” 1  

While this definition focuses on network benefits, the benefits that arise from 
energy system efficiency are wider and multi-faceted. System efficiencies 
supported by smart grid measures could include faster connection times for 
renewable generation sources; using existing capacity on the distribution 
network in a more effective way instead of building new infrastructure; 
improving customer service during power cuts through increased grid 
automation; or reducing the disruption caused to consumers of road works 
through better use of existing capacity.  

Direct financial benefits are easiest to quantify but other benefits like the 
environmental and societal benefits may be more difficult to assess.  

To secure successful consumer engagement with smart grids it will be essential 
to clearly communicate and demonstrate the most relevant benefits to people.  

3.3 Passing benefits to the consumer 

Smart grids will enable networks to adapt to satisfy higher levels of demand at 
lower overall cost than would be the case with traditional network reinforcement 
methods and some of the resulting financial benefit should be passed to the 
consumer through incentives and lower prices.  

Some financial benefits of smart grids will come from savings made by moving 
demand from peak to off-peak periods reducing the need for investment in 
peaking plant, and in the distribution and transmission network infrastructure 
required to support peaks. Demand shifting of this type necessarily needs 
consumers to either take action by changing their behaviour (for example, 
changing the time they do things), or allow their utility to take action on their 
behalf. Rewarding or incentivising behaviour change can be an important lever: 

                                                

 

1 “Strategy decision for the RIIO-ED1 electricity distribution price control”, paragraph 2.13, 
<https://www.ofgem.gov.uk/ofgem-publications/47067/riioed1decoverview.pdf> 
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distribution utilities in the USA and Australia have for example worked with 
energy suppliers, often as part of vertically integrated utilities, to ensure that 
consumers are adequately rewarded for switching usage to off peak periods.  

The direct benefits of smart grids could flow through to consumers through a 
number of routes. In the case of benefits that flow to all consumers via lower 
electricity bills, the network operators’ charges to electricity suppliers for use of 
the networks will be lower than they would be in a non-smart world.  

The most obvious and direct route for passing on these financial benefits will be 
for these reduced network costs to flow from Distribution Network Operators 
(DNO) to suppliers, in the form of lower DUoS (Distribution Use of Service) 
charges, and for suppliers to pass these on to their customers. When network 
operators invest in network assets they effectively recover that investment over a 
long period, together with an element to compensate for their cost of capital.  

In the case of the DNOs, the proposal for RIIO ED1 is that recovery should be 
over 45 years, so in principle, a cost reduction achieved in year one should be 
seen by consumers as a small reduction in the network element of their 
electricity bills over the subsequent 45 years. Some of the interventions that fall 
under this category do not require direct consumer engagement.  

In the case of benefits that flow to consumers that respond to suppliers’ price 
signals however, the benefits of using electricity in off peak times will be seen by 
them in their electricity bills. 

In the case of benefits paid as incentives to particular consumers - in exchange 
for demand control for example - the benefits could flow directly from the 
network operator to the consumer. Alternative models include making such 
payments via electricity suppliers, aggregators or other agents. 

3.4 What is it worth?  

Some smart grid interventions can be made by network operators, directly on the 
network, and often related to more efficient use of network capacity. Those 
categories of intervention are entirely invisible to the consumer. Other 
interventions do require consumer action and it is this category that is the focus 
of this report. Decisions about the type and level of consumer engagement that 
might be appropriate in relation to smart grids in GB will be influenced by 
expectations as to the total benefits available, and which of these benefits are 
predicated on active consumer engagement. Put simply, if there are benefits that 
can only be realised as a result of consumer action, then it makes sense to spend 
money on an appropriate campaign. Clearly, the amount spent will need to be 
proportionate to the benefits delivered. 

The total financial and economic value of the benefits expected to arise from the 
smart grid in Great Britain are subject to a range of estimates. Furthermore, the 
proportion of the total benefits that require direct consumer engagement versus 
those that can be realised through interventions that are invisible to the 
consumer has not been the subject of extensive analysis and study.  
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It is necessary to understand those relative values to assess how much it is 
worth industry or individual utilities spending on consumer engagement to realise 
smart grid benefits. In evaluating the business case for consumer engagement 
and/or awareness campaigns regarding the smart grid, SGGB recommend that 
further research be conducted to quantify the relative value of each of these 
categories and of each smart grid action. 

It will also be important to recognise the value of intangible benefits: a sense of 
contributing to energy efficiency, to the environment, or to a consumer’s 
community will carry more weight with some people than financial benefits. It 
will be important to tap into these less tangible sources of value, which will be a 
key to successful engagement with many consumers. 

3.5 What are the challenges?  

There are a number of barriers to creating engaged energy consumers in Great 
Britain. These include: 

• relatively low electricity outage levels in GB compared to a number of other 
developed economies, creating high expectation of reliability of the system. 
This makes the message that implementation of the smart grid helps secure 
reliability of supply hard to make relevant in the consumers’ view; 

• consumer indifference to the purchase of commodity items, particularly those 
that are intangible, including energy, leading to low emotional engagement 
with energy supply2; and 

• low levels of trust in energy companies.  

Some benefits can only be extracted successfully where there is direct 
intervention of some sort by the energy consumer, whether that be: varying 
levels of consumption; allowing energy companies to take action on their behalf; 
changing or implementing control equipment at the point of consumption, or 
through participation in a collective or community based scheme.  

In order to drive this level of engagement most effectively, consumers need to 
trust that they will benefit and get a fair reward for their action3. 

  

                                                

 

2 “Assessing the effectiveness of potential remedies in consumer markets”, Office 
of Fair Trading, <http://oft.gov.uk/shared_oft/economic_research/oft994.pdf> 

3 Assessing the effectiveness of potential remedies in consumer markets, Office of Fair 

Trading 

Barriers to creating engaged 
energy consumers need to be 
recognised and tackled. 

 

Key Recommendation 

SmartGrid GB recommends 
further research is conducted 
to quantify the value of smart 
grid schemes that do need 
customers to act, versus 
those smart grid technologies 
that do not. Access to this 
data will help industry to 
build business cases for their 
smart grid consumer 
engagement campaigns. 
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3.6 Summary thoughts 

Smart grid benefits are numerous, and some are easier to quantify than others. 
Consumers will not be the only beneficiaries of smart grid but must, through one 
or more of the routes described, see direct and personal benefit from those 
interventions, most likely as a reduction in or curtailment in the rise of their 
energy bill, or protection of reliability of supply. This report considers only those 
smart grid schemes, projects, or interventions that need consumer’s direct 
participation in some way so this need to ensure a direct link between action 
taken by consumers, and benefits experienced by them is acute. 
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4  
What is the Consumers’ Relationship 
with Smart Grid? 
 
This section: 
The realisation of some smart grid benefits is dependent on a changing 
relationship between the energy system and consumers. This section considers 
how relationships between consumers and utility companies can be supported, and 
deeper engagement encouraged. 
 

4.1 Where are we now? 

The majority of Great Britain’s investment in smart grid has come from the Low 
Carbon Networks Fund, and as such represent projects that are being implemented 
on the live network rather than research and development. None of the currently 
funded Tier 2 (that is, the larger scale projects) LCNF projects are complete, and 
while some are relatively large, as yet, they affect only a small proportion of all 
British consumers.  

The introduction of what could be characterised as “smart grid” schemes such as 
demand side response or time of use tariffs at scale, or as a normal feature of the 
energy landscape is very much in its infancy in Great Britain.  

The evidence base for large scale smart grid implementation and those approaches 
to customer engagement that have been most effective in Great Britain is 
therefore growing but currently limited. 

4.2 What approaches to consumer engagement have  
been used? 

One way of characterising approaches to consumer engagement is on a spectrum 
than ranges from top-down, large scale/national, centralised campaigns; through 
to bottom-up, organic, approaches that very specifically focus on a group. The 
groups could be based on having demography, location or interests in common. 
There are many implications of each approach not least the cost of implementation 

The UK is leading 
investment in smart grid 
projects in Europe but the 
results, including the results 
of approaches to consumer 
engagement, have not yet 
been demonstrated at scale. 
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and the level of customisation/specificity that each implies for planning a campaign 
or engagement approach.  

In Great Britain, there is substantial momentum behind the Government’s Smart 
Metering Implementation Programme (SMIP) including a strong focus on the need 
to educate and inform all consumers about the existence and benefits of smart 
meters. The task of consumer engagement for SMIP will be partly executed via the 
Central Delivery Body (CDB), established by, but independent of, energy suppliers. 
The CDB is tasked with building consumer confidence and awareness of the roll-
out and the benefits of smart meters on a national basis.  

The USA based SmartGrid Consumer Collaborative (SCC) is an organisation formed 
of utilities, technology companies, and non-profit affiliates whose mission is to 
advance a consumer-friendly smart grid. SCC has delivered a number of 
community education and engagement programmes and identified a clear need to 
educate consumers before the deployment of smart grid projects4.  

These two organisations take very different approaches – the SCC was formed 
organically by interested parties, with a focus on grass roots education; the SMIP 
by government mandate, with a focus on consistency of messaging across the 
whole energy sector. Both share the goal of broad consumer education to provide 
a foundation for acceptance of smart technologies.  

Unlike smart metering, there is no centralised or mandated programme for smart 
grid implementation in Great Britain. Policy initiatives such as the Low Carbon 
Networks Fund provide regulatory and government support for development of the 
smart grid. However, implementation of smart grid schemes has to date been 
driven by small dedicated groups of individuals within the network operators. As 
such, the promotion of the smart grid in Great Britain has so far fallen between the 
two examples given above.  

The development of the smart grid is not being co-ordinated centrally, and a 
relatively small number of participants have directed the challenge of consumer 
engagement within smart grid projects. Very few smart gird techniques on the low 
voltage network have yet made the transition to ‘business as usual’ status. 
SmartGrid GB believes the right balance is currently being struck between central 
policy support and initiatives that encourage real implementation and learning. As 
smart grid matures further, however, consideration will be needed as to the most 
effective approaches for consumer engagement. 

Smart meters can be enablers for the wider smart grid, however, discussion of 
smart meters and smart grid have been relatively separate in Great Britain until 
now. Simple consumer messaging is needed for successful engagement 

                                                

 

4 “Smart Grid Consumer Engagement Success Stories”, SmartGrid Consumer Collaborative, 

<http://smartgridcc.org/wp-content/uploads/2013/03/SGCC-Customer-Engagement-

Success-Stories-Sample-Report.pdf> 

The SmartGrid Consumer 
Collaborative (SCC) 
represents a wide range of 
organisations with an 
interest in smart grid 
development. SCC took a 
grass roots approach, 
building targeted campaigns 
aimed at encouraging 
support for smart grid 
schemes. 
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campaigns. Messages around energy can be complex, particularly in light of the 
extent of change in the sector, so messages must be simple and consistent.  

Given the many interested stakeholders through the energy value chain, SmartGrid 
GB believes that a collaborative cross-value chain group to support consumer 
education and awareness of smart grid benefits and specifically the action they 
may need to take should be investigated.  

Consistent messaging on smart grid will be important to avoid confusing the 
consumer so we recommend that such a group collaborates with the Central 
Delivery Body (CDB) on messages that would support both smart meter and smart 
grid benefits. While the purpose and remit of the CDB does not currently extend to 
smart grid, collaboration with the CDB on smart meter messages that would be 
complementary to a smart grid engagement campaign5 must be considered.  

4.3 Types of consumer 

Consumer segmentation is a familiar component of retail marketing and advertising 
campaigns. From the trials carried out so far, we have seen that broad-brush 
consumer segmentation is possible but in the energy sector it is currently less 
sophisticated than other sectors. Conclusions about optimal strategies for engaging 
different consumer categories needs to be based first on an understanding of the 
outcome the utility company needs, and then how best to achieve that outcome 
given the characteristics of a specific category of consumer. This is an area 
SmartGrid GB recommends is studied further by industry participants.  

4.3.1 Industrial & commercial (I &C) 
The relationship an I&C customer has with its energy supplier has far more in 
common with other business-to-business commercial transactions than the 
relationship a domestic customer may have with its energy supplier. Themes that 
influence an I&C customers’ relationship with their energy supplier and therefore 
smart grid (particularly demand side response) include:  

• the level of base awareness of energy consumption (including how energy 
usage varies in the business), the amount of discretion the company can 
exercise over that usage, and the total cost of consumption; 

• the commercial drivers for the company – for example how high a priority is 
given to cost saving over stability of supply; 

• the size of the electricity bill as a proportion of the company’s operating costs – 
that is, how significant is electricity supply in the operating cost of the business; 

                                                

 

5 “Smart Metering Implementation Programme - Government Response to the Consultation 

on the Consumer Engagement Strategy”, DECC, 

<https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/43042/72

24-gov-resp-sm-consumer-engagement.pdf> 

I&C customers buy electricity  
in advance. They will want to 
understand the impact of 
joining new demand side 
response schemes on their 
existing energy buying 
commitments. 

Key recommendation 
 
Messaging in all areas of energy 
policy needs to be coordinated 
via a general nationwide 
education programme to build 
awareness of the challenges 
facing the energy system and to 
avoid confusing the consumer 
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• the values the company prioritises, or wishes to express. For example whether 
being ‘green’ or being reliable (when products or services are reliant on stable 
electricity supply) is more core to the business; and 

• sensitivity of I&C customer’s business to outages and reliability of supply. How 
dependent is the company’s ability to meet its commitments to its customers on 
a reliable electricity supply. 

I&C customers’ electricity usage is settled on a half-hourly basis so they have access 
to granular data and are more likely to have a greater understanding of their 
consumption and the changing cost of wholesale energy than domestic customers.  

Many I&C customers have some experience of participation in demand response 
programmes which exist at system operator/transmission level such as STOR 
(Short Term Operating Reserve), Frequency Response and Triad events, indicating 
that smart grid schemes such as demand response may find an audience which is 
already familiar with the reasons and benefits of such interventions. 

Many will already understand that the costs of energy changes at different times of 
day, or in response to different events, and therefore understand the potential of 
demand side response to offer them financial benefit6.  

In Southern Electric Power Distribution’s (SEPD’s) Thames Valley Vision project, 17 
customers are participating in a distribution network-led demand response 
programme. Currently, SEPD does not give participants a monetary reward. 
However, companies participating see benefits in terms of improved perceptions of 
the company performing in line with their Corporate Social Responsibility policies, 
and positive community perceptions of their brand.  

This example is encouraging, however, counter examples suggest that I&C customers 
require high levels of incentive to participate in DSR schemes, at a level which may 
seem disproportionate to the risk the scheme poses to their reliability of supply.  

Electricity North West’s (ENW) Capacity to Customers project also involves I&C 
customers, and of 181 customers interviewed as part of the customer recruitment 
process, 26 would recommend that their organisation considered opting into the 
contracts on offer by ENW as part of the project. ENW found that the main 
perceived barrier to participation in the scheme was uncertainty as to the impact 
on reliability of their supply, particularly where the customer was reliant for core 
services on continuity of supply. 

This reluctance can be explained where security of electricity supply is mission 
critical for the company in question. Mission criticality could be associated with 
customers who run production lines, data centres, IT systems, or other electricity 

                                                

 

6 “Demand side response in the non-domestic sector”, Element Energy on behalf of Ofgem, 

<http://www.element-energy.co.uk/wordpress/wp-content/uploads/2012/07/Demand-Side-

Response-in-the-non-domestic-sector.pdf> 

Low Carbon Networks 
Fund Case Study – 
Electricity North West 
(ENW) Capacity to 
Customers 
 
ENW experienced barriers in 
signing customers up to their 
Capacity to Customers project. 
They found that I&C customers 
were concerned about the 
impact of the intervention on 
their reliability of supply. 

Low Carbon Networks  
Fund Case Study – 
Southern Electric Power 
Distribution (SEPD) 
Thames Valley Vision 
 
SEPD’s Thames Valley Vision 
project team has been 
encouraged by companies 
participating in their network 
led demand response 
programme without the need 
for specific financial 
incentives.  
 
Their customers value 
participation as part of their 
Corporate Social 
Responsibility strategies and 
for the value of positive 
community engagement 
resulting from the project. 
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hungry systems that are central to their ability to operate. The risk of financial 
penalties, breach of trust, or damaged brand, resulting from electricity outages are 
highly sensitive for this category of customer and can outweigh the less direct 
brand value of supporting an efficient, green and cost optimised energy system. 

Where electricity costs are a high percentage of total operating costs of an 
organisation, they are given more attention. Companies with high electricity costs 
are also more likely to have some understanding of Demand Side Response (DSR) 
or have participated in DSR, which may indicate more willingness for them to 
participate in future schemes based on financial incentives. Understanding 
electricity purchasing by larger customers is important, as many forward-buy 
electricity sometimes as much as five years in advance, in order to guarantee price 
certainty. These contracts may be based on tolerance levels to allow some 
flexibility of demand variation, but participation in DSR may have an impact on 
total usage and profile of usage and as a consequence on energy costs based on 
forward-buying contracts. Demand shifting or DSR incentives would therefore need 
to be assessed for impact on existing contractual commitments.  

Anecdotal evidence suggests that when electricity cost is a lower proportion of 
total operating cost, brand values may have a more important role to play in 
motivating DSR participation. In California, IKEA participated in DSR events that 
have reduced air-conditioning and lighting levels in stores, making the shopping 
experience potentially inferior for customers. However, IKEA emphasised its 
community spirit by focusing on the company’s willingness to ensure the wider 
community did not suffer blackouts. This enabled the company to engender good 
feeling from its customers at the same time as reducing its electricity bill7.  

In attempting to understand the motivations and interests of I&C customers a 
number of technical and commercial measures should be considered, such as: 

• usage of electricity, and intra-day and seasonal variations in use;  

• the need to ensure production processes aren’t interrupted or are scheduled so 
that interruptions can be accommodated; 

• end-customer requirements driving energy use;  

• availability of ‘behind the meter’ generation assets; and 

• the financial incentives available, measured against the risk of not meeting 
production needs.  

These factors will vary across organisations suggesting that for I&C customers 
participating in DSR schemes in support of smart grid, each will need to be 
considered on a sector-by-sector, or even organisation-by-organisation basis. This 

                                                

 

7 “PG&E and IKEA – Assembling Cost-Effective Energy Management”, PG&E, 

<http://www.pge.com/includes/docs/pdfs/mybusiness/energysavingsrebates/incentivesbyin

dustry/cs_ikea.pdf> 
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detailed consideration will support construction of engagement campaigns to 
secure customer participation. 

4.3.2 Small & medium enterprises 
Small and medium sized enterprises (SMEs) are not currently universally metered 
with meters that are able to record consumption on a half-hourly basis, so generally 
have limited information and understanding of how consumption levels and costs 
vary at different times. Without half-hourly metering and its corresponding 
settlement in central systems, it will be difficult to reward SMEs with DSR initiatives.  

For non half-hourly customers Load Profiles are used which represents the pattern of 
electricity usage by day and by year for the average customer. These are categorised 
into one of eight Profile Classes (1 to 8) for use in non half-hourly settlement. This 
means that, without changes to the settlement process, suppliers will not always be 
able to realise the full savings made when their customers avoid using peak priced 
energy, meaning these savings will not be passed on to these customers8. 

The majority of SMEs will have smart meters installed as part of the Smart Metering 
Implementation Programme roll-out or earlier9. For those currently in profile classes 
5-8 (typically SMEs), half hourly settlement is not mandated, although Ofgem is 
conducting a consultation on this matter at present as a consequence of Elexon 
modification P272. If after considering modifying P272, Ofgem decides to mandate 
that profile classes 5 to 8 are settled half-hourly, more granular data will be available 
about those profile classes. As a result it would be easier for a supplier or a DNO to 
provide incentives to SMEs for their participation in Smart Grid schemes10. 

One hypothesis is that the factors relevant to SMEs in considering consumer 
engagement may be a hybrid of those relevant to domestic consumers, and those 
relevant to I&C customers. SMEs may exhibit some of the commercial concerns 
and drivers of business consumers, with some of the more value-driven 
judgements exhibited by domestic consumers. Testing this hypothesis as a means 
to develop understanding of the energy consumption motivation of SMEs is an area 
that SmartGrid GB believes warrants further study. 

                                                

 

8 “That settles it”, Engage Consulting for Utility Week, 

<http://www.utilityweek.co.uk/news/That-settles-it> 

9 “SMIP - Smart Metering for Non-Domestic Customers”, DECC, 

<https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/87894/ND

17Jan_SMIP.pdf> 

10 “Way forward on longer-term electricity settlement reform”, Ofgem, 

<https://www.ofgem.gov.uk/ofgem-publications/42611/20130326way-forward-longer-term-

electricity-settlement-reform.pdf> 
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4.2.3 Domestic 
Energy suppliers predominantly base their marketing segmentation on demographic 
information. Some suppliers also consider information about consumers’ propensity to 
use technology, product preference, and energy usage patterns to inform their 
approach to customer engagement. These factors will be equally relevant in 
considering adoption of smart grid products and consumer engagement strategies.  

Smart Grid Australia (SGA) has identified that levels of disposable income and levels of 
interest in smart grid schemes are the primary drivers of different customer behaviour 
when considering joining smart grid schemes. Based on research and trials conducted 
by utilities, research organisations and technology vendors11 SGA has identified four 
main categories of consumer. These are: 

Uncommitted – customers who are unconcerned about levels and patterns of energy 
consumption and the associated energy cost both for themselves and the 
environment. 

Informed – customers who are dedicated to reducing energy consumption and its 
impacts. 

Frugal – customers who are highly focused on price and service and tend to be more 
driven by price. They are likely to respond well to ‘time of use’ tariffs. 

Hardship – customers with health issues, disabilities and/or on low incomes. These 
customers may struggle to adjust consumption patterns and therefore benefit from 
smart grids. 

SGA’s research indicated that the 'uncommitted' group makes up more than half of the 
total energy using population and anecdotal evidence suggests this trend is replicated 
in other developed, liberalised markets. 

Many Low Carbon Networks Fund trials have recruited consumers who have, by 
definition, opted-in to trials and so are likely to fall into the ‘informed’ or ‘frugal’ 
customer categories.  

Northern Power Grid’s Customer-Led Network Revolution project found that, of the 
customers participating in their project (over 1,000 actively participating with the 
majority on time of use tariffs) the main motive was the potential to reduce their bills.  

 

                                                

 

11 “Smart Grid Australia - Maximising Consumer Benefits”, Smart Grid Australia, 

<http://smartgridaustralia.com.au/SGA/Documents/SGA_Consumer_Report_Media_Release.

pdf> 

Smart Grid Australia 
 
Smart Grid Australia categorise 
domestic energy customers as: 

• uncommitted 
• informed 
• frugal 
• hardship 

With “uncommitted” in the 
majority. This is one barrier to 
participation in smart grid 
projects. 
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UK Power Networks’ Low Carbon London project has trialled both static and dynamic 
Time of Use tariffs for domestic customers12. Some of those UKPN customers 
participating in a static Time of Use tariff trial for Electric Vehicle (EV) charging, were 
existing users of an EV charging tariff, so could be considered “informed” users. 
Customers who participated in the dynamic Time of Use tariff trial were recruited from 
the sample of smart metered customers previously on the programme, and therefore 
could also be considered “informed”. Some participating customers have been offered 
financial incentives and commitment to participate can be categorised as “frugal” given 
their response to financial incentives.  

Similar conclusions have been drawn outside Low Carbon Networks Fund projects. In 
Germany, the Smart City Mannheim project (MOMA) equipped homes with an ‘energy 
butler’ that helped to optimise energy consumption in the home – either automatically 
or manually – according to the availability of renewable energy. The project 
participants were interested primarily in low carbon themes, but also in saving money, 
so again these consumers can be characterised as ‘frugal’ and ‘informed’. The project 
concluded that consumers need time and direct experience to understand how benefits 
such as carbon reduction and money saving can be achieved. It also found that the 
more experienced consumers are, the more likely they are to choose complex variable 
tariffs, if those tariffs offer a chance to save money and electricity. 

In designing effective engagement strategies, it will be important to focus on the 
motivations of all customer segments in order to realise smart grid benefits, 
particularly given the dominance of the “uncommitted” group. 

Many LCNF trials have selected (or allowed self-selection) on the basis of those who 
are, by default, interested in the subject matter and interested enough to engage in 
early adopter projects. Participants could therefore be considered atypical of the 
general population. Engaging with the large proportion of the population in the 
“uncommitted” category will be necessary to realise smart grid benefits, but 
challenging to achieve.  

In conclusion, even looking simply at the highest level of categories of consumer 
across domestic, small & medium sized enterprises, and industrial & commercial users 
of energy there are significant differences in the current level of engagement with 
energy usage, and in the factors that influence appetite to participate in smart grid 
schemes. In all cases, the evidence on encouraging participation - specifically the 
effective recruitment and retention of consumers to smart grid schemes, and ensuring 
that participation results in resilient results - is growing but remains relatively limited in 
Great Britain. 

                                                

 

12 “Smart Grid Forum - Customer Engagement Workshop”, Ofgem, 

<https://www.ofgem.gov.uk/ofgem-

publications/75547/lowcarbonnetworksfundslidesfromdomesticlearningevent.pdf> 

Low Carbon Networks 
Fund Case Study –  
UK Power Networks  
Low Carbon London 
 
UK Power Networks’ Low 
Carbon London project has 
successfully recruited several 
types of customers. These 
range from over 5,800 
domestic consumers 
including both those who are 
not highly energy aware and 
those that are more 
engaged with low carbon 
technologies such as EV	  
vehicle owners. The project 
concluded that explaining 
smart grid programmes or 
specific tariffs to consumers 
is critical in informing 
whether they will have a 
positive reaction to them.  
 



24 Smart grid: A great consumer opportunity // A report by SmartGrid GB  

 

5 

What are the most effective 
approaches to engaging consumers? 
 

This section:  

This section outlines common features of effective consumer engagement. It 

concludes that a basic awareness of the energy system is needed before building 

more sophisticated messages. The section outlines the common characteristics that 

have been shown to feature in successful smart grid engagement campaigns.  

 

5.1 The basics of good engagement 

Most successful smart grid projects around the world have started with a public 
communication campaign that creates a foundation of public awareness and 
publicises positive consumer experiences. As awareness increases, utilities and 
technology providers involved in smart grid products or projects are able to build 
on this basic level of understanding and move to more specific and personal 
communication campaigns.  

Engagement campaigns therefore operate in several dimensions, the balance of 
which changes over time. The number of communications channels used and the 
complexity of messages communicated will vary depending on whether the 
objective is to build base awareness of smart grids or the energy system, or a 
more sophisticated set of messages about specific offerings or schemes.  

The level of trust between consumer and energy provider is a factor that can 
either act as barrier or enabler to consumers’ interest in either participating in 
schemes, or simply in listening to what is on offer. A trusted relationship between 
energy provider and consumer must be built on the consumer understanding, and 
then experiencing, benefits from their actions. It is essential that the benefits are 
communicated and demonstrated to consumers. Once initial benefits have been 
proved, greater complexity can be introduced, generating further proof that such 
action is beneficial to consumers. This leads to deeper trust in the utility/consumer 
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relationship and will eventually result in benefits to both the utility and consumer in 
the form of up-selling opportunities for the utility - such as energy efficiency 
products that lead to greater savings for the consumer. Successfully changing this 
relationship will take time and will require energy industry participants to share 
benefits. In their consultation on Smarter Markets, Ofgem identifies that ‘the value 
of demand-side response services needs to be effectively signalled to customers’ in 
order to obtain customer participation13. 

5.2 Success criteria for consumer engagement 

Successful roll-outs of smart grids around the world have certain key 
characteristics. The US group Smart Grid Consumer Collaborative identified seven 
key ingredients to a successful engagement campaign: 

• educate customers before deployment; 

• anticipate and answer questions before customers ask them; 

• facilitate community engagement programmes; 

• communicate how to shift usage to off-peak; 

• deploy user-friendly web portals; 

• offer user-friendly smart grid enabled technology; and 

• create authentic customer testimonials. 

Education and engagement with consumers before the roll-out of a smart grid 
scheme is an attempt to win consumer trust in order to increase adoption rates. 
The messages need to focus on what is in it for the consumer and the tangible 
benefits they will receive. These benefits need to be communicated in a simple, 
clear and understandable way.  

5.2.1 Exemplars from abroad 

These factors have been consistently shown as indicators of success in a number 
of smart grid deployments around the world. 

Perth Solar City is an Australian Government solar initiative that was launched in 
November 2009. Since its launch the programme has trialled a number of energy 
efficiency initiatives designed to help residents reduce their energy use, save 
money and help the environment. Collectively households have saved over $1 
million on their electricity bills.  

The Government and utility worked together to communicate the programme to 
customers prior to roll-out. The programme combined regular telephone eco-

                                                

 

13 “Creating the right environment for demand-side response”, Ofgem, 

<https://www.ofgem.gov.uk/ofgem-publications/75245/20130430creating-right-

environment-demand-side-response.pdf> 

Most successful smart grid 
projects around the world have 
started with a public 
communication campaign that 
creates a foundation of public 
awareness and publicises 
positive consumer experiences.   

Perth Solar City trialled a 
number of energy efficiency 
initiatives with residents 
which have helped residents 
reduce their energy use and 
save $1 million on their 
electricity bills so far. 
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coaching and personalised feedback letters which outlined how participants were 
reducing their household energy and water consumption. In total, 3,515 
households received a home eco-consultation; 6,300 households received 12 
months of eco-coaching; 700 homes were fitted with a SunPower photovoltaic (PV) 
system, and 1,100 homes purchased a Solahart solar hot water system. The 
means of communicating with consumers is considered pivotal to the successful 
realisation of the benefits.  

Toronto Hydro started roll-out of 700,000 smart meters in 2005 and by 2010 the 
roll-out was 100% complete. The programme was mandatory and included 
informative billing, IHD with opt-in time of use tariffs, and a web portal. The web 
portal was well received with approximately 15% of customers logging in, and a 
web tool within the portal that enabled usage comparison, consumption alerts and 
bill prediction.  

Prior to the smart meter roll-out a public awareness campaign was launched. This 
was complemented by an advertising campaign and website communication by the 
utility. Particular attention was paid to anticipating concerns and addressing them 
promptly and this had a clear impact on the success of the programme. During the 
roll-out the Government offered funding for energy conservation programmes and 
launched education programmes such as interactive online demonstrations. The 
utility continued to communicate with customers and provide information about 
the programme both directly to customers and online and through social media 
marketing. 

Oklahoma Gas & Electric (OGE) wanted to curb electricity demand to help relieve 
summer peaks as part of a plan to reduce the need for investment in new 
generation until at least 2020. OGE started the programme with a pilot that had 
around 6,000 participants who on average achieved significant reductions.  

OGE now plan to roll out the programme to tens of thousands of participants. 
Currently, there are 28,000 homes in the programme and it is anticipated that 
during 2013 a total of 35,000 participants will join the programme, delivering 
significant demand reduction.  

The programme has employed various marketing messages for different groups of 
participants and it has put people on a variable peak pricing plan, as well as giving 
homeowners a smart thermostat and a web portal. While there have been 
technical problems in some of the early DSR events, daily pricing has worked about 
ninety percent of the time. Homeowners also get email, text or phone alerts when 
events are called.  

In the USA, the Pacific Northwest National Laboratory is responsible for a number 
of innovative smart grid projects. The Olympic Peninsula Project is an experiment 
that uses the free market to manage demand, and key to its success was the 
direct involvement of consumers. Using IBM technology, domestic consumers were 
given access to a system that allowed them to trade consumption flexibility for 
lower costs. Those willing to accept a slight cut-back in power use (for example, by 
having their thermostats turned down a few degrees) when peak rates hit a certain 
point would reap savings and, at the same time, ease stress on the grid. Consumer 

Oklahoma Gas & Electric 
have experienced high 
response rates to their DSR 
schemes. Homeowners get 
email text and phone alerts 
when DSR events are called.  

Toronto Hydro supported 
their smart meter roll-out 
with public awareness, and 
advertising campaigns as 
well as a website. 
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also had the flexibility to override their settings at any time. The project reduced 
short-term peak distributions loads by 50 percent, and overall loads by 15 percent 
at the same time as decreasing consumers’ electricity bills an average of 10 
percent. The project recognised that it is not feasible for consumers to take part in 
a live bidding process for electricity so customers were asked to programme their 
devices and provide information about their preferences such as how willing they 
would be to have the temperature altered in the event of a power shortage. The 
people who took part in the project responded well to the scheme, and the project 
concluded that people do curtail their use and save energy simply as a result of 
having greater visibility and control of their usage.  

In Great Britain, the Central Delivery Body that has been formed to support the 
smart metering roll-out will be the first national co-ordinated communication and 
delivery campaign to address a major smart energy initiative. In establishing the 
CDB the Department of Energy and Climate Change (DECC) is primarily concerned 
to ensure that an integrated engagement process is delivered, focused on 
promoting support for and acceptance of smart meters, as well as behavioural 
change that delivers energy savings14. As a neutral entity, the CDB has high 
potential to be seen as a trusted source of information for consumers. 

The campaign messaging is likely to focus on achievable benefits, all aimed at 
encouraging decreases in energy use particularly: 

• an end to estimated meter readings so customers have better information 
about their energy consumption; 

• improved feedback and advice on energy use; 

• improved feedback for low income energy users; 

• a range of payment options for prepayment customers; and 

• easier supplier switching. 

Suppliers can realistically deliver these benefits and this is likely to help build trust 
and confidence in smart metering. This trust and confidence could be extended to 
facilitate implementation of smart grids.  

5.3 Approaches to smart grid customer engagement. 

The most successful examples of smart grid projects integrate both behaviour and 
technology for optimal energy shift or reduction. The separate Appendices to this 
report describe learning from a number of global smart grid projects but common 
themes and lessons learned include those listed below.  

                                                

 

14 “SMIP - Government Response to the Consultation on the Consumer Engagement 

Strategy”, DECC, 

<https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/43042/72

24-gov-resp-sm-consumer-engagement.pdf> 

The Central Delivery Body  
for the Smart Metering 
Implementation Programme  
in Great Britain will focus on 
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• An end to estimated 

meter readings so 
customers have better 
information about their 
energy consumption; 

• Improved feedback and 
advice on energy use; 

• Improved feedback for 
low income energy users; 

• A range of payment 
options for prepayment 
customers;  

• Easier supplier switching. 
 

The most successful examples 
of smart grid projects integrate 
both behaviour and technology 
for optimal energy shift or 
reduction.   
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• Customers who participate in smart grid projects which involve automation are 
less likely to save energy if the scheme isn’t accompanied by education or 
feedback.  

• Schemes need to make clear promises about benefits, and make sure that 
those promises are kept. Successful time of use tariff schemes have often 
guaranteed that participants will not pay more than their standard tariff, and 
compensated them if they do pay more. 

• Smart grid schemes and interventions, and smart metering roll-outs benefit 
from building on a basic level of public awareness. Consumers tend to be less 
likely to object (for example to smart meters) if they know what to expect.  

• Consumers who are satisfied with Demand Response or energy efficiency 
projects tend to be more loyal – both in terms of supplier switching behaviour, 
and propensity to buy additional services from their supplier, but are most 
successful when the consumer is in control of how much information they 
share, and the speed to adoption of additional services.  

• Educational material that accompanies energy efficiency schemes is most 
effective when it:  

o is clear and uncluttered in its aesthetic;  

o communicates the whole picture – why the scheme is important as well 
as what is needed from the consumer; 

o uses simple understandable measures – like cost – rather than those 
relevant to the utility such as kWh; and 

o provides simple measures and phrases to describe services – for example 
on peak versus off peak tariffs. 

• It is an oversimplification to say that direct price reduction or savings are the 
main indicator of success. Consumers value savings in absolute terms but also 
value predictability, comparability (for example with peers), and fairness.  

• The most effective smart energy projects appear to use multiple communication 
channels across a number of methods: press releases, social media, phone, 
face-to-face contact, and email. 

5.4 Approaches from other sectors 

When there is a need for a consumer to do something (for example, buy one 
product over another); or change something (for example, make a different 
lifestyle choice to protect health or well-being) people need to understand what 
they need to do, why, and the benefit to them of making a choice or a change.  

The purpose of a campaign should inform the approach taken and methods used. 
For example, a national education campaign intended to raise awareness levels of 
a health risk will always be different in approach and content to a commercial 
organisation that wants to build brand value and take a creative approach to 
selling a product.  
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The energy sector has traditionally focussed on the core transactions of selling and 
billing for a commodity product, often differentiated on a small number of factors: 
price, customer service, and in some cases customer proposition such as ‘green’ 
sources of generation. Factors partly outside the energy suppliers’ control, such as 
oil prices and macro-economic factors, dictate the price. As the sector changes, 
and more sophisticated products and services are developed, the energy sector 
can learn from other sectors. Marketing, consumer education, and brand 
awareness are significant areas of study in their own right. The separate 
appendices to this report give a small number of illustrative examples from outside 
the energy sector. These examples are not intended to be comprehensive, but a 
number of lessons can be drawn from them. 

• The national campaign by Digital UK, which supported the switchover from 
analogue to digital TV, is an example of a multi-media multi-channel approach 
to consumer engagement that successfully supported a change that affected 
every consumer in the UK in a timely manner and without leaving anyone 
behind. Digital UK very successfully leveraged community groups and national 
groups with local presence to deliver a trusted message. The campaign used by 
Digital UK will be used for reference in designing the Smart Meter engagement 
campaign. Digital UK also conducted extensive testing and research to identify 
messages that struck a chord with the target population, and a similar approach 
may prove effective in designing messages for smart grid communication. Also 
see Appendix 2.1  

• Public health campaigns have some relevant lessons for consumer engagement in 
smart energy campaigns. The Health Development Agency’s evidence suggests 
that a wide range of approaches are key to successful behaviour change including: 
targeted and tailored approaches (in terms of age, gender, culture, etc); providing 
basic, accurate information through clear, unambiguous messages; using 
behavioural skills training; working with community members as advocates of 
appropriate services; and addressing peer norms and social pressures. 

Parallels can be drawn here with energy campaigns, and the findings are to 
some extent consistent with the key success criteria identified by the Smart 
Grid Consumer Collaborative for smart grid campaigns specifically.  

Looking at an example, the “5-a-day” campaign was launched in Great Britain 
in the winter of 2002-2003 following World Health Organisation advice. The 
campaign was, at its ten year anniversary in 2013, judged a partial success. 
The campaign used mass media and a range of channels to raise awareness 
and provide information, tools and services to encourage behaviour change. 
The campaign can be judged a success in relation to awareness. Awareness of 
the need for “5-a-day” increased people's ability to correctly report on the 
optimal vegetable and fruit intake by 17 percent. However, the resulting 
behaviour change, particularly for those groups with less disposable income has 
been less marked with the proportion of adults meeting the 5-a-day 
recommendation increasing by only 3 percent in the last decade. 

Again, consistent with the findings of the Smart Grid Consumer Collaborative, 
the most effective behaviour change interventions were found to be those that 

Public health campaigns face 
similar challenges to engaging 
consumers with energy use and 
the energy system. Behaviour 
changes are long term, wide-
reaching and based first on the 
need to raise awareness.   

Digital UK’s approach will be 
used as one blueprint for the 
Central Delivery Body’s 
approach to communication for 
the smart metering roll-out.   
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are targeted and tailored to age, gender and culture, support local agencies, 
are community based, lobby to improve availability, access and affordability of 
healthy food, build partnerships with local organisations and encourage both 
local and national policy changes. Also see Appendix 2.2. 

• “Green data centres” and “green computing” have emerged in recent years as a 
commonly used method for building and managing the data centres that many 
on-line, or data-centric businesses are based on. The term green data centre 
has become common place and, in terms of marketing, selling, and 
communicating the benefits of green versus traditional data centres or 
computing, emphasis is placed on the ability of this approach to reduce carbon 
emissions. The title suggests that “green” is seen as the differentiator and 
engagement with consumers – in this case, businesses – focuses on this simple 
headline message.  

The real picture, however, seems to be more complex. The need to be green 
for business buyers of these services is partly born out of legal & regulatory 
pressure, with FTSE companies having been obliged to report carbon emissions 
since April 2013. The mandatory Carbon Reduction Commitment (CRC) Energy 
Efficiency Scheme requires large public and private enterprises to reduce their 
carbon emissions or face penalties. So the green data centre trend can be seen 
as partly driven by an obligation rather than an active desire to be green.  

A key tenet of green computing is based on more efficient use of computing 
resources – again using fewer resources implying that a greener approach is 
being taken. However research by Aberdeen Group has shown that the drive for 
efficient use of computing resource is first and foremost about managing or 
curtailing the growth in demand on businesses for more and more computing 
power, and consequently about managing cost (including the cost to a business 
of its energy bills).  

For smart grid initiatives, and perhaps particularly when considering business 
customers, this would suggest that schemes would benefit from a simple headline 
message, but need to be sold in ways which address multiple needs from 
corporate concerns to straightforward financial benefits. Also see Appendix 2.3
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6 
Making the most of Smart Grid  
 
This section: 

This section considers how development of smart grid and the release of smart 

grid benefits can be further stimulated. The section calls for further evaluation of 

the economic benefits of smart grid, which seeks to allocate where in the value 

chain costs are applied, and benefits arise. This section also recommends the 

creation of a practical demonstrator which replicates all aspects of the electricity 

system that have a role to play in unlocking smart grid benefits.  

 

6.1 Understanding the Economic Benefits 

To date smart grid projects in the UK have largely been funded through the Low 
Carbon Networks Fund (LCNF) established by Ofgem. The governance principles 
and evaluation criteria attached to the scheme focus on providing both financial 
and environmental benefits to distribution networks. A number of LCNF projects 
are large, ambitious and broad in their remit. They extend well beyond considering 
only the impact on and benefits for the distribution network. However, as the LCNF 
is funded by Distribution Use of System (DUoS) charges, projects need to 
demonstrate that they will create value for the distribution network. As a result, 
this has, quite understandably, led the majority of projects to focus predominately 
on the distribution network and how that value can be delivered.  

Smart grid benefits are not limited to those accruing to distribution networks but 
arise both from many dispersed elements within the system from generation, to 
transmission, distribution and supply, and benefits which are external to the 
energy system15. Separation of supply from distribution and transmission in the 
                                                

 

15 “Creating the right environment for demand-side response”, Ofgem 

<https://www.ofgem.gov.uk/ofgem-publications/75245/20130430creating-right-

environment-demand-side-response.pdf> 



32 Smart grid: A great consumer opportunity // A report by SmartGrid GB  

British electricity sector means that the relationship between costs and benefits of 
some smart grid projects are not always fully aligned. This is exposed when 
constructing a consumer proposition that encompasses the full electricity value 
chain. To take a simple example, integrating small scale renewables into the grid 
could: (i) incur disproportionately high costs of connection for the distribution 
company, when considered on a per MWh basis; but (ii) could be implemented at 
distribution level which might avoid asset investment for the transmission company 
if in an area that is transmission network constrained; and (iii) offer system wide 
benefits of supporting national carbon reduction targets.  

We recommend that further evaluation of the economic benefits of the smart grid 
be conducted in order to refine what have previously been wide ranging estimates 
of the net financial benefits within Great Britain and to seek to allocate where in 
the value chain those financial benefits fall.  

6.2 Demonstrating the economic benefits: whole value chain 
project/s needed in Britain  

Given the complexity of projects and volume of interested stakeholders, SmartGrid 
GB recommends creating and implementing a demonstrator project or projects 
which replicates all aspects of the electricity system that have a role to play in 
unlocking smart grid benefits. SmartGrid GB believes such a project would greatly 
assist the overall development of the smart grid in GB by comprehensively proving 
and evaluating the smart grid benefits case.  

The development of a market based smart grid project could allow both the 
optimisation of electricity generation and demand, together with the optimal use of 
transmission and distribution assets. It would also allow a clear demonstration of 
which participants benefit most, which will in turn inform those best placed to lead 
targeted consumer engagement.  

In the Netherlands a project has been launched that brings together commercial 
funding from a number of companies together with utilities to create a 
comprehensive smart grid demonstrator. This project has its inception in the 
PowerMatching City Project. PowerMatching City is the leading Dutch smart grid 
project supported by Dutch utility companies, and leading universities, co-
ordinated by DNV Kema. The project first developed, built and demonstrated an 
integrated smart grid solution in Hoogkerk. The project’s second phase will focus 
on the development and demonstration of business models for new services  

around a cost optimisation project seeking to deliver electricity to customers at the 
lowest possible price by optimally matching generation with demand16. 

  

                                                

 

16 “PowerMatching City II”, DNV Kema, <http://www.dnvkema.com/innovations/smart-

grids/powermatching-city/default.aspx> 

PowerMatching City in the 
Netherlands is focussing on  
the development and 
demonstration of business 
models for new services 
seeking to deliver electricity to 
customers at the lowest 
possible price by matching 
generation with demand. 
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Key Recommendation: an exemplar for Great Britain 

• SmartGrid GB recommends that industry should work towards a whole energy 
system demonstrator project or consolidation of a number of projects including 
both new projects, and working with those that already exist. 
 

• The development of a market based smart grid project could allow both the 
optimisation of electricity generation and demand, together with the optimal 
use of transmission and distribution assets. 
 

• The demonstrator project should ensure full representation from the whole 
value chain and would help better understand smart grid consumer benefits. 
 

In order to fulfil a valid role and offer value, the scope of a Great Britain 
demonstrator project would need to: 

• Expose whole system benefits that would be challenging to access through 
existing innovation funding mechanisms; 

• Provide a point of focus for all represented participants that would be 
impossible or difficult to execute through a pilot led by a commercial 
organisation. The barriers in this case could be that the participant ecosystem 
is too complex to be established by a single lead commercial organisation, or 
the investment needed by a single organisation to lead the project would be 
disproportionately high compared to their expected benefits; 

• Be seen to be objective in assessment of the benefits and results of the pilot, 
suggesting that a neutral body is best placed to provide an oversight role. A 
body such as SmartGrid GB is well placed to perform this role; 

• Have terms of reference, governance, and a clearly defined success criteria.  

 

Many smart grid initiatives around the world follow a development path moving from 
research and development to increasingly sophisticated exemplars or demonstration 
projects. There are a number of large scale projects in the process of being 
implemented in Great Britain. However, SmartGrid GB believes that expanding 
projects to encompass more elements of the energy system will add to the evidence 
base and accelerate transition of smart grid initiatives to business as usual.
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7 
Conclusions & recommendations 
 
This section: 

The recommendations in this report are captured in the remainder of this section 

and are grouped into two categories: 

• Those relating to evaluation and demonstration of smart grid benefits; and 

• Those relating to securing consumer engagement to support the success of smart 

grid projects. 

 

7.1 Conclusions 

Consumer engagement with smart grid is, without doubt, a subject that is central to 
development of this crucial and valuable market.  

Progress has been made and good learning about consumer engagement is 
emerging from smart grid projects already being conducted in Great Britain which 
supports the conclusions of other projects around the world.  

However, more needs to be done. In this final section, we outline a series of 
recommendations that we believe could help guarantee successful consumer 
engagement in smart grid development.  

Before setting out recommendations we summarise the conclusions and 
observations that have emerged from our work so far. They amount to ‘tried and 
tested’, ‘surefire’ ways of getting consumers onboard and have been proven by 
recent experience. They are:  

• successful consumer engagement and communication campaigns have common 
characteristics that should be taken into account when designing smart grid 
communications; and 

• successful campaigns recognise that the motivations and preferences of different 
groups and sub-groups of consumers are complex and varied. They use multiple 
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communication channels including: press releases, social media, phone, face-to-
face contact, emails etc.  

• Campaigns will have to take into account: 

o that “smart grid” actions will take a number of forms and what the 

consumer needs to do will be different depending on the intervention in 

question; 

o the factors motivating different consumers will vary significantly – some 

being more cost sensitive, others more motivated by environmental 

concerns or efficiency;  

o that “bottom up” grass roots campaigns focussed on communities of 

interest have been successful in driving adoption of specific initiatives 

elsewhere in the world, and therefore such targeting should be a central 

part of any engagement; 

o that the demographics, including age, of consumers will affect their 

preferred communication method and their responsiveness to messages; 

and 

o that consumer engagement with the smart grid will change over time as 

the market and technologies mature.  

• Successful campaigns are based around simple messages in plain English that 

explain what is visible and relevant to consumers and don’t assume people need 

to understand the energy industry.  

• The benefits of a smart grid intervention for consumers must be made clear, and 

the promised benefits must be delivered. Authentic customer testimonials are a 

compelling way to demonstrate that promises have been kept. 

• Material that is simple, uncluttered, modern, and environmentally friendly is most 

effective. 

7.2 Recommendations: evaluating and demonstrating smart 
grid benefits.  

Recommendation 1 

The total financial and economic value of the benefits expected from the smart grid 
in Great Britain are subject to a range of estimates. Furthermore, the proportion of 
the total benefits that require direct consumer engagement versus those that can be 
realised through interventions that are invisible to the consumer has not been the 
subject of extensive analysis and study 

SmartGrid GB recommends further research is conducted to quantify the relative 
value of each of these categories of intervention, and of each smart grid action to 
further support the business case for consumer engagement and/or awareness 
campaigns on the smart grid.  



36 Smart grid: A great consumer opportunity // A report by SmartGrid GB  

Recommendation 2 

SmartGrid GB recommends that more evaluation of the economic benefits of the 
smart grid is conducted in order to refine previous wide ranging estimates of the net 
financial benefits of the smart grid within Great Britain. Such analysis should seek to 
identify where in the energy value chain financial benefits arise.  

Recommendation 3 

SmartGrid GB believes it would be beneficial to create and implement a pilot project 
which replicates all aspects of the electricity system that have a role to play in 
unlocking smart grid benefits. A pilot project could prove and evaluate the smart 
grid benefits case.  

7.3 Recommendations: securing consumer engagement 

Recommendation 4 

Many stakeholders in the energy industry will benefit from better informed and 
engaged consumers. SmartGrid GB recommends that consideration is given to 
forming a collaborative cross-value chain group to support consumer education and 
awareness of the smart grid. 

Recommendation 5 

Evidence is emerging, including from Low Carbon Networks Fund projects, that there 
is little understanding of how different domestic consumers perceive, value and buy 
energy, as well as their motivations and preferences. The level of understanding in 
the energy sector is less sophisticated than other consumer retail sectors. SmartGrid 
GB believes it warrants further study. 

Recommendation 6 

Relatively little research specifically addresses consumer engagement strategies 
across sub-segments of Industrial and Commercial (I&C) consumers. SmartGrid GB 
recommends further work is focussed on this important group of consumers. 

Recommendation 7 

Small and Medium Enterprises are expected to display a mix of the interests and 
motivators of domestic, and Industrial and Commercial sectors. SME customers 
could exhibit some of the commercial concerns and drivers of Industrial & 
Commercial customers, with some of the more value-driven judgements exhibited by 
domestic consumers. SmartGrid GB believes this hypothesis should be tested as a 
means to develop understanding of the energy consumption motivation of SMEs. 

Recommendation 8 

A large proportion of consumers are not actively engaged with their energy usage, 
the energy system, or smart grid interventions. Engaging with this disengaged or 
“uncommitted” group will be both necessary to realise smart grid benefits, and 
challenging to execute. SmartGrid GB recommends the formation of a cross-industry 
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workgroup to develop a consolidated approach to engaging this large group of 
consumers.  

Recommendation 9 

The larger communication challenge for the energy sector is concerned with general 
awareness of the issues facing the whole energy system. Specific communication 
around smart metering, smart grid, and other related policies, schemes and 
mechanisms (Green Deal, ECO, DSR) etc, are a subset of this wider challenge. There 
is value in the coordination and consistency of messaging in all areas to avoid 
confusing consumers. A general education programme could build awareness of the 
national and international challenges facing the energy system and take the form of 
a national campaign that is not associated with specific energy companies but 
delivered by trusted third party organisations. SmartGrid GB recommends that the 
potential to co-ordinate messages be investigated.  

7.3 Final remarks on recommendations 

All of these recommendations, if followed, would help inform a sophisticated and 
successful smart grid development in Great Britain. Of the nine, SmartGrid GB believes 
that recommendations 1, 3 and 9 are the ones that currently most urgently need 
attention, relating as they do to helping industry better understand the economic case 
for different types of consumer engagement, the need for a system wide project, and 
the need for coordinated messaging across different energy policy areas. 

However, SmartGrid GB would strongly emphasise the need for all recommendations 
to be adopted if Great Britain is going to have long term  
success in smart grid development. 
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Collectively households have 
saved over $1 million on their 
electricity bills. The roll-out was 
communicated to customers in 
advance, and used a unique 
combination of regular 
telephone eco-coaching and 
personalised feedback letters. 
 

A1 

Energy sector case studies 
A1.1 Perth Solar City, Australia 

Perth Solar City is an Australian Government solar initiative that was launched in 
November 2009. It is Western Australia's most comprehensive residential energy 
efficiency programme and is managed by the utility, Western Power, on behalf of 
the Australian Government. Since its launch, the programme has trialled a number 
of energy efficiency initiatives designed to help residents reduce their energy use, 
save money and help the environment. Collectively households have saved over $1 
million on their electricity bills.  

The Government and utility worked together to communicate the programme to 
customers prior to the roll-out. The utility installed smart grid communications 
infrastructure and smart meters as part of Perth Solar City. This enabled them to 
benefit from the wider Government programme to encouraging energy efficiency 
and uptake of low carbon technologies. 

As the programme progressed, more products and services were offered to 
customers and, during 2010/11, 10,000 residents living in Perth's eastern region 
were provided with an opportunity to participate in the Perth Solar City Living Smart 
Household Programme. Letters were sent to local residents inviting them to join the 
programme and to select a range of Living Smart resources that interested them. 
Unique to the programme was the combination of regular telephone eco-coaching 
and personalised feedback letters that outlined how participants were reducing their 
household energy and water consumption. 

In total, 3,515 households received a home eco-consultation; 6,300 households 
received 12 months of eco-coaching; 700 homes were fitted with a SunPower 
photovoltaic (PV) system; and 1,100 homes purchased a Solahart solar hot  
water system.  
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A1.2 Toronto Hydro, Canada 

Toronto Hydro commenced a roll-out of 700,000 smart meters in 2005 and by 2010 
the roll-out was 100% complete. The programme was mandatory and included 
informative billing, an in home display (IHD) with opt-in time of use tariffs, and a web 
portal. The web portal was well received with approximately 15% of customers logging 
in to use its usage comparison, consumption alerts, and bill prediction features. Toronto 
Hydro also offered to install a programmable thermostat for free that would lower the air 
conditioning thermostat by 2 degrees for a maximum of 4 hours 10 times during 
summer. The customer reaction to this measure was positive and 9% of customers 
accepted the offer leading to a significant amount of peak load shifted. 

Prior to the smart meter roll-out, a public awareness campaign was launched. This 
was complemented by an advertising campaign and website communication by the 
utility. Particular attention was paid to anticipating concerns and addressing them 
promptly, and this had a clear impact on the success of the programme. During the 
roll-out, the Government offered funding for energy conservation programmes and 
launched education programmes such as interactive online demonstrations. The utility 
continued to communicate with customers and provide information about the 
programme both directly to customers and online and through social media marketing. 

The implementation of the programme was generally smooth and gained broad 
public acceptance. However, it should be noted that overly optimistic expectations 
regarding bill reductions should have been managed better as not all customers 
found that their bills were reduced. 

A1.3 OG&E demand response programme 

Oklahoma Gas & Electric (OGE) wanted to curb electricity demand to help relieve 
summer peaks as part of a plan to reduce the need for investment in new 
generation until at least 2020. OGE started the programme with a pilot that had 
around 6,000 participants who on average achieved significant reductions.  

OGE now plan to roll out the programme to tens of thousands of participants. 
Currently, there are 28,000 homes in the programme and it is anticipated that 
during 2013 a total of 35,000 participants will be involved in the programme, 
delivering significant demand reduction.  

The programme has employed various marketing messages for different groups of 
participant and those that focus on cost savings have proven far more effective than 
the environmental message. Customers are also put on a variable peak pricing plan 
and homeowners are given a smart thermostat and a web portal. While there have 
been technical problems in some of the early DSR events, daily pricing has worked 
about ninety percent of the time. Homeowners also get email, text or phone alerts 
when events are called.  

The largest hurdle has been people and processes. On the consumer side, people 
have struggled to understand peak pricing. The idea that electricity costs different 
amounts at different times of the day is a foreign notion to many American consumers 
and visual aids have been very important in explaining this concept clearly. 

Toronto Hydro rolled out 
700,000 smart meters over a  
5 year period. Prior to the  
roll-out a public awareness 
campaign was launched. This 
was complemented by an 
advertising campaign and 
website communication by the 
utility. 

To help relieve summer peaks, 
Oklahoma Gas & Electric 
(OG&E) have used different 
marketing messages for 
different groups. Generally, 
messaging which focuses on 
cost saving is proving most 
successful. 
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A1.4 PG&E, California 

PG&E commenced a smart meter roll-out in 2006, planning to roll-out 10 million 
meters. To date 90% have been installed. The utility was initially impacted by a 
growing consumer backlash against new wireless digital technology associated with 
the meters. Concerns centred on the accuracy of the meters and wider health 
concerns (in fact the smart meters were more accurate than the mechanical meters 
they were replacing). One issue was that the older mechanical meters were slower 
and at times inaccurate, leading to lower bills; smart meters were therefore blamed 
for increasing bills.  

PG&E introduced a rate change during the roll-out and at the same time adverse 
weather conditions led to increased usage of air-conditioning units. This 
compounded the increase in electricity cost, increased bills, and led to a backlash 
against the utility. In addition PG&E experienced technical issues such as Network 
Interface Card failure, storage issues and interoperability and logistical issues over 
the size of the roll-out. 

Whilst high volumes of smart meter implementations have been achieved and 
significant benefits delivered, a small but vocal anti-smart meter consumer group is 
still active. PG&E had not adequately anticipated the consumer health fears and 
other concerns and therefore did not handle them well. The company was also not 
prepared for consumers to reject the meters. This example highlights the need to 
explain to customers what will be involved in smart meter and grid programmes and 
to anticipate their concerns prior to the commencement of any roll-out.  

A1.5 Origin Energy, Australia 

Origin Australia commenced a three year smart meter roll-out in the state of Victoria 
in 2009. This roll-out was aimed at reducing peak demand through the introduction 
of mandatory Time of Use tariffs. Origin planned to roll-out 2.4 million smart meters 
but in 2010 had to suspend the roll-out in the face of growing customer opposition 
and to date only 1.2 million smart meters have been installed. The meter roll-out 
has since recommenced but tariffs will be opt-in only and the project is now over 
budget and behind schedule. 

The roll-out steering committee decided not to launch any customer education 
programme prior to the meter roll-out. When the meters were discussed in public, it 
was understood they would provide consumers with direct feedback on their 
consumption. This was not the case as consumers had to purchase IHDs themselves 
and this miscommunication duly impacted on consumer trust and confidence. Once 
the public became aware of the mandated time of use tariffs, consumer groups 
conducted independent studies on the tariffs and calculated they would prove 
punitive for low income and vulnerable consumers. 

As a result, the anticipated benefits of peak demand reduction did not occur. From a 
customer engagement point of view, the manner in which the roll-out took place led 
to a reduction in trust in the utility which, in turn, now faces an even harder job of 
implementing smart meters. The failure of public and governmental organisations to 
participate in the rollout clearly hindered its success, reducing confidence in the 
programme and its credibility. 

PG&E have rolled out 9 million 
smart meters. They have 
experienced issues with 
consumer acceptance, partly as 
a result of failing initially to 
clearly communicate that an 
unrelated rate change was 
likely to cause customer bills  
to increase. 

Origin had to suspend roll-out of 
smart meters in the face of 
growing customer opposition. 
There was no consumer 
education programme conducted 
prior to the roll-out starting. 
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A1.6 Vattenfall, Sweden 

An early roll-out in Sweden commencing in 2002 led to 100% successful 
implementation of 860k smart meters. However, customer experience of the roll-out 
was not as positive as it could have been. Feedback services were very limited in this 
roll-out and no customers were given an IHD, though it was possible to purchase an 
IHD from Vattenfall. Letters were sent to customers from both Government 
organisations and the utility prior to the roll-out but this was not complimented by a 
wider public education campaign or advertising campaign by the utility. 

The roll-out brought few new consumer services but as public expectations were low 
this was ignored until after the roll-out was completed. This led to disappointment 
post roll-out. However, it is perhaps unfair to criticise this early roll-out which did not 
have the benefit of observing successful and unsuccessful roll-outs around the world 
and learning from those experiences. 

 

 

Vattenfall successfully 
implemented 860k smart 
meters. Mechanisms for 
customers were very limited 
and not complemented by a 
wider education campaign. 
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A2 

Non-energy sector case studies 
A2.1 Digital UK 

Digital UK ran a major information campaign to prepare viewers for switchover from 
analogue to digital TV to ensure no one was taken by surprise when analogue TV 
signals were switched off in their area17. The campaign included TV, radio and press 
advertising, information leaflets sent to every home and road shows across the 
country providing face-to-face advice, as well as a website providing online help and 
support. In examining the campaign, it is possible to draw similarities to the smart 
meter roll-out campaign in terms of desired outcomes. The Digital UK campaign 
focused on leaving no-one behind and achieving a 100% switch over in the same 
way that the smart meter roll-out aims for a 100% replacement of current meters 
with smart meters. The campaign needed to be cost effective and to also protect the 
vulnerable. Digital UK learned that attempting to sell the benefits of a mandatory 
change was seen as disingenuous and a more effective approach was to provide 
people with clarity around what they have to do and help in doing it. 

A smart grid engagement campaign will not be attempting to achieve the same 
outcomes. It may not be feasible or necessary to achieve 100% participation in 
demand response in order to unlock smart grid benefits. The Digital UK campaign 
does, however, offer insights for smart grid engagement in terms of approach. 
Digital UK very successfully leveraged community groups and national groups with a 
local presence to deliver a trusted message. The campaign also conducted extensive 
testing and research to identify messages that struck a chord with the target 
population and this approach may prove effective in designing messages to unlock 
smart grid benefits. 

                                                

 

17 “Leaving No-one Behind - The Story of the Digital TV Switchover”, Digital UK, 

<http://www.digitaluk.co.uk/__data/assets/pdf_file/0004/75253/Comms_overview.PDF> 

Digital UK learned that 
attempting to sell the benefits 
of a mandatory change was 
seen as disingenuous and a 
more effective approach was to 
provide people with clarity 
around what they have to do 
and help in doing it. 
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A2.2 Public health campaigns & 5-a-day 

Public health campaigns have some relevant lessons for consumer engagement in 
smart energy campaigns. The Health Development Agency’s assessment of the 
effectiveness of interventions used to change behaviour in relation to public health 
first considers the range of interventions that can be used to support change in 
behaviour. These are wide reaching, and in many cases, long term. The range 
includes: 

• increasing knowledge and awareness of risks (through information and 
awareness-raising);  
changing attitudes and motivations;  

• increasing physical or interpersonal skills; 

• changing beliefs and perceptions; 

• influencing social norms;  

• changing structural factors and influencing the wider determinants of health; and 

• influencing the availability and accessibility of services. 

The Health Development Agency’s evidence suggests that the following 
characteristics are the key elements for success in changing behaviour: 

• using theoretical models in developing interventions; 

• intervening at multiple levels when appropriate; 

• targeted and tailored (in terms of age, gender, culture, etc), making use of needs 
assessment or formative research; 

• providing basic, accurate information through clear, unambiguous messages; 

• using behavioural skills training, including self-efficacy; 

• joining up services with other community provisions; 

• working with community members as advocates of appropriate services; 

• providing alternative choices and risk reduction rather than simply telling people 
not to do something; and  

• addressing peer norms and social pressures. 

The Health Development Agency also looked at the role and efficacy of using mass 
media campaigns to support public health campaigns. It concluded that mass media 
campaigns have usually been one element of broader health promotion programmes 
that typically have mutually reinforcing components aimed at changing levels of 
knowledge, awareness and attitudes.  

Parallels can be drawn here with energy campaigns, and the findings are to some 
extent consistent with the key success criteria identified by the Smart Grid Consumer 
Collaborative for smart grid campaigns specifically.  
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Looking at a specific example, the “5-a-day” campaign was launched in Great Britain 
in the winter of 2002-2003 following World Health Organisation advice. As it marked 
its 10th anniversary year in 2013, the campaign was judged a partial success. The 
campaign used mass media and a range of channels to raise awareness and provide 
information, tools and services to encourage behaviour change. These included: 
using mass media campaigns; working in conjunction with supermarkets and food 
manufacturers to change labelling; providing a range of supporting material and 
services such as tools and personal advice on weight management; and meal 
planners through the NHS and other healthcare providers.  

The campaign can be judged a success in relation to awareness. Awareness of the 
need for “5-a-day” increased people's ability to correctly report on their vegetable 
and fruit intake by 17 percent. However the resulting behaviour change, particularly 
for those groups with less disposable income has been less marked with the 
proportion of adults meeting the 5-a-day recommendation increasing by only 3 
percent in the last decade. 

Similar to the findings of the Smart Grid Consumer Collaborative, the most effective 
behaviour change interventions were found to be those that:  

• targeted and tailored messages to age, gender and culture; 

• supported local, community based agencies; 

• lobbied to improve availability, access and affordability of healthy food; 

• built partnerships with local organisations; and 

• encouraged both local and national policy changes.  

A2.3 Business to business – green computing 

“Green data centres” and “green computing” have emerged in recent years as a 
commonly used method for building and managing the data centres that many on-
line, or data-centric businesses are based on. Pike research estimates that green 
data centres will be a $45 billion market by 2016.  

The term green data centre has become common place and, in terms of marketing 
selling and communicating the benefits of green versus traditional data centres or 
computing, emphasis is placed on the ability of this approach to reduce carbon 
emissions. The title suggests that “green” is seen as the differentiator and 
engagement with consumers – in this case, businesses – focuses on this simple 
headline message.  

The real picture, however, seems to be more complex. The need to be green for 
business buyers of these services is partly born out of legal & regulatory pressure, 
with FTSE companies having been obliged to report carbon emissions since April 
2013. The mandatory Carbon Reduction Commitment (CRC) Energy Efficiency 
Scheme requires large public and private enterprise to reduce their carbon emissions 
or face penalties. So the green data centre trend can be seen as partly driven by an 
obligation rather than an active desire to be green.  
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A key tenet of green computing is based on more efficient use of computing 
resources – again using less resources implying that a greener approach is being 
taken. However research by Aberdeen Group has shown that the drive for efficient 
use of computing resource is first and foremost about managing or curtailing the 
growth in demand on businesses for more and more computing power, and 
consequently about managing cost (including the cost to a business of its  
energy bills). 

When assessing “green” computing, customers have many factors to consider 
including legal compliance, efficient business operations, and corporate social 
responsibility, but research shows that those factors need to be backed by real 
direct financial benefit.  

For smart grid initiatives, and perhaps particularly when considering business 
customers, this would suggest that schemes would benefit from a simple headline 
message, but need to be sold in ways which address multiple needs from corporate 
concerns to straightforward financial benefits.  
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A3 
Glossary & abbreviations 

Central Delivery Body 
(CDB) 

Established by DECC to build awareness and support for the GB smart meter 
roll-out and help consumers (including the vulnerable and those on low 
incomes) to benefit from smart metering and become more energy efficient. 

Demand side response 
(DSR) 

DSR involves short-term changes in consumer behaviour, in the times at 
which they take electricity from the grid, usually in reaction to price signals. 

Digital UK  The organisation responsible for communicating the requirements of the TV 
digital switch over. 

DNO  Distribution Network Operator 

DUoS  Distribution Use of Service 

Energy Company  
Obligation (ECO)  

ECO operates alongside the Green Deal and is a government energy 
efficiency scheme which replaced the Carbon Emissions Reduction Target 
(CERT) and Community Energy Saving Programme (CESP). ECO places 
obligations on larger energy suppliers to domestic consumers, whilst 
focussing on vulnerable consumer groups and hard-to-treat homes. 

I&C  Industrial & Commercial 

LCNF  Low Carbon Networks Funds established by Ofgem that allows up to £500m 
to support projects sponsored by distribution network operators to test new 
technology, operating and commercial arrangements in order to make the 
electricity distribution network smarter. 

Ofgem  
“Smarter Markets” 

Ofgem’s smarter markets programme looks at four areas of reform which 
will run over multiple years. The areas of reform include: change of supplier 
process; electricity settlement arrangements; regulatory and commercial 
framework around demand-side response; and arrangements for consumer 
empowerment and protection. 
 

Profile Classes Balancing and Settlement Code profile classes which are a classification of 
profiles which represents an exclusive category of customers whose 
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Consumption can be reasonably approximated to a common profile for 
Settlement purposes. 

RIIO ED1  

 

STOR 

The first electricity distribution price control review to reflect the new 
regulatory framework from Ofgem’s RPI-X@20 review (RIIO stands for 
Revenue = Incentives + Innovation + Outputs). 

Short term operating reserve 

ToU  Time of Use tariffs. 
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A4 

Overview of GB energy sector 
The GB energy sector has particular characteristics that differentiate it from similar 
nationally deregulated sectors, namely: competition in energy retail; and separation 
of energy suppliers - who own the commercial relationship with consumers - from 
those participants who own the networks over which electricity is distributed. This 
structure is not unique globally but is less common globally than “vertical 
integration” where a single utility owns the generation, transmission, distribution, 
and supply elements of the electricity value chain in a defined geographic area.  

DECC (Department of Energy & Climate Change): set energy policy 

Ofgem: regulate market participants including compliance with licence conditions 

Consumers: end users of electricity and retail services 

Generation: produce electricity from a variety of sources, e.g. gas, coal, nuclear, 
wind, solar etc.  

Balancing & Settlement Company (Elexon): responsible for the administration 
and operation of Great Britain’s electricity trading arrangements. 

Distribution Network Operator (DNO) & Transmission System Operator 
(TSO): build and maintain the electricity cables and other necessary equipment that 
is used to transport electricity from generators to consumers. There are 14 DNOs 
licenced across six different areas in GB. Suppliers pay DNOs for transporting 
electricity to their customers along their networks. Costs of doing so are passed by 
suppliers on to their customers. TSOs on the other hand provide grid access to the 
electricity market players. 

Suppliers: buy electricity from DNO’s and in turn provide energy and retail services 
to their customers (currently dominated by the “Big Six” comprising British Gas, EDF, 
E.ON, nPower, SSE & Scottish Power). A significant number of smaller suppliers also 
operate in the GB market, e.g. First Utility, ecotricity etc. 
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A5 
Interviewees 
The following organisations were interviewed in preparation of this report: 

• Consumer Futures 

• DECC 

• Digital UK 

• Honeywell 

• Ofgem 

• IBM 

• Passiv Systems 

• Smart Grid Consumer Collaborative 

• University College London 

• VaasaETT 
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This report gives general information only as at the date of first 

publication and is not intended to give a comprehensive analysis. It 

should not be used as a substitute for legal or other professional 

advice, which should be obtained in specific circumstances.  

SmartGrid GB, Engage Consulting or a third party licensor is, unless 

otherwise stated, the owner of copyright in this report and its 

contents.  
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