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Foreword

The digitisation of Britain’s energy system is well underway, bringing 
a transformation in the way we buy and use our gas and electricity. 
Smart meters are coming to every home in Great Britain, installed 
by energy suppliers at no additional cost to consumers. Everyone in 
England, Scotland and Wales will have the opportunity to be part of 
the nation’s smart energy revolution.

To make this national transformation a reality, Smart Energy GB’s 
campaign to engage consumers with their energy and help them to get 
and use their smart meters is reaching every home. Our campaign has 
already had a significant impact; 49 per cent of people who haven’t yet 
had their smart meter fitted say that they would like to request one or 
accept an offer of an installation within the next six months*. 

In July 2015, Smart Energy GB published a white paper, Smart energy 
for all, which identified the audience characteristics which may act 
as additional barriers to realising the benefits of a smart meter. Our 
campaign has worked to make sure these audiences do not fall 
behind in terms of engaging with the benefits of a smart meter.

For many of those audiences for whom we identified potential 
additional barriers – including people with a mental or physical health 
condition, in fuel poverty, and households where a family member has 
a disability – levels of knowledge about smart meters and appetite to 
have one installed are at or above the average for all GB adults.

For some of those groups, our regular insight into the needs 
of particular audiences has identified where additional support 
delivered in partnership with trusted third-party organisations has 
been and will continue to be a valuable part of the overall campaign.

To this end, we work with organisations across Britain to supplement 
our mainstream campaign by providing the information and 
reassurance needed to inspire interest in getting a smart meter.

This partnership work has built a bedrock of online information 
and trained advisors who are able to answer questions about smart 
meters from within a wide range of support organisations. 

This paper examines the value derived from this activity, and provides 
a detailed analysis of the platform of resource and support created 
through this programme. The analysis within this paper is of our 2016 
partnership work, and this period has been used to show how the 
model works and to describe our principles of working in partnership. 
We continue to review and build partnership capacity in line with our 
campaign needs.

 
Gavin Sheppard
Director of Marketing

*  Smart Energy Outlook August 2017. This refers to people who haven’t upgraded to a  
smart meter yet, but who say they are likely to contact their energy supplier about a  
smart meter installation or accept an offer of one, within the next six months 



Smart meters replace the traditional meters we currently have in 
our homes. They enable accurate bills, near real time information 
on energy use in pounds and pence, and greater control over the 
way we buy and use energy. The smart meter rollout is an essential 
technology upgrade, unprecedented in its scale, to improve Great 
Britain’s energy infrastructure.

In January 2018 there were 8.6 million smart meters installed in homes 
and microbusinesses across Great Britain. Every household in England, 
Scotland and Wales will be offered one at no additional cost. 

 

Background



Role of partnerships within Smart Energy GB’s campaign
Smart Energy GB’s campaign exists to ensure that everyone in Great Britain 
feels confident and enthused about their smart meter installation. 

It was clear to Smart Energy GB right from the earliest days of planning our 
campaign that while a creative and compelling mainstream campaign was 
a must, we would also need to move beyond traditional media channel 
choices and work with trusted partner organisations around the country 
to engage everyone.

Whether providing a local lunch club with leaflets or partnering with 
the Post Office to bring smart meter information directly to customers 
right across Britain, working with established organisations has enabled 
us to add value to the mainstream campaign by creating a strong body of 
additional support for those who require it. 

The graphs in this paper
This paper examines the value and capacity created by three specific activity 
types that make up our partnerships programme. This capacity is represented in 
three graphs.
 
Each graph has a grey shaded area which represents the 2016 period of 
investment by Smart Energy GB, and the different half-life of the three activities:

• active engagement has a shorter half-life, as the vast majority of value is 
realised more immediately against the investment 

• available information online and training and building advisory capacity have 
a much longer half-life. These graphs show the additional value being realised 
past the investment period, and into following years 

Introduction to Smart Energy GB’s  
partnerships programme
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Active engagement of 
consumers by grantee, 
Wealden District Council
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Active engagement
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Figure 2:  
Partners’ 

activity reach, 
assessed in  
Q3 and Q4  

Sources: 
The capacity reported includes:
• 2016 partners’ activity reach from Q3 & Q4 (MTM End of Year Report)
• total partnership total reach to up weighted audiences, reported via programme evaluation
• reported consumer reach of activities conducted in 2016 by organisations engaged by Policy & Stakeholder team 

“One of the key things we 
learned during the project is 
that the Smart Energy GB in 
Communities fund presents a 

great opportunity to reach out to 
new partner organisations, which 

can have a long-term benefit.”
Sally Bestwick, 

Chief Executive of 
Citizen’s Advice Broxtowe

900000

800000

700000

600000

500000

400000

300000

200000

100000

0
Q1 Q2 Q3 Q4

2016 2017

Active engagement

C
on

su
m

er
s 

re
ac

he
d

Jan



Active engagement
Through resourcing selected 
organisations to conduct active 
engagement we are able to reach 
out to their specific audience 
groups. This work has taken place 
at both regional and national level, 
and has included partners’ own 
direct activities such as face-to-face 
advice sessions, events, display or 
distribution of marketing materials 
and advertising on their owned 
channels. 

The work of these partners has 
meant that their audiences have 
had access to smart meter advice, 
and information from a relevant and 
trusted source.

Our national partnership with Age 
UK, Age Cymru and Age Scotland 
delivered targeted consumer 
engagement at scale through access 
to Age UK’s national channels. 
Locally-led communications ensured 
consistent messages were embedded 
and delivered where possible at a 
local level, with five local funded 
projects testing the most effective 
engagement method for people with 
memory impairment and their carers. 

This type of activity has created 
an exceptional reach and ability to 
communicate at scale during the life 
of the partnership with audiences 
identified as potentially requiring 
additional support from a trusted 
body.  It has also led to partners 
creating long-lasting available 
information online, a resource 
examined in the next section of  
this paper.
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Age UK and Age Cymru, poster and social media 
used as part of their active engagement.



Available information online
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“We know many of our members 
access information and support 
about our smart meters, simply 
by searching on our website – 

this is a valued resource for their 
consumer engagement.”

Emily MacKenzie,
Business Development  

and Partnerships Executive,
NHF

Sources: 
We have used available data on annual visitors to partners’ websites to calculate capacity for available resources,  
that contain information about smart meters.
Where this data was not available:
• for regional organisations we have made calculations based on size and type of organisation referencing  

a percentage of the adult population who could be online
• for local/hyperlocal we have applied an average of 1000 potential users per year

Figure 3:  
Annual visitors 

to partners’ 
websites, 

that contain 
smart meter 
information
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Available information online
Available information online is 
created when content about smart 
meters is placed on the websites 
of partners whose audiences turn 
to them for explanations or advice. 
Smart Energy GB works with 
partners to make sure they have 
accessible and accurate information 
about smart meters, including the 
installation visit, on their websites. 
We have provided, at no cost to 
partners, information in text and 
video format in the five languages 
most commonly spoken by people 
who do not also speak English or 
Welsh, with the addition of BSL, 
Easyread and large print format.

This part of our partnerships work 
ensures that the people who turn to 
partner organisations for information 
and advice find information about 
smart meters on a platform and 
in a format they are familiar and 
comfortable with. This activity often 
results in a long-term legacy, with 
information remaining online and 
discoverable far beyond the initial 
partnership period. For example, 
links to educational videos and 
smart meter benefits continue to be 
available indefinitely. 

We worked with the National Union 
of Students (NUS) in December 2016 
to place information about smart 
meters on the advice section of their 
website and on their social media 
channels. To date the information 
remains prominently placed and 
easily discoverable. 
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Smart meter information available on  
National Union of Students’ website 
and social media platforms



Training and building advisory capacity
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Sources:
The capacity reported includes:
• total number of champions trained and cascaded to colleagues or peers. 2016 partners’ activity reach Q3 & Q4 

(MTM EYR)
• also applied an NEA average of advice being delivered to 7 consumers per week, per advisor
• giving potential capacity to answer questions on smart meters
Also considered BESN data and averages via local Citizens Advice Network 

“We received face to face 
training from Diane at NEA 

which we found really helpful. 
One thing that we picked up 
on was an ice breaking game 
around which appliances use 

most energy, we used that a lot.”
Lesley Cooper,  

Volunteer Coordinator, 
Edlington Community 

Organisation 

Figure 4:  
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Training and building advisory 
capacity
Smart Energy GB has trained 
staff and volunteers in partner 
organisations, creating advisory 
capacity by equipping those people 
working in partner organisations 
with the information they need to 
answer people’s questions about 
smart meters, and to act as a 
trusted advisor in their communities, 
providing support and advice. 

People who have been trained as 
part of this programme are very likely 
to retain information and to know 
where to access information to share 
with those who come to them for 
support and advice. 

Often the person who has received 
the initial training will go on 
to cascade their knowledge to 
colleagues, ensuring that the initial 
support lives on indefinitely, thus 
creating a deep and lasting value.  

For example, our partnership with 
Citizens Advice, which ran from 
August 2016 to April 2017, allowed 
us to train and build advisory 
capacity across the organisation’s 
network in England and Wales.  We 
trained smart meter champions, 
who cascaded further training to 
frontline staff and volunteers across 
the 300 Local Citizens Advice (LCA) 
locations. This means LCA staff 
now have all the information and 
confidence they need to advise their 
clients on smart meters and how they 
can get one installed.
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The smart 
meter roll-out 
 

What do smart meters do 
and what do advisors need 
to know?  

 
  

 

Support materials for Citizens Advice 
staff and volunteers 

Smart Meter Champion training

Airdrie Citizens Advice offering  
smart meter and energy advice



With assistance from NEA, a bespoke  
co-branded banner stand was created  
by Norwich City Council.
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Case study: 

Norwich City Council
Project outline: 
Norwich City Council raised awareness 
for smart meters via a diverse range of 
activities, which included a mix of active 
engagement and building advisory 
capacity. 

The programme commenced with a 
stakeholder event and continued with 
five community events held across the 
city. A series of innovative workshops 
were run alongside this, featuring energy 
efficiency bingo and a tablet where 
residents could test out a simulated 
smart meter. Additionally, the council 
trained champions to visit residents who 
had a smart meter but wanted extra 
training in how to use it.

Support from Smart Energy GB: 
Smart Energy GB initially provided 
accredited training to Norwich City 
Council energy advisers, to assist them 
in managing queries from the public on 
smart energy. 

Norwich City Council were subsequently 
successful in securing a small grant from 
the Smart Energy GB in Communities 
fund to support a series of events, 
workshops and the purchase of a banner. 

This funding was also used by the local 
authority to advertise the project through 
the distribution of letters and reminder 
text messages regarding events and 
magazine articles.

Outcomes: 
The council specifically targeted 
vulnerable people across multiple 
priority groups. Feedback from these 
residents said the information was useful 
and helpful. The workshops and events 
promoted smart meters in a fun and 
engaging way, which made the residents 
more comfortable with the idea of having 
a smart meter. 

As part of the project Norwich City 
Council identified some people who had 
additional questions about their smart 
meter. The smart meter champions, who 
had received the full day accredited 
training from Smart Energy GB, visited 
these residents in their homes and 
provided them with bespoke handholding 
support. This improved people’s 
confidence when using their  
smart meter.
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Case study: 

TAPE  
Community Music and Film
Project outline: 
TAPE Community Music and Film, a 
community arts charity, identified a need 
within its user-group for peer-led and 
accessible information about smart meters. 

TAPE supported the group, which 
was made up of people using learning 
disability services, to work on the 
production of a film providing accessible 
smart meter information with a local 
focus. Workshops were held at the TAPE 
Community Arts Centre in partnership 
with Conwy Connect, a local organisation 
which provides services, support and 
information to people with learning 
disabilities.  

The target audience for the film were 
members of Conwy Connect, a group 
comprised of people with learning 
disabilities. The film was also shown 
to parents and carers of people with 
learning disabilities, at local care 
agencies, in schools, and to social and 
health services workers who specialise in 
learning disabilities.

Support from Smart Energy GB: 
TAPE successfully applied for funding 
from Smart Energy GB in Communities to 
support a group of adults to design and 
deliver a filmed resource focussing on what 
smart meters are and how to use them. 

Project outcomes: 
The film was shared amongst projects 
around the UK, including Mencap’s 
Yammer network of over 1000 people. 

The film is also hosted on Vimeo and has 
so far received 108 views. 

The film was screened at Glyndwr 
University to social work third year 
students, which led to the group 
recording a podcast about the film. 
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Stills from smart meter film created 
by TAPE Community Music and Film
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Conclusion

In this paper we have examined 
the scale of resource created in 
2016 by specific activities within 
Smart Energy GB’s partnerships 
programme. It’s clear that this 
activity has generated an important 
resource, elements of which continue 
to deliver valuable information and 
engagement to specific audiences 
today and into the future. We 
continually review what new 
partnership capacity may be required 
to respond to our insight and 
campaign needs.

Smart Energy GB’s regular campaign 
evaluation looks closely at the 
different audiences engaging with 
smart meters. We are able to identify 
quickly if a particular audience or 
community needs the additional 
support that our partnerships 
programme is able to provide. 
This paper has shown that the 
resource created by our work with 
partners has enabled us to provide 
reassurance and detailed information 
to many additional groups.

This paper shows that the value 
created through three important 
strands of our partnerships activity 
is reaching far beyond the period of 
initial investment. The legacy and 
depth of impact created by our work 
means that people will be able to 
access the information they need 
both now and into the future, helping 
to ensure that everyone in Great 
Britain is able to participate in the 
country’s smart energy revolution. 
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“One event that sticks out in my mind 
was a workshop we delivered in Croydon 

to an existing landlords group. One 
landlord who was present already had 

a smart meter in his home and was 
in the process of getting them for his 

properties. He was a great advocate for 
smart meters and it helped to generate a 
really engaged atmosphere at this event.” 

Andy Deacon,  
Director of Future Climate
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Methodology

a) active engagement: method

• reported partners’ reach from the end 
of year partnership report (MTM).  
Up weighted audiences for 2016 

• stakeholder reach via Policy & 
Comms team as reported internally 
via respective activity owner

b) available information: method

• included known or quoted web 
traffic to partners’ website, as 
reported in proposals or where 
publically available.  
E.g. Nation Union of Students – 
12m visits per year 

• for local/hyperlocal we have 
applied an average of 1000 
potential users per annum  

• small partners such as small 
grantee (local) have been given a 
conservative website capacity of 
1000 per annum. Sources for this 
calculation are:

• a1webstats.com/2015/04/30/
whats-a-good-level-of-monthly-
website-visitors (July 2017)

• feedback from community 
engagement and website 
specialists about small 
organisation’s web traffic

• for local councils that have created 
available resource capacity. 
Calculations have been based on 
population size of the borough 
with 70 per cent of the total 
population having a realistic 
potential to visit their local council 
website in a year  

 

• 70 per cent based on 2016 Office 
of National Statistics ‘Internet users 
in the UK’ (45.9m adult users out 
of total population of 65.6m) 

• ons.gov.uk/
businessindustryandtrade/
itandinternetindustry/bulletins/
internetusers/2016website useage 
statistic  

c) advisory capacity: method

• capacity calculated by reporting to 
champion and peer reach in 2016, 
then applying the NEA average of 
7 people advised per week 
 

• 296 champions, cascaded to 42 
colleagues & peers = 12,432 

• NEA average of 7 people advised = 
364 (p/a) 

• total capacity created from 2016 
training = 4,537,680

As a comparator/benchmark for the 
NEA average, calculations were used 
from Citizens Advice impact report 
2014/5:

• 2.5 m people helped annually / 
300 LCA = 8,300 (people given 
advice per year, per LCA) 

• average number of staff per LCA = 
22 = 377 people advised per year, 
per staff member

http://www.a1webstats.com/2015/04/30/whats-a-good-level-of-monthly-website-visitors/
http://www.a1webstats.com/2015/04/30/whats-a-good-level-of-monthly-website-visitors/
http://www.a1webstats.com/2015/04/30/whats-a-good-level-of-monthly-website-visitors/
http://ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2016website useage
http://ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2016website useage
http://ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2016website useage
http://ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2016website useage
http://ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2016website useage
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To find out more about smart meters please visit 
smartenergyGB.org


