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The way we all buy gas and electricity is changing for the
better. The Smart Energy GB mission is to inform and inspire
people living in every home in Great Britain about the positive
changes smart meters will bring, and to help the country
understand how they work and why they’ll benefit us. We
want to encourage everyone to welcome smart meters into
their homes and reduce their energy consumption – helping
everyone use and spend no more than they need to.
Maya Shankar, Senior Advisor for Social and Behavioral
Sciences to President Barack Obama, recently spoke at an
event hosted by Smart Energy GB. She reminded us that
the smart meter rollout in Great Britain offers a unique,
and enormous, opportunity to support consumers in taking
control of their energy, reducing their energy waste, and for
our country to lead the world in demonstrating that deep
and sustained changes in behaviour in energy are possible. I
believe that Maya Shankar’s appointment was yet another, very
welcome, sign of the increasing recognition that behavioural
science expertise is a vital component at the heart of quality
public policymaking and implementation, and so I very much
welcomed her reminder of the scale of the opportunity that
we have to grasp, and our responsibility to work as hard
as possible to overcome any challenges to realising this
opportunity.
We would like to thank the large number of experts who
have given up their time to discuss behavioural science best
practice and experience with us, and to help us shape our
understanding of the behaviour change model that can best
support the successful use of smart meters by consumers to
reduce their energy waste.

The views in this paper on our favoured approach, and on
potential interventions that could be trialled based on that
approach, are those of Smart Energy GB alone. But for
contributing to our thinking, giving us so much of their time
and patiently supporting us as we have conducted the analysis
and research that shaped this paper, we would particularly
like to thank the contribution of colleagues from Enervee, the
Helen Hamlyn Centre for Design, Public Health England and the
Behavioural Insights Team.
We at Smart Energy GB would like to work with others in the
energy industry and beyond to apply the lessons from the best
in behavioural science. We hope that this paper will help others
to be as excited about that chance as we are.
But, in the meantime, my first hope is that you will find the next
30 or so pages to be interesting and stimulating reading.

Sacha Deshmukh
Chief Executive
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Section 1
Learning from the best
and developing the right
theoretical framework for
behaviour change using
smart meters
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Chapter 1: Introduction

Smart Energy GB is the national
campaign for the smart meter rollout.
It’s our task to help everyone in Great
Britain understand smart meters,
the national rollout and how to use
their new meters to get their gas and
electricity under control.
Smart meters will replace the
traditional meters almost all of us still
currently have in our homes. They
will provide consumers with accurate
bills, near real time information on
energy usage in pounds and pence,
and greater control over gas and
electricity. The smart meter rollout
is an essential technology upgrade,
unprecedented in its scale, to improve
Great Britain’s energy infrastructure.
Millions of smart meters have already
been installed, and between now and
2020, every home as well as small
business across Scotland, England
and Wales will be offered a smart
meter by their energy supplier.
Smart Energy GB is just one body
within the group of organisations
that are working together to deliver
the British smart meter rollout.
As the national voice of the smart

meter rollout, we are speaking to
households across the three nations
of Great Britain. But we are by no
means the only organisation that
is communicating with consumers
during the rollout, nor the only
organisation that may wish to help
consumers to transform their control
over energy in a smart world.
That is why we are publishing this
paper, on the lessons that we believe
apply to Smart Energy GB but
also, more widely, from the best in
behavioural science practice. We
hope that we can help everyone
involved in the smart meter rollout
to see, and realise, just how big the
opportunity for sustained behaviour
change is and understand more
about the route to support that
change in being delivered.
As the voice of the smart meter
rollout, Smart Energy GB has a legal
responsibility not only for engaging
every household across Great Britain
to encourage the installation of
smart meters, but also to increase
the willingness of consumers in
every household to reduce their
energy waste1.

1
Smart Energy GB’s legal objectives (detailed in the Modifications to the Standard Conditions of Electricity & Gas Supply,
Electricity Distribution and Gas Transporter Licences) are to:

1.
2.
3.
4.
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Build consumer confidence in the installation of smart metering systems by gas and electricity suppliers.
Build consumer awareness and understanding of the use of smart metering systems (and the information
obtained through them).
Increase the willingness of energy consumers to use smart metering systems to change their behaviour so as to
enable them to reduce their consumption of energy.
Assist consumers with low incomes, or prepayment meters, or consumers who may encounter additional
barriers in being able to realise the benefits of smart metering systems due to their particular circumstances or
characteristics, to realise the benefits of smart metering systems while continuing to maintain an adequate level
of warmth and to meet their other energy needs.

Smart Energy GB was established
in 2013. In December of that year,
we published our first Consumer
engagement plan in support of the
smart meter rollout in Great Britain2.
That plan established the central
place that behavioural science holds
at the heart of Smart Energy GB’s
approach and the campaign that we
have developed and are executing, as
the voice of the smart meter rollout.
Since that time, Smart Energy GB
has delivered the first stages of
the national public engagement
campaign in support of the
foundation stage of the smart meter
rollout across the three nations of
Great Britain. That campaign has
successfully established strong
consumer understanding for the
need to modernise this key part of
our country’s (and every household’s)
energy infrastructure, as well as the
nature of the smart meter rollout as a
vital national project in which energy
suppliers, energy networks and other
key infrastructure providers, as well
as all energy consumers, need to play
a part to ensure success.
Success for the smart meter rollout
is not limited to engaging every
household in accepting and enabling
the installation of a new meter,
although that alone would still
constitute the most significant public
engagement campaign of recent
times in this country – we are, after
all, talking about reaching every
household across Great Britain.

What matters equally is the extent
to which consumers use their smart
meters to change their behaviour
in relation to energy, thus reducing
the amount of energy we all waste
and, among other benefits, reducing
the amount of harmful greenhouse
gases we, as a country, pump into
the atmosphere.
There are a number of different
points of potential intervention
that could be brought to play to
support smart meter usage. Readers
of this paper may well be familiar
with the concept of ‘downstream’
and ‘upstream’ changes3, where the
former are changes in behaviour
under the control of the individual
(the focus of this paper), whereas
the latter are typically under the
control of policymakers (e.g.
changing pricing rules, restricting
choice) and enforcing control on
individuals. The focus of this paper
on supporting consumers in their
individual ability to exercise control
reflects Smart Energy GB’s focus and
responsibilities, but this does not
preclude that other more upstream
interventions could also have value.
We are soon approaching the start
of the mass phase of the smart
meter rollout, which will, over
the next year and beyond, see a
significant increase in the number
of smart meter installations and,
therefore, the numbers of consumers
able to use smart meters to change
their energy behaviour.

It is the third of these objectives above that has driven the requirement for Smart Energy GB to consider the application of
behavioural science best practice in support of the smart meter rollout and so publish this paper.
Smart Meter Central Delivery Body, Engagement Plan for the Smart Meter Rollout, December 2013. This plan and updated
Consumer Engagement Plans that have been produced by Smart Energy GB are published on our website.
Professor Lorraine Whitmarsh, “The impact of environmental campaigns on behaviour”, speech at Smart Energy GB’s
Smarter Wales conference, 27 June 2016. Available at: https://www.youtube.com/watch?v=AOL9D-GSN1k
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Reflecting this, we have chosen
to publish this paper to set out
in greater detail the analysis we
have undertaken of behavioural
theories and their relevance to
the task facing all organisations
who have a responsibility to
support consumers in using their
smart meters to reduce waste.
In this paper we also look at the
lessons that we believe can be
learned from other examples of
good practice behaviour change
support, from the energy sector
and beyond, and how this could
actually be applied in some
potential tools and interventions
that we believe are worthy of
piloting4.

1.1 The smart meter journey and
the complementary roles for
Smart Energy GB and individual
energy suppliers

In order to properly balance
those roles, we considered those
expert views alongside research
with consumers.

In late 2013, Smart Energy GB
considered a number of expert
views on the balance of roles
for the national engagement
campaign for the smart meter
rollout (Smart Energy GB’s
responsibility) alongside that of
energy supplier communication
with an individual customer
to convert that individual and
to set up and deliver their
installation (the responsibility of
every energy supplier with their
individual customers).

The conclusions were then
expressed in diagrammatic form
in our Consumer engagement
plan (first published in December
2013, and updated annually
thereafter) and are set out in
figure 1 below:

Figure 1 The customer journey – the complementary roles of Smart Energy GB national
consumer engagement and energy supplier engagement with their own customers

Hearing about
smart meters

Making a
decision to say
yes to a smart
meter

Being
contacted about
installation and
setting it up

Having the
smart meter
installed

Predominantly Smart Energy GB
Energy suppliers (Smart Energy GB is not responsible for installation)
Smart Energy GB and energy suppliers

We understand that only
energy suppliers have individual
contractual relationships with
individual customers. They are
therefore uniquely placed to
provide some potential types

of support to consumers using
smart meters to reduce their
energy waste (for example
any types of support requiring
the use of the customer’s
individualised energy use data)5.

Notably see also DECC’s Policy Conclusions: Early Learning Project and Small - Scale Behaviour Trials, March 2015
Although it should also be noted that others may also be able to provide this form of support, with consumer consent, using
the potential offered by a consumer access device (CAD).
4
5
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Using and
benefiting from
the smart
meter

Smart Energy GB and energy
suppliers also have a number of
mutually entwined legal duties and
responsibilities to each other. Notably
in relation to their engagement
activities with their own customers,
these include a requirement on
energy suppliers to ensure that their
communication with their customers
is consistent with the activities of
Smart Energy GB. At the same time,
Smart Energy GB has a responsibility
to ensure that its activities do
not restrict, distort or prevent
competition in the energy industry.
The development of tools that
support consumers with smart
meters in better managing their
energy use has the potential to
become an area of active and
vibrant competition between energy
suppliers. Reflecting our legal
requirement to support competition,
Smart Energy GB would welcome
such developments, and hopes very
much that they emerge.
At the same time, Smart Energy GB
has a responsibility to fulfil our legal
duty to support behaviour change
by communicating principles of
best practice and its application
to supporting the reduction of
waste using smart meters to the
whole energy industry, as well as
demonstrating the potential value of
different types of interventions, from
which individual energy suppliers
can then learn and choose to use or
choose to develop further.
Great Britain’s smart meter rollout is
the most significant upgrade to our
country’s energy infrastructure for a
generation. Millions of smart meters
have already been installed.

However, with approximately 50
million more to go, we are still at an
early stage in the transformation
of household technology that is
unprecedented in its reach and
scale. The long-awaited and much
needed upgrade to the way that
more than 30 million households
and microbusinesses are supported
in buying and using energy provides
a unique opportunity, not only to
benefit consumers but also the
country as a whole and the future
health of our planet.
Smart meters, and in particular the
means by which the meter brings
energy use to life, such as via in-home
displays (IHDs), show the consumer
how much the gas and electricity
they’ve used has cost them, and
finally offer the potential to allow
people to ‘visualise the invisible’.
It is this potential that we believe
should form the backbone of any
future behaviour change strategy for
reducing household energy waste in
Great Britain.
As such, in the next sections of
this paper we describe our analysis
of learning from best practice
behavioural models, and so our
recommendation of the behavioural
model that should be considered
by anyone planning to develop
interventions and/or tools to support
consumers in using smart meters.
Towards the end of this paper, we
examine a number of potential
behaviour change interventions that
we believe are worthy of testing
to see if they provide exemplars of
the kind of tools that can best help
consumers in getting the most from
their smart meters.
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Chapter 2: Lessons from existing approaches
to behaviour change

2.1 Behaviour change in the energy
sector
Understanding human behaviour
and the choices we make (both in
private and socially) has long been
of great interest to psychologists,
marketers, and policymakers alike.
But tackling the task of changing
human behaviour is especially
charged in situations where there is a
careful balance to be struck between
individual autonomy and public good
and even controversy as to what is or
is not in the interests of community
and society as a whole.
This does not, of course, mean that
public bodies have shied away from
applying behavioural insights to
projects and policies. The success of
the Behavioural Insights Team in the
UK and the recent establishment of
the Social and Behavioral Science
Team in the United States, are
testament to the power of the
promise of thoughtful inquiry and
robust testing.
Improving sustainability through
consumer behaviour change in
the energy sector has been widely
investigated, and demand reduction
in particular remains high on the
agenda for academics, industry
professionals and the government6.

2.2 The invisible energy and the
potential for smart meters to make
energy visible
The energy sector is a low-interest
category, and has historically suffered
from low levels of trust7.
Many consumers report a feeling of
disengagement from their energy
supplier and the industry as a whole,
driven largely by both perceived
and experienced opaqueness:
communications are often difficult
to understand8 and, importantly, a
statement of energy use expressed
in kilowatt-hours (kWh) is very
difficult for any lay person to equate
to a concrete, and understandable,
amount of energy use9.
Without being able to see what
we’re using and spending, it is
almost impossible to take control
and change our consumption habits.
This lack of visibility not only makes
bringing about meaningful behaviour
change difficult, it can also result in
worrying trends among those who feel
particularly powerless. Stakeholders
have highlighted to Smart Energy GB
their concern that some consumers
with traditional meters choose to selfdisconnect, potentially jeopardising
their health and well-being, out of
fear of the unknown costs of energy,
and the terror of the upcoming and
unknown bill.

See, for example, Loughborough University’s LEEDR project, or the Centre for Sustainable Energy’s Big Energy Challenge or,
indeed, an example of media interest in the BBC’s Great Big Energy Saving Challenge conducted in 2013 in Stonehaven.
Edelman, 2016 Edelman Trust Barometer: United Kingdom, London, 2016.
8
Ipsos MORI, Ofgem Consumer First Panel Year 4, London, 2012, p. 27.
9
Ipsos MORI, Ofgem, p. 28.
6
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It is our strong conviction that
congruousness between behaviours
(energy use) and their financial
implication can serve as a catalyst for
change in both helping consumers
decrease their consumption, and
in providing those who are most
vulnerable with the transparency and
reassurance they need to be able to
safely heat and eat.
This potential has been at the heart
of government’s commitment to the
British smart meter rollout since its
first consideration as a policy, and
lies at the heart of why the ambitions
for the British smart meter rollout
are deeper than those of some other
smart meter rollouts in other countries.
There are many studies that support
this view of the potential for smart
meters to support behavioural change.
The European Environment Agency has
expressed its view that a combination
of direct and indirect feedback on
energy use is “most successful in
changing consumer behaviour and
achieving energy savings”10.
The European Smart Metering
Industry Group’s (ESMIG) report
concluded the key advantage of
the IHD over other feedback forms
as “the almost real-time aspect
which enables participants to link
their actions to their energy usage
practically in real-time”11.

Ofgem’s ‘Energy Demand Research
Project (EDRP)’ found that feedback
interventions involving smart meters
were successful “more frequently
and with larger percentage savings”12
- one more example of the growing
body of evidence confirming the
importance of feedback in reducing
energy consumption13.
Far from merely validating the
importance of the rollout and the
visible feedback hypothesis, the
aforementioned studies suggest
that the process of installing a smart
meter only marks the beginning of
the process of achieving sustainable
behaviour change.
Smart Energy GB regularly publishes
its own research with smart meter
users, notably that contained in our
twice-yearly tracking research into
national public attitudes to energy
called Smart energy outlook.
From the most recent wave of Smart
energy outlook, we know that even at
this early stage in the rollout, around
8.3 million adults in Great Britain live
in households that have a smart meter
installed or express an active interest
in getting one14.

10
European Environment Agency, Achieving energy efficiency through behaviour change: what does it take? EEA Technical
Report, Luxembourg, 2013, p.6.
11
J. Stromback, C. Dromacque, M.H. Yassin, The potential of smart meter enabled programs to increase energy and systems
efficiency: a mass pilot comparison, Helsinki: VaasaETT, 2011, pp. 15-16
12
AECOM, Energy Demand Research Project: Final Analysis, St Albans, 2011, p. 4.
13
See also Darby (2006) for an older, but seminal review of literature examining the impact of early feedback systems.
14
Smart Energy GB, Smart Energy Outlook February 2016, London, 2016, p. 11.
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This research also found that 80 per
cent of those who already have a
smart meter have taken at least one
step to change something about their
energy use15.
Nevertheless, we must be realistic.
Without the right tools and support
interventions to deepen engagement,
it is likely that some proportion of
consumers would develop some
fatigue with the energy data simply
made visible by the IHD.
In March 2015, DECC published its
report on the findings of small-scale
behaviour trials. That research found
that the most effective support
interventions appear to be those that:
• “increased the target audiences’
knowledge of ways to save
energy where this knowledge was
previously unknown”
• did this in a way “also associated
with an increase in the consumer’s
self-belief that actions/measures
were relevant and easy to
undertake”

While this research did not distinguish
the most impactful interventions in
terms of the effect of the behaviour
changes on eventual energy
consumption (as the trials on which
the research was based did not
measure this), it did helpfully provide
a view on a number of common
features and potential adaptions of
those features that could increase
the effectiveness of potential
interventions.
This research reflected the continuing
importance of information received
in advance of the installation to
supporting future successful use of
smart meters.
Up to two and a half years after
installation, 81 per cent of smartmetered consumers who were
surveyed, recalled receiving some
form of message prior to installation.
Just under half of them recalled
receiving material around the IHD
and a similar proportion remembered
being sent material explaining how a
smart meter works17.

• did this “where certain specific
motivational devices (prompts
and free practical aids) also
aided change”16

Smart Energy GB, Smart Energy Outlook, p. 6.
R. Pocock, J. Harper, D. Chong Ping, J. Jesson, DECC Smart Meter Small-scale Behaviour Trials Synthesis Report 6.0, London:
Department of Energy & Climate Change, 2015, pp. 58-59.
16
Ipsos MORI, Smart Metering Early Learning Project: Consumer survey and qualitative research, London: Department of Energy
& Climate Change, 2015, pp. 32-3.
14
15
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The final conclusions of this research
were:
• “community-based consumer
engagement interventions are
deliverable and can make a
difference”
• “the behaviour change logic
model (drivers produce desired
behaviour change) and levers
appear to work”
• “behaviour change frameworks
(MINDSPACE and the COI
behaviour change framework) are
useful for designing the communitybased interventions but should not
be applied too restrictively”
• “there needs to be a real-world
test using smart meters and
evaluated using quantitative
energy consumption data (direct
and indirect feedback)”
• “partnerships and established
community relationships are a precondition of the most successful
community engagement work”
• “there are merits in targeting
the intervention on consumers
within communities where there
are most likely to be readily
tangible benefits arising from
energy behaviour change –
where the perceived benefit
is important, evident and
achievable to consumers”18
This research, and a range of
stakeholder views communicated to
Smart Energy GB, have recognised the
importance of the installation moment,
and the face-to-face interaction made
possible when a smart meter installer
is actually present in the home, as a
moment at which a significant impact
could be made on consumer attitudes
and intentions. Building on the
18

conclusions of this research, DECC
has produced a number of examples
of the potential content of materials
that could be used as leaflets
provided to consumers at the time of
installation. Energy suppliers already
provide some materials to consumers
at the time of installation; their
learning from the findings of DECC’s
research and using their example
materials to enhance their offer in this
area could be invaluable.
However, it is also important to
recognise that the economics of
the smart meter rollout depend on
installers being able to complete a
number of installations per day and
that there is a limit to the amount
of time that installers could spend
advising customers at the time of
installation (and indeed a limit to
the range of materials that installers
could practically carry to installations,
alongside the smart meters and
technical equipment that they require
to complete the installation itself).
The balance to be struck is therefore
to understand how advice at the
point of installation can be delivered
as efficiently and effectively as
possible, and which behaviour change
support interventions could have
the greatest potential impact, and
at what point and through which
method those interventions could be
delivered most efficiently.
But before considering the
development of potential specific
interventions, it is important to
be clear which behaviour change
model or models have the greatest
relevance in relation to the changes
sought in this area, and thus the
approach to delivering behavioural
interventions that we believe should
drive the development of any specific
interventions to support consumers
using smart meters.

Pocock et al, p. 60.
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Chapter 3: Behaviour change models and the
smart meter rollout

We have examined a number of
existing behaviour change models
and considered their applicability
against the task of supporting
consumers in reducing household
energy waste by installing and then
using their smart meter.
In more recent years there has been a
shift away from traditional economic
models of human behaviour for a
number of reasons.
Models are concepts, presenting
factors that influence behaviour. They
may not in themselves explain why
people behave the way they do.
Therefore, we concluded there was
a need to learn from the best, but
also considered on the way this
could be applied to reflect the broad
categories of human behaviour and
the complex consumer journeys
inherent in a project of the scale of
the British smart meter rollout.

3.1 Examining existing behaviour
change models
With smart meters potentially
able to help change behaviour in
households across Great Britain, but
with varying attitudes to the energy
market and energy use within such
a wide range of households, we
needed to identify models that
were particularly strong in reflecting
audience identification and its
impact on behaviour change levers.
We first examined the COM-B model
developed by Michie, van Stralen, and
West19. The COM-B model “allows
us to understand behaviour in the
context in which it occurs”20 thereby
enabling a determination of what
needs to change.
This model describes behaviour
as the output of an interacting
system involving three components
– capability, opportunity and
motivation. Capability refers both
to physical capability as well as
psychological capability and/or skills.
Opportunity can refer to physical
opportunity, environmental influences
such as availability of time, resources
or the presence of physical barriers,
and/or the social opportunity
afforded or influenced by social cues
and cultural norms.

19
S. Michie, M.M. van Stralen, R. West, “The behaviour change wheel: A new method for characterising and designing behaviour
change interventions”, Implementation Science 6:42, published online 2011. Available at http://doi.org/10.1186/1748-5908-6-42
20
S. Michie, L. Atkins and R. West, The Behaviour Change Wheel: A guide to designing interventions, Sutton: Silverback
Publishing, 2014, p. 59.
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Motivation can refer to conscious motivation, planning or evaluated beliefs
and/or more automatic or unconscious wants, needs or impulses. Changing
behaviour requires one or more of these components to be changed “in such
a way as to put the system into a new configuration and minimize the risk of
it reverting”21.
Figure 2 COM-B model22

Capability

Motivation

Behaviour

Opportunity

COM-B is the starting point for
thinking systematically about what
the barriers and enablers of a
specific behaviour actually are. This
approach looks at existing barriers
and enablers but also at what it
would take to change the behaviour
to what we want it to be. It is a great
prompt to consider the full range of
individual and environmental options
that exist and how these could be
influenced by mechanisms of change.
Applying a COM-B analysis to the
smart meter rollout, essentially
understanding the target
audience and their mindset(s) and
motivation(s), presents a unique
challenge; considering the target
audience for this particular behaviour
change policy is potentially every
home in Great Britain.

21
22

Any approach will need to address the
intricacies of energy-related decisionmaking in everyday life – recognising
the fact that households use energy in
many very different ways.
Any behavioural model would need
to reflect not only what influences
consumers’ behaviour, but also when,
where, how and why these influences
occur; and be able to do this for an
audience group that is both very
diverse and very large.

Michie et al., A guide, p. 11.
Michie et al., A guide, p. 62.
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3.2 Limitations in the COM-B model
and lessons from other models
While the COM-B analysis can
provide a clearer picture of a target
audience’s behaviour, it does not
necessarily help see the full picture.
We believe that is largely because
COM-B is predominantly based on
rational choice theory of behaviour,
i.e. it assumes that if people have
the capability, opportunity and
motivation to behave in a certain way,
they will; but, due to the irrational
nature of much human behaviour and
the existence of biases, we may not.
The next stage of our examination
of theoretical best practice explored
the predictable tendencies in our
behaviour that appear to flout the
rational choice theory and provided
the understanding required to come
up with nuanced interventions.
Rational choice theory views humans
as behaving “in such a way as to
maximise the expected benefits to
[themselves] (as individuals) from
[their] actions”23.

The energy sector engaged with
the rational choice model of
behaviour in the 1970s and 1980s,
where information campaigns and
workshops formed the core tenets of
energy conservation interventions24.
The theory stated that if energy
consumers were better informed
about the costs and benefits of their
behaviours, they would necessarily
make more ‘rational’ energy choices.
At face value, the rational choice
model appears particularly flawed
in the historic quest for reduction
in energy consumption; after all,
no rational choice can be made
where the relevant information is
unavailable (as was the case in a
world before smart meters).
Moreover, there is a strong body
of evidence that states that where
the impact of people’s actions is
distanced in either time or space,
the prospect of an informed choice
becomes unrealistic, and an often
unconscious habit takes precedence25.

23
T. Jackson, Motivating Sustainable Consumption: a review of evidence on consumer behaviour and behavioural change,
Guildford: Centre for Environmental Strategy, 2005, p. 29.
24
M. Martiskainen, J. Ellis, The role of smart meters in encouraging behavioural change – prospects for the UK, Brighton: Sussex
Energy Group, 2009, p. 9.
25
Jackson, pp. 35-6.
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Additionally, cognitive abilities are
limited, and deliberate action may
be affected when active deliberation
is sidelined by mental shortcuts26.
These heuristics and biases form the
basis of the popular Dual Process
Theory (DPT) which views people
as utilising two distinct minds for
two different kinds of thinking and
decision-making: the automatic
system (intuition27 or System 128) and
the reflective system (reasoning29 or
System 230).
The consequences of discounting
and biases in the environmental
context can be worrying on a global
scale (see Carson and Tran for a
psycho-economical analysis of longterm issues such as climate change)31,
but also are relevant in shaping our
thinking about the individual-level
behaviour change we hope smart
meters enable.

The difficulty of overcoming habitual
behaviour, “even when the new
behaviour carries substantial benefits
to the individual concerned”32, serves
as a warning that there is a risk of
failure to see desired behaviour
change occur if we do not find ways
to make the appeal of new behaviour
cut-through.
The table below outlines the most
relevant biases we believe need to be
remembered in any consideration of
successful smart meter usage33.

Jackson, p. 36.
D. Kahneman, “A perspective on judgment and choice: Mapping bounded rationality”, American Psychologist, Vol. 58, Sep
2003, pp. 697-720.
28
K. E. Stanovich, R. F. West, “Individual differences in reasoning: Implications for the rationality debate?”, Behavioral and Brain
Sciences, Vol. 23, 2000, pp. 645-726.
29
Kahneman.
30
Stanovich and West.
31
R.T. Carson, B.R. Tran, “Discounting Behavior and Environmental Decisions”, Journal of Neuroscience, Psychology, and
Economics, Vol. 2, No. 2, 2009, pp. 112-130.
32
Jackson, pp. 36-7, emphasis his.
33
This breakdown draws on Fredriks et al (2015) and Lockton (2012), both invaluable in validating the applicability of these
biases to the energy industry, and the smart meter rollout in particular.
26
27
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Figure 3 Biases and heuristics
Biases and heuristics

What this means (problem)

What this means for
potential interventions
to support use of smart
meters (opportunity)

Status quo bias (inertia)

People avoid decisionmaking and tend to stick to
the default option chosen
for us.

It is important to
appear to take away the
burden of weighing up
a decision’s costs and
benefits, and make strong,
specific and actionable
recommendations.

Loss aversion

People perceive the pain of
loss as disproportionately
greater than the pleasure
of gain.

It could be important
to frame the benefit of
implementing a behaviour
also in terms of the loss
of not implementing the
behaviour.

Sunk cost effect

People tend to persist on
a course of action once
they have invested some
effort into it to avoid
‘wasting’ resource that is
unrecoverable.

It may be important to
encourage consumers to
make some commitment
or pledge to formally mark,
and remind themselves of,
their investment in smart
meter-enabled behaviour
change. The installation
moment already involves
some commitment on the
part of the consumer (e.g.
taking time off work), and so
it should be considered how
best to make this moment
motivational rather than
purely functional.

Discounting

People tend to discount
the value of future
benefits in comparison to
immediate gains.

It should be considered
how valuable it may be to
increase the perceived value
of a future benefit enabled
by current behaviour by
supplementing it with shortterm reward(s). Alternatively,
the future benefit can be
framed in a way that makes
it more powerful (e.g. using
affect
or ego).
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Biases and heuristics

What this means (problem)

What this means for
potential interventions
to support use of smart
meters (opportunity)

Availability/recency bias

People tend to act on
information that is available,
and that they can recall
more readily.

It may be important to
attempt to make relevant
messages more salient and
ultimately memorable.

Satisficing

People tend to spend only
enough effort needed to
achieve a satisfactory, rather
than an optimal, result.

It may be important
to frame behavioural
recommendations as simple
and easy, to encourage
people to settle for better
without feeling it would
require an unwanted
extra effort. An alternate
approach might be to
attempt to shift the meaning
of what is considered
satisfactory.

Adherence to social norms

People tend to follow the
behaviour of others and
conform to expectations
deemed ‘normal’.

Smart meters and
responsible energy
behaviour will have to
become ‘socially approved’.

Trust

People assess the credibility
of a source of information
when conducting individual
cost-benefit analyses.

Careful consideration will
need to be given to the
extent to which messages
and support for reducing
energy will be trusted if
delivered by the company/
brand that consumers
associate with wanting to
sell them more energy. It
may be important for such
brands to demonstrate that
they have the endorsement
of more trusted organisations
for this work.
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3.3 MINDSPACE
Taking into account the potential problems and more importantly the
potential opportunities set out in the table above we were excited to
consider a behavioural framework with a strong pedigree of application
to major behavioural change goals, in Great Britain and worldwide.
The MINDSPACE framework was published by the Institute of Government
(as part of a joint commission from the Cabinet Office) in 2010.
MINDSPACE itself (as has been acknowledged by its authors) built on
previous research and reports on human behaviour, but importantly was
developed in the context of application to mass public policy behaviour
change goals.
MINDSPACE is a mnemonic, representing the major elements within
the framework (and allowing those elements to be easily understood
and remembered):
Figure 4 The MINDSPACE framework34
Messenger

People are heavily influenced by who communicates information

Incentives

People’s responses to incentives are shaped by predictable mental
shortcuts such as strongly avoiding losses

Norms

People are strongly influenced by what others do

Defaults

People ‘go with the flow’ of preset options

Salience

People’s attention is drawn to what is novel and seems relevant

Priming

People’s acts are often influenced by subconscious cues

Affect

People’s emotional associations can powerfully shape their actions

Commitments

People seek to be consistent with their public promises and
reciprocate acts

Ego

People act in ways that make them feel better about themselves

P. Dolan, M. Hallsworth, D. Halpern, D. King, I. Vlaev, MINDSPACE: Influencing behaviour through public policy, London:
Institute for Government & the Cabinet Office, 2010, p.8.

34
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The authors of MINDSPACE have
modestly acknowledged that some
academic purists may be troubled
that this framework contains two
different kinds of effects, some
that are processes or views within
people’s minds, as well as some
effects that refer to the environment
in which people live.
However, we believe that this
combination only adds to the value
of MINDSPACE as a framework for
considering sophisticated policy
goals and audiences with as complex
a mixture of needs and motivations
as those found in the population of
Great Britain.
We also considered the record of
MINDSPACE in application, and in
particular its balance as a model
which is not over-deterministic in
the direction it sets for potential
application, but from which there
is genuinely a strong track record
of tools and interventions being
developed.
As a result, we believe that
MINDSPACE provides the most
valuable theoretical framework from
which to consider the interventions
that can best support consumers in
successfully using their smart meters
to reduce energy waste. In the next
section we describe the process that
we recommend is used to practically
apply the MINDSPACE elements for
this aim.
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Chapter 4: The SMART approach to
applying MINDSPACE

Building on our enthusiasm for
MINDSPACE as a theoretical model,
we worked with experts to define one
intervention development journey
with a set of interlinked and coherent
steps that are rooted in MINDSPACE.
As a result we have therefore
developed the SMART approach to
applying the MINDSPACE model,
which we believe can help all
organisations who are considering
what tools or interventions might
best support consumers in using
smart meters to reduce their energy
waste, to move from theoretical
consideration to the development
and testing of potential interventions.
It begins with setting the scene using
the COM-B model, and considering
the task within the current landscape,
for both the progress of the
smart meter rollout, but also how
smart meter usage behavioural
campaigning has to work alongside
any other interventions targeting
households on their energy use (and
indeed any other element of their
day-to-day lifestyle).
We then think that there is a lesson
from the COM-B model that can
help to frame the next step, which
is to map customer journeys and
attitudes. The overall smart meter
customer journey was described in
chapter 1 of this paper. However, a
more detailed analysis indicates the
specific intervention touchpoints
that may have the greatest potential
(and helps to identify those that
may seem to have potential, but
would be practically or economically
difficult to use). This identification
of intervention opportunities needs
to be based in part on looking at
existing capacity, and its strengths
and gaps.

18

It is then important, as we did above
in chapter 3 of this paper, to account
for biases.
Having by this point created a strong
theoretical analysis which should
direct potential behaviour change
intervention/tool choices, it is then
important to use research to either
validate or challenge the analysis to
date and to help test relevance (thus
start sorting the wheat from the
chaff) of what could be a wide range
of different directions for practical
interventions/tools.
Finally, the design of tools and
techniques that deliver the practical
application of the MINDSPACE
framework is possible. However, it is
worth noting that even at this stage
we would recommend piloting/
testing of these practical applications
in order to test their efficacy and the
efficiency of their delivery before
being scaled up for mass delivery.

Applying this approach, the earlier chapters of this paper indicate how
we have addressed the ‘S’, ‘M’ and ‘A’ elements of the SMART approach to
applying MINDSPACE. In the next section of this paper we go on to describe
the findings of new research (the ‘R’) that we have undertaken, and then
explain some potential interventions/tools that we would be keen to work
with others to test (the ‘T’).

Figure 5 The SMART approach to applying MINDSPACE
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Section 2
The findings of
new research and
proposals for potential
interventions/tools
for testing

24
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Chapter 5: The findings of new research

To test our analysis of theoretical
approaches and their application
to the motivations and needs of
different consumers with different
lifestyles and thus variations on the
model of the customer journey, we
commissioned new research.
This research was both qualitative
and quantitative.
The qualitative research was intended
to validate and challenge hypotheses
around the smart meter journey,
exploring the anticipated level of
engagement and expectations,
challenges and further opportunities
for behaviour change. The
quantitative study then supported
this further by looking at particular
ways in which smart meters could
help to change behaviour.

5.1 Qualitative research
methodology
In November 2015, 32 smart meter
users were recruited to complete a
five-day online blog, while 32 nonsmart meter users completed a
two-day blog; these recruits were
geographically dispersed.
Using a blog provided the ideal
platform to explore consumers’
experiences, giving participants the
space and time to reflect and detail
their experiences, perceptions and
behaviours related to energy in
general and smart meters in particular.
For those who did not have a smart
meter already installed, the focus of
their blogs was predominantly on
their understanding of, and hopes for,
what smart meters could deliver for
them. We also took the opportunity
to probe around other initiatives that
have encouraged behaviour change
in their lives and understand their
thoughts and reactions.
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5.2 Quantitative research
methodology
The quantitative study surveyed
2,338 respondents between
November and December 2015. The
sample was segmented based on
both knowledge and ownership of
smart meters.

5.3 Research findings
The qualitative research validated
hypotheses on the challenges and
motivations different consumers
would face at different stages of
the smart meter journey. It provided
valuable insight as to the type of
support consumers would respond
positively towards. A summary of the
key findings is provided below.

Figure 6 Qualitative research findings

1. Awareness

2. PreInstallation

3. Installation

4. Installation
change

5. Long term
change

Vague understanding
- no clear benefits

Investigating whether
‘right for me’

Curious to learn how
smart meters work for me

Keen to understand what
to do to save money

Desire to maintain
results

Provide clear
information on
usage benefits
which is easy to
understand and
personally relevant
Make it easy for
consumer to engage
and ideally tap into
existing behaviours
with no extra hassle
Trigger installation
and get consumers
into conducive
mindset for
long-term
behaviour change
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Provide practical
tools so people
understand how their
smart meter works
Help consumer get
the most out of face
to face interaction
with an installer
since the installer
can maximise the
opportunity for
behaviour change
Tools need to be
easy to use and
consider delivery in
both/either digital
and physical formats
to meet different
audience needs

Provide greater
clarity on personal
energy usage through
engaging and easy to
understand graphics
Help consumers
benchmark against
similar people and
provide tangible
feedback
Maintain
engagement through
more advanced and
personalised hints
and tips

Further important findings from the
qualitative research included:
• the key benefits – i.e. convenience,
control, ability to save money and the
fact that installation is free – were all
reinforced as key factors that frame
installation in a positive way
• perceived ‘hassle’, on the other
hand, was confirmed as a major
barrier to engagement and
installation. This
ranges from a sense that engaging
with energy suppliers is inherently
a hassle, to a fear of hassle
involved in booking appointments
with energy suppliers and
the service felt to typically be
received from energy suppliers
to a perception that there is a
hassle involved in ‘good’ energy
behaviour (such as switching)
• the installer – confirmed as an
influential touchpoint, as previously
mentioned, and can have a very
positive impact on consumers’
overall engagement and longerterm commitment. In this (albeit
small) group, those who had a
particularly positive and informative
experience with their installer got
more out of their smart meter and
changed more behaviours

• reflecting other studies – some
consumers who initially went into
an eager ‘fact-finding’ mode of first
receiving their smart meter, did not
necessarily habituate this behaviour.
However, those consumers who
found a way to build more regular
monitoring comfortably into their
day-to-day life found the smart
meter more useful in sustaining a
change in behaviour35
• meeting expectations – while
undoubtedly some consumers
are enthusiastic about their smart
meter experience, we found that
expectations are not always met.
It is important to help those who
might struggle to understand
what they could do beyond the
obvious or how to track the
impact of changes they had made
• highlighting that consumers should
not be overloaded with information
at any stage. It is helpful to drip
feed or ‘chunk’ information for
people, as found in other studies36.
They need time to take advice and
apply it to their own lives before
they are open to additional hints
and tips, which in turn should
promote a more sustained longerterm behaviour change

S. Darby, C. Liddell, D. Hills, D. Drabble, Smart Metering Early Learning Project: Synthesis report, London: Department of
Energy & Climate Change, 2015, pp. 71-72.
F. Gobet, P.C.R. Lane, S. Croker, P.C-H. Cheng, G. Jones, I. Oliver, J.M. Pine, “Chunking mechanisms in human learning” Trends
in Cognitive Sciences, vol. 5, no. 6, 2001, pp. 236-243.
35

36
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Key findings from the quantitative
research include that:
• as found in other studies cited
earlier in this paper, irrespective
of smart meter knowledge, people
claim already to be taking some
steps to use less energy and
expect that they will take more
actions in the future. For those yet
to get a smart meter there is
a desire to find out ways to use
less energy
• monitoring energy usage is
critical in facilitating further
energy-saving actions. Those who
currently monitor energy usage
(notably those helped to do this
by their smart meter) typically
undertake twice as many energysaving actions compared to those
who do not
• making simple changes around
the home are most likely to
become habitual behaviours
• within the sample, those who had
smart meters for more than six
months were notably more likely
to have considered or sought out
products that use less energy (or
even considered or managed to
replace some of the most energyhungry products in their home)
We used these findings to help
direct a consideration of potential
interventions/tools that we believe may
have value and be worthy of piloting.
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Chapter 6: Examples of potential
interventions/tools for testing

The first stage in our consideration
of potential interventions based on
this research involved our seeking
the input of representatives from
Enervee, the Helen Hamlyn Centre
for Design, research agency Hall &
Partners, the Behavioural Insights
Team, Public Health England and
creative agency AMV BBDO.
Using example customer journeys
for a number of different audience
segments, and considering the
barriers and opportunities each of
those highlighted, this group helped
us to identify appropriate behaviour
change techniques to employ, and
potential behavioural change support
tools or interventions. Ideas were
considered across a broad variety of
categories including:
• assets to support suppliers in
engagement with their consumers,
during and after an installation
• use of media partnerships
• advertising
• marketing partnerships
• merchandise
• experiential

Working with us, the group were
particularly keen to consider
interventions or tools that might offer
the greatest potential for long-term
sustainable behaviour change. But they
also reminded us that it is important
to explore opportunities to secure
behaviour change as early as possible.
The group’s input helped us to
outline some important development
principles against which to develop
and evaluate interventions.
1.

Nudging – interventions that can
do what broader, mainstream
marketing cannot, to nudge
people on an individual basis to
change their energy habits.

2. Habit-forming – interventions
should promote habitual
behaviours that become natural
and ingrained (as opposed to
one-off choices).
3. Long-term and sustainable – the
more stages of the customer
journey the intervention can
influence and be sustained over,
the better it is.
4. Value for money – the impact of
the intervention is proportionate
to the likely costs of its
implementation.
This resulted in the creation
of a ‘long list’ of more than 50
interventions to take forward to
the next phase of consideration.
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6.1 Further research to assess
potential tools/interventions
Before being taken to research
with consumers, the ‘long list’ of
intervention concepts was reviewed
in internal workshops against a range
of parameters including:
• cost-effectiveness
• likely appeal
• potential impact on behaviour and
fit with the legally defined balance
of roles between Smart Energy GB
and energy suppliers
These were then reviewed again
against the development principles
and shortlisted to 23 concepts.
These were further worked up and
visualised as creative concepts, a
selection of which are outlined on the
following page.
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Figure 7 Examples of visualisation of a selection of shortlisted creative concepts
Commitment

Incentive

You’ll be encouraged to spread
the word about your positive
smart meter installation, ideally
through Facebook, LinkedIn
or other social networks. You’ll
receive special offers, discounts
and rewards when you encourage
5 friends to sign up. When all
have smart meters installed
your group of friends can then
maintain an online community
sharing tips and savings and
working towards goals for which
you will all be rewarded.

Every consumer that has a
smart meter installed is instantly
entered into a prize draw.

Ego

Priming

Use of certain devices and
particular energy habits result in
significantly higher energy bills.

Having your smart meter
installed is the perfect
opportunity to get all the
information you need to get the
most from your smart meter. But
there is a lot to find out.

Tell your friends

What have you got to lose?

A series of communications
is produced that points out
the types of behaviours that
contribute most to excess energy
consumption and the devices
that waste the most money.
They are easy fixes – what have
you got to lose?

Messenger

Smarter meter school
programme
Once a term there is dedicated
school time where children learn
about the importance of smart
meters and conserving energy
through specially designed
resources.
They will be given a take home
pack of practical hints and tips
to encourage them to put what
they’ve learnt into practice at
home and get the rest of the
family involved.

Smart rewards

In addition, post-installation,
specific activities such as using
the in-home display and reducing
energy usage by a certain level
increase the number of times you
are entered into the draw.
Draws are made monthly/quarterly
with prizes presented.

Installation Checklist

This handy installation checklist
will ensure you know just the
right questions to ask. And give
you confidence that you know
what you need to know.

Salience

Smart like me
We all like to have some
reassurance that we are making
the right choices across all
aspects of our life. The ‘Smart
like me’ programme aims to
provide that reassurance.
You can access a series of charts
and graphs online that allow
you to benchmark your energy
usage and your level of savings
against ‘people like you’ who live
in similar areas or a similar type
of house.
You can also see the typical
seasonal impact on your bills and
explore the kind of energy saving
tips that work best for people
like you.
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We then brought together consumer
focus groups to examine these 23
concepts, to enable prioritisation of
those interventions/tools that were
most worthy of further development.
6.2 Focus group findings
The focus groups (which involved the
same individuals who had participated
in the first phase of qualitative
research described in section 5.1 of
this paper) aimed to test reactions to
the 23 shortlisted behaviour change
intervention/tool ideas.
The structure of the sessions allowed
exploration of the specific ideas,
while still leaving space for fresh and
challenging ideas to emerge.
Participants were shown the range
of intervention ideas, and feedback
was sought on how impactful each
idea was likely to be. The assumption
was that completing the online task
sensitised participants to the key
issues, and ensured they were better
positioned to qualify ideas that would
push them towards adoption and/or
change their energy behaviour.
The group dynamic provided a
fertile and productive atmosphere to
explore the stimulus more objectively.
The groups also considered what
brand/delivery mechanisms might
make consumers most receptive
to the tool or intervention (e.g.
individual energy suppliers, Smart
Energy GB, a combination of the
two, or another external party) and
the most appropriate channels,
language and tone of voice needed
to maximise effectiveness.
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Comparing and contrasting the
different perspectives from the
members of the focus groups who
were smart meter users and those
who did not yet have their smart
meters, allowed us to get two points
of view when it came to evaluating
the ideas.
Across the board, consumers
responded positively to interventions
as bringing greater clarity to energy
usage and the impact of changes
in behaviour. They fed back that
ideally interventions should tap
into existing behaviours and avoid
creating additional effort. It was
also clear that more personalised
feedback and advice would help to
maintain behaviour change but again
the groups stressed that it must be
achieved with low effort.
The appeal of ideas was broadly
consistent across different audiences
but it was clear that some groups
might be more receptive and others
more difficult to engage at some
stages than others.
Perhaps, unsurprisingly, the older and
more risk averse audience groups
were relatively more likely to find
digital ideas less appealing but this
was not a defining characteristic;
with a number of these segments
highly engaged with potential digital
interventions.
A number of the interventions
focused on engaging children within
the household and, unsurprisingly,
the appeal of these was broadly
determined by whether the
participant had children of the
appropriate age at home.

In terms of who was best placed
to deliver the intervention, energy
suppliers, external partners and
Smart Energy GB were explored as
potential options. It was important
to sense check whether the body
behind delivery would impact
the effectiveness of a particular
intervention, and so some ideas
around the installation process were
deemed more suitable coming from
the energy supplier (or an energy
supplier in partnership with a more
trusted third party) with whom
the consumers have a contractual
customer relationship.
Also a number of ideas relating to
bills also felt more natural coming
from the energy suppliers.
However, many of the ideas focusing
on longer-term behaviour change,
saving energy and therefore money,
were deemed to be more credible
if, in the consumers’ eyes, they were
delivered by, or with the strong brand
endorsement of, an independent body.
The key objective of this stage of
research was to identify a selection
of behaviour change intervention
ideas that could be worthwhile to
pilot and test for broader rollout. The
culmination of this stage of research
resulted in a shortlist of nine ideas.

6.3 Further consideration that
refined the list of tools/interventions
worthy of pilots/testing
The insight from the focus groups
was extremely valuable in identifying
nine potential tools/interventions.
We then considered all nine of these
potential interventions/tools against
a number of criteria including:
• claimed and expected popularity/
engagement (based on a more
detailed analysis of the consumer
research and an examination of
similar interventions in other areas)
• the likelihood to achieve longterm behaviour change (based
on a more detailed analysis
of the consumer research
and an examination of similar
interventions in other areas)
• who would need to be involved
in the intervention for it to be
delivered and the likely practicality
of involving any partners in a trial
• the scale required for robust testing
This allowed us to focus on
three theme areas for potential
development and progress to a
potential stage of piloting and testing
in the field for value and efficacy.
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Theme 1: Out of the box
This theme is based on the insight that a consumer, who has a positive
installation experience, is more likely to use their smart meter and continue to
modify their energy usage and behaviour in the future. The idea focuses on
being excited about and feeling some commitment to the point of installation
as the crucial touchpoint for triggering the formation of new habits,
and is based on the following intervention ideas tested in the consumer
research; Installation checklist and Get ready for a smart future. We have
also considered example factsheet materials recently produced by DECC to
support installation communications, to ensure that this idea complements
rather than repeats/substitutes for those materials.

Get ready for a smart future priming

Figure 8 Out of the box

When for
you aagree
to the
installation
of
Get ready
smart
future
a smart meter you receive a teaser
priming
package a few days before the
Whenscheduled
you agree to
the installation
of a smart
installation.
The package
meter you receive a teaser package a few days
contains lots of interesting and
before the scheduled installation. The package
exciting
content
howcontent
to get about
the
contains
interesting
andabout
exciting
most
out
of
your
smart
meter,
a
few
how to get the most out of your smart meter, a
few key
energy
saving
ideas
to get
youyou
started
key
energy
saving
ideas
to get
and support
for
getting
the
rest
of
the
household
started and support for getting the
involved in saving energy; alongside some
rest of the household involved in
motivational incentives.
saving energy.
What’s more it also includes a
selection of offers, discounts and free
gifts.
Installation Checklist priming
Having your smart meter installed is the perfect
opportunity to get the information you need to get
the most from your smart meter. But there is a lot
to find out.
This handy installation checklist will ensure you
know just the right questions to ask. And give you
confidence that you know what you need to know.
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Theme 2: Companion
This theme is based on the learning that consumers are looking for tangible
feedback about their energy consumption. It draws on the lever of social
norming by exploring different benchmarking options throughout the
customer journey.
Figure 9 Companion

Smart like me salience
We all like to have some reassurance that we are
making the right choices across all aspects of
our life. The ‘Smart like me’ tool aims to provide
that reassurance.
You can access a series of charts and graphs
online that allow you to benchmark your energy
usage and your level of savings against ‘people
like you’ who live in similar areas or a similar type
of house.
You can also see the typical seasonal impact on
your bills and explore the kind of energy saving
tips that work best for people like you.
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Theme 3: Looking to the future
This theme recognises the need to support long-term interest, in particular for
those who may lack the knowledge to implement further changes.
Figure 10. Looking to the future

Beyond smart meters incentives
Being more energy efficient and saving money isn’t
just down to switching off the lights. Every month
you’ll get an update/email/newsletter sharing
detailed, personalised and useful energy saving
ideas based on your individual circumstances and
what we know and understand about the way you
use energy.
You’ll also get first sight of the latest in energy
saving products that can lead to greater savings
longer term.
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Chapter 7: Conclusion and an invitation to energy
suppliers to work with Smart Energy GB on trials

We hope that the analysis of
behavioural science theory, our
recommendation of the behavioural
science model that could best tap
the smart meter opportunity, and
our SMART process for applying that
MINDSPACE model will be valuable
to any organisations considering how
they can support consumers in using
their smart meters to better manage
their energy use.
We have already, and will continue
to, reflect behavioural science best
practice in all elements of
our campaign.
By their nature, many of the
potential interventions or tools
to support use of smart meters
that could be developed from this
framework, could only be delivered
by individual energy suppliers, or
by an independent organisation
(whether Smart Energy GB or anyone
else) working with individual energy
suppliers to add impact to what
those suppliers could achieve on their
own. While Smart Energy GB playing
a role in their development might
best maximise efficiency and quality,
the participation of energy suppliers
would be necessary for any further
piloting of these ideas (let alone their
delivery on a larger scale).
Reflecting our role in supporting
the development of best practice,
beyond the publication of this paper,

Smart Energy GB would welcome
any individual energy supplier or
group of energy suppliers who
want to work with us to support
taking these ideas from the phase
of research to date to prototyping
and piloting. We also welcome that
in its recent guidance to energy
suppliers, Ofgem has made clear that
it believes that the area of providing
support for consumers to help them
lower bills, live in a more comfortable
home and contribute to reducing
the country’s carbon emissions, is an
area in which the spreading of best
practice among energy suppliers is to
be encouraged37.
Between publication of this paper
and the end of this year we will
discuss with energy suppliers
whether any would like to work
with us in this way. Based on the
feedback that we receive, we will
either progress with the development
of such pilot(s), or would have to
assess what potential best practice
interventions might still have value
(and be practically possible) if
delivered by Smart Energy GB itself
or by ourselves and another partner.
We are passionate about the
potential of the smart meter rollout
to facilitate behaviour change
on a scale and impact that is
unprecedented. We look forward
to continuing to deliver our part in
making that change a reality.

37
Ofgem, Guidance note on cooperation between competitors on the smart meter roll-out, The Office of Gas and Electricity
Markets, 12 May 2016,
https://www.ofgem.gov.uk/publications-and-updates/guidance-note-cooperation-between-competitors-smart-meter-roll-out
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