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Getting to grips with the intricacies embedded in 
energy and water markets can be a daunting task. 
There is a wealth of information online to help you 
keep up-to-date with the latest developments, but 
finding what you are looking for and understanding 
the impact for your business can be tough. That’s 
where Cornwall Insight comes in, providing 
independent and objective expertise. You can ensure 
your business stays ahead of the game by taking 
advantage of our: 

• Publications – Covering the full breadth of the GB 
energy industry our reports and publications will 
help you keep pace with the fast moving, complex 
and multi-faceted markets by collating all the 
“must-know” developments and breaking-down 
complex topics 

• Market research and insight – Providing you with 
comprehensive appraisals of the energy 
landscape helping you track, understand and 
respond to industry developments; effectively 
budget for fluctuating costs and charges; and 
understand the best route to market for your power 

• Training, events and forums – From new starters 
to industry veterans, our training courses will 
ensure your team has the right knowledge and 
skills to support your business growth ambitions 

• Consultancy – Energy market knowledge and 
expertise utilised to provide you with a deep 
insight to help you prove your business strategies 
are viable 

For more information about us and our services 
contact us on enquiries@cornwall-insight.com or 
01603 604400.  

mailto:enquiries@cornwall-insight.com
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1 Executive summary 

Cornwall Insight conducted interviews with 12 leading parties from across the energy ecosystem, analysing 
responses to support Smart Energy GB to:  

• Build its understanding of the potential of smart meter data in tech innovation 

• Provide authoritative insights into the current thinking of big and small tech companies on the current 
and future potential of using data from smart meters 

• Identify any barriers that exist (or are perceived to exist) to maximising innovation with smart meter data 
within the energy sector 

The interviewed parties are: 

• Energy suppliers – an established large supplier and Social Energy 

• Technology providers – a leading international technology and services company, a vehicle-to-grid 
provider, ev.energy, Eliq, Labrador and n3rgy  

• Asset providers – a zero carbon asset provider, GEO and Utiligroup  

• Large end users – Anglian Water  

These interviews, and Cornwall Insight’s subsequent analysis, highlighted a plethora of opportunities 
presented by access to the customer data facilitated by smart meters. Alongside providing material benefits 
to the existing energy supplier and customer engagement business models, active engagement with smart 
meter data brings the opportunity for significant changes in the energy retail market, enabling radically 
different propositions and business models than those traditionally present in the market. This includes 
unlocking new sources of value, such as: 

• Active domestic demand management, providing system and customer-facing value by managing and 
optimising household energy consumption. This is enabled by the penetration of new technologies in the 
home, such as electric vehicles (EVs) 

o Within this value stream, customer demand for EVs and the delivery of services to this emerging 
market was repeatedly identified as a key driver in the market-wide penetration of services with 
smart meter data at their core 

• Realising value from flexibility in consumers’ use of energy, for example enabling households with solar 
generation and storage to benefit from responding to price signals on when to use electricity from the 
grid, when to use energy generated onsite and when to provide power to the grid 

• Facilitating remote monitoring services on household behaviour and routines, for example to support 
carers in the delivery of assisted living services  

These opportunities can and are being realised by existing energy market participants, but also by new 
entrants with dedicated business models centred on actively engaging with smart meter data to deliver new 
and beneficial services to customers. These opportunities will have varying degrees of impact on people’s 
interaction with and experience of the energy market, alongside different timescales against which they will 
be delivered, as shown in Figure 1. 
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Figure 1: Impact on customer experience and timeframe for realising opportunities from smart meter data, as identified by 
respondents  

 

 

On the barriers to developing the types of innovative offerings that deliver the opportunities described 
above, respondents discussed a diverse set of challenges that they face. These barriers carry different 
levels of challenge for resolution and different timelines against which they could be addressed, detailed in 
Figure 2. 

Numerous respondents highlighted challenges arising from delays to the smart meter rollout, and 
subsequent delays to related industry change programmes. These included technical and commercial 
challenges, such as difficulties with data access and increased customer acquisition costs respectively. 
Additionally, the regulatory frameworks in the market presented barriers to several respondents. This 
particularly affected parties ability to enter the market with offerings specific to the opportunities from smart 
meter data. As well as these external barriers, constraints in financial and staffing resources and competing 
priorities between innovative projects and current business activities were raised as challenges for parties 
currently in the energy market.  
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Figure 2: Scale of Impact and timeframe for addressing barriers from smart meter data, as identified by respondents   

 

 

Respondents from all categories discussed how these barriers interact with the opportunities that they have 
identified and are looking to capitalise on, with a range of potential solutions put forward during this process. 
Based upon the market engagement and subsequent analysis, we consider that the following actions could 
be progressed to support the development and uptake of data led solutions and to remove barriers to their 
deployment: 

• It is vital that the smart meter rollout continues and that suppliers meet their installation milestones; that 
the Data Communications Company (DCC) service requirements are fully delivered; and that all possible 
cohorts of meters are enrolled into the DCC. Numerous parties across the industry highlighted that the 
delay in smart meter installations was negatively impacting their offerings, including by limiting customer 
pools, restricting access to data and increasing uncertainty. BEIS and Ofgem must ensure that this 
workstream sticks to time and delivers the expected outputs, allowing for the uncertain and potentially 
material impacts from delays resulting from the Covid-19 pandemic 

• Data access needs to be examined. Currently the options for accessing customer meter data are limited 
to becoming an energy supplier, partnering with a supplier or registering as another user with the DCC. 
All these options have costs and limitations. Broader and easier access to customer data would 
significantly improve the ability for data led offerings. Clarity must be provided on the customer data that 
is being used by different parties, thus increasing transparency and ultimately improving customer trust. 
Given the success of MiData in banking, the dormant energy MiData workstream could be a solution, 
alongside implementation of the detailed recommendations provided by the Energy Data Taskforce 

• Further research should be undertaken by central industry bodies, such as the Data Communications 
Company (DCC) or Elexon, into novel uses for smart data and to continue to track the sector’s 
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development. This research has highlighted the active state of development in smart data utilisation and 
the initial steps being made to address barriers to its development. However, this is a developing 
industry so ongoing tracking and engagement will be needed. We recommend an annual review of the 
state of the market 

• There is currently no official route for the sharing of good practice or identified issues and solutions. This 
could be established by an official party (e.g. BEIS or Ofgem) as a forum or networking group to allow 
parties to share innovation and identify areas which require regulatory or policy change as opposed to 
industry solutions 

• The provision of training on the functioning of smart meters, the DCC and the associated broader 
industry processes could support parties’ understanding of the opportunities from smart data and 
consideration of how to bring these to market. Elexon undertakes similar training on Balancing and 
Settlement Code (BSC) processes which could provide a blueprint for central smart parties such as the 
DCC to deliver 

Figure 3 below maps the detailed opportunities identified by the participants, the principle barriers that are 
faced in realising these opportunities, and the potential timeframe in which they could be addressed. The 
table presents each of the opportunities identified above, in order of the Impact that they entail.  
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Figure 3: Summary of the opportunities presented by smart meter data, barriers and ways forward raised by interviewees 
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2 Introduction 

The rollout of smart meters to domestic and micro-business customers continues to progress, with 
installations up till the end of 2019 on track to meet proposed delivery milestones in 2024. However, 
responses to the Covid-19 pandemic will significantly impact the industry’s ability to deliver smart meter 
installations while protective measures are in place. The extent of this impact on the timings and 
commercials of the smart meter rollout is unknown and impossible to predict at the time of writing. Despite 
these challenges, the focus on deploying smart meters remains and this is expected to provide a number of 
benefits to end-consumers and the broader energy system, including: 

• Facilitating integration of more low carbon technologies and enabling the transition to a net zero 
economy 

• Improving customer experience, particularly amongst those customers with prepayment meters  

• Greater consumer control over energy usage 

• Facilitating half-hourly settlement and its associate benefits  

• Removal of the need for estimated bills 

• Lower industry costs, including meter reading requirements and network costs 

• Enabling innovation  

• Improved retail competition  

Smart Energy GB commissioned Cornwall Insight to produce a policy paper to support their understanding 
of the emerging innovations using smart meter data. This was done by seeking perspectives from 
technology companies and energy market participants on their application of smart meter data and barriers 
to realising its benefits. This paper has been designed to identify common themes from across the 
businesses that contributed and to use those themes to inform Smart Energy GB’s work. 

This research demonstrates the benefits and opportunities offered by smart meter data, both within existing 
business models and when developing new and innovative services. However, realising these opportunities 
is not simple, with assorted regulatory, technical and commercial challenges that must be addressed.  
Background on smart meters and the retail market can be found in Appendix B. 

2.1 Research approach  

Cornwall Insight conducted a series of targeted telephone or face to face interviews with 12 leading parties 
from across the energy ecosystem regarding their use or planned use of smart meter data and what barriers 
exist to their realisation of the benefits. Cornwall Insight analysed responses to support Smart Energy GB to:  

• Build its understanding of the potential of smart meter data in tech innovation 

• Provide authoritative insights into the current thinking of big and small tech companies on the current 
and future potential of using data from smart meters 

• Identify any barriers that exist (or are perceived to exist) to maximising innovation with smart meter data 
within the energy sector 

The interviewed parties are: 

• Energy suppliers – an established large supplier and Social Energy 

• Technology providers – a leading international technology and services company, a vehicle-to-grid 
provider, ev.energy, Eliq, Labrador and n3rgy  

• Asset providers – a zero carbon asset provider, GEO and Utiligroup  

• Large end users – Anglian Water  
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3 Results and discussion 

This section provides analysis and discussion of the findings from the interview process, including 
quantitative analysis of emergent themes, sectoral trends and market dynamics. The findings are delivered 
across two main sections, presenting the opportunities and barriers associated with smart meter data-led 
propositions. 

3.1 Smart meter data brings significant opportunities 

During the interview process, a wide range of opportunities were identified by all parties involved, ranging 
from gaining efficiencies in existing practices to fundamentally reshaping business models and unlocking 
entirely new markets. The opportunities identified can be classified under four overarching themes, 
summarised in Figure 4 below.  

 

Figure 4: Opportunities identified from smart meter data 

Opportunity Commentary  

Efficient energy 
retail 

This captures the ability for suppliers to use smart meter data to improve the efficiency and 
efficacy of their existing activities. Principal opportunities identified under this category were: 

• Increasing customer retention and opportunities for positive customer engagement  

• Creating more detailed and applicable customer segmentations, based on consumption 
data and inferred lifestyle characteristics 

• Facilitating operational advancements, such as more targeted customer contact channels 
and needs-mapping 

• Improving the accuracy of customer bills, consumption reconciliation and system settlement 
performance, enabled by access to more regular and accurate consumption information 

• Increasing transparency, depth, and retention with customers, including presenting 
consumption patterns and forecast costs and targeting communications channels and times 
to suit customer lifestyles 

• Looking forwards, capturing the ability of half-hourly settlement for suppliers to realise 
operational benefits and industry cost reductions from closer matching of demand to supply 

Improving 
energy 
engagement  

This category refers to opportunities for end customers to change the way in which they interact 
with energy, to both their own benefit and for that of companies delivering services. It includes: 

• Increased transparency, self-agency and accountability when reviewing bills, tracking 
consumption and engaging with suppliers 

• The ability to relate tangible and traceable implications to customer behaviour change, for 
example the financial or carbon savings resulting from reduced/shifted consumption 

• Reduced friction in energy system interactions, particularly for prepayment customers, 
where smart metering can enable improved customer outcomes  

The opportunities identified within this category require active and continued customer 
interactions for them to realised. For example, providing information and insights to customers 
on their energy usage and expected bills requires customer action (such as changing 
behaviour) for them to gain the benefit. 

This requirement for customer activity separates the opportunities classified here from those 
discussed under the “Facilitating new markets” section below.  
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Facilitating new 
markets 

Beyond enabling systematic improvements within the current energy market, active 
engagement with smart meter data also facilitates the opportunity for significant changes in the 
energy retail market, enabling radically different propositions and business models than those 
traditionally available in the market. The key new market opportunities arising from the research 
are: 

• Mobility 

o Engaging with the transition to electric vehicles (EVs) to support their use at the lowest 
cost to owners, the electricity system and the environment 

– EVs were repeatedly identified as a key influence on the pace at which smart meter 
enabled offerings will become mainstream. This is due to the associated high level 
of electricity demand, the value of managing that demand and the consumer pull to 
adopt the vehicles themselves  

• Flexibility 

o Rewarding consumers that can change their energy consumption in response to price 
signals, based on a range of factors such as time of use or level of constraints in their 
local networks 

– For example, enabling households with solar generation and storage to benefit 
from responding to price signals on when to use electricity from the grid, when to 
use energy generated onsite and when to provide power to the grid 

• Comfort  

o The provision of outcomes as a service, reducing the requirement for customers to be 
active agents in reducing time and financial costs from engaging in the energy market 
and/or maximising benefits such as peace of mind or warmth 

• Wellness  

o The use of smart meter and adjacent data sets to support assisted living and remote 
monitoring services, which is currently focussed on working with customers exhibiting 
indicators of vulnerability 

Although segmented here, there are many interactions between these new markets, with the 
opportunities emerging within one of these classifications supporting or enabling those in 
another. For example, the rewards for adjusting domestic consumption patterns captured under 
the Flexibility category are critical to enabling the many of opportunities for EV integration 
expressed within the Mobility category. 

Sector 
convergence 
and new entry 

Linked to the facilitating new markets section described above, an increasingly central role 
within the energy market for smart meter and customer data was highlighted as providing the 
potential for forming closer ties between energy and other sectors including telecoms, banking 
and transport. 

As a result, access to smart meter data, alongside associated market regulatory developments, 
open the door to entry into the space for companies and business models not historically 
associated with the energy market. For example, international companies from sectors such as 
technology services, platform providers, and auto manufacturers. This included the likes of 
Amazon, Google, or Uber, driven by their ability to leverage data processing and customer 
facing expertise to provide new energy-enabled services. 

This, alongside the transformative potential from engaging with this data and the multi-market 
offerings it enables, also led respondents – particularly from the asset provider, technology 
provider and energy supplier segments – to predict a fundamental shift in the business models 
of energy retailers, with data, including that from smart meters, to be at the core of a new 
generation of energy companies and propositions.  
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The specific opportunities that are captured across and within these themes vary by two main factors:  

• The size of their impact (“Impact”), for example in their commercial value or potential for changes to 
customer experience 

• The expected timeframe in which they could be realised (“Time”) 

In general, opportunities within the “Efficient energy retail” and “Improving energy engagement” 
categories represent the most immediate benefits from the smart meter rollout; meaning those opportunities 
are more mainstream currently. Opportunities under “Facilitating new markets” and “Sector convergence 
and new entry” segmentations are more likely to be in earlier stages of development or yet to be materially 
explored. However, the impacts of changes under these latter two headings are expected to be more 
significant overall, particularly regarding the structure of and commercial dynamics within the energy market.  

Within the interviews, respondents were asked to identify the likely point at which offerings specifically 
enabled by smart meter data would become the norm within energy retail markets. The majority of 
respondents believe that offerings with smart meter data at their core will be widespread in the market by 
2024, led by customer demand for the devices and services that this enables. However, a lag is expected to 
be seen between the point at which they are widespread and the point at which they are regarded as the 
normal way in which people engage with their energy. While 2030 was selected by two-thirds of 
interviewees as the most likely date for such offerings to be the norm in the market, this reflects on the scale 
of the transition and pace of change seen in other energy market change programmes, rather than a lack of 
customer demand for data-led services, or development or offering of these services by energy companies.   

Based on interview discussions, including the responses the question discussed above, alongside Cornwall 
Insight analysis, Figure 5 below provides an illustrative view of these opportunities mapped against these 
two axes of “Impact” and “Time”.  

Figure 5: Overview of future market opportunities connected to smart metering infrastructure  
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Sections 3.1.1 to 3.1.4 below detail the responses received under each of these themes in turn, exploring 
the responses received; highlighting examples of developments seen via detailed case studies of selected 
respondents; and providing wider market context to the trends and opportunities identified. 

 Efficient energy supply 

This refers to the ability for suppliers to use smart meter data to improve the efficiency and efficacy of their 
existing activities. Opportunities under this category were principally highlighted by respondents within the 
energy supplier and asset provider category, as well as from those technology providers that hold relevant 
direct commercial relationships with parties in the energy retail markets.  

At the core of the opportunities highlighted within this theme is the ability to reduce the costs associated with 
existing operations, covering both customer-facing and industry-facing activities. The main recurring 
opportunities highlighted were to:  

• Create more detailed and applicable customer segmentation, based on consumption data and inferred 
lifestyle characteristics 

• Facilitate operational advancements, such as more targeted customer contact channels and needs-
mapping 

• Improve the accuracy of customer bills, consumption reconciliation and system settlement performance. 
This is expected to improve supplier cashflow management, lower exposure to energy imbalance and 
improve the overall operation of the retail market 

Additionally, among technology providers which provide customer-facing platforms, several further benefits 
were highlighted, being to:  

• Transition customer communications away from a predominantly negative trigger point (e.g. to resolve 
issues with a customer’s bill) to potentially repeatable positive trigger points (such as highlighting 
opportunities to reduce costs)  

• Use this and improved customer targeting to reduce churn rates and improve customer lifetime values 

Further details on these opportunities can be seen in Figure 6, which provides a case study of Eliq, a 
respondent from the Technology provider archetype 

Customer-focused businesses are having to adapt to an increasingly digitalised world, as online and self-
service innovations become more commonplace and customer expectations evolve. Connected devices 
have the ability to provide more accurate data whilst improving customer relationships, delivering analytics 
to guide customer interactions and providing a physical asset around which to build additional services. 

• Reaching new customers 

o Differentiation is a key marker of future success in crowded, fast changing utility markets. Product 
variety helps create brand definition and can be combined with traditional services to offer an 
upgraded proposition that, sold separately, may not have appealed to an individual. 

• Supporting customer retention through positive outcomes 

o Customer retention can be aided by connected technology in two key ways: through placing the 
product at the centre of a wider service and through utilising associated data to optimise customer 
interactions. 

o Devices such as smart cameras and thermostats can be sold as a subscription service, with regular 
payments providing access to additional services. These services can range from data storage to 
analytics and energy saving advice. Customers taking such a service are incentivised to stay with 
the original provider, or face losing the additional benefits.  
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o Retailers can use the data generated by a connected device – be that common times customers 
heat their homes or switch on appliances, or insights into wider lifestyle habits – to personalise 
communications and upsell, improving customer experiences. 

 

 Improving energy engagement 

Opportunities under this category primarily refer to the ability for consumers’ access to smart meter data to 
incentivise changes in the way in which they interact with energy. Discussions of opportunities within this 
theme largely covered three areas: 

• The ability for customers to reduce costs by changing or reducing demand 

o Several respondents noted the opportunity to use smart metering data to reduce costs. Historically, 
this has focused on using communications on cost to encourage lower usage. Instead, discussions 
are now based on the ability to integrate this benefit within other services and to move this 
opportunity towards the service-based offerings described under the “Comfort” element of new 
markets  

• The ability to translate behavioural changes into environmental benefits 

o Here, respondents from across the technology provider and energy supplier segments highlighted 
opportunities to visibly match a household’s energy consumption and rate of carbon emissions. 
Trials and propositions are underway and smart meter data enables accurate and traceable 
accounting of actions households take to reduce usage/emissions  

• Lowered barriers to engaging with the energy system, particularly for prepayment customers where 
smart metering can enable improved customer outcomes  

o Respondents under this area were largely concentrated in the technology provider and energy 
supplier categories, with responses focussed on the material opportunities for improved outcomes 
for prepayment customers that smart metering enables. This includes facilitating online top-up 
(compared to in-person top ups completed at physical retail outlets); improved customer 
management and debt recovery, such as implementing the provision of managed forward credit 
based upon usage data to customers; automated top-up schedules; and bespoke forecasts of 
upcoming energy costs based on customer data and external information, such as weather forecasts 

Improving energy engagement is most traditionally associated with communications around the benefits of 
smart metering data, particularly concerning opportunities for customers to reduce costs by modifying their 
consumption habits. Consumers already receive energy usage information to a certain extent, ranging from 
an annual estimate in their bill, to far more granular information via an in-home display with their smart 

Figure 6: Eliq case study – using smart data insights to support supplier business models  

Eliq is a technology company operating a System-as-a-Service (SaaS) model in GB and Europe. This 
can be provided via a white label arrangement or by making Eliq’s application programming interfaces 
(APIs) accessible to suppliers. They are focused on serving the domestic utilities market in GB.  

Their app combines smart meter consumption data with external data (e.g. weather forecasts) and 
proprietary analytical software to display household’s use in a meaningful and engaging way alongside 
accurate forecasts of future consumption and costs. Eliq’s customers are the energy supplier, rather 
than direct sales to domestic end customers. A range of commercial and operational benefits are 
available to suppliers using Eliq:  

• Presenting past and forecast consumption and cost data in engaging ways to customers 

• Increasing customer retention by supporting improved engagement and reduced cost to serve 

• Using improved insights to inform customer acquisition activities to focus on app-engaged 
customers, reinforcing lower costs to serve 
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meter. Under a full roll-out of smart meters, all consumers with smart meters would theoretically be able to 
see:  

• Energy usage in near real-time  

• Energy used in the last hour, week and month  

• If their usage is high, medium or low  

While smart meters currently provide some granularity, there is scope to go beyond this to provide further 
and more personalised insight, alongside additional functionality (see Section 3.1.3.3 on the transition from 
delivering efficiencies to comfort-based propositions).  

Efficiency in energy usage is inherently linked to consumption and energy spend in households. On average, 
energy consumption accounts for around 4% of total household expenditure, equating to around £39bn across 
electricity and gas each year in Great Britain according to Ofgem data. This rises to over 8% for households 
in the lowest income decile. According to the Committee on Climate Change, an average household could 
reduce bills by £184/year through efficiency measures including smarter lighting and appliances, smart 
heating systems and better insulation.  

The recent legislative commitment to achieve net zero emissions by 2050 opens up an opportunity to 
improve household energy efficiency through new technology, alongside insulation and heating choices, 
reducing emissions and bills. In 2017, energy supply to households accounted for around 15% of UK 
greenhouse gas emissions but had seen one of the lowest reductions in emissions between 1990 and 2017 
(-16%), with only the transport sector seeing lower reductions (-2%). 

Away from emissions reductions, the research highlighted prepayment customers as a key beneficiary from 
improved energy engagement. Challenges for prepayment customers are well established in the market – 
the Competition and Markets Authority (CMA) identified non-smart prepayment customers as facing 
numerous barriers to engaging in the market. Those barriers included difficulties in topping up meters, 
restrictions on switching from prepayment to credit (due to the need to replace the metering assets), and 
higher tariffs due to the higher cost to serve for traditional prepayment meters. Smart meters should help 
address and remove or reduce these issues through allowing online top-ups, remote switching between 
modes and the same metering costs as credit customers.  

 

 

Figure 7: GEO case study – facilitating next-generation customer engagement  

GEO supports customers to lower the costs and carbon emissions associated with their household 
energy use. This is done through a variety of channels, having initially focused on bringing the best 
possible technology to mandated in-home displays (IHDs), with 5mn devices deployed in the UK to date. 
The company operates on a business-to-business-to-customer (B2B2C) basis, with both the energy 
supplier and end customer needing to see benefit from its propositions 

Having initially focused on the IHD market, GEO propositions now include various technologies and 
services, including the provision of whole-home energy management software, with customer data key 
to the company’s energy management offering. The company does not use half-hourly data accessed 
via the DCC, instead accessing near real-time views from their own hardware to facilitate more detailed 
analytics. These analytics include “what if” assessments of user behaviour, for example considering the 
impacts that changes in heating schedule will have on people and their energy costs. Increasingly, the 
company’s propositions are focused on service delivery, building on the energy engagement offerings 
focused on here.  

Away from flexibility and energy management, GEO noted the potential for wellness services. Here, 
GEO highlighted its targeted offerings for vulnerable customers, including its development efforts to 
make smart meter data accessible for vulnerable customers, including its accessible IHD. GEO has 
provided tens of thousands of units to suppliers which have been used to support vulnerable customers.  

https://www.ofgem.gov.uk/data-portal/energy-spend-percentage-total-household-expenditure-uk
https://www.theccc.org.uk/wp-content/uploads/2015/11/Committee-on-Climate-Change-Fifth-Carbon-Budget-Report.pdf
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 Facilitating new markets 

A principle opportunity arising from access to smart meter data is the opening up of energy markets to new 
propositions, participants and perspectives, particularly within the domestic energy market. Common across 
these is engagement with energy consumption and associated data sets, with several main areas of interest 
emerging from the research process. These were: 

• Mobility 

o The increasing adoption of EVs and the charging of these vehicles provides opportunities for 
dedicated new propositions, with smart meter data key to allowing owners to realise the benefits of 
time-sensitive pricing. The high impact from a potentially rapid transition to EVs saw this raised as a 
leading area of commercial interest across the majority of respondents. 

• Flexibility 

o The potential for energy consumption and export to be managed dynamically and provide value to 
owners and the electricity system is becoming increasing prevalent, particularly within the domestic 
energy market, but also from a higher base within the business energy markets. This is led by 
growing penetration rates of flexible energy assets (e.g. EVs, micro-generation or battery storage) 
and a greater focus on encouraging and rewarding flexibility within market systems and structures. 
This area was highlighted by numerous respondents, particularly among technology provider, energy 
supplier and asset provider segmentations. 

• Comfort 

o This covers delivering outcomes to customers under service-based models that have limited 
requirements for continued customer interactions to realise benefits. This research highlighted two 
primary areas under this category: 

– ‘Peace of mind’, covering cost minimisation and customer services 

– Heat-as-a-service, where connected devices are used to allow domestic customers granular 
control over warmth within their house and the ability for this to be dynamically controlled on their 
behalf 

• Wellness 

o The use of smart meter and adjacent data sets to support assisted living and remote monitoring 
services, currently focussed on working with customers exhibiting indicators of vulnerability 

Although these new markets have been separated here to provide clarity and explore individual 
characteristics, there are close ties between them (and with existing dynamics in the energy market). For 
example, the new opportunities in flexibility are also key sources of value to delivering positive customer 
outcomes for EV users or households taking a heat-as-a-service proposition. 
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Figure 8: Illustrative overview of the components of smart meter data enabled domestic offerings 

 

 

Under each of these four emergent themes, Sections 3.1.3.1 to 3.1.3.4 below provide additional detail on 
the views expressed by participants through the interview process, alongside wider market context and 
developments. 

3.1.3.1 E-mobility and domestic EV charging 

Facilitating e-mobility was raised by the majority of respondents across each of the segmentations as a 
leading source of future value from smart meter data enabled services, especially within the domestic 
market. Responses showed that this was principally driven by the following factors: 

1. Proximity of significant shifts in the mobility market 

o Respondents from each segment noted that a mainstream transition to EVs is expected to come 
within the next five years, with several respondents noting cost parity projections for EVs with 
internal combustion engine (ICE) vehicles from 2024. Responses highlighted that consumer demand 
for EVs will bring concurrent demand for services that can support operating EVs. 

– 66% of the respondents that highlighted EVs and e-mobility as a leading source of value for 
offerings using smart meter data highlighted the close ties to flexibility via smart charging of 
vehicles and its role in reducing end-customer costs. 

2. Size of the incentive to reduce costs  

o Respondents also noted the amount of electricity required to charge an EV, which would effectively 
double the annual demand of each household, if charged at home. This therefore provides a 
significant incentive to reduce the costs of charging EVs at home, with smart meter enabled time of 
use tariffs a critical tool. 

– The applicable respondents highlighted the importance of the customer experience in delivering 
these services, with automation identified as a key component (e.g. allowing customers to set 
parameters such as required state of charge and allowing service provider’s systems to optimise 
charging behaviours without direct customer management).  

There are three high-level categories of household EV charging: 

• “Unresponsive charging” – EV charging behaviour that is not exposed to or informed by wholesale 
power price or network operator command signals. 

Comfort 

Connected devices and services, such as: 

Underlying infrastructure: 
Including smart metering, wireless network protocols, etc.  

User interfaces and applications 

Platforms (e.g. Amazon Alexa, SmartThings, IFTTT, Google Assistant) 
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• “Smart charging” – The practice of managing EV charging in response to price signals and/or system 
capacity requirements. 

• “V2X charging1” – This refers to exporting the electricity stored in the vehicle battery, covering whether 
this is used either to offset onsite demand, sell back onto the grid, or into a contracted network stability 
service. This bi-directional charging allows end-users to realise benefits from discharging the EV battery 
at certain times to provide power to the home or deliver system services.  

Smart meters are requisite infrastructure to enable innovative EV offerings. The communication 
infrastructure that underpins smart meters being deployed in households will allow access to granular 
consumption data. Therefore, smart meters facilitate elements such as time of use pricing and the 
integration of EV charge management services.  

Without price incentives or control to avoid peak demand, trials indicate that EV charging is likely to follow 
the existing typical domestic usage pattern, significantly adding to the existing demand peak on the low 
voltage network. These networks only have limited spare capacity available at peak times. Therefore, the 
number of EVs that can be accommodated will ultimately rely on increasingly moving much of the charging 
activity away from peak times.  

Unresponsive charging propositions are rapidly being phased out of the market, driven by both policy 
measures (e.g. requiring that all government subsidy-supported chargepoints facilitate smart charging) and 
competitive market developments (e.g. the proliferation of smart charging capable hardware and customer-
facing platforms that reduce user input and complexity). All of the domestic EV tariffs available in the market 
at February 2020 contain at least an optional time of use component (some tariffs also include the option of 
a static rate), with the customer required to have a smart meter to be able to benefit from the time of use 
elements of these propositions.  

Time of use dependent charging for EV users carries benefits to both the end customer and to the electricity 
system. Ensuring that charging is completed during off-peak periods via time of use tariffs allows the user to 
reduce the fuel costs of their vehicle. Responding to those price signals also reduces the overall electricity 
demand placed on the system at peak periods, reducing the cost to accommodate EV charging and allowing 
greater numbers of vehicles to be charged before network reinforcement is required. In doing so, this allows 
greater penetration of EVs. According to National Grid’s Future Energy Scenarios, use of smart charging 
could reduce the peak-time demand from EVs by over 50% by 2030 (see Figure 9).  

Figure 9: EV demand at system peak, National Grid Future Energy Scenarios – Community Renewables 

 

 

 

1 V2X charging has replaced the use of vehicle to grid (V2G) as it covers both active exports onto the energy network, 
and offsetting of customer demand and so imports from the network 
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Further regulatory changes are currently under consultation that would increase the scope of smart metering 
infrastructure within EV charging. Government is currently considering setting requirements for the long-
term solution to EV smart charging that are expected to go beyond device-level requirements for 
chargepoints, considering operational requirements on chargepoint operators or other companies involved 
in smart charging.  

The lead option provided by government is the use of smart meters to send load control signals to 
chargepoints (see Figure 11 for a potential layout under this set up). Trials are currently underway to 
examine delivery mechanisms for this solution, with the solution potentially in place by 2025 to ensure that 
adequate protections are in place before large numbers of smart chargepoints are installed. This would see 
smart metering infrastructure take a more central role in delivering EV charging, although this approach has 
received a mixed reception from the industry. Overall, EVs were repeatedly highlighted as being a key 
influencer on the pace at which smart meter enabled offerings become mainstream, due to the customer 
pull to get an EV, the size of additional demand an EV brings and value derived from managing when and 
how that demand is met. 

Figure 11: Indicative schematic of EV charging integration with smart metering system 

 

Figure 10: ev.energy case study – EV smart charging and smart meter data 

ev.energy provide a smart charging service, focused on the domestic EV market. This is delivered via 
both a business-to-business and business-to-customer model. 

The company’s offering closely interacts with smart meter data, using the customer consumption 
information to deliver its optimisation service. This includes integrating with asset-level data from 
domestic solar and storage devices, alongside public chargepoint usage information to offer an 
integrated mobility service to end customers.  

ev.energy noted that it was around five years ahead of the market maturity curve with its optimisation 
offering, principally due to delays with infrastructure and systems rollout of smart technology. The 
company noted this brings concurrent commercial challenges around the responsibility for risk and 
tailoring of business models. 

The company identified several areas in which innovative offerings were being brought forward, with the 
two principle areas being non-supplier market entry and delivery of smart-enabled services. On market 
entry, ev.energy noted that the services enabled by smart meters open up opportunities for parties 
beyond traditional suppliers, with vehicle manufacturers noted as potential beneficiaries should e-
mobility customer interest increase. 
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3.1.3.2 Rewarding consumers for flexibility and asset management  

Respondents from across all segments highlighted the opportunities for rewarding customer flexibility that 
are enabled by smart meters. These opportunities are being increasingly facilitated by regulatory and 
structural changes geared towards delivering a low-carbon energy system. For over 80% of respondents, 
the opportunity from these new flexibility markets was intrinsically linked to other market activities by 
underpinning the financial value that these can provide. The leading example of this was identified as EVs, 
where customers can reduce costs by changing the times at which they charge on time of use tariffs. 
Customers could also potentially realise revenues from trading out the electricity in the vehicle’s battery into 
contracted system services.  

The majority of flexibility providers have focused to date on non-domestic customers, which are more likely 
to have larger and more flexible loads. These commercial incentives, along with the established smart meter 
roll-out in the non-domestic market, mean that there is a more mature market for demand management and 
flexibility in the business energy space. Anglian Water, from the large end-user respondent segmentation, 
highlighted the importance of smart meter data in supporting the monitoring and optimisation of the assets 
at its water treatment sites (see Figure 12 for a full case study on Anglian Water). Integrating smart meter 
data with several other non-energy data sets to provide insights is a key source of value, with automation 
and analysis central to delivering this. In doing so, financial and operational costs associated with asset 
maintenance and energy use are lowered, including reducing electricity consumption and actively 
participating in flexibility markets. This presents clear parallels to the drivers and benefits in the emerging 
flexibility markets in the domestic energy market.  

 

To date, most domestic DSR has almost entirely been limited to innovation trials funded through 
competitions, with over £40mn in funding provided via government schemes to date. However, with an 
increasing number of smart meters and flexible assets such as EVs being adopted, attention is starting to 
turn to the potential of domestic DSR. Changes in the market are opening up new revenue streams and 
other co-benefits for energy suppliers, end customers and service providers. Smart metering infrastructure 
enables the realisation of these new opportunities primarily by fulfilling the system-facing requirements, such 
as facilitating sufficiently accurate settlement.  

 

Figure 12: Anglian Water – using smart meter data to lower costs and realise revenue  

Anglian Water is a large, commercial end-user that also has generation assets, selling electricity to a 
supplier or third-party intermediary (TPI) offtaker alongside associated renewable certificates. 

As an end-customer, Anglian Water principally makes use of smart meter data to monitor usage, 
facilitate cost reduction via demand side response (DSR), and support its wider optimisation efforts. With 
third-party support, it has developed a proprietary optimisation software that combines energy 
consumption data with additional data sets such as asset-level performance to deliver services including 
predictive maintenance assessments and asset optimisation. Anglian Water sees this as the most 
compelling opportunity for smart meter data moving forwards, with evolution likely to come in the 
sophistication and capabilities of these offerings, noting it shares parallels with the Wellness market 
category highlighted in the domestic market analysis.  

Outside of asset optimisation, DSR is a significant use of smart meter data, with supplier and specialist 
TPI propositions a large part of their commercial interactions here. As noted above, the company sees 
significant opportunity from continued improvements in asset-level optimisation software, especially 
concerning the application of machine learning to support predictive powers and automated responses. 
Again, this drew comparison with developments expected in similar technologies in the domestic market, 
particularly around the Wellness, Comfort and Flexibility categories. 
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3.1.3.3 Customer comfort taking centre stage 

This section explores offerings that look to deliver outcomes to customers under service-based models that 
require limited continued customer interactions to realise benefits. These offerings were raised by over 80% 
of respondents as a significant opportunity within the energy market that is enabled by smart meter data. 
Respondents from across every segment discussed the benefits that could be realised, with two areas 
consistently coming to the fore: 

• Delivering ‘peace of mind’ services to customers, covering cost minimisation and customer services, for 
example optimising on-site generation alongside an automated switching service or providing account 
and tariff management services. See Figure 13 for a case study on the services being developed by 
Labrador 

o The principle distinction between these comfort offerings and those within the “Improving energy 
engagement” category was seen to be the role of the customer, with comfort-based offerings 
delivering efficiency outcomes as a service, with minimal need for active customer actions 

• Heat-as-a-service, where connected devices are used to allow domestic customers granular control over 
warmth within their house and the ability for this to be dynamically controlled on their behalf 

Many of the newer technologies that underpin many comfort-orientated offerings have not yet been rolled 
out at scale. However, controlling connected devices or using the data they produce to move from informing 
consumer choices to providing insight and delivering actions plays a central role in transitioning from energy 
consumption reduction to comfort-focussed services. Individual devices can create efficiencies, but the 
greatest benefits will be generated by integrating multiple technology types to create a single optimised 
system. Here, deployment of artificial intelligence (AI) and machine learning were highlighted by numerous 
respondents as important, with 100% of asset providers and 66% of technology providers explicitly 
highlighting the potential from advanced data analytics in facilitating more service-based business models.  

Businesses are beginning to explore these opportunities in earnest, often positioning them as a lifestyle 
service. Many services that use multiple technologies to create better efficiency are currently in trial stages, 
and the business case for efficiency provision as a comfort-based service is in development. However, 
several respondents highlighted the greater value that these comfort-based services offer to end-customers. 
For example, Labrador noted that the peace of mind afforded by delivering cost savings to customers as a 
service is of greater value to the customer than the financial value alone. These ‘peace of mind’ services 
were identified in the research as being the most proximate of the two opportunities, taking forward existing 
optimisation, rather than being reliant on consumer uptake of new and different devices. 

As a result, heat-as-a-service was repeatedly identified as being an area of interest and future opportunity, 
with limited near-term commercial opportunities. Within the market, there are currently a number of trials 
underway to develop this type of opportunity, for example Bristol Energy and Baxi Heating UK successfully 
trialled selling “heat-as-a-service”, defined by Energy Systems Catapult as a “Heat Plan”. Instead of buying 
units of energy (kWh), 20 triallists purchased hours of warmth in their home, known as “Warm Hours”, as 
part of a year-long trial. Under the trial, Bristol Energy provided both fixed price and PAYG “Heat Plans” and 
Baxi Heating sold the “Heat Plan” as a bundle with a new heating system, servicing, maintenance and 
energy for a fixed monthly price. 
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3.1.3.4 Wellness services via remote monitoring and assisted living 

In a similar vein to the heat-as-a-service market opportunities described above, a large number of 
respondents from within the energy supplier and technology provider segments identified opportunities in 
the Wellness space. This draws on the ability to use smart meter data, alongside its potential integration 
with other data sets such as more granular consumption data (e.g. at 10-second intervals), to develop 
monitoring services that can be used to support remote assisted living services. At present, these are 
focussed on customers exhibiting indicators of vulnerability. In particular, activity in this area was raised as 
being under development by respondents in the energy supplier category, along with technology providers 
that are delivering services into suppliers. 

Wellness monitoring systems aimed at in-home care of the vulnerable or elderly can reduce cost and other 
burdens on care providers. Analysis of energy smart meter data, augmented by a system of sensors and 
smart plugs, can track activity and provide alerts when familiar routines are not followed, or unusual activity 
is detected. By enabling elderly patients to live in their own homes for longer the cost of providing 
accommodation in a care home is avoided, and earlier detection of accidents in the house can reduce the 
burden on emergency services. With annual adult social care spending by local authorities at £21bn in 
2017/18, and the average yearly cost of residential care more than £30,000, there is a substantial market for 
cost reductions for both care providers and users. 

As noted, the majority of these offerings are currently in the development stage, with standard commercial 
arrangements not in place. However, there are a range of energy and non-energy companies that are 
developing services in this area: 

• The NHS is actively exploring the potential for smart meter data to support care services, and has 
trialled a project using smart meter data to help provide care and monitoring to mental health patients.  

• EDF Energy launched a Smart Home Care kit in partnership with Howz. The two companies have been 
working together since 2016, when Howz won the suppliers start-up challenge, and has been a 
participant within EDF’s Blue Lab incubator programme since. 

Figure 13: Labrador case study – Providing people with peace of mind 

Labrador uses its proprietary consumer access device (CAD) to deliver automated switching services to 
domestic customers, utilising individual consumption data to provide tailored quotes to its users. 
Recently acquired by DigitalAPICraft from Verv, Labrador is also developing a technology platform and 
business energy market propositions. 

Labrador’s service allows customers to see consumption in real time via its CAD, enabled by smart 
meter data. The company uses this data to provide a range of services: 

• Automated switching – With customer consent, the company changes a household’s energy tariff on 
their behalf, using the consumption data to provide personalised price forecasts. 

• Tariff optimisation – Labrador use customer data to provide bespoke offerings that incorporate 
granular tariff features such as time of use charging or compatibility with customers’ metering 
preference. Moving forwards, this could also incorporate export payments, for example via Smart 
Export Guarantee tariffs.  

• Energy optimisation – Using data to optimise household consumption. Although this is focussed on 
those customers with multiple assets (e.g. an EV, solar generation or battery storage), it is also being 
delivered into customers ahead of mainstream penetration of these technologies. 

These services provide financial value to end-customers via cost reductions (and higher payment rates 
in the case of export tariffs), alongside providing peace of mind and comfort – two areas which Labrador 
sees as principle drivers of customer benefit from these types of proposition. 

https://www.holmleigh-care.co.uk/nhs-to-trial-the-health-patients/
https://www.edfenergy.com/howz
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• Kemuri offers hardware and software to monitor elderly individuals. While it is aimed at care homes, 
assisted and sheltered living establishments, individuals can also get one installed for a family member. 

 Sector convergence and new entry 

As well as the development of new market opportunities within the energy retail space enabled by smart 
meter data, respondents from across the market segments highlighted the potential for existing sectors to 
converge (see Figure 14, which provides a case study of an asset provider integrating connected devices to 
new-build properties).  

Here, respondents expected sectors such as transport, banking and telecoms to increasingly converge with 
the energy retail space, as new technologies (such as EVs) and increasingly accessible customer data 
proliferate these spaces. This was particularly prevalent from respondents within the asset provider segment 
and technology provider segment. For example, Utiligroup identified mobility offerings as presenting 
significant opportunities for new propositions in the near term, with energy provision a close short step from 
the sale or leasing of the EV itself. For example, vehicle manufacturers partnering with existing energy 
suppliers to provide electricity tariffs alongside an EV. The company noted that numerous parties are 
currently delivering fully bundled offerings around EVs, which integrate energy with products and services 
from other markets, such as vehicle leasing, charging infrastructure and insurance.   

Just as EVs open new opportunities for energy suppliers, the same is true for non-energy companies to 
enter the energy retail market through the same logic of bundled adjacent products and services that 
suppliers are keen to employ.  A key threat to energy retailers is if electricity provision becomes a secondary 
part of wider services, for example, supplying electricity as part of a bundled mobility as a service package, 
where the customer ownership and majority of commercial value is held by another party. This could see 
suppliers facilitating the propositions of new non-energy competitors, such as vehicle manufacturers. Here, 
several companies, including BMW, Nissan, and Renault, have developed a variety of propositions that 
involve the provision of energy-related products or services. In many cases, competitors like these are 
potentially better positioned along the customer journey for EVs to secure access to the market.  

For transport, the further development of non-energy competition will be greatly impacted by the policy and 
regulatory environment. For example, the on-going consultations around the supplier hub could offer the 
potential to open the energy market up to innovative offerings and business models. This is also true all of 
the market opportunities discussed here. 

  

Figure 14: Zero carbon asset provider case study – smart services as the new normal 

Cornwall Insight interviewed a home developer who wishes to remain anonymous. The company 
develops zero carbon homes with the associated energy management and supply arm. Its aim is to 
deliver energy supply under a “comfort as a service” model for its low energy and low carbon houses. 

The company’s proposition is built on utilising good quality data to understand the usage of both 
households overall, but also specific appliances (such as hot water heaters, heat pumps, solar 
generation and storage) to create a granular picture of consumption and so manage usage and price. In 
order to do so they use sub-meters within homes as the smart meter data is not granular enough (either 
by time-period or appliance) to provide the required data.  

Smart meters are instead used to provide access to half hourly (HH) settlement, and so HH prices and 
potentially opportunities for matching of excess generation to demand between different houses in future 
for consumers. Further, smart meters provide a recognised quality data source, that due to its 
standardisation can be linked to other data sets, such as carbon emissions, prices, or broader energy 
efficiency data sets easily. 

Regarding future opportunities, the company highlighted the importance of energy data to achieving the 
Net Zero target and to supporting the development and operation of low carbon homes, both individually, 
and as a community. They highlighted that future disruption was likely to come not from ‘tech’ 
companies or ‘energy suppliers’ but rather from parties who will have elements of both of these, 
particularly following data centric offerings becoming the norm from the mid-2020s. 

 

https://www.kemuri.co.uk/index.html
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3.2 Diverse barriers threaten market developments 

While this research has shown the myriad opportunities that are being explored as a result of smart meter 
data, each respondent also identified numerous barriers to realising these opportunities and being able to 
fully engage in the market. These include regulatory burdens and commercial hurdles that must be 
overcome to access customer smart meter data, as well as technical challenges around integrating 
proprietary technology with central smart metering infrastructure. The barriers emerging from this research 
fall under five over-arching themes, detailed in Figure 15. 

Figure 15: Barriers identified to engaging with smart meter data 

Opportunity Commentary  

Data granularity 

Smart meters can allow customers to see near real-time information via in-home displays. 
However, for settlement and the delivering third-party services, the granularity of smart meter 
consumption data is limited to 30-minute intervals.  

Whilst this is of sufficient detail for settlement purposes, more detailed data is required for many 
of the innovative offerings discussed, such as participating in contracted network services or 
gaining device-level insight into household consumption. This requires parties looking to deliver 
in these areas to develop hardware that can provide the high granularity needed, which can 
range down to a sub-second level.   

In many instances, companies that have run up against these challenges have developed or 
secured access to hardware that can provide this additional granularity and facilitate their 
propositions. In these instances, smart metering infrastructure is used to enable the industry-
facing communications required for end consumers to realise the benefits from such services.  

Access to data  

Access to data was highlighted as a material challenge, particularly among respondents in the 
technology provider and asset provider segments. Due to the regulatory frameworks in the 
market, parties in these groups wishing to access the data of customers with smart meters are 
required to either: 

1. Partner with a licensed energy supplier 

2. Become a licensed energy supplier 

3. Become a registered “Other User” with the DCC 

4. Provide a consumer access device (CAD) to customers 

Each of these options carries costs, which can represent a material barrier for new market 
entry. These costs can be commercial – for example the uncertain structure and level of costs 
associated with becoming a DCC “Other User” were identified as a financial barrier to entry by 
respondents.   

The costs associated with these routes to market can also be regulatory – for example the 
requirements placed upon fully licensed suppliers are rightly wide ranging and stringent. 
However, for a number of respondents those regulatory requirements refer to aspects that were 
outside the scope of the specific service they were looking to deliver and would not be suitable 
for them to meet in order to deliver their service.  

As with the challenges presented in the “Data granularity” category, a number of companies – 
including some of those interviewed – are building services that reduce the complexity and cost 
of market entry and engaging with the opportunity to remove these barriers. 

Customer buy-in 
and 
expectations 

This category covers challenges in customer perception emerging from the delays experienced 
in the smart meter rollout and the knock-on effects this has had for associated commercial 
services. Challenges in securing initial buy-in from some customers were raised as a barrier by 
respondents, with impacts ranging from increased costs of customer acquisition to limited long-
term engagement with offerings once taken. 

The research also showed notable differences in expectation between customers, with some 
respondents noting that people held different levels of expectation from their products than 
initially proposed, for example around delivering services based on consumption data rather 
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than providing insight on consumption patterns alone. Meanwhile, respondents noted other 
customer segments where engagement with offerings could fall after an initial period, for 
example where use of devices such as in-home displays can decline. 

Parties highlighted the internal resourcing and capabilities required to engage with these 
challenges, particularly from the energy supplier and asset provider segments. In many 
instances, energy suppliers and service providers currently in the market can face difficulties 
securing the ongoing budget, staffing resource and data expertise to engage with the 
opportunities presented from smart meter data and to pass this through to customers.  

Technological 
issues 

This category covers a range of material barriers that are currently present in the market, 
focussed on the characteristics of smart metering infrastructure. This includes: 

• Delays to the physical installation of meters, with the initial delivery period extended to 2024 
impacting on propositions that require a smart meter. These concerns originated particularly 
from parties not responsible for delivering the rollout. 

• Difficulties in the integration of meters into the DCC, both geographically and delays to 
SMETS1 meter adoption, were highlighted as bringing negative customer outcomes and 
impacting on the ability of parties to deliver innovative propositions. 

• Hurdles when pairing meters with CADs prevent some hardware-based propositions from 
being accessible to customers or create negative customer experiences that are beyond 
the control of the party responsible for the customer relationship.  

• Limitations in the ability of industry-facing systems to process the half-hourly settlement 
data that is generated and facilitate related customer-facing offerings. 

As with challenges emerging from “Customer buy-in and expectations” above, respondents 
highlighted the difficulties faced by supply businesses currently active in the market in 
addressing these technical barriers. They also discussed the challenges of making fundamental 
changes to business models and activities that are required to make the most of opportunities 
presented by smart metering. 

 

 

The specific barriers that are captured across and within these themes vary by two main factors:  

• The size of the challenge presented (“Impact”), for example, in the level of spend required to resolve 
them, or complexity of the issue 

• The expected timeframe in which possible solutions to the barrier could be developed (“Time”) 

In general, barriers resulting from regulatory arrangements were seen to have long timeframes for possible 
resolution by respondents. Several respondents highlighted that many barriers raised in this process were 
well established in the market, with limited progress against them to date. Similarly, the impacts from delays 
to the smart meter rollout were raised across the board, with some respondents also noting the wide range 
of challenges associated with delivering the rollout.  

Based on interview discussions and Cornwall Insight analysis, Figure 16 below provides an illustrative view 
of these barriers mapped against the two axes of “Time” and “Impact”
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Figure 16: Scale of Impact and timeframe for addressing barriers from smart meter data, as identified by respondents   

 

 

Sections 3.2.1 to 3.2.4 below detail the responses received under each of these themes in turn, exploring 
the responses received, highlighting examples of developments seen via detailed case studies of selected 
respondents and providing wider market context to the trends identified. 

 Data granularity  

Smart meters have been designed to record and supply half-hourly data in line with the electricity industry’s 
half-hourly settlement period. While this aligns with the wholesale market, many other electricity system 
functions and potential sources of customer value utilise shorter term data. This includes electricity system 
balancing service contracts, which are often viewed as potentially significant sources of value for DSR 
activities. The lack of more granular data can be a barrier to participation in those services. 

This mismatch in data granularity was raised by several parties as a barrier to developing their services, 
from across the energy supplier, asset provider and technology company segmentations. It was identified as 
impacting a wide range of prospective products and services, ranging from device-level consumption 
information and management services, through to entering domestic properties with solar and storage 
installed into contracted network stability services.  

The companies that identified these barriers noted that they were required to either modify the service 
delivered or secure an alternative way of accessing data. Those interviewed all fell into the latter camp, with 
respondents either developing proprietary hardware or software to deliver the required data or securing 
access to it via third-party technology. One example of this is Social Energy, using detailed sub-second 
customer consumption data to reward customers for participating in domestic DSR contracts (see Figure 
17).  
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Although this incurs costs, several parties interviewed highlighted that challenges around data granularity do 
not represent an insurmountable barrier. By layering additional capabilities on top of the infrastructure 
platform provided by smart metering, providers are able to provide dedicated customer-facing services and 
ensure that users can be rewarded for them by using the industry-facing capabilities of the smart meters. 
Smart meters provided the recognised settlement data, and other hardware could be provided to generate 
more granular data outputs, often in the sub second range, which for example could be utilised for both 
balancing services participation and broader analytics.   

  

 

 

 Access to data 

Customer smart meter data is critical to the opportunities and uses identified by this research. However, due 
to the energy industry’s current structure, access to this data is limited to parties either directly involved in 
the sector or through additional hardware. Challenges in securing the required access to customer 
consumption data were prevalent in the interviews with many parties, particularly those in the technology 
company segmentation. This can be attributed to the current regulatory frameworks in the energy market, 
which see energy suppliers as the focal point for customer interactions with energy system processes. As a 
result, accessing the required smart meter data is not a challenge for energy suppliers. However, for those 
companies that do not hold a domestic supply licence, there are limited routes to market to deliver a smart 
meter data-led service into households. Parties in these categories wishing to access customers’ smart 
meter data are required to either: 

1. Partner with a licensed energy supplier 

2. Become a licensed energy supplier 

3. Become a registered “Other User” with the DCC 

4. Provide a CAD to customers 

As a result, respondents identified both commercial and regulatory challenges around accessing smart 
meter data: 

• Commercial challenges 

Figure 17: Social Energy case study – Values beyond smart meter data granularity 

A ‘vertically integrated supplier’ in the domestic market, Social Energy provides electricity and gas, but is 
focused on serving customers with solar and battery storage. Their proposition is centred on asset 
optimisation via their proprietary automation software. 

Social Energy’s proposition uses its own ‘hub’ hardware to access sub-second consumption data for 
individual household customers. This facilitates its optimisation software to respond to price signals by 
performing cost avoidance, export, and contracted network support services on the customer’s behalf. 
The assets (i.e. solar and storage) are optimised at the individual level to maximise the benefits for each 
customer. These individual actions are then aggregated up to provide contracted services at the system 
level.  

The value recognised by Social Energy is tied to that realised by its customer, reducing the issues it has 
seen around trust from customers. The supplier sees a very high level of engagement from the vast 
majority of its customers, with the sub-second level data available to both the end customer and Social 
Energy customer support staff, facilitating detailed and transparent discussions. 

Initially focused on the private home-owner market, Social Energy is now trialling services focused on 
housing associations. Looking forward, Social Energy expects the SME market to see similar changes to 
those coming to the domestic market, particularly around flexibility from smaller scale solar and storage.  
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o Partnering with a licensed supplier can carry low upfront financial costs. However, it risks seeing the 
company cede ongoing value and/or customer ownership to the supplier as part of the arrangement. 
While the extent of value ceded and the impact of this varies depending on the business model of 
the company and structure of the arrangement in place, this can be prohibitive for some parties and 
limits the levels of innovation and competition in the market. Depending on the structure of such 
arrangements, this route may also limit the size of the market the company can address, for example 
due to exclusivity requirements. 

o Securing a domestic supply licence brings its own financial costs (£2,150). However the main 
financial costs with this route to market come in securing the required IT systems and capabilities to 
meet the wide-ranging obligations that are placed on energy suppliers (see below), which can for 
‘full’ household energy supply be upwards of £200,000. 

o As an emerging route to market, there are few established pathways or frameworks for the 
commercial terms around DCC “Other User” status, with respondents discussing challenges 
presented from the complex structure of charges faced, the uncertainty over long-term costs, and the 
level of the charges faced when looking to take this route. 

– In response to these challenges, several parties in the market have developed ‘”Other User” as a 
service’ offerings, where an accredited platform has been developed and is then provided out to 
other companies under more accessible commercial terms. Examples of these companies 
include research participants Utiligroup and n3rgy, with more detail on n3rgy’s model provided in 
Figure 18. 

o There are additional costs faced in developing or securing access to a CAD in its own right, 
alongside challenges raised by some participants around the addition of hardware providing a further 
hurdle to customer sign up and therefore higher customer acquisition costs. 

• Regulatory challenges 

o Partnering with a fully licensed supplier can mitigate the regulatory barriers faced for parties with 
data-focussed offerings. This is because the supplier is able to provide access to consenting 
customers’ data and is responsible for meeting regulatory obligations. 

o Becoming a fully licensed supplier places material requirements onto licensed parties. In many cases 
for those looking to develop offerings specific to smart meter data, such as domestic energy 
management, these obligations are outside the desired scope of their operations. This could include 
requirements to administer the Warm Home Discount (WHD) for vulnerable customer support or 
managing payments for renewable electricity generators under the Renewables Obligation (RO). 
Those schemes perform valuable functions in the market. However, meeting the requirements brings 
financial costs and requires dedicated internal capacity to deliver services that could be effectively 
provided by suppliers and are adjacent, rather than core, to many new entrants’ activities. 

o Although carrying fewer regulatory requirements, there are still complexities and obligations that 
must be met to be a DCC “Other User”. Principally, these are focussed on ensuring that the systems 
of registered companies meet security standards. While important, meeting these standards does 
place additional financial costs and capacity requirements onto companies to understand and action 
the requirements. Therefore, this can act as a barrier to parties, particularly those from outside the 
energy industry or who lack significant funding or support. 

– As with the commercial barriers presented by DCC “Other User” status, several parties in the 
market have developed ‘”Other User” as a service’ offerings. Such companies ensure that they 
meet the required standards and regulatory obligations and then provide access to accredited 
platforms. For example, more detail on n3rgy’s model is provided in Figure 18. 

o The specific regulatory obligations faced by the operators of CADs are lower than for fully licensed 
supply or DCC “Other User” entry pathways. However, respondents noted challenges faced here 
such as limited enforcement of requirements to support third-party pairing of CADs, which limits the 
ability of companies using CADs to provide services to affected companies. 
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 Customer buy-in and expectations 

Delays to the market-wide rollout of smart meters are well documented (for more context, see Annex B). 
Challenges in securing initial buy-in from some customers were raised as a barrier by respondents, with 
impacts ranging from increased costs of customer acquisition to limited long-term engagement with offerings 
once taken. 

One area that was raised by some respondents as a challenge was around ensuring customer engagement 
with and acceptance of complex services, such as being rewarded for performing DSR services. Domestic 
DSR relies on consumers entering into an agreement with a supplier or third party which, at least to an 
extent, hands over control of a household asset. A 2019 survey of domestic customers carried out for 
Ofgem by Ipsos Mori suggests the majority of customers would not be comfortable with this. When asked 
how comfortable or uncomfortable customers would be with an external company controlling when their 
appliances run, only 17% said they would be comfortable. Respondents to that survey mainly raised a 
preference for personal control when asked for further details and alluded to personal liberty and ‘big 
brother’. Only 7% of people said they did not think they would save enough for load shifting to be 
worthwhile.  

Ofgem’s survey suggests that, while questions around how value is passed onto consumers do need to be 
answered, control is an issue with consumers. An override function will likely need to sit with the consumer 
to preserve feelings of ultimate control when necessary. Additionally, the value of DSR may be too low for 
cost-effective implementation by distribution network operators. The UK Customer-Led Network Revolution 
(CLNR) project suggested that direct load control of domestic appliances in a highly constrained distribution 

Figure 18: n3rgy case study – Market access as a service 

N3rgy provides digital and technology platform services to businesses involved in the energy market. 
The company’s service is particularly focussed on removing market entry barriers for non-traditional 
energy market companies. 

The company’s proposition is designed to meet the regulatory and technical credentials that parties are 
required to meet and delivering this, alongside its data access platform, as an ongoing service to its 
customers.  

Regarding the propositions that its customers provide, the company highlighted services including: 

• Energy consumption dashboards providing usage data and advice 

• Remote monitoring and assisted living, targeting the health and care space 

• Behaviour change platforms utilising gamification 

• Delivering asset optimisation and energy management  

Alongside this business-to-business (B2B) offering, n3rgy is also developing its direct to consumer 
offering, allowing people to access their own consumption data and develop innovative ways of 
interacting with it themselves. 

Given the nature of its business model, the company highlighted material barriers to market entry, 
centred on the technical and regulatory burdens that new entrants must meet in order to participate. The 
company stressed that in many instances, these requirements held little bearing on the services that 
specialist data-led parties were looking to provide and noted the potential for these to be streamlined or 
removed. Similarly, the company noted the commercial and financial barriers that these bring.  

The company highlighted a wide range of opportunities from smart meter data, with particular focus 
during the discussion centred on the convergence of energy with other sectors – and the learnings that 
should be taken from these sectors, for example the transition away from ‘walled garden’ services that 
limit interoperability between different providers in the telecom industry.  

https://www.ofgem.gov.uk/publications-and-updates/consumer-survey-2019
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/657141/DSR_research_report.pdf
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network may have annual value to network operators of £0.20 per year for fridges and freezers, £2 - £4 for 
wet goods (e.g. washing machines), and up to £15 per year for water heaters and air source heat pumps.  

A key issue in addressing these barriers raised by several respondents was difficulties in securing the 
desired or necessary levels of internal finance and staff resources. This was raised commonly from within 
the energy supplier, asset provider, and technology company segmentations. In many instances, energy 
suppliers and service providers currently in the market can face difficulties securing the ongoing budget, 
staffing resource and data expertise to engage with the opportunities presented from smart meter data and 
to pass this through to customers. 

 Technological issues 

As a major infrastructure programme involving both physical assets and IT systems, the smart meter roll-out 
has faced a number of technological issues and delays over its course.    

One of the major benefits of smart meters is the ability to record and act upon half-hourly usage data. 
However, the current electricity market arrangements do not facilitate large scale half hourly settlement 
(HHS) of household customers. The workstream to deliver this, Ofgem’s HHS Significant Code Review, is 
currently underway, but like the smart meter rollout has faced a number of delays. The current expectation 
is that market wide HHS will now be implemented in the mid-2020s. While it is possible to settle customers 
on a half-hourly basis via voluntary arrangements currently, it will not be until market wide HHS is in place 
that the full system benefits are unlocked. Additional details on the technological challenges present in the 
smart meter rollout is provided in Appendix B. 

A further technological issue raised by respondents concerned the impacts from constrained in energy 
supplier IT systems. Energy supplier systems are highly specialised for the GB energy industry. As a result 
of this, any change to them is often expensive and carries with it the risk of a negative impact on business 
processes during the implementation period. This is important, as a number of current energy suppliers 
(particularly those with legacy systems) have reported that systems can act as a barrier to being able to 
offer innovative services and fully exploit smart metering data. Therefore, system updates and or changes 
can be required.  

As with the barriers raised by respondents within the “Customer buy-in and expectations” theme, 
respondents noted issues around securing the internal resources to meet these challenges. As well as 
managing these ongoing challenges, participants also identified issues around positioning themselves for 
the longer-term changes business models. The wide-ranging impacts from the opportunities discussed 
above, particularly those in the “Facilitating new markets” and “Sector convergence and new entry” 
themes, bring with them significant changes to the business models in the market and the types of offering 
that are put forward. For companies currently active in the market, delivering the material changes that are 
required – such as to the software platforms and billing systems used, company structure and customer 
engagement methods – can be extremely challenging alongside continuing to operate under their existing 
business modes.  

  



 

 

 

32 
 

3.3 Exploring potential enablers 

Figure 19 below maps the detailed opportunities identified by the participants, the principle barriers that are 
faced in realising these opportunities, and the potential timeframe in which they could be addressed. The 
table presents each of the opportunities identified above, in order of the Impact that they entail.  
 
Figure 19: Summary of the opportunities presented by smart meter data, barriers and ways forward raised by interviewees 

Key: 
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customers 
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Commercialised domestic demand side 
response 

Market-wide half-hourly 
settlement not deployed 

Regulatory obligations to deliver 
smart metering infrastructure  

Limited smart meter data 
granularity 

Market delivery of suitable systems 
and platforms 

High regulatory barriers to 
smart-specific customer 

offerings 

Regulatory framework reform 

New and maturing routes to market 
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New market entry 
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Uncertain commercials of non-
supplier entry 
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Commercial wellness services 

Open access to relevant data Regulatory framework reform 
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4 Conclusions 

There are a number of key conclusions that can be drawn from this research project: 

4.1 Smart meter data brings significant opportunities 

• Active engagement with smart meter data brings the opportunity for significant changes in the energy 
retail market, enabling radically different propositions and business models than those traditionally 
present in the market. This includes unlocking new sources of value, such as: 

o Active domestic demand management, providing system- and customer-facing value by managing 
and optimising household energy consumption. This is enabled by the penetration of new 
technologies in the home 

– Here, customer demand for EVs and the delivery of services to this emerging market was 
repeatedly identified as a key driver in the market-wide penetration of services with smart meter 
data at their core 

o Realising value from providing flexibility in how consumers use energy, for example enabling 
households with solar generation and storage to benefit from responding to price signals on when to 
use electricity from the grid, when to use onsite generation and when to provide power to the grid 

o Facilitating remote monitoring services on household behaviour and routines, for example to support 
carers to deliver assisted living services  

• Smart metering infrastructure is important for realising net-zero targets. Without their ability to facilitate 
propositions required to deliver system and customer benefits from time of use tariffs, EV smart charging 
and optimised electric heating control (among others), achieving the 2050 targets will be significantly 
more costly 

• There are a wide range of parties involved in utilising smart meter data, covering segments including 
asset providers, energy suppliers, and technology companies. Access to smart meter data, alongside 
associated market and regulatory developments, can open the door to market entry for companies and 
business models not historically associated with the energy market. This could include technology 
companies such as Amazon, Google or Uber, driven by their ability to leverage data processing and 
customer facing expertise to provide new energy-enabled services 

o Alongside the transformative potential from engaging with smart meter data and the multi-market 
offerings it enables, this has also led respondents – particularly from the asset provider, technology 
provider and energy supplier segmentations – to predict a fundamental shift in the business models 
of energy retailers. Respondents expect that data, including that from smart meters, will be at the 
core of a new generation of energy companies and propositions  

• The majority of respondents believe that offerings with smart meter data at their core will be widespread 
in the market by 2024, led by customer demand for the devices and associated services. While 2030 
was selected by two-thirds of interviewees as the most likely date for such offerings to be the norm in the 
market, this reflects the scale of the transition and pace of change seen in other energy market change 
programmes, rather than a lack of customer demand for data-led services or industry activities in 
developing and offering these services 

4.2 Diverse barriers threaten market developments 

• However, numerous respondents highlighted challenges arising from delays to the smart meter rollout, 
and subsequent delays to related industry change programmes. These include technical challenges, 
such as requiring customers with solar and storage to have a smart meter in order for them to be 
rewarded for any flexibility services that they provide to the electricity network  
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o Delays to the physical installation of meters were highlighted as problematic, alongside additional 
technical challenges such as the integration of meters into the DCC, the ability to pair meters with 
CADs and the ability of industry-facing systems to process the resulting half-hourly settlement data  

o The smart meter rollout delay also presents commercial barriers, including increased costs of 
acquiring customers and communications challenges around previous customer experiences with 
smart metering, and customer expectations around service offerings 

• Internal capabilities and capacity are notable hurdles to existing energy suppliers realising the potential 
operational benefits presented by smart meter customer data. This includes securing expertise across 
the long value chain of smart metering infrastructure, from delivering meter installations to interpreting 
and acting on consumption data 

o Similarly, while active engagement with smart meter data could bring material change to the 
business models of retailers in the energy market, market incumbents can lack the internal 
bandwidth and capacity to exploit this opportunity and may face system costs to be able to support 
such offerings 

• The granularity (or lack thereof) of data provided via central smart metering infrastructure was also 
raised as a barrier by a number of parties across the supplier, asset provider, and technology provider 
segmentations, citing the need for sub-half-hourly consumption data to enable some services and 
sources of value 

o In many instances, these companies have developed or secured access to hardware that can 
provide this additional granularity and facilitate their propositions, with smart metering infrastructure 
used to enable the industry-facing communications required for end consumers to realise the 
benefits from such services  

• Access to data was highlighted as a particular challenge, particularly among respondents in the 
technology provider and asset provider segmentations. Due to the regulatory frameworks in the market, 
parties in those categories wishing to access customers’ smart meter data are required to either: 

o Partner with a licensed energy supplier 

o Become a licensed energy supplier 

o Become a registered “Other User” with the DCC 

o Provide a CAD to customers 

– Each of those options carries costs, with the associated regulatory and financial requirements 
potentially presenting barriers to innovative market entry 

– As with the challenges presented by data granularity, a number of companies are already 
offering services to reduce the complexity and cost of market entry  

4.3 Recommendations and next steps 

Based upon the market engagement and subsequent analysis we consider that the following actions could 
be progressed to support the development and uptake of data led solutions and remove barriers to their 
deployment: 

• It is vital that the smart meter rollout continues and that suppliers meet their installation milestones; that 
the Data Communications Company (DCC) service requirements are fully delivered; and that all possible 
cohorts of meters are enrolled into the DCC. Numerous parties across the industry highlighted that the 
delay in smart meter installations was negatively impacting their offerings, including by limiting customer 
pools, restricting access to data and increasing uncertainty. BEIS and Ofgem must ensure that this 
workstream sticks to time and delivers the expected outputs. 

• Data access needs to be examined. Currently the options for accessing customer meter data are limited 
to becoming an energy supplier, partnering with a supplier or registering as another user with the DCC. 
All these options have costs and limitations. Broader and easier access to customer data would 
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significantly improve the ability for data led offerings. It may also clarify the data being used by different 
parties, thus increasing transparency and ultimately improving customer trust. Given the success of 
MiData in banking, the dormant energy MiData workstream could be a solution, alongside 
implementation of the detailed recommendations provided by the Energy Data Taskforce 

• Further research should be undertaken by central industry bodies, such as the Data Communications 
Company (DCC) or Elexon, into novel uses for smart data and to continue to track the sector’s 
development. This research has highlighted the active state of development in smart data utilisation and 
the initial steps being made to address barriers to its development. However, this is a developing 
industry so ongoing tracking and engagement will be needed. We recommend an annual review of the 
state of the market. 

• There is currently no official route for the sharing of good practice or identified issues and solutions. This 
could be established by an official party (e.g. BEIS or Ofgem) as a forum or networking group to allow 
parties to share innovation and identify areas which require regulatory or policy change as opposed to 
industry solutions. 

• The provision of training on the functioning of smart meters, the DCC and the associated broader 
industry processes could support parties’ understanding of the opportunities from smart data and 
consideration of how to bring these to market. Elexon undertakes similar training on Balancing and 
Settlement Code (BSC) processes which could provide a blueprint for central smart parties such as the 
DCC to deliver. 

  

https://es.catapult.org.uk/impact/specialisms/energy-data-taskforce/
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5 Appendix A: Glossary 

Automated Meter Reading 

(AMR) 

Gas or electricity meters that can be remotely read. They differ 

from smart meters (typically) insofar as they generally are not 

as sophisticated as smart meters 

Competition & Markets 

Authority (CMA) 

The Competition and Markets Authority (CMA) is a non-

ministerial government department, responsible for 

strengthening business competition and preventing and 

reducing anti-competitive activities. 

Consumer Access Devices 

(CADs) 

Devices connected to smart meters, which can be owned by 

consumers to identify their energy usage, energy costs, and 

other information. 

Data Communications 

Company (DCC) 

Company run by Capita and set up to manage and deliver the 

smart meter communications network. 

Demand Side Response 

(DSR) 

Allows businesses and consumers to turn up, turn down, or shift 

demand etc. in response to signals from the wider system. 

Distributor Network Operator 

(DNO) 

Companies licensed to distribute electricity in GB by Ofgem. 

There are fourteen licensed areas, based on the former area 

electricity board boundaries, where the DNO distributes 

electricity from the transmission grid to homes and businesses. 

Dual Fuel 
Indicates the supply of more than one energy type, e.g. gas and 

electricity. Also, known as "combined energy" 

Electricity System Operator 

(ESO) 
Licensed operator of the GB electricity transmission system 

Energy Efficiency 

Reducing energy consumption while still maintaining similar 

levels of output or performance. This is usually achieved by 

reducing wasted energy or increasing the power efficiency of 

appliances 

Energy Management 

The monitoring and analysis of energy consumption. This can 

involve comparing usage, reducing wastage or optimising 

energy efficiency 

Export Meter 

A meter which measures the quantity of export which, if 

registered pursuant to the BSC, such registration is to be the 

responsibility of a generation (typically transmission connected) 

or supplier (typically distribution connected) licensed entity. 

Feed in Tariffs (FiTs) 

A payment made to generators of small-scale renewable 

electricity generation (total installed capacity ≤ 5MW for hydro, 

wind, PV and AD; ≤ 2kW for CHP) for electricity produced. 
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Green Electricity 

Electricity generated from renewable sources which are 

considered to have a low environmental impact, e.g. wind or 

solar power 

Half-hourly settlement (HHS) 

A method by which electricity usage is read every half hour. 

Meters read electricity usage every half hour, this information is 

sent to suppliers to settle a more reliable price of energy used 

by a business or homeowner. 

Kilowatt Hour (kWh) 
One thousand watt hours--3,600,000 joules. Standard unit of 

energy consumption for consumer billing. 

Meter Reading 

Used to determine energy consumption and for issuing a bill for 

energy usage for a given period. Meter readings can be 

submitted online or by phone 

Midata 

Government initiative to give consumers access to their 

personal data in a portable electronic format, that can be 

securely transferred to third parties 

Network Access and Forward 

Looking Charges Significant 

Code Review (NAFLC SCR) 

A Ofgem Significant Code Review, that is examining the 

charging structure for network costs in regards to connecting to 

the system, the size of users’ network connections, and the cost 

reflective elements of network charges  

Non Half Hourly (NHH) 

Non Half-Hourly (NHH) electricity supplies. Supplies under 

100kVA tend to be Non Half-Hourly (NHH) metered, using 

standard meters that are read manually, or meters that feature 

Automated Meter Reading (AMR) technology. 

Non-Domestic Customer 
A customer who is not a domestic customer, i.e. a business 

customer 

Pre-Payment Meter (PPM) 
Gas or electricity meter where the customer must prepay for 

energy. 

Significant Code Review 

(SCR) 

A role for Ofgem to holistically review industry code-based 

issues (for the main commercial industry codes) and speed up 

industry reform. 

Smart Energy Code (SEC) 

A multi-Party agreement which defines the rights and 

obligations of energy suppliers, network operators and other 

relevant parties involved in the end to end management of 

smart metering in Great Britain 

Smart Meter 
Gas and electricity meters that can be read remotely and allow 

consumer more accurate and timely consumption information. 

Smart Metering Equipment 

Technical Specifications 

(SMETS) 

An industry document that describes the minimum physical, 

functional, interface and data, testing and certification 

requirements of smart metering equipment 

Supplier 
A party licensed by Ofgem to sell gas and/or power to end-

users 
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Supplier Hub 

A term used in which licensed suppliers are at the 'hub' of the 

energy industry and are responsible for nearly all activity 

associated with giving supply to customers, such as arranging 

for and reading meters, paying network charges, meeting 

government environmental programme schemes, and buying 

energy. 

Targeted Charging Review 

(TCR) 

A targeted review looking at several electricity network charging 

issues that are leading to "inefficient investment decisions". 

Time of Use (ToU) tariffs 
A variable tariff based on the use of electricity at different times 

of the day, which can be charged by an energy company. 

Warm Homes Discount (WHD) 

An affordability support scheme, which provides £140 off 

eligible customers’ electricity bill over winter months 

Households may be able to get the discount on their gas bill 

instead if the supplier provides both gas and electricity 
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6  Appendix B: Market overview 

The GB electricity market is formed of a number of distinct roles and functions encompassing physical 
infrastructure, competitive activities, and regulatory and policy authorities. A simplified overview of the 
electricity market roles is shown in Figure 20. 

Figure 20: GB electricity market roles  

 

Source: Cornwall Insight 

6.1 Energy suppliers’ role in the market and ‘supplier hub’ 

Energy suppliers are the parties responsible for contracting for the delivery of electricity to an end-consumer 
through a meter. Energy suppliers recover the costs of providing this energy through customer charges. 
Under a concept known as ‘supplier hub’, the electricity supplier is the single point for customers to interact 
with the energy market. This means that the electricity supplier is responsible for managing nearly all energy 
market activities through a wide variety of commercial contracts and regulated industry codes. The core 
obligated activities for which electricity suppliers are responsible are: 

• Providing the commercial point of interface between the consumer and the energy system – the retail 
part of energy supply through retail contracts 

• Paying for (and recovering from its customers) the costs incurred from the electricity system, 
including network charges, wholesale costs, system operator costs and policy costs 

• Metering electricity consumption, including provision of meters, and appointment of agents to install 
and maintain meters 

• Delivery of government energy policies (such as payment of the Climate Change Levy and 
Renewables Obligation, Feed in Tariff, Contracts-for-Difference, and Capacity Market) 

• Meeting regulatory standards for customer service and interactions 
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In practice this means that electricity suppliers have three key roles in the energy industry: 

• Acting as the collector of revenues to pay for the entire electricity industry value chain 

• Managing the risk arising from the differences between consumer actions and the costs incurred  

• Providing the interface for customers to the electricity industry  

The outcome of this supplier hub concept is shown in Figure 21. While electricity suppliers are ultimately 
responsible for the delivery of these tasks in the market, it is up to the suppliers themselves how they deliver 
these functions. This means that it is possible, and indeed for some responsibilities common, for these to be 
outsourced to other specialist firms for delivery.  

Figure 21: Supplier hub responsibilities  

 

Source: Ofgem 

6.2 Metering in the GB market 

Electricity and gas meters are instrumental in delivering the competitive GB energy markets. Meters are 
used to record the volumes (kWh for electricity and m3 or ft3 for gas) consumed by end users to allow the 
assignment of costs and charges to energy suppliers and their customers. 

Currently, there are a number of different metering categories active in the market, and these are used to 
divide the market between different customer classes. For domestic electricity, these are: 

• Non-SMETS compliant smart meters (“smart-type” meters) – prior to the adoption of the SMETS 
specifications, a number of meters were installed that offered “smart-type” functionality. This could 
include remote reading and half-hourly recording of usage. However, these features were not 
sufficient to meet the SMETS specification and so these meters are non-SMETS compliant and do 
not count towards energy suppliers’ roll-out obligations.  

• SMETS1 capable – SMETS1 capable meters are those which met the physical requirements of the 
SMETS specification but, due to issues including software restrictions, lack of communications 
enrolment, or firmware, were not operating as a SMETS meter. Where these meters were updated to 
meet the SMETS1 requirements ahead of the SMETS1 end date, they count towards energy 
suppliers’ roll-out obligations. Ofgem has stated that where the meters were not updated in time for 
the SMETS1 end-date they will not count towards meeting energy suppliers’ smart meter obligations. 

https://www.ofgem.gov.uk/publications-and-updates/smart-meter-rollout-energy-suppliers-progress-and-future-plans-open-letter-201
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Therefore, energy suppliers may look to remove and replace these meters ahead of the completion 
of the smart meter roll-out programme. 

• SMETS1 – SMETS1 was the original specification for smart meters, until it was superseded by 
SMETS2. To date, the majority of installed meters have been SMETS1 (see details in Appendix B on 
the current state of the roll-out). These meters are a single integrated unit, with communications 
linked to a specific smart meter system operator. 

• SMETS2 – the current version of the SMETS requirements. Since March 2019, regulation states that 
only SMETS2 meters count towards meeting energy suppliers’ smart meter roll-out obligations, and 
since 30 June 2019 the New and Replacement Obligation (NRO) has required that all meters 
installed be SMETS2 meters. The key difference for SMETS2 meters compared to their SMETS1 
counterparts is that they are fully interoperable through the DCC infrastructure as standard and have 
a modular communications hub. 

o Cornwall Insight is aware that a small number of SMETS1 meters continue to be installed by 
the industry despite the deadline having passed. Cornwall Insight understands this is 
primarily due to the difficulties regarding the availability of SMETS2 prepayment offerings for 
energy suppliers. 

This range of metering types has had a number of impacts on the smart meter roll-out. Energy suppliers 
have reported that SMETS1 meter installations have been slowed due to public perception of the issues 
with SMETS1 interoperability and media coverage, such as MoneySavingExpert recommending households 
wait for SMETS2 meters before accepting a smart meter. Additionally, a number of energy suppliers 
delayed their roll-out strategy to focus on SMETS2 as opposed to SMETS1 meters, which with the delay in 
SMETS2 approval has been a contributing factor to the roll-out being behind schedule.   

Due to the need to use Smart Meter System Operators (SMSOs) to communicate with SMETS1 meters, it is 
possible for these meters to lose their smart functionality when a customer switches energy supplier. This 
occurs where the gaining energy supplier does not have the suitable IT system to interact with the meter as 
they have not signed a commercial agreement to access the relevant data.  

The issues stemming from the lack of interoperability are planned to be resolved with the enrolment and 
adoption of SMETS1 meters into the DCC’s communications network alongside SMETS2 meters. By 
adopting SMETS1 meters into the DCC network, SMETS1 meters should become fully interoperable 
between all energy suppliers. This will mean that enrolled SMETS1 meters should retain their smart 
functionality upon switching between energy suppliers, as all energy suppliers will have the ability to 
communicate with them. This enrolment is being carried out in a series of tranches of different metering 
types.  

6.3 Rationale for smart meter roll-out 

Smart meters are expected to provide a number of benefits to end-consumers and the broader energy 
system. These include: 

• Greater consumer control over energy usage 

• Removal of need for estimated bills 

• Lower industry costs, including meter reading requirements, and network costs 

• Facilitating innovation  

• Facilitating half-hourly settlement and its associate benefits 

• Improved retail competition  

• Facilitating integration of more low carbon technologies and enabling the transition to a net zero 
economy 

• Improving customer experience, particularly amongst those customers with prepayment meters  

https://www.moneysavingexpert.com/news/2018/01/switchable-smart-meters-delayed-/
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As part of the smart meter roll-out, BEIS undertook an impact assessment in September 2019 to examine 
and quantify the benefits of the programme. This demonstrated a net benefit to the industry of £5,977mn 
from smart meters, with expected benefits of £19,457mn (see Figure 23) and costs of £13,480mn (see 
Figure 24).  

BEIS’ impact assessment identified a number of key drivers behind the expected benefits from smart 
meters. They noted that there was a significant evidence base demonstrating consumer feedback that using 
smart metering leads to energy demand reductions. It therefore expects that smart meters will result in 
gross reductions in annual demand of 2.8% for electricity, 2% for gas credit and 0.5% for gas prepayment 
meters. 

Further to this, a number of supplier benefits were noted, including reduced customer visits for meter reads 
and meter inspections due to the use of remote readings, a reduction in inbound customer contacts as a 
result of the end of estimated bills, and a reduction in prepayment cost to serve.  

Network benefits were also identified, including better outage management, earlier fault notification, and 
faster restoration of supply. Additionally, benefits were expected through energy load shifting as a result of 
the ability to offer time of use tariffs, provision of up to date and accurate information to consumers, and by 
exposing suppliers to the true cost of their customers usage through half-hourly settlement. 

6.4 Current state of the roll-out 

While the number of meters installed has been increasing over time, the installation rate that is being 
achieved is not currently sufficient to meet the 2020 target, shown in Figure 22 in the red line. In September 
2019, BEIS issued plans to set new binding annual smart meter installation targets for suppliers, coming into 
effect following the December 2020 rollout deadline, and lasting until 31 December 2024. Since Q319, the 
market has been on track with the required rollout rate to meet the revised 2024 date.  

According to the supply licence, all installations past 31 December 2018 were required to be SMETS2 
meters, with a number of suppliers receiving a derogation extending this SMETS1 deadline to 31 March 
2019. However, Cornwall Insight research shows the rate at which suppliers have transitioned to SMETS2 
varies greatly depending on strategy, readiness, and progress already made in the supplier’s rollout. 

 

Figure 22: Actual and target installation rates 

 

Source: Cornwall Insight data and Company Statements  

Under the proposed post-2020 framework, the installation targets would be based upon the number of 
meters installed at properties without a compliant smart metering system or advanced meter, and would 
grow on a straight line trajectory towards market-wide smart meter coverage. The milestones would be reset 
each year, to allow suppliers to take credit for each installation delivered within a year regardless of whether 
the customer subsequently switched away. To account for external factors the minimum coverage level 

https://www.gov.uk/government/publications/smart-meter-roll-out-cost-benefit-analysis-2019
https://www.gov.uk/government/consultations/smart-meter-policy-framework-post-2020


 

 

 

44 
 

required at the end of 2024 is 85% for every supplier. BEIS also noted that solutions allowing meters to be 
installed in all premises should be in place by 2021. Reporting, monitoring, compliance, and enforcement 
will be a matter for Ofgem, who will consult separately on any new requirements. 

Although it is possible to offer dedicated smart-meter enabled propositions to smart meter equipped 
customers ahead of the market wide completion of the rollout, a postponed completion date has implications 
for a number of other industry developments that could support innovative service provision. As a result of 
the delayed rollout and extended delivery timetable, some of these programmes that rely on the wide uptake 
of smart meters are due sooner than the expected 85% coverage by 2024 can fully support. 

• Suppliers with over 150,000 customers must offer a Smart Export guarantee (SEG) to replace the Feed-
in Tariff (FiT) from 2020 onwards. A smart meter is a pre-requisite for SEG tariffs 

• A decision is yet to be made on settlement reform, but delays to the smart meter rollout means that the 
ability to settle the whole market on a half-hourly basis may be seen later than expected 

While BEIS noted that solutions to technical issues hampering the rollout should be in place by 2021, some 
of the programmes listed above will likely face concurrent delays, alongside resultant impacts on the 
development and uptake of technologies linked to decarbonisation and flexibility, including smart charging 
and demand-side response.  
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Figure 23: Smart meter roll-out benefits (£mn) 

 

 

Source: BEIS 

 

Figure 24: Smart meter roll-out costs (£mn) 

  

Source: BEIS  
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7 Appendix C: Interview summaries 

The full list of companies that participated in the interview process is found in Figure 25. As above, this table 
shows those companies that agreed for their contributions to be made publicly attributable. Those 
companies that did not have been had their identity redacted.  

Figure 25: Smart meter data interview respondents overview 

Segmentation Company 

Asset provider GEO 

Asset provider A zero carbon asset provider 

Asset provider Utiligroup 

Energy supplier An established large supplier 

Energy supplier Social Energy  

Large end user Anglian Water 

Technology provider A Vehicle-to-grid provider 

Technology provider EV.Energy 

Technology provider Eliq 

Technology provider 
A leading international technology and services 
company 

Technology provider Labrador 

Technology provider n3rgy 

 

Section 7.1 contains written summaries of the discussions held with each of the respective interviewees. 
Responses are aggregated and displayed under the four principle themes of the pre-prepared questions 
(see Appendix E): 

• Company overview 

• Proposition and market interactions 

• Barriers encountered 

• Future potential and innovation 

Please note that these summaries are designed to provide an indicative summary of the conversation and 
question responses and do not represent an exhaustive account of all points discussed. Where specific 
respondents did not wish to have responses attributed publicly, identifying details have been redacted from 
these summaries. 
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7.1 Interview summaries 

Figure 26: Anglian Water smart meter data interview overview 

Question themes Response summary 

Company overview 
Anglian Water is a large, commercial end-user that also has 
generation assets, selling electricity to an offtake at meter point 
alongside associated renewable certificates 

Proposition and market interactions 

As an end-customer, Anglian Water principally makes use of 
smart meter data to monitor usage, facilitate cost reduction via 
demand side response (DSR), and support its wider 
optimisation efforts. With third-party support, it has developed a 
proprietary optimisation software that combines energy 
consumption data with additional data sets such as asset-level 
performance to deliver services including predictive 
maintenance assessments and asset optimisation. Anglian 
Water sees this as the most compelling opportunity for smart 
meter data moving forwards, with evolution likely to come in the 
sophistication and capabilities of these offerings, noting it 
shares parallels with the Wellness market segment highlighted 
in the domestic market analysis.  

Outside of asset optimisation, DSR is a significant use of smart 
meter data, with supplier and specialist third-party intermediary 
(TPI) propositions a large part of their commercial interactions 
here. 

Barriers encountered 

The company noted several regulatory and commercial barriers 
to engaging with smart meter data and accessing the 
opportunities it presents.  

On the commercial side, it noted instances where the accuracy 
of data has been challenging, e.g. misattribution between 
different sites. This also carriers through to the integration of 
multiple different data sets as described above. Anglian Water 
also highlighted the costs that can be incurred to 
develop/receive a service that makes the most of this data, with 
many of the options they considered both expensive and not 
specific to their needs. 

Concerning regulatory barriers, the company noted the erosion 
of value from flexibility seen under the Targeted Charging 
Review (TCR) and ongoing uncertainty from the Network 
Access and Forward Looking Charges Significant Code Review 
(NAFLC SCR). Whilst it was optimistic that this value would 
return in the market, the uncertain structure and timelines 
present a material challenge. 

More widely, Anglian Water also spoke about challenges it has 
seen in the domestic market, such as the limited availability of 
half-hourly settlement and granular time of use tariffs. 

Future potential and innovation 

As noted above, the company sees significant opportunity from 
continued improvements in asset-level optimisation software, 
especially concerning the application of machine learning to 
support predictive powers and automated responses. Again, 
this drew comparison with developments expected in similar 
technologies in the domestic market, particularly around the 
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Wellness, Comfort and Flexibility segments. The supplier 
expects smart enabled offerings to be mainstream and 
widespread by 2030, although noted the potential for this to 
come by 2024 if consumer demand for enabled technologies 
such as EVs and connected home devices is extremely high in 
the immediate future. Here, Anglian Water also highlighted the 
role that the fairly long asset lives of existing devices (e.g. 
fridges, boilers) could play is slowing the pace of a mainstream 
transition. 
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Figure 27: An established energy supplier smart meter data interview overview 

Question themes Response summary 

Company overview 
The company is an established name in the GB domestic energy 
retail market, holding a large customer base and activities in a 
range of associated markets 

Proposition and market 
interactions 

The supplier discussed the many projects that it is engaged with, 
all centred on the operational and commercial opportunities from 
smart metering, particularly concerning half-hourly and 10 second 
granularity consumption data.  

On operational benefits, this includes: 

• Target contact times based on known and forecast customer 
behaviours 

• Understand and respond to customer lifestyle changes 

• Improve customer segmentation 

Regarding proposition development, this centres on the ability to 
act on the operational improvements described above to develop 
new and targeted services for existing and new customers. 
Projects explored by the company include: 

• Developing home energy management services that integrate 
with connected home devices 

• Facilitate asset level monitoring and device level control within 
the home 

• Provide remote monitoring and assisted living services, 
whether to end customers or to companies 

• Offer white label products on a business-to-business basis 

• Support peer-to-peer trading for domestic customers 

Barriers encountered 

The company highlighted a number of internal and external 
barriers.  

Internally, the company discussed capital and operational 
challenges such as securing funding and resource on an ongoing 
basis to complete innovation-focused projects. This included the 
ability to secure requisite expertise within teams. This challenge 
was heightened due to these projects often competing for resource 
with compliance-focussed activities such as maintaining roll-out 
rates.  

The impact of regulatory responsibilities was also noted around 
data access, where the prevention of suppliers sharing 
anonymised and aggregated consumption data with third parties. 
On data, the ability of suppliers’ internal systems to appropriately 
handle half-hourly data was raised as a material barrier.  

Externally the company also noted barriers surrounding customer 
engagement, with both the metering rollout and with half-hourly 
data. This was particularly pertinent around securing customer 
consent for half-hourly data access at the point of installation.  

Future potential and innovation 
At present, the primary opportunity for the company from smart 
metering lies in optimisation rather than new revenue streams. 
However, looking forwards the company discussed both the 
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significant potential for new service-led propositions to come to the 
market, with the required transformation an opportunity for a more 
data-centric company structure.  

Expecting data led offerings to be the norm between 2024 and 
2030, the company also discussed the potential competitive threats 
from more data-focussed, non-energy companies becoming 
increasingly involved in the energy and adjacent markets.  
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Figure 28: A vehicle-to-grid provider smart meter data interview overview 

Question themes Response summary 

Company overview 
This company provides a platform delivering optimisation 
services for EV smart charging and Vehicle-to-Grid (V2G) users.  

Proposition and market 
interactions 

It is not a customer-facing brand, with its capabilities integrated 
within its partner supplier’s EV propositions, currently focused 
primarily on the fleet market and opportunities from 
Transmission System Operator (TSO) and Distribution System 
Operator (DSO) services for V2G activities. Delivering this sees 
the party integrate with other supplier functions, including 
Powershift, which provides pricing data to facilitate optimisation. 

In addition to its core activities, it is also an active participant in 
the BEIS-funded innovation trials. 

Barriers encountered 

They highlighted a number of barriers, particularly around the 
impact of delays on the smart meter rollout and access to data 
(however, here the company noted its relationship with a 
supplier).  

The principle barrier from an innovation perspective was the risk 
of regulatory decisions undermining the ability for potential 
innovation, with the party discussing that mandating smart 
charging via the smart meter network may reduce inward 
investment to the market.  

Future potential and innovation 

The future potential from smart metering data lies in the ability to 
better integrate their technology-specific optimisation services 
with the energy demand at the rest of the customer’s site.  

Technology specific services were highlighted by the party as a 
key source of innovation, with EV smart charging propositions 
being developed by specialist players separate from the physical 
infrastructure providers. 
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Figure 29: Eliq smart meter data interview overview 

Question themes Response summary 

Company overview 

Eliq are a technology company operating a System-as-a-
Service (SaaS) model in GB and Europe. This can be 
provided via a white label arrangement or by making Eliq’s 
APIs accessible to suppliers. They are focused on serving 
the domestic utilities market in GB.  

Proposition and market 
interactions 

Their app combines smart meter consumption data with 
external data (e.g. weather forecasts) and proprietary 
analytical software to display household’s use in a 
meaningful and engaging way alongside accurate forecasts 
of future consumption and costs. Eliq’s customers are the 
energy supplier, rather than direct sales to domestic end 
customers. As such, discussions covered how the service 
benefits suppliers, and how this in turn benefits end 
consumers. 

Suppliers: 

• Eliq’s app allows suppliers to present past and forecast 
consumption and cost data in engaging ways to 
customers 

• Increase customer retention by supporting improved 
engagement and reduced cost to serve 

• Suppliers use improved insights to inform customer 
acquisition activities to focus on app-engaged 
customers, reinforcing lower costs to serve 

Households 

• Increased ability to self-serve issues through app 

• Cost forecasting reduces negative bill experiences and 
supports budgeting for prepayment customers 

Across both parties, automation and energy-as-a-service 
style propositions represent a key trend and focus, with 
Eliq’s GB market experience largely in line with those from 
other European markets (concerning customer engagement 
trends) 

Barriers encountered 

Eliq highlighted a number of barriers encountered: 

• Access to smart meter data can be problematic, with 
prohibitive costs faced by some parties. For Eliq, this 
has not been an issue due to their supplier partnership 
route to market 

• Challenges in ensuring the smart meter conversation is 
focused on the outcomes smart infrastructure can 
facilitate, rather than on the provision of the 
infrastructure itself 

• Long lead times can be seen in bringing propositions 
into the energy market 
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• High penalties to consumer trust and engagement when 
propositions do not work, particularly in emerging areas 
such as wellness and comfort 

• Market consolidation amongst domestic suppliers has 
bought challenges to suppliers engaging with data-led 
offerings, at the same time that this is becoming a 
necessary part of being a supplier (rather than a source 
of differentiation) 

On potential ways of addressing these barriers, Eliq 
highlighted the potential benefits that would come from 
changing the means of measuring engagement in the 
market from number of switches to a more holistic approach 
that does not bring negative externalities such as PCW 
promotion  

Future potential and innovation 

Eliq expect to see smart meter enabled and data-led 
offerings become mainstream by 2024, closely tied to the 
rate at which electric vehicles are adopted (as it expects 
these to have a powerful pull effect on consumer demand 
for smart meter enabled services).  

Moving forwards, Eliq noted that more open data 
infrastructure is required in energy to make the most of the 
opportunities smart meter data represents, highlighting the 
rapid changes seen in sectors such as banking. 
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Figure 30: EV.Energy smart meter data interview overview 

Question themes Response summary 

Company overview 

EV.Energy provide a smart charging service, focused on the 
domestic EV market. This is delivered via both a business-to-
business (B2B) and business-to-customer (B2C) model. Through 
its B2B model, the company holds relationships with several 
domestic energy suppliers, including EDF Energy, Igloo, and ESB. 

Proposition and market 
interactions 

The supplier’s offering closely interacts with smart meter data, 
using the customer consumption information to deliver its 
optimization service. This includes integrating with asset-level 
data from domestic solar and storage devices, alongside public 
chargepoint usage information to offer an integrated mobility 
service to end customers.  

Barriers encountered 

A number of principally regulatory barriers were identified by 
EV.Energy, including access to the requisite data (including 
customer education as to what data access entailed) and the 
impact of delays to the smart meter rollout and the associated 
industry change programmes such as half-hourly settlement.  

On the latter, EV.Energy noted that it was around five years 
ahead of the market maturity curve with its optimization offering, 
principally due to delays with infrastructure and systems rollout of 
smart technology. The company noted this brings concurrent 
commercial challenges around the responsibility for risk and 
tailoring of business models. 

Future potential and innovation 

EV.Energy noted several areas in which innovative offerings were 
being brought forward, with the two principle areas being non-
supplier market entry and delivery of smart-enabled services. 

On market entry, EV.Energy noted that the services enabled by 
smart meters open up opportunities for parties beyond traditional 
suppliers, with vehicle manufacturers noted as potential 
beneficiaries should e-mobility customer interest increase.  
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Figure 31: GEO smart meter data interview overview 

Question themes Response summary 

Company overview 

GEO support customers to lower the costs and carbon 
emissions associated with their household energy use. This is 
done through a variety of channels, having initially focused on 
bringing the best possible technology to mandated in-home 
displays (IHDs), with 5mn devices deployed in the UK to date. 
The company operates on a business-to-business-to-
customer (B2B2C) basis, with both the energy supplier and 
end customer needing to see benefit from its propositions 

Proposition and market 
interactions 

Having initially focused on the IHD market, GEO propositions 
now include various technologies and services, including the 
provision of whole-home energy management software. 
Customer data is key to the company’s energy management 
offering.  

GEO do not use half-hourly data accessed via the DCC, 
instead accessing near real-time views from their own 
hardware to facilitate more detailed analytics. These analytics 
include “what if” assessments of user behaviour, for example 
considering changes in heating schedule. 

Barriers encountered 

GEO highlighted several different barriers to bringing forward 
smart meter propositions, including customer engagement, 
half-hourly consumption data implementation and DCC 
progress. On customer engagement GEO discussed the 
impacts from continued negative press coverage on smart 
meters, particularly on customers’ propensity to take a meter. 
The company also felt that the industry had not fully engaged 
with the opportunity from in-home-displays, with only a few 
suppliers identified as building the devices in as a basis of 
their packages.  The company suggested more focused 
marketing on what smart metering enables and its benefits 
could help here.  

Regarding half-hourly data, GEO raised concerns around in-
home displays not linking with smart meters consistently and 
therefore displaying erroneous pricing information to 
customers. On means of addressing this challenge, GEO 
highlighted the role of Ofgem in maintaining its drive on both 
the smart meter rollout (especially amongst small and 
medium suppliers) and the transition to half-hourly settlement. 

Discussing the DCC, GEO highlighted challenges arising from 
the delays to prepayment support, lack of dual band comms 
hubs, and geographic disparities. 

Future potential and innovation 

GEO highlighted significant potential from domestic flexibility, 
where the house can function as an asset on flexibility 
registers. As well as explicit actions, this also covers implicit 
demand side response, where activities are automatically 
optimised against signals from a time of use tariff. This 
underpins the significant opportunity the company sees from 
mobility offerings, where time of use tariffs would support a 
significant financial opportunity from load management.  
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Away from flexibility, the company noted the potential for 
wellness services. Here, GEO highlighted its targeted 
offerings for vulnerable customers, including its development 
efforts to make smart meter data accessible for customers on 
the vulnerability register, including its accessible IHD that has 
sold tens of thousands of units to suppliers.  
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Figure 32: A leading international technology and services company smart meter data interview overview 

Question themes Response summary 

Company overview 

This interview was conducted with members of a leading international 
technology and services company, with the participants providing 
consulting and support services into energy and utilities companies 
across retail and network markets. This section of the company also 
explores the implications for the firm’s wider products. 

Proposition and market 
interactions 

In the energy retail market, the business provides services to utility 
companies around smart meter data, which predominantly fall under 
two main themes: 

• Quantify and realise benefits to the existing business model 

• Support strategic decision making on digital transitions 

On the former, supplier benefits include increased billing accuracy, 
greater opportunities for prepayment customer interaction and 
experience, improved customer segmentation and behaviour 
forecasting, and early stage engagement with more dynamic and 
bespoke time of use products (although the company noted systemic 
challenges here such as widespread half-hourly settlement and 
internal capabilities).  

On the latter, the company discussed the need for existing energy 
retailers to explore significant changes to business models, away from 
unit-based electricity and gas supply to the provision of service-based 
propositions in which nuanced engagement with consumption and 
other data sets is central. 

On electricity networks, the company highlighted its work with 
distribution network owners supporting improved understanding of 
network use. This includes using smart metering infrastructure to 
provide earlier loss of power alerts and reduce friction in checking 
connection statuses. 

Barriers encountered 

They highlighted several barriers, principally covering smart meter 
data accessibility and usability, customer interest, alongside 
discussing some of the barriers faced by its customers.  

Concerning smart meter data itself, the company noted that there are 
significant opportunities to further utilise smart meter data by opening 
access and supporting greater disaggregation that cannot be taken 
currently. Similarly, it discussed challenges around differences in 
consumer interest in electricity and associated data, and in gaining 
customer consent, highlighting material differences in half-hourly 
settlement opt-in between suppliers.  

Here, they also noted the difficulties for energy suppliers in 
maintaining interest in the smart meter rollout and the operational and 
reputational challenges of delivering it. The company also noted the 
capital and operational constraints that many suppliers, particularly 
those already established in the market, face in making the significant 
strategic changes necessary to fully engage with the opportunities 
afforded by smart metering.  

Future potential and innovation 

The company noted the wide range of innovative activities currently in 
the market, as well as the material opportunities that could come. 
Alongside the time of use and prepayment services described above, 
the company noted the large potential (and associated activities from 
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assorted companies) around wellness and supported living services, 
enabled by remote monitoring. The company also highlighted the 
opportunity for sector convergence across energy and other areas.  
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Figure 33: Labrador smart meter data interview overview 

Question themes Response summary 

Company overview 

Labrador uses its proprietary consumer access device (CAD) to 
deliver automated switching services to domestic customers, 
utilising individual consumption data to provide tailored quotes to its 
users. Recently acquired by DigitalAPICraft from Verv, Labrador is 
also developing technology platform and business energy market 
propositions. 

Proposition and market 
interactions 

Labrador’s service allows customers to see consumption in real time 
via its CAD. The company uses this data visibility to provide a range 
of services: 

• Automated switching – With customer consent, the company 
changes a household’s energy tariff on their behalf, using the 
consumption data to provide personalised price forecasts 

• Tariff optimisation – Labrador use customer data to provide 
bespoke offerings that incorporates granular tariff features such 
as time of use charging or compatibility with customers’ metering 
preference. Moving forwards, this could also incorporate export 
payments, for example via Smart Export Guarantee tariffs  

• Energy optimisation – Using data to optimise household 
consumption. Although this is focussed on those customers with 
multiple assets (e.g. electric vehicle, solar generation, battery 
storage), it is also being delivered into customers ahead of 
mainstream penetration of these technologies 

These services provide financial value to end-customers via cost 
reduction (and higher payment rates in the case of export tariffs), 
alongside providing peace of mind and comfort – two areas which 
Labrador sees as principle drivers of customer benefit from these 
types of proposition.  

Barriers encountered 

The company highlighted a range of barriers, across technical, 
regulatory and commercial areas: 

• On technical barriers, Labrador noted difficulties arising from 
inconsistencies in the format, accessibility, and usability of data 
across the energy sector 

• Commercially, the company discussed challenges arising from 
delays to the smart meter rollout and resistive customer 
sentiment around smart meter installation and associated 
offerings. This has bought increases in associated costs, such as 
customer acquisition and data access 

o Labrador also noted it has seen low levels of awareness from 
some traditional intermediaries on the extent of the 
opportunities presented by customer data 

• The principle barrier highlighted by Labrador centred on 
difficulties with CAD pairing. The company described this as 
primarily a regulatory challenge, citing the two years taken to 
develop principles to govern CAD pairing alongside limited 
supplier engagement and lapses in enforcement. 

Future potential and innovation Here, Labrador stressed the significant long-term transformative 
potential from engaging with customer data. Commercially, the 
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company highlighted opportunities from software-as-a-service and 
white label platform provision, supporting utilities and other 
traditional energy market participants adapt to a data-centric market.  

The company also discussed the potential for established 
technology companies such as Amazon and Uber to directly enter 
the market, stating it expects these companies to arrive and bring 
significant change.  
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Figure 34: n3rgy smart meter data interview overview 

Question themes Response summary 

Company overview 

N3rgy provides digital and technology platform services to businesses 
involved in the energy market. The companies service is particularly 
focussed on removing market entry barriers for non-traditional energy 
market companies 

Proposition and market 
interactions 

The company’s proposition is designed to meet the regulatory and 
technical credentials that parties are required to meet and delivering 
this, alongside its data access platform, as an ongoing service to its 
customers.  

Regarding the propositions that its customers provide, the company 
highlighted services including: 

• Energy consumption dashboards providing usage data and advice 

• Remote monitoring and assisted living, targeting the health and 
care space 

• Behaviour change platforms utilising gamification 

• Delivering asset optimisation and energy management  

The company also highlighted its aim to be as open as possible, 
providing a platform for other companies to build upon, rather than 
looking to prescriber service delivery models. 

Alongside this business-to-business (B2B) offering, n3rgy is also 
developing its direct to consumer offering, allowing people to access 
their own consumption data and develop innovative ways of interacting 
with it themselves. 

Barriers encountered 

Given the nature of its business model, the company highlighted 
material barriers to market entry, centred on the technical and 
regulatory burdens that new entrants must meet in order to participate. 
The company stressed that in many instances, these requirements 
held little bearing on the services that specialist data-led parties were 
looking to provide and noted the potential for these to be streamlined 
or removed. Similarly, the company noted the commercial and financial 
barriers that these bring.  

Future potential and innovation 

The company highlighted a wide range of opportunities from smart 
meter data, with particular focus during the discussion centred on the 
convergence of energy with other sectors – and the learnings that 
should be taken from these sectors, for example the transition away 
from ‘walled garden’ services in the telecom industry.  

The company also noted the wide range of parties and the innovative 
models and services that it sees being brought into the energy space.  
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Figure 35: A zero carbon asset provider smart meter data interview overview 

Question themes Response summary 

Company overview 

This party is a zero carbon home developer and also has an energy 
management and supply arm associated with this. Its aim is to 
deliver energy supply under a “comfort as a service” model, for its 
low energy and low carbon houses. 

Proposition and market 
interactions 

The proposition is built on utilising good quality data to understand 
the usage of both households overall, but also specific appliances 
(such as hot water heaters, heat pumps, solar generation and 
storage) to create a granular picture of consumption and so manage 
usage and price. In order to do so they use sub-meters within homes 
as the smart meter data is not granular enough (either by time-
period or appliance) to provide the required data.  

Smart meters are instead used to provide access to half hourly 
settlement, and so HH prices and potential electricity optimisation 
opportunities for consumers. Further, smart meters provide a 
recognised quality data source, that due to its standardisation can 
be linked to other data sets, such as carbon emissions, prices, or 
broader energy efficiency data sets easily. 

Barriers encountered 

No specific barriers had been encountered by the interviewee in 
relation to the utilisation of data in its proposition. However, as 
described above it noted that this was because the company was 
utilising sub-metering to provide the data needed as opposed to the 
smart meter for data provision, due to the limitation on data 
granularity from the smart meter.   

However, a number of broader energy market barriers to their 
proposition were identified, including the requirement for a supplier 
to own the customer meter and data under the supplier hub 
arrangements, and the limitations around the netting of production 
and consumption between different households to support a low 
carbon community. 

Future potential and innovation 

Regarding future opportunities, they highlighted the importance of 
energy data to achieving the Net Zero target and to supporting the 
development and operation of low carbon homes, both individually, 
and as a community. They highlighted that future disruption was 
likely to come not from ‘tech’ companies or ‘energy suppliers’ but 
rather from parties who will have elements of both of these, 
particularly following data centric offerings becoming the norm from 
the mid-2020s. 
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Figure 36: Social Energy smart meter data interview overview 

Question themes Response summary 

Company overview 

A ‘vertically integrated supplier’ in the domestic market, providing 
electricity and gas, but focused on serving customers with solar 
and battery storage. Their proposition is centred on asset 
optimisation via their proprietary automation software. 

Proposition and market 
interactions 

Social Energy’s proposition uses its own ‘hub’ hardware to access 
sub-second consumption data for individual household customers 
to facilitate its optimisation software to respond to cost avoidance, 
export, and contracted frequency services on the customer’s 
behalf. The assets (i.e. solar and storage) are optimised at the 
individual level, with this then aggregated to provide contracted 
services.  

The value recognised by Social Energy is tied to that realised by its 
customer, reducing the issues it has seen around trust from 
customers. The supplier sees a very high level of engagement from 
the vast majority of its customers, with the sub-second level data 
available to both the end customer and Social Energy customer 
support staff, facilitating detailed and transparent discussions. 

Initially focused on the private home owner market, Social Energy 
is now trialling services focused on housing associations. 

Barriers encountered 

The supplier highlighted a number of significant barriers faced, 
both specific to smart metering, and to smart meter-enabled 
propositions more generally in the energy market: 

• It has seen problems with smart metering infrastructure 
(beyond just the delayed rollout, although this was highlighted), 
particularly around DCC infrastructure. 

• It noted instances of installations being cancelled due to 
congestion on DCC networks, for example the ability of industry 
facing systems (e.g. supplier in a box providers) to handle half-
hourly settled import and export data has also been (and 
continues to be to a lesser extent) a challenge 

• More generally, a lack of coordination between the various 
industry bodies (e.g. Ofgem, BEIS, Elexon) stifles innovative 
offerings coming to market and compounds what was 
presented as a regulatory system ill-equipped to handle the 
current (and future) energy system. 

In response to these challenges, requiring net zero targets and 
accepting/actively engaging with innovative projects more readily 
were presented as potential solutions, alongside streamlining 
numerous industry interactions. 

Future potential and innovation 

Social Energy selected 2024 as the most likely date for mainstream 
data-led offerings, with 2020 too early given existing rollout and 
tech penetrations, whilst 2030 represented a very pessimistic 
market view. This was closely tied to other tech developments, 
particularly electric vehicles, alongside IoT enabled assets. 

Looking forward, Social Energy expects the SME market to see 
similar changes to those coming to the domestic market, 
particularly around flexibility from smaller scale solar and storage. 
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Figure 37: Utiligroup smart meter data interview overview 

Question themes Response summary 

Company overview 

Utiligroup provide market-facing software on a software-as-
a-service basis, with managed services provided on data 
resolution. It provides performance and compliance 
facilities to parties including energy suppliers, metering 
agents, MAPs, payment processes an field forces. The 
company also provides DCC interface services, including 
for DCC other users. 

Proposition and market 
interactions 

Utiligroup software facilitates the automation of processes 
and transactions. For smart metering, this provides an 
interface between the meter, agent, and industry. The 
discussions covered both how this proposition is used by 
the supplier (or other industry party that represent the direct 
customer to Utiligroup) and the end domestic customer.  

For suppliers, the software provides customer billing and 
tariff application, with the time of use potential in the latter 
only recently being engaged with at scale. These support 
suppliers in settlement and reconciliation activities, demand 
forecasting, and cashflow management. Additionally, 
Utiligroup highlighted the potential for integrating this data 
with asset/device level information and for the transition of 
energy pricing to a more personalised approach (covering 
both delivered prices and payment method). Together, 
these allow suppliers to operate at a lower cost under their 
existing business models (with discussions also noting the 
pressure to transition to different, data-centric and bespoke 
business models).  

Barriers encountered 

Utiligroup highlighted a number of challenges to smart-
enabled services, including regulatory and access barriers 
that echoed those from previous interviews. Particular 
attention was paid to commercial barriers to suppliers, with 
Utiligroup highlighting smart metering as the potential pivot 
point to a new generation of domestic energy supply 
business models and the opportunities and threats this 
presents.  

Particularly amongst existing suppliers, securing the space 
and resource to engage with the more 
innovative/transformative aspects of data-led models can 
be a barrier, with acting on these opportunities often 
counter to the cost pressures faced on existing operations. 
Here, Utiligroup noted that numerous suppliers have found 
smart metering to be more complex than anticipated, with 
more failure points (such as meter installation, validation, 
communication with DCC, integrating with internal 
systems). The skills required to actively engage with the 
challenges faced (e.g. geographic communication issues, 
no Alt HAN system) generally outside the existing skill sets 
within suppliers. In comparison, new entrants to the space 
are able to adopt a smart focus and secure requisite 
capabilities from the outset, avoiding the time and financial 
costs of transitioning from a legacy model and systems.  
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Future potential and innovation 

Utiligroup discussed several opportunities for innovation, 
with this section of the interview focused on the 
opportunities for and from ‘supply 2.0’ business models. 
Although covering a wide range of potential offerings, these 
are all largely predicated on the transition of companies’ 
operating models from energy suppliers to data 
management companies.  

Principle opportunities come from the convergence of 
energy with other sectors, such as telecoms, transport, or 
home technologies. Most immediately, Utiligroup identified 
mobility offerings as presenting significant opportunities for 
both new propositions and market entry. 
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8 Appendix D: Research methodology 

In order to identify common themes amongst industry participants concerning opportunities and barriers 
around smart meter data, Cornwall Insight employed combined primary qualitative research via interviews 
with desk-based quantitative analysis. In doing so, this report is able to present findings from the primary 
research alongside qualitative and quantitative assessment of the opportunities and barriers identified. This 
analysis is used to inform Smart Energy GB’s work.  

8.1 Interview methodology 

Smart Energy GB is looking to support its understanding of the emerging application of smart meter data as 
an enabling technology in the market by seeking perspectives from technology companies on their use of 
smart meter data and barriers to realising its benefits. To deliver this, Cornwall Insight conducted primary 
research via semi-structured interviews conducted either via telephone or face-to-face, with a selected 
sample of industry participants.  

 Sample selection 

Prior to commencing the interviews, Cornwall Insight undertook desk-based research to complete a horizon 
scan and identify potential parties that could be interviewed as part of the process. This included an 
assessment of the potential companies operating in the relevant space in the market, and the different 
archetype offerings for utilising smart meter data to deliver additional value and improved customer 
experiences. Following this exercise, and drawing on its existing market analysis and research, Cornwall 
Insight prepared a series of market segmentations based on: 

• Commercial propositions provided  

o This assessed the products and services parties provide to customers (under either business-to-
business or business-to-consumer models), focussed on the extent to which they are enabled by 
smart metering data and a qualitative classification of their innovativeness compared to existing 
market frameworks and propositions  

• Engagement with smart metering infrastructure and data 

o This covered how the party interacts with customer and/or system facing data flows, including direct 
ownership and responsibility, transfer to a third-party, or dis/aggregation for direct service provision   

• Relationship with end-customers 

o This criterion considered the business model and route to market of companies, based on the extent 
to which they utilised a business-to-business model, held direct relationships with end-customers, or 
were final customers themselves 

• Maturity of business model  

o This assessed the stage of the company, from pre-market entry to established, mature actor, to 
ensure that a breadth of views was provided that included the experiences of prospective and recent 
market entrants, including from outside the traditional energy supply market 

Based on these four criteria, Cornwall Insight employed the following segmentations 

• Technology providers 

o These are companies that use a technology platform to deliver services to customers, including 
business-to-business and business-to-consumer models, and are not directly energy suppliers 
themselves 

 

• Asset providers 
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o This category covers companies that deliver hardware or fixed assets and/or a supporting platform 
within their customer propositions 

• Energy suppliers 

o These are licensed energy suppliers in the domestic and/or business energy markets, with focus on 
those developing or providing smart meter-led offerings 

• Large end users 

o This covers high-consumption energy users, with a focus on those directly engaging with 
consumption data to inform their commercial processes 

These segmentations ensured that a breadth of industry perspectives and experiences be reflected in the 
primary research and supported participant selected and targeting. In line with Smart Energy GB’s focus, 
these segmentations were primarily concentrated on companies operating in the domestic market. However, 
to ensure that the full scope of opportunities and barriers pertaining to smart meters were considered, 
business energy market participants were also considered within these segments.  
 
Within the above categories, Cornwall Insight identified key targets based on its market experience and 
understanding. These respondents were short-listed for contact based on: 

• Involvement in innovative commercial or trial propositions  

• Brand and recognition 

• Geographic location 

• Overall market representation 

All the approached companies and final interviewees were approved by Smart Energy GB ahead of time. 
Having identified target participants, Cornwall Insight made contact during December 2019 and January 
2020, with interviews held up to 28 February 2020.  
 

 Interview design and execution 

Cornwall Insight employed in-depth, semi-structured interviews, with a set of pre-prepared questions used to 
form an interview guide (see Appendix E for full question list). The questions were designed via an iterative 
process between Cornwall Insight (drawing on preliminary discussions with pertinent industry parties and in-
house experience) and Smart Energy GB ahead of time.  
 
Semi-structured interviews use a set of prepared questions to guide the interview process, whilst retaining 
flexibility in possible responses from interviewees. This approach was adopted to ensure that the specific 
topics comprising the research priorities could be addressed, whilst retaining scope for exploration of 
emergent topics and issues. To deliver the detailed and emergent discussions facilitated by this semi-
structured interview structure, interviews were conducted either via telephone call or face-to-face. This 
ensured that the interview was able to progress through the prepared interview guide whilst maintaining the 
ability for emergent discussions. For transparency, and to ensure that participants were able to provide 
detailed and specific responses, the full interview guide was provided to interviewees ahead of the session.  
 
As laid out in Annex E, ~90% of the pre-prepared questions allowed for open-ended responses, with the 
remaining 10% being closed, multiple choice questions (although these questions also contained the option 
for respondents to answer a supplementary open question). This predominantly open question structure 
facilitated the detailed and non-prescribed nature of the research objectives, allowing respondents the 
freedom to in the breadth and depth of their responses. This also facilitated the opportunity for exploratory 
follow-up questions from Cornwall Insight interviewers, based on the responses provided. This was 
supplemented by the closed, multiple choice questions, which were included to facilitate quantitative 
comparative analysis across respondents within specific areas of the market.   
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8.2 Response analysis methodology 

The results of each interview were transcribed and coded to facilitate quantitative and qualitative analysis. 
Emergent themes, issues, and details were examined within and across respondents. In-line with this 
project’s objectives, analysis focussed on exploring: 

• The structure and means of delivering commercial propositions,  

• Opportunities these current propositions engage 

• Future opportunities being considered 

• Role of the end customer in engaging with smart meter and associated data 

• Barriers encountered in delivering current and expected services 

Having examined the results of the 12 interviews conducted, Cornwall Insight used its in-house market 
research and experience to further explore the barriers identified by respondents. This analysis focused on 
quantifying the scale of challenges raised and commenting on the potential means of addressing them 
raised by interviewees.  
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9 Appendix E: Semi-structured interview 
question framework 

As detailed in Section 8, Cornwall Insight conducted the interviews for this project under a semi-structured 
format. The questions listed below were provided to participants ahead of the interview session to allow for 
pre-prepared answers. These questions afforded a framework for the discussions held. Participants were 
given freedom to elaborate on any area during their answers and were not constrained to the topics laid out 
per question. Regarding the multiple-choice responses to questions seven and 18, interviewees were able 
to provide multiple responses.  

Smart Energy GB interview question framework: 

1. What is your current role, if any, in the GB energy market? 

  

2. How do you utilise/ intend to utilise smart metering data? 

  

3. What benefit will this bring to your company? 

  

4. What benefit will this bring to your customers? 

  

5. What products/ services are customers asking for in relation to smart meter data? 

  

6. Does this align with your expectations? 

  

7. Which sector do you see offering the greatest commercial opportunity for domestic data-led 
offerings? 

a. Security 

b. Wellness 

c. Comfort 

d. Flexibility 

e. Mobility 

f. Other 

  

8. How do you see customers using the smart meter data themselves through your offering?  

  

9. How does this align with your expectations earlier in the project? 

  

10. How do you see this developing into a commercial offering?  

  

11. What barriers have you faced/ did you face in utilising data in this way?  
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12. How do you think they could be best addressed? 

  

13. Outside of data utilisation, what other barriers have you faced in the process?  

a. Customer 

b. Commercial  

c. Regulatory 

  

14. How do you think they could be best addressed? 

  

15. What potential for innovation and new entry do you see with regard to smart meter data and 
broader data-centric offerings? 

  

16. What interactions do you for see between technology companies and end users and other 
energy industry companies? 

  

17. What else would you like to be able to utilise smart meter data for? 

  

18. When do you think that smart metering and data-centric offerings will be seen as the norm in 
the energy industry? Please explain why you made this choice.  

a. 2020 

b. 2024 

c. 2030  

d. Will never occur  

 

 


