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Research into ideas for driving smart meter uptake in the non-domestic sector

1. Introduction

1.1. Context

Smart meters are replacing traditional gas and electricity meters in homes, small businesses
and public sector organisations across Great Britain as part of an important upgrade to the
national energy infrastructure and underpinning the cost-effective delivery of Government’s net
zero commitment.

There are broadly two types of smart meter in the non-domestic market; Advanced Meters
(AMR) and Smart Metering Equipment Technical Specifications (SMETS). Large electricity
supplies (profile classes 5-8 and 00) and large gas supplies (consumption over 732 MWh/year)
are required by energy supply licence conditions (regulated by Ofgem) to have AMR meters
fitted which measure consumption every half hour' and transmit readings to the supplier.
These tend to be larger non-domestic organisations, such as Industrial and Commercial (I&C)
businesses.

Smaller sites in electricity profile classes 1-4 or with gas consumption below 732 MWh/year are
covered by the smart meter mandate. Three million meters (across two million sites) are in
scope of the mandate, of which at end of June 2022 (reflective of when this research was
carried out), 50% were smart?. These cover a range of organisations and sectors, including
pubs and restaurants (hospitality), shops (retail), schools and local authority buildings (public
sector). Seven in ten (70%) of mandate sites are microbusinesses?3. Smart meters, together
with the provision of data, are expected to reduce consumption by between 2.8% (electricity)
and 4.5% (gas) per non-domestic meter, delivering customer bill savings and avoiding
estimated bills.

As of December 2018, all microbusinesses within the smart meter mandate must be offered a
smart meter that complies with the latest Smart Metering Equipment Technical Specifications
(SMETS) by their energy supplier. Non-microbusinesses within the mandate can be offered a
choice of SMETS or AMR meter, but the choice must include SMETS.

The Government'’s four-year framework to reach market-wide coverage of smart meters by
2025 came into effect on 1 January 2022. This Targets Framework sets energy suppliers
minimum annual installation targets subject to an annual tolerance level*.

To support the new Targets Framework, the Government commissioned a programme of
research to increase understanding of non-domestic consumer attitudes to smart meters,
including the drivers of acceptance, apathy and rejection and how these might differ by
organisation type.

" Or at least every hour for gas

2 https://www.gov.uk/government/collections/smart-meters-statistics#2022-quarterly-updates

3 https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment data/file/920211/non-
domestic-smart-metering-guidance.pdf
4https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment _data/file/893124/deliver
ing-smart-system-post-2020-govt-response-consultation.pdf
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1.2. Overview of the research programme

The research provided evidence on potential ideas to encourage smart meter uptake for
different types of non-domestic consumers by:

Identifying and testing potential policy ideas (to support uptake of smart meters) with
non-domestic consumers

Exploring how ideas can be adapted or presented to maximise their impact on smart
meter uptake and minimise risks

Testing non-domestic consumer attitudes to the roll-out

1.3. Focus of this report

The main focus of this report is a summary of non-domestic consumers’ responses to a
number of potential ideas and rationales to support and encourage non-domestic
consumer demand for smart meters.

The ideas tested were developed through successive previous stages of qualitative and
quantitative research, findings from which are referred to throughout this report. All ideas
tested were treated as hypothetical and were developed throughout the course of the research
(as opposed to necessarily reflecting Government policy). They were utilised as prompts to
better understand consumer motivations for getting a smart meter and the likeliness of different
types of levers and/or methods of implementation to drive uptake.

The report is structured as follows:

Firstly, Section 2 provides context on the non-domestic, non-smart® metered population
and consumers’ perceptions of smart meters in general, with a focus on barriers to
adoption

Section 3 introduces the ideas tested in the final phases of research and covers non-
domestic consumer reactions to — and the potential impact of — these ideas

Section 4 summarises non-domestic consumer reactions to a number of rationales
(short explanations as to why smart meters are being rolled out) for smart meters which
could potentially be used to support future policy ideas or communications

Section 5 details findings on which sources non-domestic consumers would prefer to
hear information about smart meters from

Finally, Section 6 provides a summary of conclusions that may be drawn from the
research

5 The definition of ‘non-smart’ used was that the business/ organisation had a traditional meter, or a mix of
traditional and smart or advanced meters, on their premises
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1.4. Methodology

1.4.1.

Early research phases

The research programme was multi-phased and mixed methodology in nature; it started in
Spring 2021 and was carried out in three phases (see Table 1). A mixed methodological
approach was used to iteratively test and develop potential ideas. This allowed exploratory
qualitative research with smaller non-domestic consumers and quantitative testing of potential
impacts to inform subsequent stages of research, with potential ideas being refined at each

stage.

Table 1. Phases one and two of the research programme

Phase

1 - Objective(s):
Exploratory
phase to gauge
perceptions of
smart meters and
consumer
response to initial
ideas

2 - Objective(s):
iterative testing of
updated ideas

Qualitative/
quantitative

Qualitative

Quantitative

Qualitative

Methodology

8 online focus groups
(37 participants in total)
April — May 2021

10 online depth
interviews

September — October
2021

Online / telephone survey

(705 survey respondents)

July — August 2021

8 online focus groups
(33 participants in total)

November — December
2021

19 online depth
interviews

December 2021 —
January 2022

15 online depth
interviews

October 2021

Sample

Energy decision makers in
businesses/ organisations
with fewer than 250 people
and less than £25m turnover

Commercial landlords with a
mixture of portfolio sizes

Energy decision makers in
businesses/ organisations
with fewer than 250 people
and less than £25m turnover

Energy decision makers in
businesses/ organisations
with fewer than 250 people
and less than £25m turnover

Energy decision makers in
businesses/ organisations
with fewer than 250 people
and less than £25m turnover

Commercial landlords with a
mixture of portfolio sizes
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1.4.2. Phase Three

While this report draws from all phases of the research programme (see Table 1) it focuses in
particular on findings from the third, most recent, phase of quantitative and qualitative
research. The reason for this is that the potential smart meter ideas had been more fully
developed by this phase and were tested with non-domestic consumers accordingly (whereas
the previous phases were more focused on developing these ideas).

This report builds on findings from the non-domestic consumer segmentation which was
developed in phase two and published in February 2023°. This segmentation aggregated non-
smart, non-domestic consumers into five core groups based upon their attitudes towards smart
metering, energy, and wider aspects of business/ organisational decision making (including on
aspects such as sustainability). It created broad “categories” of attitudes and quantified what
percentages of non-smart metered consumers are likely to fall into those categories. The five
segments were named based on general descriptions of their decision-making approach; these
are:

e The less open to smart meters segments — ‘No Risks & Cost Conscious’ and ‘Profit
Focussed and Instinctual’

e The neutral to smart meters segment — ‘Tried and Tested’

e The more open to smart meters segments — ‘Techy and Innovative’ and ‘Analytical and
Sustainable’.

The phase three quantitative research consisted of an online survey of the non-smart, non-
domestic population conducted between 15t and 13" April 2022. It was approximately 15
minutes in length and the sample was sourced from a third-party research panel, Dynata. To
qualify for the survey, respondents had to confirm they were the energy decision makers for
businesses or organisations with:

o fewer than 250 employees
e aturnover of less than £25 million per annum

e working premises in Great Britain (Northern Irish businesses and organisations were
excluded from the sample because the UK Government’s smart meter rollout covers
England, Scotland and Wales only)

e working premises where all or some of the existing energy meters were not already
smart or advanced at the time of the survey

These criteria were used to ensure that respondents fell within the non-domestic smart meter
mandate’. While the smart meter mandate uses energy consumption to classify businesses, it
is difficult to accurately obtain this data in a survey and so, for this research, turnover and
number of employees was used as a proxy for the types of businesses who are most likely to
fall within the mandate.

6https://www.gov.uk/government/publications/non-domestic-smart-meter-consumer-segmentation
7 https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment data/file/920211/non-
domestic-smart-metering-guidance.pdf
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Quotas were set to ensure the overall sample closely mirrored the UK non-smart metered,
non-domestic profile in terms of business size classification and sector distributions using
Government administrative data. Sample data were then weighted to reflect nationally
representative proportions.

In total, 800 non-smart, non-domestic consumers participated in the survey. A full breakdown
of the sample achieved can be found in the Technical Annex.

As part of the survey, receptiveness to smart meters was measured through two questions
which captured the extent to which respondents said they are likely to ‘seek’ or ‘accept’ a smart
meter from their energy supplier in the next six months. Those who said they are not likely to
proactively seek or accept a smart meter from their energy supplier in the next six months were
categorised into ‘indifferent’ or ‘unlikely to take up’ categories. Respondents were then shown
a series of different ideas after which the same measure was taken. This post-idea measure
was compared against the pre-idea base line measurement to assess the impact of different
ideas.

Phase 1 research identified that one practical barrier to exploring ideas with some consumers
was awareness of the wider objectives of the smart meter rollout, with participants wanting to
understand why they were being asked to get a smart meter to inform their responses to
particular ideas. As a result, subsequent phases of the research included rationales for the
smart meter roll-out, emphasising particular benefits (both to consumers and the energy
system), alongside the ideas. To understand the potential impacts of these rationales
(independent of and in addition to the ideas), a range were tested.

In the survey, four specific ideas and five rationales were tested. They were both tested
separately in order to understand which was most convincing, as well as together in order to
gauge which would most likely result in take up of a smart meter. All respondents evaluated
every idea and rationale text. To minimise any order effects, the texts were randomised. A full
description of the ideas and rationales shown to respondents is provided in the separate
Technical Annex.

The phase three qualitative element involved 12 focus groups of up to six participants each,
conducted between 7t and 16" November 2022. There were 64 participants in total. The
recruitment criteria included:

= All to fall into a relevant attitudinal segment?®

= All to have decision-making responsibility for energy

= All to be operating from business premises

= All to have a non-domestic / business energy contract
= All to have a traditional meter; none with smart meters

= All to employ fewer than 250 people and to have a turnover that did not exceed £25 million
in the last year

The groups were structured as follows:

8https://www.gov.uk/government/publications/non-domestic-smart-meter-consumer-segmentation
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= Ten groups conducted among those in the private sector, two groups conducted among
those in the public sector

= Eight groups conducted among microbusinesses, two among non-microbusinesses, and
two with a mix of micro and non-microbusinesses. Microbusinesses were defined as those
with up to 9 employees and with a turnover of less than £2m; non-microbusinesses as
those with 10-249 employees and/ or a turnover of £2m - £25m

The segments were split by attitudinal segment as below:

= Two groups - No risks and cost conscious

= Two groups - Profit focussed and instinctual

= Two groups - Tried and tested

= One group - Techy and innovative

= One group — Analytical and sustainable

= Four groups - mixture of segments (approximately an even balance in each group)

The phase three qualitative research focused on testing reactions to a range of different draft
ideas, along with one rationale, and how each would impact claimed likelihood to get a smart
meter. Alongside this, the research aimed to obtain an up-to-date snapshot of businesses’
current overall perceptions of smart meters and the wider energy context for their organisation.

1.5. Key caveats for interpreting and using this report

When interpreting the findings in this report, it is important to note that respondents’ claimed
behaviour in a survey does not always match their real life behaviour. One example of this is
social desirability bias (the tendency of respondents to answer questions in a way that will be
viewed favourably by others). In reality, fewer non-domestic consumers - or a greater number
of them - may actually take up a smart meter in response to each idea, versus what the data
suggests. Measures were taken during the survey design process to mitigate this as far as
possible, such as including a question about whether respondents thought that others would
be motivated to get a smart meter as a result of the ideas.

The phase three quantitative survey and qualitative research were carried out online; therefore,
while care was taken to ensure that the samples were representative of the population in
question, the research may not be representative of the views of digitally excluded consumers.
A telephone interviewing element was included earlier in phase two of the programme, to
ensure a wide range of participants were able to participate — the results from which showed a
similar seek/accept profile to the phase 2 sample that responded online when comparing
combined seek/accept, indifferent or unlikely scores.

It is also important to consider external factors — the phase three survey was conducted
against a backdrop of rising consumer energy prices® and the topic (as well as broader rising

9 https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/consumerpriceinflation/april2022

10
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consumer prices) was prevalent in the national media during the fieldwork period; this may
have influenced survey responses accordingly regarding the smart meter ideas.

All quantitative sub-group differences included in this report are statistically significant at the

95% confidence level unless otherwise stated. Percentages are presented as round numbers.

Therefore, on occasion percentages may sum to more or less than 100% due to rounding.

11
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2. The non-smart landscape

2.1. Awareness and understanding of smart meters

Overall, the majority of non-smart businesses/organisations said they are aware that smart
meters are available to them (73%), and this level of awareness was consistent across
business size classifications - see Figure 1. Though medium sized businesses appear to have
higher levels of awareness (79%) compared to micro and small businesses/organisations (72%
of micro and 73% of small businesses respectively), this difference is not statistically
significant.

Figure 1. Awareness of smart by business size

79%
73%

72% 73%

Total Micro Small Medium

Question: ‘And before today, were you aware that smart meters are available for businesses/organisations?’
Bases: Total (n = 800), Micro (n = 221), Small (n = 352), Medium (n = 227)

Interestingly, the attitudinal segmentation conducted during phase two of the research revealed
that the level of awareness of smart meters is not necessarily related to the level of openness
to them: there was a broadly similar level of awareness of smart meters being available for
businesses/ organisations across both the more open and less open to smart meters
segments. Indeed, the segments that were least receptive to smart meters (‘No Risks and Cost
Conscious’ and ‘Profit Focussed and Instinctual’) showed similar, and in some cases, slightly
higher levels of awareness than the segments that were most receptive to smart meters.

12
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2.2. Attitudes to getting a smart meter

Those that said they were unaware of smart meters being available for
businesses/organisations were provided with a brief explanation of what they are and were
then asked the same measures of attitudes to smart meters as those businesses/organisations
that were aware.

Attitudes to smart meters were measured through two questions in the quantitative survey
which categorised businesses/organisations into four different groups — ‘seek’, ‘accept’,
‘indifferent’, and ‘unlikely’. Those in the ‘seek’ category said they would be likely to contact their
energy supplier within the next six months to request a smart meter installation. The remaining
businesses/organisations were classified depending on whether they would ‘accept’ the offer of
a smart meter installation or be unwilling to accept and subsequently are ‘indifferent’ or
‘unlikely to take up’ (also all in the next six months).

Respondents were asked this before and after the ideas; asking before allowed for the
seek/accept score pre-idea to act as a benchmark against which the effects of each idea can
be compared.

As Figure 2 shows, two in five businesses/organisations (41%) said they would actively seek a
smart meter, and a further 18% said they would ‘accept’ a smart meter if offered one within the
next six months. Around one in five respondents were ‘indifferent’ (21%), and a similar
proportion ‘unlikely to take up’ (19%) smart meters.

There was some variation by business size — medium sized businesses were more likely to
say they would seek or accept a smart meter (77%) compared to smaller
businesses/organisations (67%) and microbusinesses/organisations (53%). Furthermore, non-
domestic consumers who reported that they had smart meters at home were also more likely
to say they would seek or accept a smart meter (78%) than those who did not (46%).

13
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Figure 2. Seek/accept pre-idea scores

Total Micro Small Medium

mSeek ®mAccept mindifferent mUnlikely

Questions: ‘How likely or unlikely will you be to contact your energy company within the next 6 months to request

a smart meter installation?’ & ‘And if you were offered a smart meter installation by your energy supplier within the
next six months, how likely or unlikely are you to accept it?

Bases: Total (n = 800), Micro (n = 221), Small (n = 352), Medium (n = 227)

Note that 1 indicates a value that is statistically significantly higher than the equivalent total value, and | indicates

a value that is statistically significantly lower than the equivalent total value.

2.3. Reasons for having a mix of smart and non-smart
meters

Two in five businesses/organisations claimed they have a mixture of smart and non-smart
meters across their premises (38%). Figure 3 (below) shows that the main reason stated for
this was that their energy suppliers have been unable to upgrade all of the meters across their
businesses’/organisations’ premises (42%). A further 34% of businesses/organisations said
they inherited existing smart/advanced meters rather than arranging the installation
themselves.

Other reasons for having a mix of meters included:

e Businesses/organisations prioritising the upgrade of meters with the highest
load/consumption (20%)

e The inconvenience to the business/organisation of having to upgrade all of their meters
in one go (18%)

14
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e And finally, the cost of upgrading all of their meters at once (9%), which was more of an

issue for microbusinesses/organisations (12%) and medium businesses/organisations

(10%) compared to small businesses/organisations (3%). It should be noted that whilst

smart meters are usually offered at no additional cost to non-domestic

businesses/organisations, those selecting this answer may have been concerned about
the cost of any additional works to their premises required to upgrade the meter and/or

possible business impacts of turning the electricity or gas off for several hours to
facilitate an installation.

Figure 3. Reasons for having a mixture of meters

Our energy supplier wasn't able to upgrade all
of our meters to smart/ advanced, so some are
still not smart

42%

We inherited our existing smart/ advanced
meters rather than arranging the installation
ourselves

34%

We prioritised upgrading meters with the
highest load/ consumption

20%

It was too inconvenient to upgrade all of our

o
meters in one go 18%

It was too costly to upgrade all of our meters in
one go

9%

Question: ‘And why does your business/ organisation have a mix of smart meters and non-smart meters
(traditional) meters’
Base: Those with a mix of smart meters (n = 388)

2.4. Reasons for not taking up a smart meter

In the phase three quantitative and qualitative research, various reasons were given by non-
domestic consumers as to why they did not yet have a smart meter or had rejected one, or
what their potential concerns were.

The qualitative research revealed that having a smart meter installed was generally a low
salience issue among businesses/ organisations, with only a minority having sought out
information about this. Indeed, smart meters were often more associated with the residential
rather than business sphere overall:

15
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“To be honest with you, | wasn’t aware of smart meters in businesses. That sounds silly
because it makes sense but we don’t have one and | wasn’t aware of them being used
within businesses.” (Phase 3; No Risks and Cost Conscious)

Related to this, in the phase three survey, only one-third (33%) recalled being offered a smart
meter before by their energy supplier. In the qualitative research, businesses/ organisations
often suggested that they saw it as the responsibility of the energy provider to contact them
about a potential installation.

Those non-domestic consumers who said they had been offered a smart meter by their energy
supplier were asked why they decided not to have this installed. The results are highlighted in
Figure 4 below:

Figure 4. Reasons for rejecting the offer of a smart meter installation®

Hassle/inconvenience total I 50%

Too busy to deal with it at the time I 24 %

Difficult to arrange a convenient time for the
install

I 24%

Meter is in an awkward place/ too difficult to
access

Not a priority total NG 42%

I 17 %

Didn't see benefit over a traditional energy meter NN 27%
Didn't understand why being asked to install I 12%

Don't think about energy much so ignored it Il 8%

Installation specific total NG 30%

Couldn't turn electricity/ gas off for install as

0
critical to have an uninterrupted energy supply B 12%

Unwilling to pay charge for install N 12%

The installation would have taken too long I 10%

Question: ‘And why did you decide not to have it installed on your premises?’
Base: Total (n = 293)

0 The total categories in the chart have been created to count respondents, rather than individual responses (i.e.
if one person ticked all three of the general reasons, they only count as one in the total). So, for example, we
know that 50% of the total sample selected any of the hassle/inconvenience reasons.

16
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As Figure 4 above highlights, among the 33% who recalled being offered a smart meter by
their energy supplier, three broad groupings of reasons for not taking up a smart meter were
cited:

e Half (50%) mentioned reasons relating to hassle/ inconvenience: either that they were
too busy to deal with it at the time (24%), that it was difficult to arrange a convenient
time for the installation (24%), or the meter being in an awkward place/ too difficult to
access (17%)

e Fourin ten (42%) said they felt it was not a priority: either that they did not see the
benefits of a smart meter over a traditional one (27%), or that they did not understand
why they were being asked to have one installed (12%), or just ignoring it as energy is
not something that they spend much time thinking about (8%)

e Three in ten (30%) mentioned specific barriers related to installation: either that they
were unable to turn off power to facilitate the installation as it was critical for them to
always retain an uninterrupted supply (12%), that they were unwilling to pay charges'"
or that the installation would have taken too long (10%)

The hassle/ inconvenience and ‘not a priority’ categories mentioned above were cited by
broadly similar proportions of micro, small and medium-sized businesses/organisations.
However, medium-sized businesses/ organisations were more likely than on average to
mention the installation-specific barriers (57% versus 30% overall). Businesses/organisations
who said they were unlikely to take up a smart meter were less likely than the average (29%)
to cite hassle/inconvenience as the reason they have not taken up a smart meter.

The phase three survey also measured potential barriers to take up among those who said
they had not been offered a smart meter by their energy supplier (52%) using a prompted list
of options, as shown in Figure 5 below:

" As outlined, smart meters are usually offered at no additional costs although organisations may have been
unaware of this or concerned about the potential cost of any additional works to their premises required to
upgrade the meter and/or possible business impacts of turning the electricity or gas off for several hours to
facilitate an installation.

17



Research into ideas for driving smart meter uptake in the non-domestic sector

Figure 5. Concerns about smart meter installation among those who have not been offered
a smart meter

| worry that the installation would create

disruption to the daily running of the business _ 33%

| worry that there would be a charge for the

| worry that the installation would take longer

| worry about our electricity/ gas being turned

off as it is critical that we always have an _ 21%

| worry that turning the electricity/ gas off for an
installation would cost us too much money in _ 16%

| worry that the installation could leave damage

or organisation

installation _ 28%

than indicated _ 22%

uninterrupted energy supply

lost business revenue

o
to the premises - 12%

Question: ‘Which (if any) of the following factors worry you about a smart meter installation?’
Base: Those who have not been offered a smart meter (n = 507)

The most commonly cited factors were:

Worry that there would be disruption caused to the daily running of the business/
organisation (selected by 33% of businesses/ organisations)

Worry that there would be a charge for the installation (cited by 28% of businesses/
organisations)

The installation taking longer than indicated (22%)

Fear of having to go without power to enable the installation, given that it is critical for
them to have an uninterrupted energy supply (21%). For example, in the phase three
qualitative, a minority of businesses or organisations — variously — said they would be
worried about interrupted power supply to electrical equipment e.g. refrigeration, ovens,
IT servers and CCTV. For example:

“...and the biggest thing for us, is if the server goes down, obviously the power goes
down, so we have to let our IT provider know and it's happened before and it’s just a
pain” (Phase 3; Public Sector)

18
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Among the 59% of the sample who said they were renting all or some of their premises, one-
third (32%) reported potential concerns about their landlord agreeing to a smart meter
installation. When asked a separate question on whether they would seek permission from
their landlord in advance to carry out a range of activities, two-thirds (67%) of businesses/
organisations with rented premises said they would do this for a smart meter installation —
compared to 45% who said they would do this if installing new connectivity equipment (e.g.
new broadband lines, new routers) or 38% if redecorating the office. Six in ten (59%) said they
would seek permission if installing a new security system, and 86% if knocking a wall through.

Additionally, in the qualitative research, it was observed that attitudes towards smart meter
installations were sometimes strongly influenced by the business/ organisation’s sector.
Businesses/organisations working in professional services, property management and sales,
and leisure appeared less likely to view installation as an issue compared to sectors such as
hospitality, retail, and schools. For example:

“I think it would be okay for my business. It would be something we could
accommodate... it would be not being able to work on our computers but there’s other
things we could do.” (Phase 3; No Risks and Cost Conscious)

“We have lettings in the school holidays which are lucrative, we desperately need them
so for us the school holidays wouldn’t be an option and if it was a weekend, we would
have to pay someone to come in. So again, not great.” (Phase 3; Public Sector)

In summary, the findings in this section point to two core attitudinal barriers that exist among
some non-domestic consumers:

e Perceiving that there could be potential inconveniences or issues associated with smart
meter installation

e Being unwilling to prioritise or fully consider a smart meter installation due to lack of
awareness or salience of the benefits of smart meters

Notably, in the qualitative research it was observed that these attitudinal barriers were often
inter-related: where business/organisations were more resistant to smart meters or were less
aware of or convinced in the potential benefits, the more likely they were to perceive potential
problems around having them installed.

2.5. What would be needed to encourage consideration of
smart meters

Non-domestic consumers were shown a list of potential guarantees and asked which, if any,
would need to be in place in order for them to consider getting a smart meter for their
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business/organisation. These guarantees were developed in response to types of (potential)
concerns or barriers to smart meters observed in previous qualitative research. The results are
summarised in Figure 6 below:

Figure 6. What could be needed to encourage businesses to consider smart meters

Installation needs to be free I 370

I would have to know | had access to my supplier's I 06
cheapest tariff °

Installation needs to be quick to minimise disruption | NENEGTGTNGEGEGEG 23

I would have to know | would get accurate bills, not I
estimates °

The smart meter would have to continue to work if | I
switched to a different energy supplier 0

Installation booked in at a time that works for us | NN 13%

| would have to know readings would be sent I 7
automatically to my supplier 0

I'd need a guarantee that the installation process 0
would be managed efficiently by the supplier I 14%

Guaranteed monetary compensation if there are any o
issues with the installation I 2%

| would need to receive tailored energy efficiency o
advice during the installation to help save us money I 1%

Question: ‘Which of the following factors would need to be guaranteed in order for you to consider getting a smart
meter installation?’
Base: Total (n = 800)

As Figure 6 above highlights, the guarantee most frequently cited as being required was that the
installation needs to be free (37%), although this was of less concern to medium-sized businesses
(21%).

Broadly similar proportions of businesses/ organisations mentioned that they would need to have
access to their energy supplier’s cheapest tariff (26%), a quick installation to minimise disruption
(23%), accurate bills (21%) and the smart meter continuing to work if they change energy supplier
(21%).

While a guarantee that the installation process was managed efficiently by energy suppliers was
less important to respondents overall (14% said they would need this), it was more popular with
medium-sized organisations (25%).
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3. Businesses’ responses to a range of
iIdeas to support smart meter uptake

3.1. ldeas tested

Four ideas were tested as part of the quantitative research in phase three. These were

developed using insights from the previous waves of qualitative and quantitative research, and

are presented in Table 2 below:

Table 2. Ideas tested in phase 3 quantitative and phases 2 and 3 qualitative research

Cheapest tariff Invitational cheapest tariff Ability to access their energy
smart (quantitative and qualitative) supplier's cheapest tariff if
having a smart meter (NB: did
not stipulate that only those with
smart meters could access this)

Exclusive cheapest tariff Ability to access their energy
(qualitative only) supplier’'s cheapest tariff only if
having a smart meter

Discount on Exclusive monthly discount Ability to access an ongoing
energy bills (quantitative only) monthly discount with a smart
meter
One-off discount (qualitative Ability to access a one-off
only) discount for having a smart

meter installed

Deadline 12-month ‘soft’ deadline Possibility of a charge for not
(quantitative only) having a smart meter being
introduced after set deadline

24-month ‘soft’ deadline Possibility of a charge for not
(qualitative only) having a smart meter being
introduced after set deadline

24-month ‘hard’ deadline Charge for not having a smart
(qualitative only) meter to be introduced after set
deadline
Smart as a Smart as a requirement to After a point in time, businesses
contract enter into a new energy supply | would need to agree to having a
requirement contract (quantitative only) smart meter installed to enter
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into a new energy supply

contract.
Possibility of smart as a Possibility that after a point in
contract requirement time, businesses would need to
(qualitative only) get a smart meter installed to
enter into a new energy supply
contract
Smart meter Triple guarantee original Three service guarantees (still
guarantee (qualitative only) able to access supplier’s

cheapest tariff, accurate bills
with automated readings, and
these two points will still stand if
you switch supplier) offered in
return for having a smart meter.

Single guarantee rebate Offers a single service
(qualitative only) guarantee (accurate billing) with
the offer of £30 one-off
compensation if the guarantee is

not fulfilled
Triple guarantee rebate The same as ‘Triple Guarantee
(qualitative only) Original’, but with the addition of

£30 one-off compensation if the
guarantee is not fulfilled

Results for the ideas tested in quantitative research (outlined in table 2) are shown in section
3.2. Consumers were also asked how fair they perceived these ideas to be. These results are
shown in section 3.3.

As outlined in table 2 above, a number of similar ideas were also tested during the phases two
and three qualitative research. These findings are highlighted in Sections 3.4 — 3.7.

3.2. Performance of ideas

Overall, all four ideas slightly increased the proportion of non-domestic consumers that said
they would actively seek/accept a smart meter in the next six months. As Figure 7 shows, all
four ideas, created a net increase of three to five percentage points. Most of the ideas led to a
small decrease in levels of unlikely to take up a smart meter, with the ‘exclusive monthly
discount’, ‘deadline’ and ‘smart as a contract requirement’ ideas leading to a four or five
percentage points decrease.
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Figure 7. Difference in the proportions of 'seekers/accepters' and 'unlikely' after evaluating
ideas

Intervention Unlikely Difference Seek/Accept Difference
Invitation Cheapest Tariff 18@ 19 -1 60 —»0 64 4
Exclusive Monthly Discount 15 @=—0" 19 -4 60 «—-»@ 63 3
Deadline 15 @=—" 19 -4 60 @ —»@ 65 5
Smart as a Contract Requirement 14 @=—" 19 -5 60  —»@ 64 4
-«—— Less likely to REJECT More likely to SEEK/ACCEPT ——»
@ Postintervention Pre intervention Pre intervention ® Post intervention

When looking at the full breakdown of smart meter attitudes in response to the ideas, this
indicates that the combined increase in seek/accept levels was mainly driven by
businesses/organisations moving into the ‘seek’ category, see Figure 8 below. Most of the
increase in seek has been driven by a shift to this attitude group from previous accepters and
indifferents, while previous unlikely to take up consumers have moved to indifferent and, to a
lesser extent, seek/accept. For example, 60% of previous accepters and 33% of previous
indifferents said they would seek a smart meter in response to the exclusive monthly discount
idea, while 22% of previously unlikely to take up businesses/organisations said they would
seek a smart meter in response to this idea, 7% said they would accept a smart meter and
22% said they were indifferent.

A small proportion of previous seekers and accepters of smart meters said they would be
unlikely to take up a smart meter in response to the ideas, for example 5% of previous seekers
and 7% of previous accepters said they were unlikely to take up a smart meter in response to
the deadline idea. Insights from the qualitative research indicate that this change in attitude
could be because some businesses/ organisations see the ideas as unfair (see section 3.3
below on ‘perceptions of fairness’ for further insight) or as effectively excluding those who do
not accept a smart meter, have doubts as to how an idea would work, or feel they need to
know more information about it:

“If it's the responsibility of the business owner... that makes me angry. But if it's with the
energy suppliers, then | think it’s fair.” (Phase 2; No Risks and Cost Conscious)

“l just need more information on it really.” (Phase 2; Profit Focussed and Instinctual)
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Figure 8. 'Seek/Accept' (post ideas) - total sample

Pre-interventions  Invitational cheapest  Exclusive monthly Deadline Smart as contract
tariff discount requirement

mSeek ®Accept mIndifferent mUnlikely

Questions: ‘If this idea were implemented, how likely or unlikely will you be to contact your energy supplier within
the next 6 months to request a smart meter installation on your premises?’ & ‘If this idea were implemented and
you were offered a smart meter installation by your energy supplier within the next 6 months, how likely or unlikely
are you to accept it?

Base: Total (n = 800)

Reactions to the ideas varied by attitudinal segment:

e The ideas had relatively little effect overall on the more open to smart meters segments
- “Techy and Innovative’ and ‘Analytical and Sustainable’ - in terms of impacting either
combined ‘seek/accept’ levels, or levels of ‘unlikely to take up’. No idea increased or
reduced levels of ‘seek/accept’ or ‘unlikely to take up’ by more than six percentage
points respectively.

e Among the less open to smart meters segments:

o For the ‘No Risks and Cost Conscious’ segment, all the ideas reduced levels of
unlikely to take up by larger amounts. The invitational cheapest tariff led to a nine
percentage point decrease from 49% to 40%, while the other three ideas led to a
13-14 percentage point decrease from 49% to 36-35%.

o All the ideas led to increases in levels of seek/accept for this segment, increasing
seek/accept by between four to 13 percentage points. The exclusive monthly
discount led to the largest increase, increasing seek/accept levels by 13
percentage points from 35% to 48%.

o There was a larger range of potential impacts for the ‘Profit Focussed and
Instinctual’ segment, with ideas leading to a reduction in levels of unlikely to take

24



Research into ideas for driving smart meter uptake in the non-domestic sector

up of between eight to 29 percentage points. Smart as a contract requirement
leads to the largest decrease of 29 percentage points from 56% to 27%.

o The ideas led to a smaller increase in levels of seek/accept for this segment.
Smart as a contract requirement appeared to drive the highest increase in
seek/accept from 37% to 49%.

= Among the more neutral to smart meters segment — ‘“Tried and Tested’ — each of the
four ideas had a broadly similar impact. All ideas led to an increase in seek/accept of 14
to 18 percentage points.

» These larger changes in likelihood to take up among the less open to smart meters or
more neutral segments are not as visible at the total population level as they make up a
smaller proportion of the overall sample than the more open to smart meters segments.
Three in five (69%) of businesses/organisations fell into the most open to smart meters
segments in the phase 3 survey, while the remaining 41% were split between the less
open or neutral segments.

3.3. Perceptions of fairness

As Figure 9 below shows, the two ideas that offered business/organisations a financial
incentive for taking up a smart meter were considered most fair, with 67% viewing the
invitational cheapest tariff as fair and 61% rating the exclusive monthly discount as fair.
Conversely, the deadline and smart as a contractual requirement were viewed as less fair, with
around two in five businesses/organisations rating these ideas as fair (39% for deadline and
40% for smart as a contractual requirement).

Perceptions of fairness varied by business size across the four ideas tested.
Microbusinesses/organisations were less likely to think the ideas were fair, while medium
businesses/ organisations were more likely to think all the ideas were fair. For example, nearly
three in five (56%) of medium businesses/organisations thought smart as a contract
requirement was fair and just under three in four (73%) thought the exclusive monthly discount
was fair compared to a third (34%) and just under three in five (57%) of
microbusinesses/organisations respectively.

The only significant differences in terms of the segments were that the more open to smart
segment ‘Analytical and Sustainable’ was more likely to think that Invitational Cheapest Tariff,
Exclusive Monthly Discount and the Deadline idea were fair (81%, 78% and 53% respectively,
compared to 67%, 61% and 39% overall).
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Figure 9. Perceptions of fairness'?

Invitational Cheapest Tariff Exclusive Monthly Discount Deadline Smart as Contract
Requirement

m Not fair mNeutral mFair mDon't know

Question: ‘To what extent do you agree or disagree with the following statements regarding the idea you have just
seen?’

Base: Total (n = 800)

Note that 1 indicates a value that is statistically significantly higher than the average value, and | indicates a value
that is statistically significantly lower than the average value.

3.4. ‘Cheapest tariff smart’ idea: qualitative learnings

As highlighted earlier in Table 2, a key element of the ‘Invitational Cheapest Tariff’ idea was
the concept of being able to access an energy supplier's cheapest tariff in return for having a
smart meter. Two variants of this were explored as part of the qualitative research; an
‘exclusive’ variant in which a customer must have a smart meter to benefit from the supplier’s
cheapest tariff and an ‘invitational’ variant which stated that energy suppliers’ cheapest tariffs
could be accessed if getting a smart meter, but did not say explicitly that only those with smart
meters could do so.

Those who were more open to smart meters generally were less sensitive to the differences
between the two variants, or sometimes felt the exclusivity of the former variant added to its

2 12The averages of the ‘not fair’ cells was 24%; ‘neutral’ (22%), ‘fair’ (52%)
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appeal. They also tended to find the general concept more appealing than those who were less

open to smart meters, often seeing it as a worthwhile idea or ‘bonus’ for having smart.

“l don't see the downsides of a smart meter. To me it just means bills are accurate and
paying for what I've used and no cost to have one fitted, | can't see a downside to
having one. If | get a cheaper tariff, great, with or without I'd have it anyway.” (Phase 2;
Analytical and Sustainable)

Businesses/ organisations who were less open to smart meters often tended to prefer the latter

‘invitational’ idea. Some felt the former variant to be exclusionary and hence unfair in nature a
they felt it would push them to have a smart meter if they wanted the cheapest tariff.

Overall, while typically preferring the more inclusive variant, those less open to smart meters
were often unconvinced by the concept as a whole (and, by implication, would require more
tangible evidence of the cost benefits/ savings for it to sound persuasive).

‘Just saying supplier’s cheapest tariff is smart isn't enough - what does that mean? What
are the terms and conditions of having the cheapest tariff?” (Phase 2; No Risks and Cost
Conscious)

3.5. ‘Discount on energy bills’ idea: qualitative learnings

The Phase 2 qualitative research also explored a one-off discount on energy bills. This
indicated that consumers felt an ongoing discount would be more meaningful, so a monthly
discount was tested in the following phase of quantitative research.

In summary, the one-off discount was often felt to be broadly positive in terms of its overall
tone, particularly in contrast to other ideas such as the deadline which involved financial
disincentives for not having a smart meter. However, some felt the concept of a one-off
discount was a little strange:

“It's a bit weird because why should we be receiving money to have them fitted?”
(Phase 2; Techy and Innovative)

S
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Overall, the discount amount tested of £35-£100 was generally seen as low value and not
motivating, particularly when set against perceived potential hassles/ inconveniences of
installation. Some felt that for a discount incentive to be more meaningful, it would need to be
on a continuous/ ongoing basis:

“Any saving is good...it is a positive, but | want to know what it would mean for my energy
bills going forward.” (Phase 2; Tried and Tested)

3.6. ‘Deadline’ idea: qualitative learnings

As outlined in Table 2, two deadline ideas were tested in the qualitative research; a ‘softer’
deadline stating businesses/organisations may be charged for retaining a traditional meter
after a set deadline, and a ‘harder’ deadline stating they will be charged for retaining a
traditional meter after a set deadline. A 24-month deadline was tested in the qualitative phase,
rather than the 12-month deadline tested in the quantitative.

While some appreciated that the 24-month deadline date provided breathing space, it was also
felt to be a long way in the future and therefore gave little incentive to prompt action in the
short term.

The ‘harder’ deadline variant, stating there will be a charge for retaining a meter after a set
deadline, was considered to be potentially more motivating, but was also more divisive. Some
felt that this idea removed a sense of choice which would, in effect, push
businesses/organisations to engage with the message. This was viewed as tonally quite
different from the ‘softer’ variant which stated that businesses may be charged for retaining a
smart meter. However, many businesses/organisations appreciated the tonal directness of this
‘harder’ variant. Some felt it echoed the directness often seen in business communications
generally, in line with the clear and ‘no nonsense’ tone that can be a characteristic of official or
compliance-related communication.

Crucially, whilst exploring this type of deadline-based idea, the qualitative research revealed
how important it is to include a rationale (i.e. reason) as to why smart meters are being
introduced per se, to help explain/ contextualise the need for having a deadline (and potential
charge thereafter). As part of this, two specific rationales for the roll-out of smart meters were
tested:

e “...because traditional meters have higher running costs as they rely on estimated bills
and manual meter readings.”

e “Traditional meters are being replaced because smart meters help modernise Britain’s
outdated energy system. They make it more efficient, and better able to manage
demand.”

Of these two, the former raised fewer questions than the latter. This is because, in the latter
case, businesses often felt unclear as to how or why smart meters would actually help the
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national energy system over and above traditional meters, and that this could be made more
explicit.

3.7. ‘Smart as a contract requirement’ idea: qualitative
learnings

As outlined in table 2, the qualitative research included a version of the ‘smart as a contract
requirement’ idea. Many saw this as a logical approach in theory, given the overall move
towards smart meters:

“I think it’s probably better to have a deadline as it’s over and done with, and quite
honestly, | think most people will get smart meters put in.” (Phase 2; Profit Focussed
and Instinctual)

However, there was some frustration towards this type of deadline among those businesses/
organisations less open to smart meters, given that it was felt to remove choice or seen as too
blunt a tool.

As part of exploring this idea, a smart meter deadline was described in the research as being
like the transition from analogue TV to digital’. Some found the analogue-digital TV analogy
helpful as a way to understand/ contextualise the situation, although others challenged it in the
sense that the TV switch was seen as inherently less disruptive.

For some, the overall idea of this type of deadline encompassed the notion of ‘collective
national action’. Businesses/organisations often assumed that the deadline would — naturally —
be accompanied by a national advertising campaign, and sufficient information/ support about
what is entailed, details about installation, etc.

3.8. Other ideas tested in the phase three qualitative

As outlined in table 2, as part of the qualitative research, three further ‘guarantee’ based ideas
were tested.

Table 3 below describes the idea shown to non-domestic consumers in each case, and (in the
second column) summarises the response that was heard to each idea:

Table 3. Response to guarantee-type ideas tested in the phase three qualitative

Idea Summary of non-domestic consumer response
Triple Guarantee Original: This idea received a mixed response:

Three service guarantees = Still being able to access your supplier’s

(still able to access supplier's cheapest tariff sounded somewhat

cheapest tariff, accurate bills unconvincing for some and created a potential
with automated readings, and sense of doubt as to what might happen if
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these two points will still
stand if you switch supplier)
offered in return for having a
smart meter.

changing to a smart meter. The word ‘still’
neutralised the potential of the message.

= The notion of ‘accurate bills’ was appealing for
some, but seen as somewhat ‘basic’ for others
(e.g. those who say they submit meter
readings).

“But to me, you can’t be 100% sure that
everything’s going to be accurate. At least | know
when | submit the reading that it’'s an accurate
reading.” (Phase 3; Public Sector)

» The third guarantee, that the first two elements
would still stand even if you switch supplier,
was sometimes felt to be focusing on the
wrong point, as some were concerned about
potential operational issues with their smart
meter if they switched supplier, rather than the
ability to access the cheapest tariff or receive
accurate bills if they switched.

Single guarantee rebate:

Offers a single service
guarantee (accurate billing)
with the offer of £30 one-off
compensation if the
guarantee is not fulfilled

This idea also received a mixed response.

The use of the word ‘guarantee’ appeared to be
divisive: some saw it as reassuring, but for others it
carried an inherent implication that something might
go wrong (i.e. a sense of ‘why would a guarantee be
needed otherwise?’). Similarly, the aspect being
guaranteed here — accurate bills and not estimates,
with readings sent automatically, even if switching
energy supplier — was broadly reassuring for some,
but for others was not considered as something that
should need a guarantee, given (as they regard it)
this is the basic point of having a smart meter.

The £30 one-off compensation was often viewed as
being an unusual amount within a business context,
for several reasons:

= |t was felt the £30 would very likely not be
commensurate with any issues (i.e. potential
disruption) experienced; similarly ‘one-off’
compensation would not be commensurate if
the problem turned out to be ongoing.
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= The £30 amount was often regarded as
inappropriate and non-intuitive overall in a
business context (i.e. given the general levels
of business ingoings and outgoings).

“£30 what does it really mean to business
owners...it’s not really enticing for business
owners.” (Phase 3; No Risks and Cost Conscious)

* Inturn, very few — if any — saw an incentive to
ever want to claim for such an amount, in the
event of any issues.

= Similarly to the notion of a guarantee, for some
the idea of offering compensation ‘up front’ in
this way sounded like an inherent admission
that things could go wrong.

“For me, as soon as you put in that there is a £30
compensation if there is an issue, it sounds like you
expect issues.” (Phase 3; No Risks and Cost
Conscious)

Triple Guarantee Rebate:

Three service guarantees
(smart functionality
maintained including accurate
bills, tailored energy
efficiency advice, smart meter
will work with every supplier)
offered in return for having a
smart meter with the offer of
£30 one-off compensation if
the guarantee is not fulfilled.

While this idea also received a mixed response, it
was the best regarded of the three ‘guarantee’ ideas
tested.

The most positively received element of the idea
was the guarantee that your smart meter will work
with every energy supplier, even if you switch — this
served to assuage the doubt of some who thought
this may be an issue with smart meters.

Receiving tailored energy advice was seen as
potentially beneficial if it was indeed genuinely
tailored, but some wondered whether this would in
fact be rather generic in nature (and therefore of
relatively little real value).

“You see the triple guarantee and you get excited
for a minute and then you read those three things,
it’s not so exciting. You expect it to work, don’t you?
| mean that receive tailored energy efficiency advice
will probably be some generic email or something
that gets sent out. And £30, well it’s not very
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exciting either.” (Phase 3; Profit Focussed and
Instinctual)

Smart functionality maintained was seen as a
somewhat vague or confusing statement, or indeed
felt to sound like there was an in-built potential for
failure.

For the same reasons as discussed above, the £30
guarantee was again generally not viewed
favourably.
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4. Non-domestic decision-maker reaction

to rationales for having smart meters

4.1. Rationales tested

As mentioned previously, it was identified in Phase 1 research that awareness of the wider
objectives of the smart meter rollout was one practical barrier to exploring ideas with some

consumers; participants wanted to understand why they were being asked to get a smart meter
to inform their responses to particular ideas. As a result, rationales for the smart meter roll-out,
emphasising particular benefits (both to consumers and the energy system), were included in

later phases of research alongside the ideas. To understand the potential impacts of these

rationales (independent of and in addition to ideas), a range were tested.

Five rationales were tested as part of the third phase of quantitative research. Each rationale
was designed to highlight a different benefit of smart meters (such as environmental benefits,
benefits to consumers and benefits to the energy system). Measures of how convincing (as a
justification for getting a smart meter installation) the rationales were was undertaken, the
results of which are discussed in the following section. The five rationales presented are in

Table 4 below.

Table 4. Rationales tested in phase three quantitative research

1. Great Britain’s energy
system

Smart meters are replacing traditional gas and
electricity meters. As the energy industry changes,
becoming less reliant on fossil fuels and supporting the
increase in electrification, a more flexible and smarter
energy grid is required. Smart meters are the building
blocks that help enable the digitalisation of the grid.

2. The Environment

The move towards a flexible electricity system is crucial
for enabling more use of renewable energy, so Great
Britain can reach its environmental targets. Smart
meters accurately measure what is exported back to
the grid from renewables such as solar panels, helping
to reduce the country’s dependency on fossil fuels.

3. The National Grid

The demand for electricity is set to increase in the
years ahead. Balancing the energy system (ensuring
that demand is met by supply) is becoming more
challenging as sources like solar power and wind make
up a greater proportion of our energy. Smart meters
provide data to help the grid predict peaks/ troughs in
demand and match it more effectively to energy
generation. It means a more stable, efficient grid that
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responds to outages faster, maximises energy from
renewables, and helps save money

4. A more efficient energy
system (half hourly
settlement)

Currently, energy suppliers buy and pay for electricity
based on estimates of their customers’ half-hourly
usage. Differences between how much energy
suppliers buy and how much energy their customers
actually use leads to pressure on the grid and results in
more fossil fuels being burnt to meet demand. Smart
meters record half-hourly energy use, which is used by
energy suppliers to forecast and pay for electricity that
their customers actually consume, creating a more
efficient energy system.

5. Access to half hourly
data

The half-hourly data recorded by smart meters can be
used by organisations like yours to monitor how much
energy you use and when. This in turn helps you to
make decisions about your energy use and spend or
what tariff to choose. This data is also the building
block for new consumer energy products and services
such as energy management apps or services that
enable you to power your own equipment through your
Electric Vehicle(s)

4.2. How convincing the rationales are felt to be by
businesses/organisations

Overall, each rationale was considered convincing by around half of consumers — see Figure

10 below:
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Figure 10. How convincing the rationales are felt to be by non-domestic consumers

The National Grid The Environment  Access to half hourly Great Britain's energy A more efficient
data system energy system (half
hourly settlement)

m Not very convincing ®mNeutral mConvincing

Question: ‘How convincing are each of the following rationales as a justification for smart meters?’
Base: Total (n = 800)

Attitudes towards the rationales appear to be influenced by businesses’/organisations’ general
attitudes towards smart meters. For example, medium businesses/organisations and those in
the ‘analytical and sustainable’ segment, who tend to be more open to smart meters in general,
were more likely to find all the rationales convincing while microbusinesses/organisations and
those in the ‘profit focussed and instinctual’ segment were less likely to find all the rationales
convincing. General attitudes to smart meters within different sub-groups also influenced
attitudes towards the rationales. For example, micro businesses/organisations who were more
open to smart meters in general were more likely to find the rationales convincing compared to
microbusinesses/organisations who were less open to smart meters (for example, 63% of the
more open to smart meter microbusinesses/organisations found the Access to Half Hourly
Data rationale convincing compared to 23% of those less open to smart meters).

Among the ‘analytical and sustainable’ segment, the National Grid and Great Britain’s Energy
System appeared to be the most convincing with 72% and 71% finding these rationales
convincing respectively. Meanwhile, two thirds of medium sized businesses/ organisations
found the National Grid (66%), the Environment (65%), and Access to Half Hourly Data
rationales (65%) convincing.
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For the segments less open to smart meters, the More Efficient Energy System rationale
appeared to be slightly more convincing among the ‘profit focussed and instinctual’ segment.
This segment appeared to be less likely to state that this rationale was not convincing (37%)

compared to the other rationales (for example 49% said the access to half hourly data rationale
was not convincing).

Figure 11. Most convincing rationales (percentage ranking option most or second most
convincing)

44%
41% 40% 40%
I I I |
Access to half A more efficient  The National Grid Great Britain's The environment
hourly data energy system (half energy system
hourly settlement)

Question: ‘This time we would like you to rank the rationales in order of the most to least convincing as a
justification for smart meters?’
Base: Total (n = 800)

As Figure 11 above shows, when businesses/organisations were asked to rank the rationales
in order of how convincing they found them, they were slightly more convinced by the Access
to Half Hourly Data rationale overall (44%), and this was consistent across business size
classifications and sectors. Very similar proportions of businesses and organisations claimed
they were convinced by the More Efficient Energy System (41%), National grid (40%), and
Great Britain’s Energy System (40%) rationales. The Environment rationale appeared the least
popular at a total sample level, with just over a third of businesses/organisations ranking it first
or second in order of how convincing each rationale is (35%).

Interestingly, for some segments, when asked to rank the rationales from most to least
convincing, the most convincing rationale was quite different to when they were asked how
convincing the rationales were independently of each other. For example, as detailed
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previously, when asked independently how convincing each rationale was, ‘analytical and
sustainable’ businesses and organisations found the National Grid and Great Britain’s Energy
System rationales slightly more convincing. However, when asked to rank the rationales
against each other, these two were less likely to be ranked first or second by this segment
(38% ranked the National Grid as most convincing and 33% ranked Great Britain’s Energy
System as most or second most convincing whilst 44% ranked the Environment in first place,
43% ranked a More Efficient Energy System in first or second place and 42% ranked Access
to Half Hourly Data in first or second place). Similarly, when asked to rank the rationales in
order, ‘no risks and cost conscious’ businesses/organisations were most likely to rate the
National Grid rationale first or second (57%), while when rating the rationales independently of
each other this segment appeared more likely to find The Environment and Access to Half
Hourly Data rationales convincing.

The results from the quantitative phase three research echoed themes from the previous
qualitative phases of research where it emerged that smaller and less open to smart
businesses/organisations appreciated honesty about who would benefit from smart meters and
an explanation why, for example:

All they have to do is be honest. Tell us what it is they want to achieve and then let’s get
on with it.””
(Phase 2; No Risks and Cost Conscious)

This cohort wanted a more detailed explanation - it appeared that rationales that were viewed
as too simplistic might deter them from a smart meter installation, for example:

“It's saying that smart meters help the environment, but it's missing the important part
which is how it does? The first paragraph is saying that it will help integrate renewable
panels into the energy network that again - how? I'm not an expert on energy, but |
have a background in mechanics and engineering. So I'd like to understand.” (Phase 2;
No Risks and Cost Conscious)

A key finding from the earlier phases of research was that communication about potential cost
savings from smart meters (either in reducing energy suppliers’ costs or reducing energy
usage and therefore costs for consumers) - if deemed to be too simple - could in fact be less
motivational for this cohort of smaller and more cynical businesses/organisations who
preferred detail and hard evidence of the benefits of smart meters, for example:
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“I'd be sceptical about that. | mean the cost per kilowatt of energy, for example, is fairly
stable. It’s high, but fairly stable. I'm not sure a smart meter is going to help you with
that. It’s just going to help you bill me more accurately in theory, right?” (Phase 2; less

open to smart meters)

In contrast, the previous waves of qualitative research also found that a detailed explanation
could have an oppositive effect on those already open to smart and risk deterring them from
getting a smart meter installed — they did not need the extra detail and thought that quirks of

the energy system were ‘not their problem’.
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5. Campaign communications

5.1. Campaign communications preferences

As part of the phase three quantitative survey, non-domestic consumers were asked about
which sources they would find it useful to hear information about smart meters from, if some of
the ideas from the research were to be taken forward. For instance, in previous rounds,
respondents had indicated that they would expect an idea such as “smart as a contract
requirement” to be accompanied by a national awareness campaign. The results suggest that
in this context, non-domestic consumers prefer formal or official channels of communication
compared to informal channels.

The majority of businesses/organisations said they would find it useful to hear campaign
communications from energy suppliers (64%) and the UK government (61%) — see Figure 12.
Ofgem were the third most preferred channel of communication (28%), followed by local
councils (20%) and TV/advertising (20%). Environmental organisations were preferred by 19%
of the total sample, and Smart Energy GB'3 by about the same proportion (18%).

There was slight variation by business size classification and sector. For example, medium-
sized businesses claimed that they would prefer communications from the government (74%
versus 61% at total sample level), and were significantly more likely to say Smart Energy GB
(28% versus 18% at total sample level). In terms of sector, those in the public sector were
more likely to say they would find communications from the government or energy suppliers
useful (74% and 75% respectively).

3 Smart Energy GB is the not-for-profit campaign helping everyone in Britain understand the importance of smart
meters and their benefits to people and the environment. More information can be found on their website
https://www.smartenergygb.org/
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Figure 12. Most useful sources of information to hear about smart meters from

BTG S S 64 %
U o MmNt 1%
Ofgem  ——— 257
Local councils I 00°%
TV/ advertising I 00°%
Environmental organisations R
Smart Energy GB I 15
Trade bodies 3%
Social media 2%
Business suport helplines 2%

Local business community groups T IRREA

Famlly and friends B 0%

Paid third party specialists e.g. energy consultants,
energy brokers I °%

Non-exec directors/business owners W 3%

Question: ‘Earlier we asked you about the possibility of needing to get a smart meter as part of a requirement to
enter into any new energy supply contract after a deadline. This could involve a national awareness raising
campaign alongside it (so that organisations are given enough notice to plan their contract arrangements
accordingly? From which sources/ organisations would you find it useful to hear about this from?’

Base: Total (n = 800)

Qualitatively, businesses expected to be informed about changing government policy —
typically via the government itself or through their energy company on behalf of the
government. Regardless of the source, it is essential the message is clear and direct:

“I actually think us Brits prefer black and white and if we’re being told that that’s what’s
going to happen, | think we can deal with that better and we can organise ourselves
better to do what we need to do. So | think messages that are much clearer, | think we
prefer that.” (Phase 3; Profit Focussed and Instinctual)
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“In the public sector, we are all quite accustomed to having things pushed on us that we
have to implement. So, if it's matter of fact that you have to have a meter, | don’t think
that will be a problem, | don’t think it’s a bad idea, it’s just the way you communicate it.
As it’s something you have to do, maybe streamline the conversation.” (Phase 3; Public
sector)

6. Conclusions

Looking across the report, the key findings and insights from across the qualitative and
quantitative research are as follows:

6.1. Context: overall attitudes to smart meters

e Three in four businesses/ organisations (73%) said they are aware that smart meters are
available to them, and these levels of awareness were generally consistent across
business size classifications and sectors.

e There was a relatively high level of openness to smart meters overall among businesses/
organisations. Around two in five (41%) businesses/organisations claimed to be actively
seeking a smart meter, and a further one in five (18%) said they would ‘accept’ a smart
meter if offered one within the next six months. A fifth were ‘indifferent’ (21%), and a similar
proportion (19%) ‘unlikely to take up’ smart meters.

e Importantly, the attitudinal segmentation revealed that the level of familiarity with smart
meters was not necessarily related to the level of openness to them: there was a broadly
similar level of awareness of smart meters being available for businesses/ organisations
across both the more receptive and less receptive to smart meters segments. This is
evidence that the challenge to drive take-up of smart meters is not just a question of driving
levels of awareness.

e Businesses/ organisations cited a range of reasons as to why they do not currently have a
smart meter, including not recalling being proactively offered one by their energy supplier,
not understanding the benefits of smart meters (and/or energy matters being a low priority
overall), and concerns about the installation process itself (including concerns about any
associated costs).

e Specifically, with smart meter installation, there were concerns (or unknowns) expressed
linked to landlord permissions, and different types of businesses/ organisations had varying
levels of concern around the specifics of installation and how it could potentially impact
them.

e Perhaps unsurprisingly, when asked to consider different communication channels, non-
domestic consumers said they would find it most useful to hear communication about smart
meters from energy suppliers (64%) or Government (61%). Other sources such as Ofgem

41



Research into ideas for driving smart meter uptake in the non-domestic sector

(28%), local councils (20%), TV/ advertising (20%), environmental organisations (19%) or
Smart Energy GB (18%) were ranked some way behind.

6.2. ldeas and rationales to encourage smart meter take-up

e Overall, all four ideas slightly increased the proportion of non-domestic consumers that said
they would actively seek/accept a smart meter in the next six months. Most of the ideas,
with the exception of the ‘invitation cheapest tariff’ also led to decreases in the proportion of
consumers reporting they were unlikely to take up a smart meter.

e The ideas tested are likely to have greater impacts on businesses/organisations who are
less open to smart meters. The research showed the ideas drove larger increases in the
proportions of seekers and accepters, and larger decreases in those reporting they were
unlikely to take up smart meters, for the less open to smart meter segments (which made
up 41% of the total sample) compared to the more open to smart meter segments (which
made up 59% of the total sample).

e There was some evidence that specific interventions had larger impacts for particular
segments of non-domestic consumers, for example ‘Smart as Contract Requirement’ drove
the largest reduction in the proportion of non-domestic consumers reporting that they were
unlikely to take a smart meter (29 percentage points) as well the largest increase in the
proportion who would seek or accept one (12 percentage points) for the ‘Profit Focussed
and Instinctual’ segment.

e When assessing the ideas in terms of their perceived fairness, significant differences
between them emerged. Only four-in-ten felt that the ‘Deadline idea’ (39%) and ‘Smart as
Contract Requirement’ (40%) were fair, versus six-in-ten for the ‘Exclusive Monthly
Discount’ (61%) and two-thirds for the ‘Invitational Cheapest Tariff’ (67%).

e As suggested by the various attitudes and barriers to smart meter take-up that exist, if
ideas were to be introduced, these would likely need to be supported by a compelling
rationale about why smart meters are being rolled out.

e The research showed that a range of rationales could/ should be used to help position the
need for and benefits of smart meters to support any ideas to encourage smart meter
uptake.
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