Scroll Finance: GLOCERS

Sub-heading: Green Line of Credit Embedded in Retrofit Services (GLOCERS) Pilot
Project

Date of publication: October 2025

Partners: Scroll Finance (lead organisation); SuSy (Sustainable Systems) — digital
retrofit platform (partnered with Retrofit West in Bristol); Furbnow - full-service retrofit
provider (West Midlands); Cosy Homes Oxfordshire — one-stop retrofit service
(Oxfordshire); and premium solar PV and battery installers (Artisan Electric, HSEnergy,
Project Solar)

Funding received from GHFA:
e Discovery Phase: £158,609
e Pilot Phase: £1,057,916

Project duration:

e Pilot Phase: January 2024 — June 2025

Innovation overview

The GLOCERS project aimed to pilot an innovative financial product - Green Home
Equity Line of Credit (Green HELOC) - to help homeowners affordably and flexibly
finance home retrofits. The project aimed to increase the adoption of energy efficiency
measures by addressing several key barriers identified during the Discovery Phase:
primarily the high upfront costs of retrofit, but also the lack of accessible and tailored
financing options, the complexity of the customer journey, and the limited integration
between retrofit advice and finance within existing delivery models.

The finance offer allowed eligible homeowners to borrow money secured against the
equity in their home, with tailored features for retrofit — an initial revolving facility
enabling flexible drawdown and repayment options, interest incurred only on drawn
funds, and ring-fencing of funds for approved retrofit purposes only.

The innovation in the approach lay in integrating advice, installation, financing, and
verification into one streamlined journey. Homeowners who were getting an energy
assessment or solar panel quote from one of Scroll's partner organisations could be
offered the loan at the point of sale instead of seeking a separate loan from a bank.
This integration was designed to reduce friction in the customer journey and improve
uptake, addressing the barrier of high upfront costs with a finance option that was
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easy to understand and offered at the right time in the homeowner’s decision-making
process.

The pilot took a regionally distributed approach, testing the Green HELOC across four
distinct delivery models: a digital advice platform (SuSy, in partnership with Retrofit
West in Bristol); an end-to-end retrofit service (Furbnow in the West Midlands); a
community-based ‘one-stop shop’ (Cosy Homes Oxfordshire); and through solar
installation firms (e.g. Artisan Electric, HSEnergy, and Project Solar) operating across
Southern England. This structure allowed the team to trial the finance offer across a
range of user journeys, from light-touch digital pathways to high-trust, in-person
services, helping to demonstrate what works best in different local and delivery
contexts.

What were the objectives of the project?
The project aimed to:

1. Embed finance into the retrofit customer journey: Integrate the Green HELOC
into partner organisations’ user journeys at key decision points (e.g. initial
assessment, quote, or purchase) to create a seamless process that complies
with Financial Conduct Authority (FCA) regulations, enabling partners to
introduce finance in a legally appropriate and user-friendly way.

2. Increase conversion and project size: Test whether offering a tailored loan
leads to more homeowners proceeding with retrofit work and choosing a larger
scope of measures than they would without financing.

3. Identify effective delivery channels and messaging: Pilot the solution across
different routes - direct-to-consumer, through retrofit partners (B2B2C, i.e.
“business to business to consumer”, or reaching consumers via partners), and
via installer referrals — to learn which channels work best, and understand how
factors like marketing approach, trust in the provider, and timing of the offer
influence customer engagement.

Activities funded by the Green Home Finance Accelerator

Green Home Finance Accelerator funding was used to deliver:

e Development of the Green HELOC product and lending platform: Funding
supported the adaptation of Scroll’s existing home-equity loan and line of credit
model to meet the needs of retrofit projects. This included designing key
product features, such as ring-fenced funds for approved works and an interest-
only draw down period, and building the underlying digital infrastructure for loan
applications, credit checks, and processing.

e Creation of digital integration tools for pilot partners: The project developed
user-friendly digital tools to enable seamless finance integration within partner
organisations’ platforms. This included dedicated landing pages for each pilot
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partner’'s customers, interactive finance calculators to show indicative loan
terms, and pre-application forms to capture leads and check basic eligibility.

Upgrade and white-labelling of SuSy’s retrofit advice platform: Funding
enabled the transition of SuSy’s retrofit advice tool from a standalone mobile
app to a web-based platform. This transition was due to user research and
feedback on mobile apps which found that many users find downloading an app
to be too high a barrier to entry. It also covered development work to allow
partners (such as Retrofit West) to deploy the tool under their own branding,
making it more accessible and trusted for local users.

Design and testing of four distinct delivery models: Funding enabled Scroll
Finance and partners to test the Green HELOC across four retrofit delivery
routes: a digital advice tool (SuSy/Retrofit West in Bristol); a full-service retrofit
provider (Furbnow in the West Midlands); a community-based one-stop shop
(Cosy Homes Oxfordshire); and solar PV and battery installation firms (Artisan
Electric, HSEnergy, and Project Solar). Each model involved co-development of
finance referral journeys, integration of digital tools, and tailored partner training
to reflect the specific needs of each delivery context.

Marketing and outreach campaigns: The project delivered coordinated
marketing activity across all four pilot areas, including targeted digital
advertising (e.g. Facebook/Meta and Google Ads), educational email
campaigns, and printed promotional materials. Messaging was tailored by
partner and delivery model to test what resonated best with different audiences.
For example, the most effective Meta ad used by Furbnow generated 946 leads
at a cost of just £2.42 per lead, demonstrating that emotionally resonant
messaging — e.g., “tired of cold rooms?” — significantly outperformed generic
energy advice.

Partner training and compliance setup: Since many delivery partners (installers,
retrofit advisors) were not regulated by the Financial Conduct Authority (FCA),
GHFA support was used to establish a compliance process for them to offer the
finance referral. The project created standardised and compliant onboarding
and training materials, so partners knew how to introduce the finance option
appropriately and in compliance with FCA rules.

What did the project achieve?

The project met several of its core objectives, although it did not end up delivering
loans to customers during the pilot period, as originally intended. This was primarily
due to low consumer and market readiness: while many homeowners engaged with
the tools and expressed interest, few were prepared to commit to a retrofit project or
take on secured borrowing. This highlighted persistent barriers, including low
awareness of retrofit benefits, limited trust in savings claims, and reluctance to take on
debt. Nevertheless, the pilot achieved the following:
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Strong initial consumer interest in retrofit finance: Although no loans were
delivered during the pilot period, the project generated considerable top-of-
funnel interest from homeowners, indicating latent demand for retrofit solutions
when attractive financing is available. For example, Furbnow’s campaign on
Meta generated 2,088 homeowner leads interested in retrofitting with finance,
and the SuSy/Retrofit West collaboration led to 176 new user accounts on the
retrofit platform in its first few months. This engagement showed that, even
though conversions were low, many people are actively exploring retrofit when
given accessible information and a financing option. Despite limited conversion,
Scroll’'s finance-first digital campaigns still attracted some targeted
engagement.

Proved adaptability of the Green HELOC across multiple delivery routes: The
finance offer was successfully integrated into four different retrofit service
models, ranging from digital-first platforms to in-person advice and solar
installations, spanning the West Midlands, Bristol, Oxfordshire, and Southern
England. This demonstrated the flexibility of the loan product and digital
platform to support varied customer journeys and partner types.

Delivered a pilot-ready, compliant finance platform: The project built and tested
an embedded digital finance platform capable of handling real customer
enquiries. It combined front-end tools (such as a calculator and application
form) with back-end credit assessment and loan processing systems. The use
of the platform in the pilot project validated its technical capability and
compliance with Financial Conduct Authority (FCA) requirements.

Secured investor interest to support future delivery: Based on progress during
the pilot, Scroll Finance secured a funding agreement with an institutional
investor to provide capital for secured lending of which a portion was carved out
for green loans / HELOCs. This positions the model for commercial rollout once
market conditions and customer readiness improve.

Key challenges and learnings for the wider sector

The project’s experience highlights several valuable lessons for the wider sector:

Introducing the platform through trusted local initiatives significantly boosted
user uptake: For instance, when SuSy’s tool was white-labelled for Retrofit West
(a local authority-backed programme), it saw a ~150% increase in sign-ups
compared to SuSy’s own direct version (173 new users vs. 115 (over a three-
month period between February and April 2024.)). Likewise, partners observed
that leads sourced through community groups or council promotions were more
likely to convert than those from generic ads. This underscores that pairing the
finance product with established, reputable regional partners made customers
more comfortable in exploring retrofits and loans.

Low consumer uptake indicates broader market hurdles: Despite making
financing available, the project saw no actual loan drawdowns during the pilot
period. Many homeowners showed interest (signing up for information or
getting quotes) but ultimately did not proceed to take financing or complete
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retrofit projects. For example, from Furbnow’s 2,088 campaign leads, only 8
users submitted quotes, 2 scheduled calls, and just 1 proceeded to a paid
assessment — illustrating the significant behavioural drop-off even among
interested users and despite significant signposting of finance being available.
This reveals that providing a loan alone is not a silver bullet, and homeowners
remained hesitant due to wider issues, such as uncertainty about the benefits of
retrofit, difficulty interpreting technical information, and confusion over eligibility
for grants or incentives. For example, several homeowners who received quotes
through the platform expressed surprise at the level of upfront cost remaining
after grant contributions and were unclear about the potential energy bill
savings, leading them to delay or abandon their retrofit plans. The research and
pilot data suggest a lack of consumer readiness, i.e. many people are still
unfamiliar with retrofit benefits or uncertain that the promised savings will
materialise, leading to ‘decision inertia’. The project concluded that stimulating
demand for retrofits likely requires more than just making finance available; it
also depends on consistent public awareness, trusted information, and
potentially incentives. This conclusion was supported by consumer feedback
gathered during the pilot, which highlighted confusion about retrofit benefits,
limited trust in savings estimates, and hesitation to act without clear,
authoritative guidance, particularly from local councils or government-backed
sources. In short, the finance must be introduced into a market that is ready to
use it and creating that readiness is a shared challenge for the sector.

Offer finance at the right time: The project found that when and how the loan is
offered in the customer journey significantly affects uptake. In the pilot,
financing worked best as a “follow-up” offer. For example, after a homeowner
had received a retrofit plan or quote, they were more receptive to hearing about
loan options. By contrast, a “finance-first” approach (leading with the loan
before the customer is invested in a retrofit project) had little impact on
conversion. This was supported by campaign data. In the Furbnow pilot, 53% of
campaign visitors clicked through to finance information pages, indicating
strong interest in affordability once retrofit plans were in view. However, only
7.5% entered the quote funnel, showing that upfront engagement did not easily
translate into downstream action without further support. Similarly, Scroll’s
finance-first solar campaigns on Google saw only one full finance enquiry at a
high cost of acquisition, with a conversion rate of just 0.7%. Meta campaigns
also drove traffic but had limited follow-through. These results illustrate that
while finance messaging can attract attention, it is most effective when timed
to meet homeowner intent — typically after advice or quotes have been
delivered. The project also found that trust was key to progressing customers
through the journey: conversion rates improved when finance was introduced in
context by a known and credible partner. By contrast, journeys requiring
customers to interpret financial jargon early on contributed to drop-off and
decision inertia.
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e Users need a smooth process: If forced to jump from a partner’s platform to a
separate finance website or to download an app, many dropped out before
completing a loan inquiry. The project observed higher completion rates when
the entire workflow remained on a single platform or interface. The learning for
other industry stakeholders is to integrate financing as seamlessly as possible,
for instance, embed the loan application within the retrofit service’s existing
app/website. A “just-in-time” offering with a one-stop user experience can
significantly reduce drop-off. Conversely, adding complexity (extra logins, forms
on a different site) can undermine an otherwise good financing product.

e Personalised support and relatable messaging drive action: The pilot
underscored that retrofitting a home is not a purely rational, financial decision
for most people, it has an emotional and practical dimension that must be
addressed. The project reported that campaigns that tapped into everyday
comfort resonated much more than technical jargon. Importantly, many
homeowners sought a human element in the process despite digital tools being
available. Data from the pilot’s digital platform usage showed that most users
who progressed did so by requesting an in-person home energy assessment (22
out of 27 quote requests were for scheduling a visit by an expert) rather than
just relying on automated online recommendations. This indicates that for a
complex decision like retrofit, people often want expert confirmation and
tailored advice. The learning is that providing some form of personal touch or
expert guidance, whether through a help hotline, live chat, or an option to have a
professional assess the home, can improve conversion. Purely self-service
digital solutions may struggle to overcome homeowner doubts.

What’s next for GLOCERS?

At the time of reporting, the GLOCERS consortium was planning to build on these pilot
results and move toward larger-scale implementation. In the short term, the focus
would be on refining the offering and expanding partnerships. Scroll Finance intended
to roll out the Green HELOC through additional retrofit programs and providers — for
example, onboarding new local authorities or installer networks that can present the
finance to their customers.

Where to find out more?
LinkedlIn: https://www.linkedin.com/company/scroll-finance/

Website: www.scrollfinance.com

Project lead: Hardik Kampani
Contact: partnerships@scrollfinance.com
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