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Global low-carbon ICT project manager, The Climate Group

The Climate Group is an independent non-profit organization working with leading companies, states and cities

around the world to show that cutting carbon makes good sense not just for the environment, but for jobs and

economic growth.

Since 2004, we have been bringing together some of the world’s biggest companies and most influential

government leaders to tackle climate change and unlock a clean industrial revolution.

MD, Anderson Brown Ltd

A|B is a sustainability consultancy. We help organizations, communities and groups understand, manage and

reduce their environmental and social risks. Our specialisms include collaboration & user engagement for

sustainability.



Barriers to innovation

Regulatory Barriers

Informational Barriers

Lack of Cross Sector Implementation

Financial Barriers

Unclear Business Case

Utilities business model based on making profits by selling more power

Relevant policy drivers come from multiple sectors 

Solutions will require sharing risk between public and private sectors, to capture ‘diffuse’ savings

Often long payback periods for energy efficiency investments, lack of incentives from 

developers and owners to invest in smart building technologies 

Solutions that can operate across domains are still not widely adopted 

Lack of awareness of benefits of open energy information among consumers, lack of 

awareness among ‘customers’ such as public officials about how to implement alternatives.

Consumer engagement and support for behaviour change

Consumer engagement and support for behaviour change on a large scale is possible but the 

financial incentives are not there. Consumer engagement and developing demand is cited as 

the most challenging barrier to innovation in the ICT for sustainable homes area.



Snapshot from the market

Baltimore Gas and Electric’s initial smart grid plan was rejected by U.S. regulators primarily for its lack of a 

consumer engagement plan. Regulators required BGE to submit a clear plan on how to educate and engage 

consumers about the new technology and pricing plans. Of the well over 300 smart metering and smart grid 

projects underway globally, consumer education (amongst other factors) remains a challenge – Source: 

Bloomberg New Energy Finance October 2010

Increasing awareness of the importance of the the consumer

It is becoming clear that engaging consumers in smart grid and smart metering is a key element of successful 

projects. Achieving sustainability, energy and climate objectives will require their full participation – Source: The 

Climate Group & Google, Roundtable discussion – Empowering UK Energy Consumers: A consumer-led vision for 

energy innovation, July 2010



Products and Services for a sustainable home

Where we are today

Management 
according to 

consumption patterns 
& demographics

Automation 
& remote 

management

Access to 
information



Example – logica???

Understanding Consumer Preferences in Energy Efficiency
Fragmented and non-traditional consumer preferences

Access to information

• Giving customers access to more direct feedback on 
consumption can lead to 5-15% savings in households 
(Source: Oxford University)

• But consumers differ in their preferences around the 
source of the information and how the information is 
presented to them
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Automation and remote management

• Moderate to strong resistance on the part of consumers to 
automation and remote management

• “There is a limited degree of elasticity between “impact on the 
electricity bill” and “utility control.” No matter the impact, 
consumers are more likely to sign up if they retain some control 
over their home appliances. Also, when consumers are provided 
with some control over their home appliances, they are more 
likely to respond to the incentive of saving money” – Source: 
Understanding consumer preferences in energy efficiency
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Understanding Consumer Preferences in Energy Efficiency
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Management according to consumption patterns & 
standard demographics

• “Consumers’ readiness to enroll in electricity management 
programs is determined by a range of preferences that go 
well beyond the criteria traditionally applied to energy 
purchasing decisions” – Source: Understanding consumer preferences in energy 

efficiency
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Understanding Consumer Preferences in Energy Efficiency
The Innovation Challenge

1. Simply installing smart metering devices and in-home displays 
will not drive lasting consumer adoption on its own

2. Providers will need new consumer-centric competencies and 
programs to attract and maintain a diverse consumer market

3. Consumer behaviors for energy-efficiency solutions are highly 
complex with broad diversity in perceptions, attitudes and 
preferences



Understanding Consumer Preferences in Energy Efficiency
The Innovation Challenge

4. Consumer energy support competence should include 
advanced insight and segmentation, new service channels 
and advanced products, and integrated education 
program

5. Providers need to build increased consumer knowledge by 
engaging in a multi-tiered awareness program that 
involves collaboration with stakeholders such as 
government, environmental groups and an array of local 
and online communities.



Understanding Consumer Preferences in Energy Efficiency
Real-world experimentations

• “Community” Engagement

Brent Going Green: Shortlisted for the 2010 International Green 
Awards in two categories, 1) Best Green Use of Online Media 
Award (Banners / Social Media Campaigns / Websites) and 
2) Best Green Use of Mobile Apps and Technologies.

The Climate Group’s Smart2020 program: ICT demonstration 
projects at home, building and city-level. Engagement is 
becoming a key component in some pilots   

EnergyTIC: ICP PSP – Energy and water efficiency in social 
housing (under negotiation)



Example – logica???

“Those … that understand and leverage the perceptions, behaviors 
and values of their consumers will ultimately generate the most value 
in the new energy era..”

Greg Guthridge, managing director, Accenture Retail and
Business Services for Utilities

Source: Understanding Consumer Preferences in Energy Efficiency

Understanding Consumer Preferences in Energy Efficiency
The opportunity
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