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5. Consumers seek financial incentives
for energy efficiency adoption

Inability to afford the upfront costs of investment is the number
one reason why consumers don't plan to invest in energy
efficiency measures in their homes with 41% of consumers citing
this reason. The biggest opportunity to persuade consumers

to invest is the delivery of a stronger financial incentive, with
57% stating that this would encourage them to invest in energy
efficiency measures. Costs savings are a priority to consumers
and out-weigh desires to ‘save the planet’.

6. Consumers seek reassurance and
trust when considering purchase and
installation of energy efficiency devices

When looking for advice on energy efficient measures for their
home, trust is a significant issue. Consumers need to trust the
system and be assured about that what they have been informed
and who has informed them.

If you were looking for advice on energy efficient measures for
your home ...
each of the following?
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to what extent, if at all, would you trust the advice of

Our research highlighted that local specialist installers and large DIY
stores were the most trusted, with large retailers and large energy
suppliers following. Green Deal providers must be aware that trust
is fragile and customers will need evidence of benefits from trusted
providers. Poor advice, aggressive selling and bad installation, could
have significant repercussions. Likewise, Green Deal must in the
early stages prove itself — success stories will attract more people.
Bad stories and bad press will push consumers away.

Summary

Consumers are confused by the myriad of offers available to

them and, given the current focus on energy pricing, we shouldn't
be surprised that they look for a catch when energy companies
encourage them to use less. The Green Deal is an important

step, but financial incentives alone won't work unless consumer
information and understanding is significantly improved. The prize
for creating a common and compelling voice to the consumer about
why they should take up the Green Deal will help customers commit
to the right energy efficiency measures and improve the public
debate on energy prices.
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