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Navigating the energy transition

EY Global Consumer Insights Program

Six consecutive years

The EY organization’'s ongoing
utility consumer research has
surveyed a broad spectrum of
residential and business customers.

Our goal: to better understand their
changing values, preferences and
attitudes towards their energy
experience.
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120k+

residential consumers

2.4k+

large and midsized
businesses

20

markets

business sectors

Insight areas

Digital engagement

Energy ecosystem
Energy affordability

and social equity
Fulfilment experience

Energy product and service intentions

Energy management and tariff preferences

E-mobility experience Generational divergence
Provider preferences Interaction preferences
Awareness and education Service expectations

Consumer confidence

Energy values and consumer and business segments

-
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Survey sample and demographics

Respondents by markets

20

markets

Australia 800 Germany
Belgium 805 Greece
Brazil 799 Hong Kong
Canada 800 Ireland
France 798 Italy

798

801

796

796
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17,199

respondents

Japan 803

Malaysia 803
Netherlands 803
New Zealand 801

Poland 802

Portugal
Spain
Sweden
UK

Us

801

798

798

801

1,998

Canada respondents by demographics

By age group

By income segment

mGenZ

® Millennials
HGen X

m Boomers

H High
= Middle
HLow

m Prefer not
to say

By housing type

By house ownership

® Flat/apartment

m Detached
house

H Town
home/terraced

m Semi-detached
house

m Others

® Owned
outright

H Rented

H Being bought
on a mortgage

m Other
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Energy security

Many consumers are in energy poverty today or are energy vulnerable

Energy poverty:

18%

of consumers report
spending >10% of income on

Energy vulnerable:

25%

energy. Energy secure: of consumers not in poverty
5 70/ today expect to face

0 difficulty in paying an energy
of consumers don't bill in the next year.

expect to face an
issue when paying

their bill in the next
year.

EY P&U CXT NET Research 2026. Base: Canada respondents.

=\
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Energy vulnerability factors
The EY organization has developed a broad-based approach to understanding consumer energy vulnerability

The EY energy
vulnerability score
combines seven factors
across a spectrum of
vulnerability, reflecting
customers’ perception
of energy costs, actions,
decision-making and
behaviours. Each factor
was found to be
significantly correlated
with the other, and
together offer a broad-
based view of energy
vulnerability.

EY P&U CXT NET Research 2026. Base: Canada respondents.

Energy burden

Perception of increasing
energy costs

83%

Bad-news bills

Experience managing unexpected
energy bills

Payment prioritization
Tradeoffs paying other bills due to
energy costs

Energy sacrifice

Shifts in spending on essentials
due to energy costs

Energy management

Active management of home
environment to lower energy costs

Increasing :
vulnerability :

.
--------

Payment behaviour

Level of challenge to reqularly
pay energy bill

Lifestyle tradeoffs

Shifts in spending on discretionary
items due to energy costs

43%

Future confidence

Expected challenge paying future
energy bills

6 Navigating the energy transition EY



Energy vulnerability score

Factors beyond income influence consumers’ energy vulnerability

Energy vulnerability score by age

Gen Z Millennials Gen X

Energy vulnerability score by number in household

Boomers

Energy vulnerability score by energy burden

More than 4

Less than 1% 1%-5% 6%-10%

% of household income spent on energy

EY P&U CXT NET Research 2026. Base: Canada respondents.
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11%-20%

More than 20%
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Behind rising costs
Consumers blame rising energy costs on a complex mix of inflation, energy providers profiting and infrastructure

spending
Consumers reported reasons for energy cost increases:

73% 44% 43% 43% 27% 27% 18%
Price increases/ Energy Increased Costs due to || Government More Increasing
inflation providers making spending on extreme renewable energy use of
more profit infrastructure weather energy demand renewable
events and policies from data energy
natural centres
disasters

8 Navigating the energy transition



Affordability expectations

Consumers are looking to energy providers to lead, and most don't feel they are helping today

Consumer preference to take the lead in helping consumers manage or
reduce their energy costs:

Energy providers 2%

Local governments 52%

51%

O

Country governments

Property owners/landlords

Property developers 20%

say their energy provider is
helping them manage their
energy costs today.

Community and non-profits organizations 14%

Financial institutions and lenders 9%

Large multinational companies 7%

B

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Affordability fatigue

Consumers feel they are already doing all they can to manage their energy costs

716%

of consumers are
doing as much as
they can to

manage and
reduce energy
costs.

EY P&U CXT NET Research 2026. Base: Canada respondents. @
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Supporting consumers

Consumers want energy providers to offer a diverse range of support to help them manage energy costs

“To help me manage my energy costs, | want my energy provider to:"

Offer greater rewards to reduce or shift when you use energy

Recommend payment plans that make your bill more predictable

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Only 19%

want their energy
providers to share
comparisons of
usage with
neighbours and
others.
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Shifting priorities

Rising energy costs are increasing consumer interest in taking action and adopting energy solutions

Change in consumer interest in the past year:

“I'm more interested in”

73% 72% o

Solutions that lower my energy costs Monitoring and taking actions to reduce Reviewing and understanding my Generating my own electricity at home
energy consumption energy bills

36%

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Age of consumer activation

Consumers are gravitating towards profiles with more active energy engagement and dependency

E G,

Energy dependent Energy skeptical Energy agnostic

= Most likely to say that = ~50% interested in home = Lowest level of interest in
solutions better suited to solar and battery storage. renewables, home solar
their situation are needed. = Most likely to say new and EVs.

= ~80% say they are doing technology and greater = Most likely to preferin-

person experience for
purchasing but digital for

everything they can within
their means to be

reliability are needed
before they'll adopt.

sustainable. = Willing to pay a premium researching.
= Strong opinion that the for independent related = The majority don't know
energy provider, not sustainability solutions. the actions and

O
=)

Energy conscious

Prefer digital for
purchasing new products
and services.

30% would pay more than a
10% premium for
sustainable products and
services.

>75% would allow a
provider to control home

C\\ampIOO

3

Energy savvy

>50% considering EV in the
next three years.

Prefer digital for
purchasing new products
and services.

The majority feel they
know actions and
investments to be
sustainable.

indiViduals, ShOU|d Iead the = More ||ke|y to IOOk to home investments they can make deViceS tO |Ower bI||S or be 40% would pay more than a
energy tranSition. improvement reta”ers for tO be more SUStainable. more SUStainable. 10% premium for
= More likely to turn to advice. = |east likely to be open to More likely to turn to online sustainable solutions.
government websites for allowing control of devices media and news Most likely allow a provider
advice. to lower bills and be more organizations for to control home devices to
sustainable. information. lower bills and be more
sustainable.
Restricted (15%) I Resistant (44%) ' Receptive (41%)

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Ambitious energy product intentions

Consumer interest in adopting a range of energy-related products is rising

Consumers'’ planned investments in energy products in the next three years:

42%

Energy efficient home appliances

New insulation, windows/doors 38%

Energy monitoring system 36%
Smart thermostat

Renewable electricity and/or natural gas

EV 36%

Back-up power generator

While interest in most products
30%| and services grew, renewable
electricity, battery storage,
home solar and EV products
did not see growth.

Home solar

Smart power panel

Heat pump

Batt t
attery storage 30
Solar water heater
Charging equipment for an EV

Community solar and batteries

B Planning to invest in next three years m Planning to invest in next three years (2023)

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Critical barriers
Cost, knowledge and effort are key barriers holding consumers back from adoption of energy products and services

Trust Cost

Don't trust providers of solutions or S Cost is too high, savings too small, and
believe they are really proven @ @ not enough rebates/incentives

Top five
energy product and
service adoption

Access

Can't use the solutions available/make
changes to home

Knowledge

Don't know what's right for my home or
how it can reduce costs

barriers

Effort

Too much effort to purchase, install
and get permits and approvals

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Green dreams

Sustainability interest remains, but consumers' ability to take action is eroding

73%

say their interest in taking
actions to be more sustainable
has remained same or increased
in the past year.

EY P&U CXT NET Research 2026. Base: Canada respondents.

16 Navigating the energy transition

But ...

Fall in actionability since 2023:

“Ability to invest more time and money
to be more sustainable in energy use."”

-33%




Energy management interest

Consumers are interested in a range of energy management programs, especially those offering the most control

Interest in energy management programs (% ranked in top three):

Earn rewards for reducing your overall energy usage over a defined period
of time

Earn rewards for using less energy at times when your energy provider
notifies you there's high demand

Earn rewards by using smart devices that use less energy automatically
when there's high-demand

Have an energy audit performed on your home by your energy provider
and create a plan for actions and investments you can make to lower your
costs

Earn rewards by connecting your smart devices to your energy provider so
they can reduce your energy use when there's a large demand

Earn rewards by letting your energy provider sell energy back to the grid
from home solar and batteries that you lease for a monthly fee

Borrow from your energy provider to make upgrades to your home and pay
it back on your future energy bills

Earn rewards by letting your energy provider control the charging of your
electric vehicle based on your defined preferences

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Energy efficiency 46%
Indirect demand response 46%

Automated demand 27%

response

Energy audit and action plan 21%

Direct demand response 16%

79%

would sign up for at
least one energy
management-related
program if it were
available.

Solar and battery leasing i}t

On-bill financing JR&i4

Mngd Charging YA

|

EY



Energy management rewards

Consumers prefer monetary rewards that are more immediate, with younger consumers more varied in preferences

Preferred rewards for energy management programs (% ranked in top three):

Monetary rewards

81%

47%
2%

Gift cards every
few months or annually

Money immediately
in bank account

EY P&U CXT NET Research 2026. Base: Canada respondents.
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® Credit on
energy bill

Points and prizes

Points you can
immediately
redeem for
products

Draws for
large prizes

Gen Z consumers are 2x more likely to prefer nonmonetary rewards

Recognition and donations

Donations to
charity or to
help vulnerable
customers

8%
Recognition for

doing your part Recognition for

helping the
environment

\ 4
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Adoption barriers
Financial, knowledge, trust, effort and behavioural barriers are key hurdles to energy management program adoption

Consumers' top barriers to adopting an energy program:

#1

ALERIHE]
barriers

= |ncentives and rewards
are too small.

= Savings from the

programs are too small.

= |t makes my energy bill
too unpredictable.

#2

Knowledge
barriers

= | don't know what
programs are right
for me.

= | don't understand how
it can help me save
money.

#3

Trust and
control barriers

= | don't want to give up
control of devices.

= | don't trust my energy
provider to reduce
my costs.

34

Effort
barriers

= |t's too complicated.

= |t takes too much time

to sign up and manage.

45

Behavioural
barriers

= Can't change enough to
make a difference.

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Energy pricing plan preferences

Consumers prefer more consistent options, and younger consumers want more subscription and prepay-based plans

Pricing preferences (% ranked in top three):

40%

125 13% 14% 13%14%

Fixed price Levelized payments Subscription Time of day Hourly price Split payments Pre-pay

B Gen Z ®Millennials mGen X mBoomers

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Automated energy management
Consumers are not very eager to enrol devices in automated energy management, especially higher-value ones

Devices consumers are comfortable enrolling in an automated energy management program
(regardless of current device ownership):

34%

High Low

—————————————————————————————————————————————————————————————————————— Energy management value o would not enrol any
device in an

3% 34%
32% automated energy
29%
> 71, b management

program.

18Y% e

14% 13% 2
Younger consumers
and those who are
Home battery EV charger Home solar Home heating Hot water Clothes DINVEN TS Lighting more Vumerable are
storage panels and cooling heater washing 2x more likely to

machine/dryer enrol a device.

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Adoption factors
Rewards, control, trust, and comfort are key drivers

Key factors consumers would consider when signing up for an automated energy management program:
Amount of potential savings/rewards offered

Ability to opt out or override adjustments at any time

Reliability and trust in the provider

Impact on my personal comfort and regular routines 38%
Privacy and security of my data 38%
Transparency and predictability of when adjustments will be made 35%

Ability to set rules and preferences to control when and how adjustments are

made 32%
Ease of enrolment in the program 31%
Notification and alerts when adjustments will be made 31%
Environmental benefits 27%

EY P&U CXT NET Research 2026. Base: Canada respondents.
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42%

46%

57%

EY



Expected reward as % of energy bill

Flexibility rewards
Customers expect significant rewards for taking part in automated energy management programs

Expected rewards for enrolling in an automated energy management program as a % of bill:

O%

1%-5% 20%

6%-10%

10% — average consumer
11%-20% savings from energy
management

21%-30%

41%

31%-50% expect savings of >10% on
their bill to enroll in an
>50% automated energy

management program.

EY P&U CXT NET Research 2026. Base: Canada respondents.
Average savings based on estimates from IEA, EIA, EPRI, and Eurelectric /
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Flexibility providers

There is a crowded ecosystem of potential energy management providers that consumers are open to

Preferred provider for automated energy management (% ranked in top three):

Energy Energy mgmt. ~ Technology Device Home security Telecom/ Solar / battery
. ; . Government ; ; ) : internet ; . ;
provider company company - manufacturer | provider provider provider

Automotive
company

«@

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Provider roles
Consumers are looking for providers to support them as an advocate and orchestrator as well as a core operator

Consumers' preferred role of energy providers in the future:

High
A

roar mOftfer Lecbr;nolor(];iesmarld Energy pIatform Specialized solution Or:ferr aPre|XtteTjde? gan%e O:ld
programs to enable consumers . p oGyl provider energy-related products a

to control and optimize energy services (e.qg., solar panels,
use and costs and potentially battery storage).

be rewarded for changing how

and when they use energy.

Operational,
technical and

market
integration
complexity Actively support the
awareness and adoption of
Focus on providing electricity 500/ clean energy solutions by
or gas with simple rate and 0 facilitating and offering advice
program options that are on energy incentives, products
tailored to customers' needs. and services that might be
Core energy Energy transition Su'table.
! operator advocate
Low < >
Low Customer, vendor High
EY P&U CXT NET Research 2026. Base: Canada respondents. and ecosystem
engagement s
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Customer dissatisfaction

Energy provider interactions are often negative from the start, and customers don’t want to pick up a phone

N

| 68%

say when they interact with their prefer to never
energy provider, there's a problem phone their energy provider if
or the provider makes a mistake. they can avoid it.

EY P&U CXT NET Research 2026. Base: Canada respondents.

=\
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Digital preference

Consumers’' digital-first preference has leapt forward, and digital channels are preferred across common interactions

Purchase
Research Update Learn about Receive Manage Sign-up for Schedule energy Switch Resolve an Get help if
products and personal reducing welcome outage/ new rate / install/ home Move/initiate products and energy issue / you can't
Pay a bill services info. costs info. emergency program visit service services providers complaint afford a bill
Non- I
digital
()
(©]
c
()
el
Q
G
()
| -
o
C
- 2
Digital =
© 0 o
O 50%+ in three years
c Increase in digital preference for
outage/emergency, resolving issues
and scheduling home visits
Digital: Website, mobile app, assisted chat, IVR, virtual assistant (voice or web based), email.
Non-digital: ~ Call center, branch outlet.

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Digital-first

Most customers think digital-first to interact with their provider, and they're looking for frictionless and reliable experiences

Most important factors for consumers considering using energy providers' digital
channels (top three):

Easy to use 62%

Accurate and reliable 52%

62%

Security and privacy of my

nformation T 0
e Clarity of information 34%
Ability to complete task 33%

say they prefer to use digital . _
. . Timely and proactive
channels to interact with communication

their energy provider whenever
they can Personalization of content

Interactive and engaging features

Visual appeal and design

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Digital challenges

No access to a person, poor use of Al and high effort are key issues with today's digital experience

#1 - | can't talk to a person
when | need to

| can't talk to a person when | want to

* | have to call anyway

* |can’'t complete what | want to

1%

of consumers have
interacted with
their energy provider
digitally in the past
year, but many face
challenges.

#3 - It's not personalized for me
* [It's not proactive in telling me there’s an issue
* Information and advice are not tailored

#2 - It's too much effort to use

« [t's difficult and time consuming to use

« It's not actionable or engaging

* Automated bots are vague and inaccurate

e Information is hard to find and inconsistent

* There are too many digital channel options

EY P&U CXT NET Research 2026. Base: Canada respondents.

e
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Mobile opportunities

Consumers are looking for a mobile experience that offers intelligent customer service, engagement and control

Top features consumers want in energy providers' mobile apps:

Intelligent service

61%
Intelligent engagement
47%
42% .
0 Intelligent control
36%
31%
26%
24% 209 23%
% 0
b 19% 18% .
I ]
View and pay Report outages and Get support/ help View energy usage Receive proactive | View, manage and Pay bill in different Receive adviceto  Receive tailored | Monitor and control  Handle energy Automate energy
energy bill receive updates and costs notifications redeem rewards ways (pre-pay, split) reduce costs energy offers devices management events  management
EY P&U CXT NET Research 2026. Base: Canada respondents.
ot
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Consumers are Al savvy
Many consumers are already using Al for energy tasks, and they plan to increase their use

16%

46%

are already

using Al for
energy-related
tasks.

12%

a few times a year a few times a month

EY P&U CXT NET Research 2026. Base: Canada respondents.
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18%

weekly

plan to use Al more in the future
for energy-related tasks
compared to today.

=\



Agentic experiences
Many consumers are comfortable with

Increasing level of Al autonomy ==

using Al for more complex energy interactions

research energy providers
and price options.

(a2%)

N

recommend energy-saving
products or programs.

N4

interact with a
representative who uses Al
tools to personalize service.

(s2n)

NG
adjust devices to reduce

costs or prioritize
renewable energy.

(aan)

U 54%

monitor account and usage monitor energy usage and
patterns for security. provide alerts and advice.

review bill and make
payments on their behalf.

NG
switch energy plans based

on their preferences and
usage.

EY P&U CXT NET Research 2026. Base: Canada respondents.
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resolve an issue with the sign up for programs,
energy provider on their rebates or incentives on
behalf. your behalf.

EY



Al adoption factors
Al adoption depends on consumer perception of accuracy, privacy, savings and ease

Most important factors for consumers when considering using Al for energy-related tasks (% ranked in top three):

48%

Accuracy of information

Data privacy and security 43%

Cost savings or financial benefit 38%

Ease of use 31%

Trust in the Al provider 28%

Time saving and convenience 22%

Customer support 18%

Control over how data is saved, used and shared 18%

Integration with personal and home devices/systems 5%

1

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Rising outage expectations

Power outages are a rising concern for consumers, and they have increasing expectations for support

Consumers' outage experience and perception:

4%

45Y% 45%

75%

Experienced more power Experienced longer power  More concerned about the
outages in the past year outages in the past year possibility of future power
outages

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Future power outages will
have a greater negative
impact on household

say expectations of support

from their energy provider

during power outages have
increased.

EY



Outage experience

Digital updates are key for outage management, and consumers expect seven Rs as part of their outage experience

Consumer importance of factors during an outage (% ranked in top three):

Restoration
Repetition
2%
56%
Information on
the time until .
: Ongoing and
power is
regular
restored

notifications
and updates

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Reason

43%

Reason for
the power
outage and
interruption

of consumers prefer digital channels
77% to manage outage and emergency

situations.
Response
Resumption
Range
39%
35%
- 33%
Information
on what the Information
energy provider and event Scale of the

is doing to summary upon power outage

respond restoration and customers

impacted

Remediation

22%

Tips to stay
safe and
manage the
outage

-
EY



Drivers of customer “energy wellbeing”

Value-add 2026 Trend

0 Personalized and controllable
A My way 23 /° e products, services and programs

Sustainable and equitable, from a
36% 34 J

My values trusted community brand

0 Curated options that drive value
38/0 % and offer personal choice

My choice

. 0 Convenient, consistent and orderly
My time 1% A services that minimize effort

0 Affordable rates and programs
_ My money 74% Vo iths range of support options

0 Reliable, safe and secure energy
My comfort 78% A products and services

Table stakes

% of consumers who rank priority in their top three
* Three-year trend from EY NET continuous research. /
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Elements of energy wellbeing

Drivers of value Table stakes

Value-add

S

Elements of
energy wellbeing

Lower impact

Note: Numbers within elements ordered by level of importance

37
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Influencers of satisfaction

Higher impact

Energy wellbeing
I My way

B My values

B My choice

My time

My money

My comfort

-
EY
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EY Energy Consumer Confidence Index

Confidence is even or declining across the majority of regions since 2023

39

Energy Consumer Confidence Index

Energy Consumer Confidence Index (ECCI) is a measure of
current consumer confidence in the overall energy market and
the energy transition, and optimism about where it's headed.

ECCI is modeled after the Consumer Confidence Index, an
economic measure that is used to help predict overall growth. It
serves as a consumer-oriented measure of prevailing attitudes
towards energy experiences and perceptions of value being
delivered by the ongoing energy transition.

ECCI at a glance

Considers eight key factors that drive consumer perception of
the energy transition and the value delivered by energy
providers:

Accessibility
@ to clean energy @

Stability of

energy ® Affordability

of energy

Value delivered
by providers

providers solutions

Skepticism on
the impact of
personal
actions

Complacency Hesitancy to
@ towardsthe @ invest more
outcomes time and money

Equity
of the energy @
transition

Navigating the energy transition

“e=d

NA

(-/+ change from 2023)

Energy Consumer
Confidence Index

(ECCD 2023
ﬁ by region -3.4  Global
: average

Global
average

-
EY



Confidence index factors
Consumers are worried in particular about equity, complacency and value

Stability Equity Affordability

37% Value 179 | Accessibility ( >g0

21% 23%

Stability of Regulator's/ Affordability 2 1 %
energy governmenfc's of energy
provider's support of a fair and costs
. equitable energy .
PUSINeSS  Energy provider transition Ability to Improved
working to create access clean wellbeing as a
value for consumer energy result of the
and community options shift to
renewable
energy

EY P&U CXT NET Research 2026. Base: Canada respondents.
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Skepticism

Complacency

18%

Ability to invest
more time and
money to be more

sustainable in
energy use

Hesitancy

25%

Personal
actions to use
energy more
sustainably
make a
difference

EY



EY | Building a better working world

EY is building a better working world by creating
new value for clients, people, society and the
planet, while building trust in capital markets.

Enabled by data, Al and advanced technology,
EY teams help clients shape the future with
confidence and develop answers for the most
pressing issues of today and tomorrow.

EY teams work across a full spectrum of
services in assurance, consulting, tax, strategy
and transactions. Fuelled by sector insights,

a globally connected, multidisciplinary network
and diverse ecosystem partners, EY teams can
provide services in more than 150 countries
and territories.

All in to shape the future with confidence.

EY refers to the global organization, and may refer to one or more of
the member firms of Ernst & Young Global Limited, each of whichis a
separate legal entity. Ernst & Young Global Limited, a UK company
limited by guarantee, does not provide services to clients. Information
about how EY collects and uses personal data and a description of the
rights individuals have under data protection legislation are available
via ey.com/privacy. EY member firms do not practice law where
prohibited by local laws. For more information about our organization,
please visit ey.com.

© 2026 Ernst & Young LLP. All Rights Reserved.
A member firm of Ernst & Young Global Limited.

ED None

This publication contains information in summary form, current as of the date of
publication, and is intended for general guidance only. It should not be regarded
as comprehensive or a substitute for professional advice. Before taking any
particular course of action, contact Ernst & Young or another professional
advisor to discuss these matters in the context of your particular circumstances.
We accept no responsibility for any loss or damage occasioned by your reliance
on information contained in this publication.
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