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Mapping the report content based on usage, usability and participants’ opinions and beliefs on LCT

adoption.
Slide 10 is about usability and participants opinions and beliefs.
Slide 11 is about usage and participants opinions and beliefs.
Slide 12 is about usage.
Slide 13 is about usability and participants opinions and beliefs.
Slides 14 -16 are about usage.
Slides 19 - 20 are about usability.
Slides 21 - 22 are about usability and usage.
Slides 23 - 54 are about usability.
Slide 55 - 56 is about usage and usability.
Slides 57 - 62 are about usability. i KEY )
Slides 64 - 69 are about usage. ;I':oelse slides are about the usability of the
Slide 70 is about usage and participants opinions and beliefs. These slides are about usage of the tool.
Slides 72 - 77 are about usage. Thee didesresboutparicpons
Slide 79 - 80 are about usage and participants opinions and beliefs. \- J

Slide 82 is about usage.

Slide 82 is about participants opinions and beliefs.

+impact’ 3



The concept of homes having an “electricity
supply limit"” is not common knowledge. The
wording was unfamiliar to participants, and
they often misinterpreted content that used it.

Explain the concept of “increasing a home’s
electricity supply” to users.

Avoid the use of the word “limit” in reference to
home’s electricity supply. Instead, trial the use of the
wording “maximum load”.

Executive Summary

Top usability findings

The “no upgrades needed” result prematurely
signals completion, leading participants to
exit before completing the subsequent
actions.

Add an indication to the results page that the
participants have moved to the second step in the
process.

Make it clear that this is an estimated results page
to avoid drop-off at this stage in the journey.

Participants could identify the results for each
LCT device but did not understand what the
kilowatt values meant for their home.

Provide examples that clarify the wattage for heat
pumps and solar panels, in line with the EV charger
example.

Change the wording above the results to clarify what
can and cannot be installed with the current supply.

Although half of the participants (11) were willing to upload a picture, those who
received a “no upgrade needed” result were less likely to act on the call to action

(CTA).

Add a “process tracker” so that users understand this is a new step in the process.

Participants often lacked clarity on the tool's purpose and
what “upgrades” referred to, causing confusion as they

moved through the journey.

Clearly define what is meant by an “upgrade” and how this differs

from installing an LCT device.

Align the number of pages with the number of steps in the process to prevent drop-off before

results are confirmed.

Participants struggled to understand how the results were
estimated, despite the information being on the page.

Make the upload prompt more visually prominent and consistent with other CTAs.

Turn current wording into a CTA and include a hyperlink that directs users to a new window with

Provide a clear breakdown of how the estimate is calculated and

picture examples of common locations and what the main fuse looks like.
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the data the tool is using.




Most participants would try the tool if it were
recommended by friends or family.

Target users who are already considering installing
an LCT device or are open to the idea.

Executive Summary

Top usage findings

The vast majority of participants (16) would
trust this type of tool if it were hosted on their
energy supplier’s website.

Host the tool on energy supplier websites or use
supplier channels to drive traffic to the SSEN
website.

Participants would trust a link more if it were
sent via email than via letter or SMS message.

Explore using email as a preferred mode of
communication.

Alternatively, work with other actors in the energy
sector (e.g. energy suppliers) to share the tool via
email.

The vast majority of participants (16) said they would recommend the
tool because it was quick to use and provided a clear, straightforward

overview of their property’s supply status.

Provide a clear explanation of the tool’s purpose.

. T
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Many participants understood the “upgrade” to their home’s electricity
supply to be the installation of an LCT device, rather than an upgrade

to their cable/mains fuse.

Raise public awareness around the potential need for a mains upgrade prior to

LCT installation.

Replace the term “upgrade” with another word that resonates more with users.




Research approach:

+impact was commissioned by SSEN to evaluate participant experiences of the
LCT Connection Readiness Indicator. The research explored participants’
knowledge of energy, interest in their home’s electricity capacity, tool
promotion, and attitudes towards low-carbon technologies (LCTs). It also
examined how participants responded to specific scenarios and why, as well as
the factors influencing decisions to install LCTs. Sessions included a moderated
UX review of the tool in a replicated environment, focused on refining layout
and language.

About the participants:

20 participants were recruited based on the following criteria:

Participants to be dispersed across a mix of areas in the UK to reflect UK
population

All participants were nationally representative based on age and gender
Must have ownership or shared ownership of their property
Must live in a detached or semi-detached property

Must not have worked for a DNO, Ofgem, National Grid or a company that
sells or installs an LCT

. T
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Methodology

Participant profiles:

1 - Male, 63, Hampshire

2 — Female, 67, Wiltshire

3 — Female, 29, Midlands

4 — Male, 45, Wiltshire

5 — Female, 52, Oxfordshire

6 — Female, 57, Hampshire

7 — Female, 27, Berkshire

8 — Female, 39, Hampshire

9 — Male, 24, Hampshire

10 — Female, 33, Buckinghamshire
11 - Female, 52, Worthing

12 — Male, 29, Guilford

13 — Male, 62, Buckinghamshire

14 — Male, 38, Greater London

15 — Male, 65, Buckingham
16 — Female, 35, Buckingham
17 — Male, 33, North West
18 — Male, 80, West Midlands
19 — Male, 38, North West

20 — Female, 38, Lancashire




The research was centred around the following research questions:

Current knowledge of energy supply
and interest in their home's capacity
- what is the baseline?

Supervised use of the tool in
replicated environment - how do
people navigate?

Refining the layout - what feels useful
and intuitive?

<

Refining the wording - what is simple
and resonates with people?

Promoting the tool - who should this
come from, where should the tool be
hosted, what motivates people to
use a tool, what are catchy words?

. T
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Result scenarios and hypothesising
next steps - what would they do in
each scenario and why?

(7 e

Changing attitudes - what factors are
likely to make them change their
mind about installing an LCT?

KEY

These research questions are about
usability of the tool.

These research questions are about
usage of the tool.

These research questions are
about participants’ opinions and
beliefs related to LCT adoption.

- J




How this report is structured.

HE (#) This icon, in the top right corner of the slide, explains what element of the Homepage the slide is discussing.

RE (#) This icon, in the top right corner of the slide, explains what element of the Results page the slide is discussing.

This icon is a quote that has been taken directly from the participant. Where shortened: [...] was used to indicate

this. Following the end of the quote is information on the specific participant: Participant number, gender, age and the area in the UK that they

. d8

live.

This icon is the suggested opportunity provided to address the finding.
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Section 1 - Knowledge of energy supply and
interest in LCTs




Most participants had limited knowledge of electrical concepts and limited practical electrical skills.

Participants showed different levels of understanding of how energy is supplied to their homes. Half of the participants (9) reported having very little understanding. A
few (5) said they knew a fair amount, and a couple (2) described themselves as ‘confident [they] know more than the average person’ or having ‘high awareness’.

The majority of participants (14) use both gas and electric sources of energy. However, a few participants (4) don’t have gas in the area where they live. Of these, a
couple (2) reported using a combination of electricity and oil.

The vast majority of participants (17) were aware of the location of their fuse box or had checked it at some point. Half of the participants (9) reported feeling
confident in their ability to switch the electricity off if a fuse tripped.

4k

“I know how to flick fuses on and off. Sometimes if a fuse trips, | know where
the box is to look for the one that's off and put it back down. That's probably
about it.” - Participant 17, Male, 33, North West

—
_“ ”_

“Both, we're dual fuel. We've got a gas boiler that supplies hot water and
central heating and then electricity for everything else. Yes, that's why we're Opportunlty
with Octopus. So yes, because | want our electricity to come from renewable Make the tool accessible for audiences with varying levels of

sources.” - Participant 5, Female, 52, Oxfordshire technical knowledge by simplifying the language.

— 75
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Many participants were interested in making their home energy efficient, although this was more
often driven by financial reasons than concern for the environment.

Saving money was one of the most cited drivers for participants (12) to make their home more energy efficient. Only a few participants (4) described being
environmentally friendly as equally important, and none placed concerns for the environment above financial drivers.

Many participants (7) said that being environmentally friendly was not a priority, explaining that their home was more energy efficient as a result of replacing old
appliances with newer, more energy-efficient ones, rather than through a conscious effort.

Six participants reported having an EV charger installed at their home.

4k

“Yeah, the energy efficiency was a good thing. Save money.” - Participant 9,
Male, 24, Hampshire

i
+impact’

46

“Yeah, we have an EV charger. We don't have a heat pump, but | have heard of
them. I'm not sure too much about them, but | know some like of my friends
that have new built properties have, | think they're the things that are like in

the garden or something.” - Participant 7, Female, 27, Berkshire

9

- 9y
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EV chargers are a better-known and more widely adopted LCT among participants than heat pumps.

EV charger (]

Heat pump (2]

KEY

Amount of respondents

+impact’

Have you heard of this LCT? Do you own this LCT?

Do you know someone

. Yes who has this LCT?
. No . ves . Yes
Not asked / . No ‘ No

did not answer




The concept of homes having an “electricity supply limit” is not common knowledge. The wording
was unfamiliar to participants, and they often misinterpreted content that used it.

The vast majority of participants (16) were unsure about the meaning of “electricity supply limits”. Indeed, only a few participants (4) had ever considered that their

home’s electricity supply might have a “maximum load” it can handle. This knowledge was often linked to a previous experience trying to install a new electrical
appliance (white goods).

Many participants (8) had never thought about their home’s electricity supply having a “limit”. This group of participants did not understand what we meant when
asking questions that included the wording “limit”, or when reading portions of the tool that used this wording.

Many participants (8) interpreted their home’s “electricity supply limit” purely in terms of cost savings, saying they used less electricity to reduce their bills. This

indicates a misunderstanding of what electricity limits actually are and suggests that most participants may not be prepared to manage or respond to supply-related
constraints in their homes.

Opportunity

Explain the concept of “increasing a home’s electricity supply” to
users.

Avoid the use of the word “limit” in reference to homes

electricity supply. Instead, trial the use of the wording “maximum
load”.

o T
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Only a few participants (3) had ever checked their home’s capacity to install a new electrical
appliance (white good) before going ahead with the purchase.

KEY Have they purchased an appliance? Did they check if they Did they need
needed an upgrade? an upgrade?

Yes, hased and installed
Amount of respondents . e purchasedand instafle . No ‘ Yes
. Considered but did not purchase
. Yes . No

. Currently considering
. Unknown

No

. Not asked/no answer
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Only a few participants (3) had ever checked their home’s capacity to install a new electrical
appliance (white good) before going ahead with the purchase.

This limits the uptake of the tool among the general population, as checking supply limits prior to purchase is not an established behaviour.

b

“We've got a nice range cooker [...] the electrician said, these aren't allowed in
France because they just guzzle electricity. And | went, okay, well, | live in
Southampton. But then they said, we are a cost of that. It's a bigger job. We
have to put it in a complete new mains cable that runs straight to your fuse
box. Nothing else can run on it because it will just keep tripping. So that was

really the first time | was aware of like there being a limit. ” - Participant 1, Opportunity
Male, 63, Hampshire Work with other actors in the energy sector to create an

awareness campaign centred on “Before you buy, verify”.

W Work with installers and electricians to encourage customers to
o -’1
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“Before you buy, verify”.




Only a few participants (2) said they would know who to contact to upgrade their home’s energy
system, identifying either an electrician or an LCT device company.

The majority of participants (13) said they would not know who to contact if they wanted to upgrade their home’s current energy system. Of these participants, 10
said they would search online, 6 would ask people they know, and 5 would contact their energy supplier.

Other sources they would use for research were an LCT manufacturer/company/supplier (3), a government scheme or local authority (2), their housing developer (2),

a workplace scheme (1), a DNO (1), an electrician (1), Facebook groups (1) or Al (1).

4k

“Apart from, you know, looking on Google or whatever, yeah. Ask around
friends who might have investigated it. ” - Participant 18, Male, 80, West
Midlands

—
_“ ”_

“I mean, the opportunity obviously to talk to the power company, but
generally most things | would, | would start doing research on the internet
myself. If | was looking at, say, electric vehicle chargers that's what | would
start with, search for that, see who supplies it, how much the costs are.” -

Participant 13, Male, 62, Buckinghamshire

— ”_

o T
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Opportunity

Use language that resonates with users.
Avoid references to “home’s energy system”.

16 <@

*5 participants were not asked this question.



Section 2- Supervised use of the tool in a
replicated environment




Home page

o =
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Overall navigation 1

The majority of participants (12) engaged with the postcode call to action (CTA) before having full

. T
+~Impact

context on the purpose of the tool.

—_-—- Myprofitle |  Register

Scottish & Southern Porvwaring cor Power cuts D
Electncity Networks COMITNily safoty

Our services About us News & views Q
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Check your property's
electricity supply

Our free tool allows you to check if your
property’s electricity supply is ready to install
devices such as electric vehicle chargers or heat
pumps. If upgrades to your supply are

recommended, we will often carry out the work
at no cost

Scottish and Southem Electricity Networks ¢/ Our services Existing electricity connections Customer Readiness Indicator

to chech your propenty’s slectncily supply. Begn by erderng you

mcting your property from the drop-dowr fast




Overall navigation 1

The majority of participants (12) engaged with the postcode call to action (CTA) before having full
context on the purpose of the tool.

A few participants (3) immediately clicked the postcode CTA without
reading supporting content, therefore increasing the risk of a misinformed
outcome.

Half of the participants (9) read through the “check your property’s
electricity supply” in some capacity (read through information in full,
skimmed or read the title) before taking the next step of inputting their
postcode.

A few participants (4) identified the postcode CTA but continued scrolling
to view further information on the tool’s home page. Participants read
different amounts of information before returning to the postcode CTA and
inputting their address. A few participants (4) did not go back to engage
with the CTA and had to be prompted to input their postcode.

4k

“I'd put my postcode straight in and click search. That postcode box is far too

inviting for me not to go there first. | should probably read the details and the

information at the top or I'd be lying if | said | wouldn't just go straight to the
postcode bit.” - Participant 17, Male, 33, North West

— -
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The current placement of the CTA on the webpage creates a UX effect called
"lllusion of completeness".

As a result, “what appears at the top of the page vs. what’s hidden will always
influence the user experience — regardless of screen size. The average difference
in how users treat info above vs. below the fold is 84%." (NNGroup, 2015). This
means that all necessary information should be visible to the webpage visitor
without having to scroll.

If this is not possible, there should be a visual cue that the page does not end
there, and that more information is available below. This is important, as key
information located lower on the page might be missed if users are not
prompted to scroll (NNGroup, 2016).

Opportunity

Provide a clear explanation of purpose of the tool so that users

feel informed and confident when proceeding with the CTA.




HE1

The description of the “check your property’s electricity supply” tool lacked clarity, meaning
participants did not immediately understand the purpose of the tool.

r’— Myprofile | Register

Scottish & Southern Powering our Power cuts &
Electricity Networks community safety

Our services About us News & views Q

X 3 _' 4 ! —— Nk by y
AR A 5 T Y = WY R .‘_..A.__,. %
: - N o 70

-

L L Y

Check your property's
electricity supply

Our free tool allows you to check if your
property’s electricity supply is ready to install
devices such as electric vehicle chargers or heat
pumps. If upgrades to your supply are
recommended, we will often carry out the work
at no cost.

J ) " . - "

) c‘ ; e =N .

: TR ™ B i e »

N Skt “ e, ' :h B
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Scottish and Southern Electricity Networks / Our services / Existing electricity connections / Customer Readiness Indicator
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HE1

The description of the “check your property’s electricity supply” tool lacked clarity, meaning
participants did not immediately understand the purpose of the tool.

Navigation: A few participants (3) interacted with the navigation bar and said they would use this to source more information on the company.

When prompted, a few participants (5*) said they had noticed the company logo, while one participant had not. Among those who noticed the logo, a couple (2) of

participants had heard of SSEN before, but others (3) had not.

Language: A participant suggested the information should be bigger, bolder and more succinct to explain why they were on this page. Clarifying why the participant is

there will help set context early and reduce confusion.

Another participant noted that the information in the first element does not clearly explain what “upgrading your electrics” involves, making the purpose of the tool
unclear. As most participants’ next action was to enter their postcode via the CTA, they missed out on key information.

Visual: One participant felt that the company logo should be made bigger so that participants were more likely to recognise this having landed on the page. Feedback
on the picture banner was mixed: one participant felt it made the webpage seem more approachable and less corporate, while another thought it occupied too much

space and appeared generic, offering no indication of the page’s purpose.

*15 participants were not asked this question.

4k

“| feel like it's not really clear what that would look like, [...] ,upgrading your
electric supply. | can't envision if someone said, oh, we're coming to upgrade
your electrics today. [...] What works would that be? How long would that
take? Would that be destructive or not very destructive?” - Participant 7,
Female, 39, Hampshire

o T
+~Impact

— ”_

Opportunity

State the purpose of the tool and what is meant by an “upgrade”,
using plain language.

Avoid generic visuals that add little context.

Clearly state in the email containing the link to the tool who SSEN
is and what a DNO is.




Visual cues unintentionally narrow the tool’s perceived relevance, which led some participants to
disengage before interacting with the tool.

<

Enter your postcode and find your property

Use our free tool to check your property’s electricity supply. Begin by entering your

postcode and selecting your property from the drop -down first

enter a full, valid UK postcode

+impact’ 23



HE2

Visual cues unintentionally narrow the tool’s perceived relevance, which led some participants to
disengage before interacting with the tool.

Visual: A couple of participants (2) did not enter their postcode into the CTA because the photo led them to believe the tool was exclusively for EV chargers, which
they found irrelevant. The current picture might mislead participants and reduce uptake.

Some participants reported that their attention was immediately drawn to the postcode CTA due to its bold and contrasting colours. This suggests that the visual

design of the CTA is effectively capturing participant attention. However, it also highlights the importance of placing the CTA at the right point on the page, once
participants have understood the purpose of the tool.

Language: The vast majority of participants (16) were comfortable entering their postcode. Privacy concerns were minimal because participants considered addresses
and basic property information to be publicly accessible and commonly shared across websites and in apps.

4k

“Straight in the first page, in the middle, it was dark blue, so it kind of
stood out. [...] That would be the first thing that we look at, check your
postcode.” - Participant 8 - Female, 39, Hampshire

— ”_

4k

_ _ Opportunity
I wouldn_t [putin my pqstcode] because | vg got a vehicle charger aIreidy. It Avoid imagery that reflects only one type of LET andladdlalclear
looks like they are trying to sell me a vehicle charger and | have one.” - descriptive tagline to clarify the tool’s DUIboSe
Participant 15, Male, 65, Buckingham P & y purpose.
Provide an explanation of how address information will be used,
”_ to address privacy concerns.
—\//
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HE 3,4 &5

Participants skipped text needed to build understanding due to the current layout of key information.

Let us help you prepare your property for the future of energy

Nary propuroes mov bult bebore shels oty vardasds Ap ey vt B capus i of i ading mcdarn deacds

B b 1 e e e g

¢ aodesed whhi e

G, Gcuvwn Ty Dl e bngnomensete, wick

WD Ot 1000 Wit 1 CNach wour Cumont eheCi= By cupaly AFOrm y0u Of 30y rOCo ey ded v ades, 3 oMor 10 vy Cut Th works, Cfon, Ths Can 50 done o

Check f your property s ready to mstall  If required, we will upgrade your Help with mowing or salling property by
dovices such as clectine wehscle cloctncity supply o installng dewices showing the current status ol its
chargers or heat pumps e tectne wehicke chargers or heat aloctricry supply

pumps i hassie-froe

Hn i e AssLrancs that wour paogarty & readh

e propertiss Rove an & ectrcity ssgly thel
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HE 3,4 &5

Participants skipped text needed to build understanding due to the current layout of key information.

Many participants engaged with element 3 (Let us help you prepare your property for the future of energy — 8 participants), and element 4 (How does our tool work —
7 participants). However, only a few participants (4) engaged with element 5 (Discover the benefits of using our tool).

During the secondary exploration, some participants suggested the information in element 3 should be placed above the CTA, as its current position means it is often
skipped, leading participants to proceed without truly understanding the tool’s purpose or what “upgrading” refers to.

The explanatory content is located in elements 4 and 5, meaning directing attention to this information is crucial to ensure participants understand what the tool does
and why they should engage with it. Without simplifying and restructuring the content, participants may continue to rely on assumptions, reducing the likelihood of
picture upload.

e

“Given the position of that put my postcode in, | would have just gone straight
to that, and | didn't read the how does our tool work, which is mainly because
it's at the bottom, but | think no, | just need to put my postcode in.” -
Participant 1, Male, 63, Hampshire

% 77

“Maybe the benefits of using it, go above “how does it work?”. | kind of feel as Opportunity
though that's what | would want to know, you know, first and foremost, what
is it going to deliver for me before | got into what am | going to do next?
And therefore, how does it, how does it work?”

- Participant 4, Male, 45, Wiltshire [Element 5]

s
+impact’

Move the “let us help you prepare your property for the future of
energy” element above the CTA.

Reorder the elements on the webpage so customers understand
”_ the purpose and relevance of the tool before they act.




HE 3,4 &5

Participants skipped text needed to build understanding due to the current layout of key information.

Visual: During a full exploration of the homepage, some participants said they would have preferred information currently placed lower down the page to appear
above the postcode CTA, as they found it helpful in understanding the purpose of the tool and the process for upgrading their electricity supply.

However, other participants commented on the volume of text across elements 3, 4, 5 and 6. Many said they would not read it, describing it as “small print” or
unnecessary, especially when short on time. Several preferred simple, high-level headings rather than long paragraphs.

A couple of participants (2) misinterpreted the “Discover the benefits of our tool” in section 5. Because of the layout of this element, they believed the 3 paragraphs to

be articles presenting the benefits of upgrading their fuse box. The layout of this element (picture, title, small description), made the participants feel like they could
click the “articles” for further information.

4k

“It seems to be an awful lot of words that you're probably not going to
read. Unless you got a lot of time. It seems to be too wordy. It seems to be too
many words on it.” - Participant 18, Male, 80, West Midlands [Element
4]

— ”_

4k

“And then | would probably read the article saying, will it help with moving or
selling? Not that | plan to do that anytime soon, but it's always nice to know if
that, again, if there was a benefit of investing in it.” - Participant 12, Male,

Opportunity

Reduce the volume of text by combining elements of the
webpage and avoid duplicating information.

29, Guilford [Element 5] Either write articles and embed the hyperlink so that the pictures
become clickable or modify the layout of element 5 by removing
D ”_ the title of the benefits.

o T
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The vast majority of participants (15) skipped the step-by-step breakdown, leading them to believe
the results were confirmed and deterring them from uploading a picture.

Get started with these simple steps

B

Find your property

Simply enter your
postcode and select your
address from the drop-
down list to get started.

Review your results

Check if your property’s
electricity supply can
support devices like
electnc vehicle chargers,
heat pumps, or solar
panels. If we have
provided estimated
results, you can confirm
these by sending us a
photo of your main fuse
or arranging a home visit
from our engineers

Schedule upgrades

If an upgrade to your
electricity supply is
recommended, you can
request us to complete
the work, often at no
cost to you.

Share results

Download your results to
share with your supplier
or installer. We will also

provide links to
independent advice
about electnc vehicle
chargers and heat
pumps, as well as
resources for finding
certified installers.

Details you upload will only be used to identify your electricity supply and update our records. Your information will not be shared with any suppliers or
installers of low carbon technology. For more information, please see our Privacy Notice (Distribution) - SSEN.

. T
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The vast majority of participants (15) skipped the step-by-step breakdown, leading them to believe
the results were confirmed and deterring them from uploading a picture.

Navigation: A few participants (5) engaged with this element, with four reading the information in full and one skimming it. One participant was triggered to go back to
the postcode CTA at this stage. However, the vast majority of participants (15) did not look at this element before inputting their address.

Building on the points raised in the previous two slides, using an existing step-by-step diagram is a good way to avoid presenting information in blocks of text. This
layout helps present detailed information in segments to avoid overwhelming participants.

As participants progressed through the journey, some struggled to understand that it is a multi-step process, that results are indicative, and that a photo upload is
required for confirmation. Moving this information higher up on the tool would help set expectations early and reduce confusion.

Using a “process tracker” diagram at the top of each webpage can also help prevent people from dropping off before the picture upload stage.

4k

“When | was just talking about having sort of a yes, no, or an image or a Opportunity
diagram to flow, this is exactly the type of thing | was imagining. Had | [seen]
this, I think it would have felt more user friendly. | want to read that. | can see

really clear like steps [...] | would have found it easier.” - Participant 10,
Female, 33, Buckinghamshire Include a tracker diagram at the top of all webpages in the

— ”_ process.
o T
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Provide a step-by-step overview to signal that a CTA follows in
the next page and reduce drop-off.




HE7

Participants who engaged with this section liked the frequently asked questions but felt there were
too many.

What's involved in having upgrades?

What are the benefits of having an upgrade? W
What's involved in an upgrade, and how does the process work? W
Will it cost me anything? v
Do | need my neighbours permission for the delooping? W
Will | need any other permissions before the work can go ahead? b
What happens if | decide not to upgrade my electricity supply? W
How long will it take to complete the upgrades? w
Can | decide when the upgrades take place? W
Can | decide when the upgrades take place? W
Do | need to be at homa? W
Will it disrupt my neighbours? W
Will it leave lots of mess? Will everything be returned to normal afterwards? v
Will the work take place on site or off site? e

+impact’ 30 @



HE7

Participants who engaged with this section liked the frequently asked questions but felt there were
too many.

Only a few participants (4) engaged with element 7. One participant skimmed through the information and a few participants (3) read the information in full. Reaching
the end of the homepage, a few participants (3) did not wish to continue through the process. One participant was triggered at this stage to return to the CTA and
input their postcode.

These were found to be the most relevant FAQs using a weighted system (scale of 1-10):
* What are the benefits of having an upgrade? 5

*  Will it cost me anything? 4.5

* What’s involved in an upgrade, and how does the process work? 2

* Do | need my neighbours permission for de-looping? 1.5

* Will | need any other permissions before work will go ahead? 1.5

* Will it leave lots of mess? Will everything be returned to normal afterwards? 1
* Dol needto be at home?1

* What happens if | decide not to upgrade my electricity supply? 0.5

* How long would it take to get the upgrade? 0.5 Opportunity

Reorder the FAQs to align with participant’s priorities.

Remove the FAQs that received no engagement to reduce the
volume of text on the homepage.

o T
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Results pages
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The results for the “no upgrades needed” cohort prematurely signalled completion, leading
participants to exit before completing subsequent actions.

o

Myprofile | Register

Scottish & Southern Powering our
Electricity Networks community

Your property's electricity

supply results: no upgrades
needed

This page provides information about your
electricity supply, including options to confirm
your results.

Estimated Data - No Upgrades Recommended

+impact’ 33



RE1

The results for the “no upgrades needed” cohort prematurely signalled completion, leading
participants to exit before completing subsequent actions.

Navigation: All participants engaged with this element of the results page in some capacity. One participant read through the information in its entirety and many
participants (6) either read the title “Your property’s electricity supply results: no upgrades needed” and continued to further information, or skimmed the information

provided.

Language: The language used in this section, combined with the prominent “no upgrades needed” title, led participants to believe they did not need to explore the
page further. One participant questioned why they were brought to the page based on their result, indicating a lack of understanding about the tool’s purpose and that
results are only an estimate with further steps required. As a result, participants may exit the page prematurely, missing key information that sets up the necessary

follow-up actions.

After reviewing the results page, one participant suggested that the “Your property’s electricity supply results: no upgrades needed” box should more clearly explain
that no fuse box upgrade is required. They also felt it should clarify that, if participants are interested in making their home more energy efficient, additional
information about low-carbon technologies (LCTs) is available further down the page to encourage continued engagement. This feedback highlights a lack of
understanding of the tool’s purpose, as the results page is not intended to relate to the installation of LCT devices.

4k

Opportunity
“If it says no upgrades needed, then | think that would probably be it.” - Add an indication on the results page that customers have moved
Participant 16, Female, 35, Buckingham to the second step in the process.

Make it clear that this is an estimated results page to avoid drop-
”_ off at this stage in the journey.

i
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Participants were drawn to the content in the dark boxes but did not understand the electrical terms
used.

Your property details: 31, Chalford Avenue, Nythe, Swindon, SN3 3NT

We have estimated your property has:

We have estimated that your current supply should be capable
of installing moderm devices, such as electric vehicle chargers
heat pumps, of power showers. Ses below lor steps you can Fuse size of Single Service

take to confirm your results 100 pS hic) :
A”l (whach means it snt

shared with a
Chat
neighbour)

No upgrades needed

Your property details: 29, Cheraton Close, Nythe, Swindon, SN3 3NR

We have estimated your property has:
We have estimatad that your current supply may not be capable
of installing modem devices, such as electne vehicle chargers

heat pumps, or power showers. See below for steps you can Fuse size of 50 l,OOpCd Service
take to confirm your results,
Amps (which means it is

shared with a

neighbour)

50 Amps
Your property details: 30, Chalford Avenue, Nythe, Swindon, SN3 3NS
We have estimated your property has:
We have estimated that your current supply may not be capable
of installing moderm devices, such as electric vehicle chargers
heat pumps, or pawer showers Ses below for steps you can Fuse Size Qf 60 Single Service
take to confirm your results
Amps (which means it isn't
shared with a
nesghbour)
60 Amps
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Participants were drawn to the content in the dark boxes but did not understand the electrical terms
used.

Visual: A few participants (5) across the 60-amp and 50-amp cohorts were immediately drawn to the content inside the dark boxes and overlooked the adjacent
information explaining that the results were only an estimate. One participant [60A] explained that they had not noticed there was text to the left of the dark box
when first seeing the results page. This suggests that the visual hierarchy is directing attention to the box and away from the text with the word “estimate”.

Language: Participants found the terminology used to describe energy capacity, such as amps, looped service and single service, too technical and difficult to
interpret. Some participants felt these terms are expected, whereas other participants suggested that the information was “useless” (see quotes). This lack of clear,
plain-language explanation increases cognitive load and risks misinterpretation and confusion early in the journey.

4k

“I think early on there was a mismatch in the detail [...] | was distracted by the
big blocks of colour on the right-hand side that gave the information, but []
actually needed to read the detail. [...] My brain is immediately just drawn to a
fuse size of 50 amps.” - Participant 5, Female, 38, Oxfordshire

“l don't know what a fuse size of 50 amps means, so it's sort of like useless Opportunity
information. It’s [...] useless information because is that good? Is that bad? Reinforce to participants that the results are estimates
Same with loop service. | assume that's a problem, but | don't know.” - throughout the information provided in the results pages.

Participant 17, Male, 33, North West

Provide participants with further explanation for any terms that

”_ could be ambiguous or too technical.
—

o -’1
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RE3

Participants could identify the results for each LCT device but did not understand what the kilowatt
values meant for their home.

Felow. you can see what we beliewe you can cumemiy el

Below, you can see what we s icipate you con currely stal and whast you could
instal alier thwe upgrade

Caverd Supely

Jtancard solar panet
System {368KW)

Below. you Can see wihat we arvicipane you con curremly sl and what you could
nstal attae e upgrade

Currert Supply

Standord solar paned
wpstuim {3 50kw)

T L
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RE3

Participants could identify the results for each LCT device but did not understand what the kilowatt
values meant for their home.

Visual: Many participants (8) assumed that the three results boxes were interactive - either clickable buttons, expandable sections, or elements that would reveal
more information when hovered over. When this did not occur, it created an unmet expectation for clarification at a critical point in the participant journey. Making
these elements clearly interactive, or providing accessible supporting information, would better align with participant expectations and support understanding.

As participants did not understand the kilowatt value related to their home's electricity supply, they were more likely to assume that this feature was a button with
further explanation provided. Given that people generally have low knowledge of electricity-related terms, using the visuals (e.g. colour: green and red) to indicate
what can be installed based on the property’s current supply might be more effective.

4k

“If you hover over it, can you click on them? | probably would have hovered
over those to see if | could get any more information. But if not, then | would
have closed the page.” - Participant 11, Female, 52, Worthing

—
_“ ”_

“l think that if | was on this page, | would be moving my mouse over things to
see where the cursor responded. | don't think it's immediately clear what is a
clickable call to action, essentially. " - Participant 4, Male, 45, Wiltshire

Opportunity

Change the design of the result boxes to squares without a
notched corner.

Colour-code the boxes red and green to highlight if the current

— ”_ supply can support this LCT or not.
o T
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RE3

Participants could identify the results for each LCT device but did not understand what the kilowatt
values meant for their home.

Language: Some participants did not understand how a heat pump works and wanted more explanatory information, including a simple visual or diagram. Similarly,
participants were unsure how to interpret device sizing (e.g. 3.68 kW solar panels, 9 kW heat pump, 7 kW EV charger), questioning whether these ratings were “good,”
“bad,” or suitable for their home [60A & 50A]. Without clear context or comparison, participants struggled to assess whether the recommended devices represented a

meaningful improvement or value for their property.

Without clear, in-context guidance (for example, explaining what kilowatts mean or how each technology works), participants were left with unanswered questions,

increasing the risk of confusion and misinterpretation of results.

4k

“l don't understand the terminology with kilowatts. | wouldn't need to
necessarily see 30 kilowatts, 50 kilowatts, 9 kilowatts. That means nothing to
me. | don't understand that. That's where my husband would be like, what do

you think of this?” - Participant 6, Female, 57, Hampshire

—
_“ ”_

“[Reading: With the upgrade, you could add up a heat pump] Well, why limit it
to five kilowatts if you're going to have an upgrade and you need a 10 kilowatt
heat pump? [...] | don't see why the five kilowatts appears there. It doesn't
make sense. ” - Participant 18, 80, West Midlands

— -
+impact’

Opportunity

Provide examples that clarify the kilowatt requirements for heat
pumps and solar panels, in line with the EV charger example.

Change the wording above the results to clarify what can and
cannot be installed with the current supply.




The introduction of new terms and hypothetical scenarios at this stage reduced participant
confidence and risks potential drop-off.

While it should be possible to connect multiple devices, a certified installer would need to confirm this based on your property. They can also advise on

the size of device required to meet your needs

While it's possible that you may be able to currently install one of these devices, your current electnicity supply may limit the size of the device, or how

many devices, without further upgrades. For more information, please see our FAQs here

It should be possible to connect multiple devices, but a certified installer would need to check and confirm this based on your
property. They can also advise if this setup will meet your needs or suggest the most appropriate sized devices, for example if
they believe you require a larger heat pump.

If your main fuse is smaller than 80 amps (a small fuse) or you share a cable with a neighbour, you might still be able to install
things like an electric vehicle charger. This is where load limiting can help. To learn more about load limiting, visit our EAQS here,

+impact’ 40



The introduction of new terms and hypothetical scenarios at this stage reduced participant
confidence and risks potential drop-off.

Visual: One participant suggested taking this section out of the full page for readability and appearance.

Language: Participants [60A & 50A] struggled with terms like “main fuse,” “load limiting” and “device,” as they felt ambiguous and led to uncertainty about what was
being asked. Without examples or definitions, they were unsure how to interpret the instructions. When technical terms are not explained at the point they appear,
participants are forced to seek clarification elsewhere or disengage. Providing short explanations or examples e.g., “main fuse on your fuse board” or “devices such as

heat pumps, EV chargers and solar panels” would make the meaning clear and reduce confusion.

b

“If I got to that page and it said upload a photo of your main fuse, | wouldn't
have automatically gone to fuse board. | would have been Googling what a
main fuse is. Maybe the main fuse isn't the fuse board, but if that's meant to
be the fuse board, | wouldn't have gone [there]. I'd have been looking for
some weird thing somewhere.”- Participant 2, Female, 67, Wiltshire

S "

o T
+~Impact

Opportunity

Do not introduce new terms after the first two elements of the
page.

Do not include hypotheticals at this stage in the journey to
reduce drop-offs. Instead provide this information, if needed, in
the confirmation email after photo verification.




RE4,5,6 &7

The visual presentation of information across sections 4, 5, 6, and 7 of the result pages overwhelmed
participants and reduced their ability to absorb key details.
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RE4,5,6 &7

The visual presentation of information across sections 4, 5, 6, and 7 of the result pages overwhelmed
participants and reduced their ability to absorb key details.

From this point on the page, the text becomes smaller and visually inconsistent with earlier sections, making it harder to read. Similar colours (grey, blue, black)
reduce contrast and cause content to blend, while large blocks of uniform text and a lack of headings, bolding, or visual cues make it difficult for participants to extract

key information.

Specifically, a few participants (3) reported that the photo-upload instructions were easy to miss because the text was small and low-contrast, reducing readability.
Overall, the lack of visual hierarchy, such as bolding, larger headings, or emphasised keywords, made it harder to understand what they needed to do next.

This visual overload led some participants to feel overwhelmed and meant important details were missed. Instead, they would prefer to see only the essentials on a
page, with details revealed through clicks on an additional page. Simplifying the initial view helps participants focus, navigate more easily, and feel more supported in

the process.

4k

“The text was a bit small. The second page looked a bit too simple, maybe Opportunity
needs a little bit more format, the white background and just simple text, Split the existing results page content into two pages.
maybe.” - Participant 17, Male, 33, North West Make formatting, visual elements, and balance consistent

throughout pages.

— 75
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RES5

Although half of the participants (11) were willing to upload a picture, those who received a “no
upgrade needed” result were less likely to act on the CTA.

We can confirm your results for you

We have estimated the size of your main fuse and service cable based on data from similar properties in your area. However, we offer a straightforward process
to confirm your results: simply upload a photo of your main fuse and our team will manually review it. This will help us to verify your supply and provide you with
more accurate results,

How to confirm your results:

Upload a photo of your main fuse We'll get back to you within 10 working days
We'll give you easy instructions on where to find it Qur team will contact you via email with the results
Upload photo

If we can't confirm your results from the photo, we'll arrange for one of our engineers to visit your property.

+impact’ 44 @



RES5

Although half of the participants (11) were willing to upload a picture, those who received a “no
upgrade needed” result were less likely to act on the CTA.

KEY Did you upload a photo? Why not?

Amount of
respondents

Shown the "no upgrade needed” outcome

‘ Concerns

‘ Didn't get that far in the process so never saw the CTA

. Chose to upload their email

+impact’ 45 <@



RES5

Although half of the participants (11) were willing to upload a picture, those who received a “no
upgrade needed” result were less likely to act on the CTA.

Navigation: Participants who received the “no upgrades needed” outcome chose not to proceed, as they saw no value in confirming their information when no

upgrade was required.

Two participants chose not to continue due to concerns about a lack of privacy and a lack of clarity on next steps, respectively. In both instances, participants would
suggest wanting to speak to someone before proceeding with next steps either through a chat or phone call.

4k

“I'd read and see what it says, “property supply, no upgrades needed”. I'd read
that and think, okay, | don't need [to do] anything.”
- Participant 9, Male, 24, Hampshire

— 75
+impact’

Opportunity
Add a “process tracker” so that customers understand that this is
a new step in the process.

Align the number of pages with the number of steps in the
process, so that customers do not drop off ahead of confirming
their results.




RES5

Although half of the participants (11) were willing to upload a picture, those who received a “no
upgrade needed” result were less likely to act on the CTA.

Visual: Two participants suggested that the photo upload CTA should be larger and more visually prominent. This would improve task completion by clearly signalling

the action and its purpose.

One participant suggested that based on the visual hierarchy of the results page, the top half of the page stood out instead of the CTA towards the end of the page,
which is in fact the most important step. When the upload step is not immediately recognisable, participants may struggle to identify the next step, which increases

the risk of drop-off.

Language: Participants with limited understanding of electrical knowledge may struggle with instructions that assume prior knowledge. To ensure the picture upload
task can be completed by all audiences, more information on where to find the main fuse might be useful.

The language used earlier in the page, combined with the prominent “no upgrades needed” title, led some participants to believe there were no follow-up actions. As
a result, participants may exit the page prematurely, missing key information that asks them to upload a picture to confirm their results. To prevent participants from
believing the results on this page are the end of the journey, the title should specify “Your property’s estimated electricity supply results: No upgrades needed”.

4k

“[The CTA] is still all in very small print compared to all the other big headlines
and colourful boxes. [...] that headline needs to be bigger and [...]
in a colourful box. [...] The most important bit is in the bottom half, saying you
need to send us a photograph; that needs to stand out more.” - Participant
1, Male, 67, Hampshire

— -
+impact’

Opportunity

Make the upload prompt more visually prominent and consistent
with other CTAs.

Turn current wording into a CTA and include a hyperlink that
directs users to a new window with picture examples of common
locations and what the main fuse looks like.




Having reached the final stage of the journey, participants were still unclear on the cost of the

. T
~Impact

upgrade process.

What happens next:

Using estimated data, we anhicipate that your propenny s sbectncty supply should be capable of installng dewces, such as an electne vebucle charger o heat
e

Il we confirm this after reviewing a photo of your mam fuse o followng a vet froem ow engineers, we will mform you of this and prownde informaton about
devices your property could instal We will also offer you links to independent advice on electne wehicle chargers and heat pumps, as well as help finding a
centifiod nstaller
However, we may find, after conbirming your resuits, that your peoperty would beneft from an upgrade to the electnoty supply ether by increasng the sze of

the man fuse of separating your service cable from your resghbour. In this case, we wil offer you the opportunity to schedule these upgrades, which can often
be done #t Ne cost Lo you

Request your results

By tequesting your resuds vis esnal. you'll be ablle 1o see the information we've used (o estimate your property s slectricity supply  Thes report can abo be shared
with an mstaller to help plan the nstallation of devices lke a haat pump or electric vehicle charger, and to confirm that we don't anticipate that any upgrades to
your supply are needed

Yeur evnad address vell anly be used for this purpose and ket secure For move informahon, tlesse see ow Povacy Nobice (Distnbubon) - SSEN

Send my results
Enter your email address here:
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RE6 & 7

Having reached the final stage of the journey, participants were still unclear on the cost of the
upgrade process.

Only 8 participants read the information in elements 6 and 7. Moreover, some of these participants only scrolled down after indicating they would upload a picture,
which is not possible with the current website as clicking “Confirm your results” opens a new page.

This suggests that most participantss would not see the content below the CTA, which is an expected behaviour (see slide 16).

LY

_"_ Opportunity

Only include non-critical information under CTAs.

o T
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Overarching impressions of
the tool
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Participants often lacked clarity around the tool’s purpose and what “upgrades” referred to, causing
confusion as they moved through the journey.

This was largely driven by how they engaged with the home page; only a small number read the full “check your energy electricity supply” information box, while

many skimmed it or skipped straight to the CTA, meaning they missed key context that would have explained the tool’s intent. Participants were largely unaware of a
“main fuse”; the only association they made with the word “fuse” was their fuse box.

As a result, participants interpreted “upgrades” inconsistently with some correctly identifying upgrades as fuse box related, while others assumed they referred to
installing low carbon technologies.

Confusion around “upgrades” persisted even at the end of the journey. One participant, after uploading a photo and providing their email, stated they would wait to
hear whether the company could help supply and fit low-carbon technologies in their home. This indicates that the participant still believed the service related to
installing LCTs rather than confirming electricity supply capacity or main fuse upgrades, reinforcing that the purpose of the tool had not been fully understood.

One participant only realised at the picture upload stage that the results were estimates and that a photo was required to confirm them.

+impact’ 51




Participants struggled to understand how the results were estimated, despite the information being
on the page.

Participants showed varying levels of trust in the accuracy of the results. Some expected the outcome to be an approximation that would need confirmation, while
others actively questioned how the estimate was calculated and wanted more supporting detail. One participant incorrectly assumed the information came directly
from the grid and therefore trusted it as definitive. Currently, it is not clear that the results are estimates that are based on nearby property data and require
confirmation via a photo of the main fuse.

Two participants who were unsure how their property estimate was calculated found the explanation in section 5 helpful, but it appeared too late in the journey.
Because this information is positioned low on the page, it is often overlooked, particularly by users who do not engage with additional content. Another participant
noted that the information in this section actually answered the questions they had when they first landed on the page on how to find their main fuse and the extent
of the work itself. Moving this explanation earlier in the results page, at the point where the estimate is first introduced, would address initial questions and reduce

drop-off.

One participant questioned why they were brought to the page based on their result, indicating a lack of clarity on the homepage about the tool’s purpose and the
fact that results are only an estimate with further steps required.

4k

“I'd be looking for a button that said how it's been calculated and where the

[} .
source information comes from because I've noticed that it's from a particular ~ - Opportunlty
energy provider. What's it based on? Where is that information coming from? > '{,‘6}' ~ Provide a clear breakdown of how the estimate is calculated and
" Participant 5, Female, 57, Oxfordshire = what data the tool is using.

— -
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A couple of participants (2) commented on the design of the tool as a whole, highlighting it seemed
inconsistent throughout the elements.

One participant commented on the visual inconsistency between pages and suggested the results page needed improvement. The first page feels polished and
dynamic, while the second page appears noticeably simpler, with small text and large areas of plain white space. This contrast creates a perception that the second
page is less refined even though the usability is sound.

Another participant felt that the small white text on a dark grey background in element 4 was difficult to read and visually blurred, leading them to feel unsure
whether the content needed to be read.

Opportunity

Change the colour contrast to match accessibility standards.

o T
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A few participants (3) did not understand which parts of the process were free or paid.

Cost of the service:

Having reached the final information section in the journey, one participant expressed uncertainty about whether the service is free or paid and flagged this as critical
information they would expect to see before sharing personal data or uploading photos. Without immediate clarity on cost and data usage, customers may drop off
early and hesitate to engage with the final CTA.

Cost of LCTs:
Two participants said they would want clearer information regarding potential costs for installing LCTs and what an upgrade would involve, including the impact on

them and their home’s existing infrastructure. This highlights that participants are not consistently recognising the service as free and further reinforces the ongoing
lack of clarity around what is meant by an “upgrade” throughout the tool.

&b &b

“The other thing is it hasn’t told me if this is a free service or a paid for service
and | would want to know that information before | uploaded any “Would there be a charge for this? [...] It's not telling me that really, is it? And
photographs or shared any of my data because if there's any costs involved, whether they would alter what’s already here?” - Participant 2, Female, 67,
I'd want to know that straight off the bat.” - Participant 5, Female, 52, Wiltshire
Oxfordshire
N - 5y
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Some participants volunteered that they would stop using the tool if it asked them to create an
account or if they had to provide a lot of information.

A few participants (5) suggested that they would stop using the tool if it seemed like a time-consuming process.
One participant was surprised to be asked for a photograph without first providing contact details, leaving them unsure how their results would be shared.

Participants across all cohorts were also unaware that uploading a photo would require creating an account. One participant noted that with their energy supplier they
would typically receive results via an existing account or notification.

4k

“If I had to create some form of account. If it was a long-winded process. If |
then click that text message and it was like create an account, | would have
shut it down straight away.” - Participant 17, Male, 33, North West

— -
+impact’




Future state layout and
wording
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Existing state of the tool
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New layouts across the journey
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Overview of element changes

Home page Results page
Existing Recommended change New Existing Recommended change New
element element element element
reference reference reference reference
HE1 Edit the title and body. HE1 RE1 Edit the title. RE1
HE2 Move below the fold (what is seen when full- HE4 - Create a tracker + Highlight current stage. RE2 + UE2
sree o e o)) RE2 Move under the tracker. RE3
al= Remove. ) RE3 Edit the title and content + Change the design  RE4
HE4 Move above the CTA. HE2 to be colour-coded.
HE5 Edit the title and add article hyperlinks. HES5 RE4 Remove. 5
HEG6 Separate estimated results and picture upload HE3 RES Move to a new dedicated page. UE3
stages + Highlight current stage + Move above RE6 ) RES
the CTA.
. . . RE7 - RE6
HE7 Edit and re-order according to popularity. HE6
RE8 - RE7 + UE4
HES - HE8
RE9S - RE8
HE9 + RE9 - HES + RE9 +
UES - Create a new page for the picture upload + UE1

Use text from existing “We can confirm you
results for you” portion of RE5
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New home page
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Section 3




Most participants said they would try this tool if it were recommended by friends or family.

The majority of participants (13) were more likely to trust the recommendation if it came from family or friends. Although half of the participants (10) would trust the
recommendation if it came from a professional, a few (4) said they would not as they would suspect that the professionals are being paid for their recommendation.

Many participants (8) said they would only try the tool if they had already been considering installing an LCT device, whilst two said they would give it a try as it
sparked their curiosity.

A few participants (4) said that they would not use the tool if it seemed like a scam. For example, if they had to provide their card details (1), or if the company did not
seem legitimate (1).

4k

“] guess the only thing that would stop me is potentially if | was worried it was
like a scam. [...] So if it was made clear that it was legit and not just a scam
pop-up. If having [...] an electric car was [...] in the back of my mind, then it

would make me have a look.” - Participant 3, Female, 29, Midlands

& — 7
“A professional, potentially, but | guess not as much. [...] | guess they kind of
have a job to sell and promote things anyway. So | don't know if Id trust it as Opportunlty
much as like if a friend or family member [had] said to me, [that] they've used Target users who are already considering installing an LCT device

it before.” - Participant 7, Female, 27, Berkshire or who are open to the idea.
N i A
o -’1
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The vast majority of participants (16) said they would trust this type of tool if it were hosted on their
energy supplier’s website.

Energy supplier's website

4k

= Would trust “No, not a government [website], not social media, definitely on my energy
[suppliers] website.” - Participant 2, 67, Wiltshire
B Would not trust

® No opinion D ”_

Government website

< ~-=. Opportunity
y @ . Host the tool on energy supplier websites, or use supplier

Social media

rd

= channels to drive traffic to the SSEN website.
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When prompted, participants reported that they did not know what a DNO is or what role it plays.

Participants (6~) did not know what a DNO is.
Participants (5*) did not know that they would have to contact their DNO if they wanted to upgrade their energy supply.

Participants (5*) said that it would be better to have the tool advertised on the energy supplier’s website than the DNO website because it is more convenient and less

hassle.
“| feel like I've seen it somewhere on some websites or something, but | don't
know what it meant [DNO]. But that would be news to me. I'm with Scottish
Power so I'd go to them. But if | was with Octopus, for example, I'd go to them
and assume they could do it. [They] actually provide[s] my energy.” -
Participant 9, Male, 24, Hampshire
Opportunity
~14 participants were not asked this question. Work with other actors in the energy sector to raise awareness of

the existence and role of DNOs.

*15 participants were not asked this question.
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Participants said they would trust a link to the tool if it was sent via email more than if it was sent via
letter or SMS message.

Many participants (6) would want any advertisement of the tool to contain a short video, while one participant would not want this. The majority of participants (13)
however, had no strong feelings either way.

Letter

4k

“I don't like too many text messages. [...] | don't find it economical wise to
send spam messages at the end of the day. | don't really like too many emails,
but then you get an awful lot of rubbish coming through the letterbox as well.

The lesser of the evils, | guess emails.”
77

= Would trust

SMS m Would not trust - Participant 19, Male, 38, North West

B No opinion

Opportunity

Email Obtain customer email addresses for future communications.

Alternatively, work with other actors in the energy sector (e.g.
domestic suppliers) to share a link to the tool via email.

o T
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Half of the participants (10) found the sentence “Save money” most convincing when used in a
promotional setting, closely followed by “reduce your carbon footprint”

Simple home upgrade

4k

“I think definitely the save money piece right now is really important for
people because of how expensive everythingis. [...] Yeah, | think that [carbon
footprint] is also really important.” - Participant 16, Female, 35,

M Find convincing

Reduce your carbon H Do not find

_ ot Buckingh
footprint convincing pengham
® No opinion I ”_
i <. Opportunity
ave money > @ - Use the wording “Saving money” in any promotional materials

= for the tool.
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Participants were most interested in cost-saving statistics and said these would be most likely to
convince them to use the tool.

Half of the participants (10) said that they would like to understand the benefits of the tool and the fuse or mains box upgrade related to cost savings (e.g. statistics).
Only a few participants (4) mentioned this would not convince them.

Many participants (8) shared they would be convinced by information on the environmental impact of LCTs, whilst a few (5) said this would not convince them.

Although a few participants (5) said that they would value testimonials and reviews of the tool, more participants (8) said they would not be swayed by this
information, as it can be faked or manipulated.

4k

“Primarily language around cost savings. Depending on the testimonials, |
mean if it’s one line of “this was great, | loved it” that's meaningless to me. If
it was actual case studies of [...] people that were clearly in a similar situation

to me, then that would be relevant and interesting.” - Participant 4, Male,
45, Wiltshire

“I get everybody's home is different, what they need it for is different [...] just
clear real-life m_’nprovements,_ bengflts that you see from it, the first statlstl_c:s g Opportunlty
around cost savings. The testimonials, honestly, when | see that, | assume it’s _ @ _ - . . .

- Incorporate statistics related to cost savings in promotional

rd

been made-up, because it’s [supposed to be] persuasive on a website.”- : ,
Participant 20, Female, 38, Lancashire = materials and on the tool’s webpage.

— -
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The vast majority of participants (16) said they would recommend the tool because it was quick,
easy to use, and provided a straightforward overview of their property’s supply status.

Many participants said that they would share the tool if it seemed relevant to their own circumstances or to someone they knew. For example, if they were doing
renovation works in their home or were considering installing an LCT. Participants explained they would be more likely to recommend the tool if it was hosted on a

“trusted” website, or if they had heard of the company prior to using the tool.

A few participants (4) said they would not recommend this tool directly to a friend. These participants felt unsure about the tool’s overall purpose and wanted further
information on the website host. This group of participants also found the results too vague and inconclusive to be useful. This vagueness reduced their trust in the

tool and their willingness to recommend it.

4k

“Yes, given that it's probably the first [tool] that I've seen and it was really easy
to use. And if somebody was to mention that that was what they were looking
for, | would recommend it. But | probably wouldn't initiate it if they hadn't said
that they were looking for that.”
- Participant 10, Female, 33, Buckinghamshire

. —
_“ ”_

“l don't think | would know because I'm not really sure what | was supposed
to get from it, if that makes sense.”
- Participant 4, Male, 45, Wiltshire Provide a clear explanation of the tool’s purpose.

Opportunity

— -
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Section 4 - Result scenarios and
hypothesising next steps




Relying on word-of-mouth to share the tool is unlikely to garner much attention beyond a
customers’ direct family circle.

The vast majority of participants (18) said they would share the tool with family and would have a conversation with immediate family that lives at the same address.
Otherwise, they said they would only share the result with friends if the topic had come up previously.

Another scenario in which they might share the tool is if they are currently renovating their home, and are keeping work colleagues or other acquaintances informed
of the progress of the works.

Notably, participants did not necessarily expect to share the tool itself.

“Only my partner that | live with but not my wider friends or family.
| just feel like they'd be like, why is she giving me this? My partner, he lives
here, so he should be interested on whether we could make our home more
efficient. | don't think my mum or my friend would be that fussed about it.
Unless maybe they'd had a conversation with me [...] | want to install an EV
charger [...] then | would be like, oh, | found this tool.” - Participant 7,
Female, 27, Berkshire

Opportunity

Actively promote the tool to increase its uptake.

o T
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Upgrading the mains was seen as a step within the process of installing an LCT. Going ahead with
the mains upgrade is therefore dependent on the desire to install an LCT.

For many participants, the entry point into LCTs appeared to be an EV charger. Those who had EV chargers (6) then considered solar panels or heat pumps, explaining
that timing felt less urgent as these were seen as more of a “nice to have”.

This cohort were more likely to get their mains upgraded as future-proof, so long as it does not disrupt the LCT(s) they already have installed.

For participants who did not have an EV charger (14), the main barrier was cost. They would not look to upgrade the mains until they know the costs for the LCT device
installation and are sure they want to go ahead with it.

b

“If I had an electric car about to be delivered, then | would be straight onto it
for a car charger. In any other scenario, | think it would be a kind of, well, |
should probably add this to the to-do list. And we'll get to it when we get to it.
| wouldn't necessarily [...] upgrade my electrical system, you know, if it's
working in the meantime? | think it would be triggered by me needing to have

a reason to upgrade it."” - Participant 4, Male, 45, Wiltshire Opportunity

Make the tool available at the right time in the LCT journey.

Provide a clear explanation to reassure users that the mains

—\/ W upgrade will not “break” already installed LCTs.
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Most participants said they would appreciate a recommendation for certified installers that operate
in their area.

Many participants were not sure what type of electrician they would need for such jobs, so providing them with a recommendation is a way to reduce research time
and increase the likelihood they will go ahead with upgrades and not take the search for an installer as a barrier.

Opinion was split on whether this should be a list of all available certified installers in a region or only 1 preferred installer per LCT type.

4k

“If they only have one, you go: right, that's a specialist, they've recommended
that person, that's who's doing it. [...] It would take the kind of worry or the

“it would probably help people to do it and to do it quicker. [...] If they're questioning out of it. ” - Participant 12, Male, 29, Guilford
saying to you: you're ready to go! And then you have to go out and have a look
for installers that might put people off. [...] People just want to ensure
obviously that people they are allowing into their homes and doing these jobs
are decent people. So if they're recommended from a reputable supplier, then
they should be okay.” - Participant 8, Female, 39, Hampshire

—f

”_

Opportunity

Provide a list of recommended LCT installers as part of the

“Results confirmation” email.

— —
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All participants expected disruptions to be a part of the process, with some highlighting that they
might be put off the upgrades altogether because of them.

The main disruptions concerning participants were noise and power cuts. These disruptions were more concerning to people who work from home. When prompted,
participants suggested that an acceptable time to be cut off from the internet was around 15 minutes.

Participants who were not actively considering an LCT (not done any research yet) shared they might be put off the mains upgrade altogether, if the disruptions from
the works were lengthy or cut off their internet connection.

For participants who were actively considering an LCT (done some research) the length of disruption would not necessarily stop them from going ahead with works.
Instead, it would delay when they schedule the works to fit around their obligations.

Opportunity

Clarify the expected duration of disruptions associated with
upgrades.

Clarify if the home’s power will have to be cut for the works to be
carried out.

o T
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Participants viewed upgrades to the mains or fuse box as a part of the LCT installation process. They
expected any associated costs to be included in the “package” they were sold by an LCT installer.

As cost was the primary barrier to adopting LCTs, participants were very vocal about the topic:
* Participants shared upfront costs for an LCT installation often represent a large sum, and they recognised this as the biggest barrier to adoption of an LCT.

* Participants felt uneasy about maintenance fees. Specifically, they worry about installing a device that they are then unable to maintain due to high running fees or
repairs costs. Participants would use maintenance costs to compare and gauge LCT installers to select the right one.

Participants assumed any electrical upgrades (including the mains supply or fuse box) would be the responsibility of the LCT installer and that any associated costs
would be included in the “installation cost package” they were quoted by an installer.

This highlighted that the mains upgrade being a DNO-led intervention is not common knowledge and helps explain why participants assumed the website was for an
LCT installer.

4k

“You need to make sure that they're a reputable company. [...] The upgrading Opportunity
of the fuse box should possibly be included in that amount of money. [...] You
pay for the installation and then the maintenance is part of that company as
well and you're making sure that you have a good warranty.” - Participant 8,
Female, 39, Hampshire

i
+impact’

Clarify that participants are not obligated to install an LCT after
upgrading their mains.

Communicate that mains upgrades are a DNO-led intervention,
”_ and not something installers should charge their customers for.




Many participants understood the “upgrade” to their home’s electricity supply to be the installation
of an LCT device, rather than an upgrade to their cable/mains fuse.

Although participants were able to use the website, and felt they understood the results, they misinterpreted its true purpose. This is because participants were
generally not aware that a mains upgrade is sometimes required prior to installing an LCT.

Most participants were not able to verbalise what the upgrade consists of, or what its benefits are. The only step that people were comfortable describing is having to
contacting someone who will carry out “upgrade”.

There was no general consensus on the meaning of the terms “upgrade” or “tool”. This led some participants to use the word “upgrade” to refer to the installation of

an LCT device, When prompted, participants explained that the real benefits to their home would stem from installing the LCT, rather than just upgrading to their
mains/fuse box. This suggests a different word should be used to avoid confusion.

4k

“Can one person, one business do it all? [...] When they come to actually put
the heat pump in, can they upgrade the electricity supply at the same time?
[...] I'll be paying them several thousands of pounds, [...] then | could have the
ability to haggle [...] you know: just throw in this upgrade for free. " -
Participant 1, Male, 63, Hampshire

& Ly
“I would first get in contact with that supplier [SSEN] and say [...] | want to get Opportunity
the heat pump, but | need to have a better fuse box. What do | do next? [...] If Raise public awareness around the potential need for a mains
they would say that | need to get an electrician, then I'm lucky, obviously | upgrade prior to LCT installation.

know an electrician.” - Participant 8, Female, 39, Hampshire

Replace the term “upgrade” with another word that resonates

— ”_ more with users.
. T
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Participants found grants attractive but consider those currently available to be insufficient to offset
upfront purchase costs.

Although the majority of participants said they recognise that energy prices will rise, this was not a strong enough motivator to offset the upfront cost of installing an
LCT device.

Participants reported that they would be more likely to adopt LCTs if the upfront cost were not so high. They believe the government has a role to play in this. Some
participants shared that unless the government offered a 100% grant, they would not be able to afford an LCT, despite being aware of the long-term cost savings and
environmental benefits.
Two participants were hesitant about grants, particularly around eligibility criteria and whether the government would require repayment.

“ “l suppose the grant situation would be a thing. If the more likely there is a

grant, the more interesting it is, and vice versa. I'd be more likely to consider
it, certainly. It, it would make me look harder at it. - Participant 15, Male,

65, Buckingham

“Even if | saw the energy prices gone through the roof tomorrow, | probably

wouldn't have the finances to be able to do it.

If I had an influx of cash, I'd get everything energy efficient [...] just to get my
bills down. But people [...] can only do what the bank lets them do. [...] I'd
never even heard of a heat pump 5-6 months ago. [...] In an ideal world, it

would be brilliant and it would be great, but not everybody can afford to go

out and buy a brand-new electric car.” - Participant 8, Female, 39, .
Hampshire Opportunity
Align LCT adoption strategies with wider programmes led by

W Ofgem, DESNZ, and other grant providers.

o T
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While many participants did not see their current home as suitable for LCTs, they expect to adopt an
LCT in the next decade.

Boilers breaking down were the only specific scenario that participants agreed would lead them to installing a heat pump. Even then, many caveated that they would
only proceed if costs were comparable to fitting a new boiler.

The most common motivation for adopting an LCT was reducing costs, so having to spend more upfront for a heat pump than a boiler immediately discouraged
participants.

About half of the participants referenced money as the biggest barrier to adoption. The other half cited that they saw little advantage to swapping before their current
boiler or car breaks down.

4k

“Reassure me the heat pump will get the house as warm as the gas boiler
does. [...] That's the first one, it has to do the job. The second one is it needs
to be broadly comparable for me on cost. | don't mind paying a little bit more

to be more environmentally friendly, but not 100% more.” - Participant 1,
Male, 63, Hampshire

—
_“ ”_

“I've thought about this not been the right time for us to invest in that.
Because we've got a young child. But in the future, when we've got more Opportunlty
money to spare. [...] Buy the (electric) car and then it can be more expensive Work with other actors in the LCT space to communicate the

than a petrol or diesel car” - Participant 3, Female, 29, Midlands benefits of LCTs.

— -
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While participants were interested in LCTs, many had not researched how they would work for their
current home. This research was often seen as the first step in their journey.

Participants could list some generic environmental benefits of an LCT but could not articulate the benefits of an installation in their own home. Only the benefits of EV
chargers were widely understood.

As LCT installation costs were often mentioned as a barrier, participants shared that a simple list of LCT benefits would not be useful. Instead, they wanted more
information on how cost-efficient an LCT is compared to non-LCT alternatives.

This means they are unlikely to take action until they have more information or conduct further research of their own.

4k

“The solar panels are a yay or nay, depending on what the cost benefit is for
me... | guess | would be taking advice from estate agents on spending a few
grand on how a solar panel is likely to raise the value of the property. It would
be a cash question for me, | think.” - Participant 4, Male, 45, Wiltshire

—
_“ ”_

“I'd probably try and find out how much it is for the solar panels if that was

the case... | think we would consider it, because at some point we will need to Opportunlty
get an electric car. Heat pump, | don't know what they are. | would need to do Provide a comparative view of LCT vs non-LCT devices, especially
some research as to exactly what that is, whether it's suitable for us.” - with regards to cost efficiency.

Participant 6, Female, 57, Hampshire Make the tool available at the right stage in their LCT journey.

— -
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LCTs were only perceived as good investments in the long-term.

Specifically, participants shared they did not consider LCT readiness when they purchased their own home, implying this is not a common behaviour. One participant
specified location as the primary factor, and another stated that all buyers carry out some level of renovation when purchasing a home which would give them the
opportunity to install an LCT if they wish.

The majority of participants said they would only consider adopting an LCT if they expected to remain in their home for the foreseeable future. Installing solar panels
to increase their home’s sale price was not seen as a sound investment, as the installation costs would outweigh any increase in property value.

4k

“At the moment in the home we live in, it's not like a long term like home, [...] Opportunity
It's more of a starter home. So we don't plan to stay here for a very long time.
| think if | was to plan to stay in my home for a long time, | would be more

willing to look into them (LCTs) .” - Participant 7, Female, 27, Berkshire Identify long-time owners of homes and create a targeted

”_ promotion campaign.
—

o —"
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Target users that are most likely to go ahead with upgrades.
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