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Introduction
As set out in the main report, large businesses, through their scale and reach, have a unique role to play 
in driving a customer-centric energy transition. As significant consumers of energy their choices around 
energy supply have a huge impact. But they can also play a key role through supporting their supply 
chains to decarbonise and using their wider influence with their customers, employees and communities.

Companies will, of course, all have different challenges and opportunities depending on the nature of 
their business and the parts of the world they operate in. Yet for all businesses there are opportunities 
to do more and the evidence is growing that helping tackle climate change is a profitable strategy, 
responding to growing pressures from both customers and investors.

We are not expecting everyone to follow the same journey or to be able to replicate what the pioneers 
are doing right away. Instead, we hope that those reading this report will be inspired to reflect upon 
what more they can do, working with partners, in particular the energy sector and banks/investors, to 
accelerate the energy transition.

This guide provides more practical examples and ideas for businesses on how to do that. It builds out on 
some of the themes in the main report and also identifies further resources that may be helpful.

In particular it drills down further into:

• why a commitment to net zero makes good business sense;
• starting on the journey – building internal support and setting targets;
• opportunities through energy purchasing and the concept of 24/7 low carbon energy which Google 

and others are pursuing;
• opportunities to support your supply chain and examples of sectors like pharmaceuticals coming 

together to drive change;
• opportunities to use your wider influence with your customers and employees, through your use of 

voluntary carbon markets and through using your voice to press for policy change.

Why this makes good business sense

“Climate leaders can attract and retain better talent, realise higher growth, 
save costs, avoid regulatory risk, access cheaper capital and create new 

sources of value for customers.”
World Economic Forum report

The business case for investing in renewable energy and decarbonising your heat, power and transport is 
becoming stronger for a number of reasons: 

Cost saving and price stability: The benefits that large businesses can gain from ensuring their operations 
are energy efficient and from using low cost renewables can be significant. A recent study from the 
World Economic Forum reported that Unilever saved €800 million by sourcing renewable electricity and 
IKEA saved €130 million over a five year period. As the price of renewables falls (and with the price of            



3

gas rising) this benefit will only increase.

Investment in longer term power purchase agreements (PPAs) or on-site generation also provides price 
stability which has become a crucial consideration over the past year. Where grid resilience is an issue, 
on-site renewables or microgrids can provide a more reliable supply.

Investor pressure: The growing interest in climate issues from the investor community is also an 
important driver. Businesses need to have clear decarbonisation plans because their banks and investors 
require them to do so. New disclosure requirements such as the Taskforce on Climate-Related Financial 
Disclosures are only reinforcing that trend. The availability of lower cost finance in the form of green 
bonds can make it easier to gain support internally for investment in renewable generation.

Customer demand: With a growing awareness and concern about climate issues, the climate credentials 
of the products customers buy is becoming of increasing interest to them, particularly in the developed 
world. In some cases, customers are willing to pay more for premium products that are low carbon – from 
sustainable dog food through to electric vehicles. More generally, even where customers are not willing 
to pay a premium, they would prefer low carbon options if given a choice. Companies like Amazon are 
starting to look at how to provide carbon information to customers to support their buying decisions, 
reinforcing that trend. For example, a coffee cart in Amazon’s offices showing the carbon footprint of 
different types of coffee is having a visible impact on people’s choices.

Supply chain as an engine of change: These various sources of pressure then work along the supply 
chain. Vedanta, an Indian mining and minerals company, in response to the expectation and feedback 
of its sustainability conscious consumers has now launched a green aluminium product because its 
customers – automobile manufacturers – are concerned about the carbon footprint of the aluminium they 
buy since this is something their investors and their customers care about. This is the catalytic power of a 
customer-centric transition with the potential to drive change through the economy.

Whilst these factors can have an impact on all businesses, we recognise that for smaller businesses it can 
be harder to make the financial case for investment in low carbon technology. This is one reason why 
we are advocating a key role for larger businesses to actively support their supply chains through the 
transition, not simply to demand change from them. 

https://vedantaaluminium.com/media/press-releases/list/vedanta-aluminium-launches-restora-indias-first-low-carbon-green-aluminium/
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Taking the first steps

For companies just starting out on this journey the initial challenge can be winning internal support, 
which can involve starting right at the beginning with education around climate change and the business’ 
role in the transition towards Net Zero.

Opportunity area 1 - The Impact of energy purchasing

For most companies setting out on the net zero journey, an obvious first step is to look at the source 
and amount of power that they use and to look to make greater use of renewable electricity. Depending 
where they are located – and how prevalent renewable energy is in that area – and depending too 

Making public environmental pledges is recognised as a vital first step for businesses on their 
decarbonisation journey, taking an (educated) leap of faith to publicly announce commitments that they 
can be held accountable for, even if it is not clear at that point how they will be delivered. 

Reflecting this, more than 2,000 businesses and financial institutions from across the world are working 
with the Science Based Targets initiative (SBTi) to reduce their emissions in line with the goals of the Paris 
Agreement. Of those, just over half have made commitments to align their emission reductions with 
the 1.5°C target and all new commitments must be in line with that goal. Businesses from high emitting 
sectors like India’s Dalmia Cement Co. have signed up, alongside some of the world’s biggest household 
names like Facebook, Apple and Microsoft. 

Increasingly, energy companies, banks and independent advisers are offering services to help businesses 
measure their carbon footprint and identify ways that they can reduce it, with an early focus on 
decarbonising their energy use – the focus of this report.

Case study: Vedanta

Vedanta, an Indian mining and minerals company, began its journey with the establishment of a 
group-wide Carbon Forum comprising the COOs of all their main operational businesses to start to 
build climate awareness and, drawing on expert support, to explore technical challenges one at a 
time. 

This proved an invaluable group for sharing lessons in what is acknowledged to be a hard-to-
decarbonise sector. Through this process they identified some early steps they could take around 
decarbonising their electricity usage and electrifying their fleet – while making longer term 
commitments to decarbonise their core operations.

With guidance from this group, Vedanta has made 10 major commitments towards GHG & climate 
change and has finalised major initiatives until 2030 including but not limited to increase RE 
RTC power in operations up to 2500 MW, fuel switch to low emissions fuels (e.g biomass) and 
electrification of LMV’s and mining fleets.

https://www.vedantaresources.com/Pages/Home.aspx
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Annual renewables matching: this is where the company buys “green electricity” equal to the amount 
of electricity it uses each year. This is evidenced by the electricity being matched on an annual basis with 
an equivalent number of Energy Attribute Certificates proving the energy came from a renewable source. 
RE100 is a coalition of organisations committed to securing 100% of their energy demands globally 
through renewables.

Long term PPAs / on site generation: In markets with a good level of renewable generation, the 
emphasis shifts to ensuring additionality. Committing to long term power purchase agreements (PPAs) to 
support new renewable generation can be one way to do this. PPAs are agreements between two parties 
where one buys the energy the other generates. Most require businesses to commit to buying energy from 
a renewable site at a pre-agreed price for around 15 years. Businesses with spare space that is suitable for 
renewables can take this one step further by actually owning and managing their own on-site renewable 
assets – or can simply make the space available to a third party with whom they then contract;

For instance, a port In Australia worked with Iberdrola to establish a PPA for a new wind farm. Aside from 
the usual commercial and ESG benefits for the port, the fact that the parts for the wind farm had come 
through their docks gave them a special link with the project and an additional motivation for choosing that 
solution;

24/7 Carbon Free Electricity (CFE): Increasingly it is becoming clear that simply matching demand with 
renewable energy on an annual basis is not tackling the whole problem. At times when the sun is not 
shining or the wind is not blowing the company will be reliant on power from the grid – which will typically 
then come from fossil fuels. Pioneering companies like Google (see case study in the main report) are now 
setting themselves the goal of matching demand with low carbon energy supply every hour, at each of their 
locations.

 1Also known as Renewable Energy Certificates or Guarantees of Origin

on their scale and how much electricity they use, businesses will inevitably take different approaches. 
However, all large businesses, as significant energy users, can have a real impact on the energy system 
where they are based. 

The US based Smart Electric Power Alliance (SEPA) in its Tiers of Electricity Decarbonization report sets 
out the different approaches in more detail with practical advice and checklists on moving through the 
stages (linked to in the resource section below). The precise forms of commercial arrangements will vary 
depending on the market and regulatory context but we have summarised what we see as the key steps 
below.

https://www.there100.org/
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The link with the SBTi framework

In calculating Scope 2 emissions for their Science Based Targets, businesses will need to take account 
of the emissions from the electricity they use. The Greenhouse Gas Protocol that underpins the SBTi 
methodology allows companies to report these emissions using one of two approaches:

• Location-based – reflecting the carbon intensity of the electricity on the grid in the location where the 
business is based or

• Market-based – taking account of contracts the company has to buy renewable electricity as 
evidenced by attributes or certificates.

In both cases the calculations are done on an annual level.

Taking the first step listed above - 100% renewable energy based on annual certificate matching - would 
count as zero carbon under the SBTi framework.

However as more renewable energy is connected to the grid, taking account of when energy is used, not 
just how much, becomes increasingly important. That is what is driving the push to go further than what 
the SBTi currently requires and to look at 24/7 CFE.

How important this next step is depends on where the business is located. Work by Princeton looking at 
two US states with very different levels of renewables shows that on a relatively carbon intensive grid a 
simple commitment to 100% renewable generation through PPAs will deliver nearly as much in terms of 
reduced carbon emissions as a 24/7 strategy.

So as a multinational corporation, for example, taking steps to increase the use of renewables in countries 
that are currently heavily reliant on fossil fuel will have more carbon impact than fine tuning purchasing in 
the US or Europe. But for businesses that do have the scale and resources, and operate in predominantly 
more developed markets, making a commitment to 24/7 CFE means taking a real leadership role in the 
energy transition.

Calculating a CFE score

Even if as a business you are not ready to commit to a 24/7 CFE target there is value in starting to think 
about when you use energy as well as how much you use. 

Calculating a CFE score takes a lot of data but will help you understand your full carbon impact. Basic 
information on grid level emissions on an hourly basis is generally available free of charge and 
organisations like FlexiDAO can help in bringing the data together.

Constellation, a US energy company, is working with Microsoft to offer a 24/7 clean energy matching 
solution. Meanwhile EnergyTag have produced a standard for an hourly Renewable Energy Certificate 
that could then be tracked and traded and which may help take 24/7 CFE to the next stage.

https://www.flexidao.com/
https://www.constellationenergy.com/newsroom/2022/constellation-launches-sustainability-partnership-with-microsoft-featuring-24-7-365-real-time-carbon-free-energy-matching-solution.html
https://www.energytag.org/publications/
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Rewards for flexibility 

There can also be commercial value for businesses in starting to think about when (and not just how 
much) electricity they use. Energy companies will increasingly be looking to reward companies that can 
be flexible in their use of electricity to help support the wider system and to use electricity when it is 
abundant.

In some markets businesses may be able to access time of use tariffs where the energy price varies 
through the day in line with the wholesale market price. While times of high prices do not correlate per-
fectly with times of high carbon they provide a helpful signal – so that if a business can shift demand away 
from times when prices are high they will be both saving money and saving carbon.

For businesses with PPAs or on-site generation there is a clear case for thinking about when electricity is 
used to make the best use of that generation. Including battery storage on site and thinking about shift-
ing activities to different times when renewable energy is abundant are obvious ways to do that. For some 
campus-based businesses that might involve a full-scale microgrid, including an intelligent control system 
can enable the business to make the most effective use of the different resources it has.

Fleet electrification is a step that many businesses will be considering as part of their plans to reduce 
emissions. This will create a significant new electricity load and it is worth thinking about how the charg-
ing will be managed across the day. Adopting smart EV charging technology allows businesses to make 
the most of renewable energy and manage the costs of the grid connection required.

In more mature energy markets, there can also be opportunities for businesses to provide Demand Side 
Response (DSR) services to help support the system if there is a shortfall (or surplus) of generation or con-
straints on the network. In the UK these are referred to as “ancillary services” and the Electricity System 
Operator runs a Power Responsive programme to help businesses understand how they can participate. 
Thinking about what potential you have to shift load, including through making more use of on-site gen-
eration and storage, for example, may point to opportunities to further support the energy transition.

Filling the 24/7 gap
For companies looking to move to 24/7 CFE, the challenge is what to do when the sun is not shining and 
the wind is not blowing. Using battery storage and shifting some activities to different times can help and 
is particularly relevant when thinking about the daily pattern of solar generation for example. However, 
for longer periods (and in particular in parts of the world with more variable weather patterns) other solu-
tions are required, prompting a quest for clean, firm generation that can fill the gap.

This is a challenge that countries like the UK are starting to think about as they look to move to a fully 
decarbonised electricity system. Businesses that make a commitment to 24/7 CFE and invest in support-
ing technologies like geothermal energy (as Google are doing), novel forms of long duration storage or 
hydrogen generation, are helping bring down the costs of those technologies and making the energy 
transition more achievable at a global level.

https://www.nationalgrideso.com/industry-information/balancing-services/power-responsive
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Beyond power – the hard to abate sectors
While all businesses have at least some level of electricity usage that they can look to decarbonise, for 
some the real challenge is in their other energy demands. There is a real drive for this from customers 
looking for green steel or aluminium, for example, because their customers and investors are concerned 
about climate impacts. 

Green hydrogen is starting to become available and the price can be expected to fall as the cost of 
renewable energy falls. For companies prepared to invest, changing their processes, replacing furnaces 
and doing whatever else is needed, the potential is there, again, to have a wider transformational impact.

Opportunity area 2 - Supporting suppliers on their transition

“Scope 3 is not proprietary”
   Richard Bennett, Schneider Electric  

Large businesses can also have a significant impact through working with their supply chain to help them 
reduce their emissions. Under the Science Based Targets initiative (SBTi) these are termed Scope 3 emis-
sions. There is also an opportunity here for collaboration as large businesses operating in a sector will 
often have common supply chains and face similar challenges.

The sorts of steps that businesses are taking to offer different levels of support to their supply chains are 
summarised below.

Understanding the impact of the supply chain: In seeking SBTi accreditation for their emissions targets, 
businesses are expected to do an initial inventory of their Scope 3 emissions. This is used to identify “hot 
spots” – those suppliers with the highest carbon impact - to focus on initially.

Providing tools and advice: Recognising that smaller businesses will struggle with how best to manage 
their emissions, many leading companies provide online tools and advice, together with training, to help 
their suppliers begin their own journey. Understanding the maturity level of different suppliers so that 
they can be provided with an appropriate level of support is a key part of this.

Providing direct support and investment: Pioneers in this space, like Schneider Electric with its Zero 
Carbon Project and Apple with its Supplier Clean Energy Program, have arrangements in place to 
co-invest in renewable energy with some of their larger suppliers to enable them to benefit from the 
economies of scale and purchasing expertise that large business offers.

https://www.se.com/ww/en/about-us/sustainability/zero-carbon-project.jsp
https://www.se.com/ww/en/about-us/sustainability/zero-carbon-project.jsp
https://www.apple.com/environment/pdf/Apple_Supplier_Clean_Energy_Program_Update_2022.pdf
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The link with the SBTi framework

Under the SBTi framework, Scope 3 emissions are those emanating from the company’s value chain, 
including in particular upstream emissions by the company’s suppliers. 

This is acknowledged to be one of the more difficult areas for companies to tackle – and the SBTi 
therefore only requires companies to have formal targets for Scope 3 emissions where these account 
for more than 40% of total emissions. They also accept Scope 3 targets expressed either in terms of 
emissions reductions or the proportion of the company’s supply chain that has science-based targets.

However, whilst it may be hard, a focus on Scope 3 can have a huge impact. SMEs are not yet heavily 
engaged in climate issues – but one of the biggest motivators is where bidding for contracts requires 
them to report their emissions or have science based targets. Large businesses can maximise their impact 
by supporting their supply chain on this journey.

Sector based initiatives

Many of the players in a sector will have much of their supply chain in common, using the same or similar 
types of suppliers. The SBTi therefore highlights Scope 3 emissions as fertile ground for synergies and 
collaboration. 

Case study: The Energize Programme
The Energize programme is a collaboration between Schneider Electric and 10 global 
pharmaceutical companies to engage hundreds of suppliers in climate action and decarbonisation 
of the pharmaceutical value chain.

Schneider Electric is providing education and advice to support those suppliers starting out on the 
journey and will then offer aggregated PPAs to those suppliers ready to take the next step. For many 
smaller companies, procuring renewable energy is not cost-effective. 

Renewable power purchase agreements (PPAs) are often size-limited, excluding companies with 
smaller electricity load from participating. By bringing together smaller suppliers and pooling 
their energy loads, aggregated PPAs can provide the opportunity for these smaller players to get 
involved in the energy transition. 

https://perspectives.se.com/blog-stream/introducing-energize-pharma-supply-chains-letter
https://www.vedantaresources.com/Pages/Home.aspx
http://The Energize programme is a collaboration between Schneider Electric and 10 global pharmaceutical companies to engage hundreds of suppliers in climate action and decarbonisation of the pharmaceutical value chain.Schneider Electric is providing education and advice to support those suppliers starting out on the journey and will then offer aggregated PPAs to those suppliers ready to take the next step. For many smaller companies, procuring renewable energy is not cost-effective. Renewable power purchase agreements (PPAs) are often size-limited, excluding companies with smaller electricity load from participating. By bringing together smaller suppliers and pooling their energy loads, aggregated PPAs can provide the opportunity for these smaller players to get involved in the energy transition. 


Supporting smaller players

“A just transition means helping smaller suppliers to decarbonise – not just 
riding on the coat-tails of the big data companies to meet your Scope 3 

target”
                                                                  Richard Bennett, Schneider Electric  

Businesses will typically start by focussing on their larger suppliers as they look to understand and reduce 
their Scope 3 emissions. However, many of these suppliers may well already be quite advanced on the 
decarbonisation journey. The bigger impacts are often to be had from supporting smaller suppliers who 
may well be at an earlier stage in the journey and need more help.

If businesses simply demand that carbon targets are met then it will be the larger companies that will be 
able to respond. This has to be about getting everyone moving. 

Opportunity area 3 - Exploiting their wider influence
The scale and reach of larger businesses means they can have significant influence beyond their own en-
ergy use and their supply chains. The nature of the opportunity will be dependent on the nature of their 
business but we have identified four areas that businesses might usefully think about – their customers, 
their employees, their influence on policy and any voluntary carbon offsetting they undertake.

Customers - Products and customer support
A customer-centric energy transition requires a reshaping of many aspects of how homes and businesses 
use energy. Businesses can help to make that transition more desirable, affordable and easy. Pioneers 
include IKEA helping build the market for LED light bulbs by making them affordable for a mass market 
(see case study in the main report) and there are a wide range of other businesses providing products 
that make the energy transition desirable, affordable and easy.

Case study: Tesla , overcoming 
range anxiety
“Range anxiety” was much talked about 5 years ago as a barrier to the take up of EVs.       
Recognising this Tesla took a number of different steps to address it - improving battery technology 
and vehicle efficiency to extend the car’s range; rolling out a network of fast chargers so there would 
always be one at key points en route; and using AI to improve the accuracy of range projections, 
taking account of hills and headwind and linked to route planning so that people could be confident 
about how far they could go before re-charging.
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https://www.tesla.com/en_gb
https://www.vedantaresources.com/Pages/Home.aspx


Under the SBTi framework, as part of their Scope 3 emissions, businesses need to take account of the 
power customers use when using their products. Improving the energy efficiency of the product and pro-
viding advice to customers on usage can help reduce those emissions. For example, laundry detergent 
manufacturers have for some time been telling people to wash at lower temperatures, recognising that 
most of the energy consumption associated with laundry comes from heating the water.

Or if you are selling to businesses who have to report on their emissions then your customers have an in-
terest in you reducing your emissions. Amazon Web Services (AWS) is working hard to reduce its carbon 
footprint and also provides a carbon calculator to allow its customers to calculate the carbon footprint 
of the cloud services they buy from AWS and the savings compared to running an enterprise system in 
house. 

Even if they are not in the business of providing products and services that directly support the transition, 
companies can encourage behaviour change through, for example, making EV charging available to their 
customers or offering affiliate deals.

Employees

Large businesses will often have a significant number of employees and have an opportunity to shape 
their behaviours in both their work and home lives. This can extend from building awareness about 
climate change and the energy transition and steps people can take, through to provision of practical or 
financial support.

Case study: Ola Electric

Ola is the leading ride-share provider in India and is now looking to reshape the electric scooter 
market, building a mega FutureFactory that will be fully powered by renewables with a negative 
carbon footprint and with expected capacity of 10 million scooters pa.

The scooters are available in a range of colours, have storage for your helmet and smart controls - 
and come at an affordable price point. The company has announced “Mission Electric”, looking to 
end sales of petrol two wheelers by 2025. With 80% of vehicles sold in India being two-wheelers this 
would be a major contribution to tackling climate change.
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https://olaelectric.com/
https://www.vedantaresources.com/Pages/Home.aspx
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Case study: Energy Institute and John Lewis Partnership
The John Lewis Partnership, a major UK retailer, is set to make an immersive online training course 
available across its workforce to help reduce energy consumption, energy use and carbon emissions 
in their home and working lives.

As part of its pledge to be a net zero business by 2035, the Partnership is engaging with professional 
membership body the Energy Institute (EI) to roll out its EnergyAware behaviour change tool to all 
76,000 of its employees - known as Partners - over the next two years. 

The online tool, which has previously been applied in office, manufacturing, logistics, warehouse, 
construction and healthcare environments, takes users on an immersive journey, educating them 
about their ability at home and at work to influence energy consumption, helping to cut costs and 
harmful emissions. 

One obvious area worth thinking about is your employees’ daily commute. This might include supporting 
car-pooling, and the use of public transport or cycling. Or to encourage take-up of EVs, businesses can 
provide EV chargers in the employee car park or salary sacrifice schemes for the purchase of EVs. And, of 
course, in a post Covid world, more flexible approaches to working in some sectors can help reduce the 
amount of travel required.

Influencing policy

Businesses can use their influence and voice to advocate for policies that support renewable energy or 
that facilitate the transition more broadly. Businesses can be seen as independent and their voice – as 
energy customers – can be influential with government and regulators.

Working through bodies like RE100 that gather evidence on the barriers businesses are facing in different 
geographies is one way of supporting policy changes by adding your voice to others. 

Where companies are pushing at the boundaries they will have particular insights about the policy 
changes required. Google has recently published a policy roadmap for 24/7 energy and is committed to 
advocating for policies that support renewable energy across the globe.

This is also one step that businesses can take to support their supply chains by using their voice to advo-
cate for changes to market rules that will make it easier for smaller players to access renewable energy in 
different parts of the world.

Voluntary Carbon Offsets

Offsetting gets mixed reviews. To stay on the right side of this argument businesses need to ensure that 
they are focussed first on reducing their own emissions as far as they possibly can. Then, where they are 
offsetting, they have to purchase accredited “high quality” offsets. But if they do that, and are transparent 
about the role offsetting is playing in their plans, businesses can have a real impact through their partici-
pation in voluntary carbon markets given the urgent need for additional climate finance. 

https://www.vedantaresources.com/Pages/Home.aspx
https://cloud.google.com/blog/topics/sustainability/a-policy-roadmap-for-achieving-247-carbon-free-energy
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The new SBTi Net Zero Standard for Corporates makes clear that offsets cannot be used as a way to meet 
targets until long term deep decarbonisation targets are met. But strong encouragement is offered for 
companies, separately, to buy carbon credits.
 
Where they do make use of voluntary carbon markets businesses can look to purchase quality assured 
carbon credits with a focus that fits with their wider business goals and ethos – whether that is nature or 
technology, support for local communities or for developing countries.

Increasing oversight of the voluntary carbon markets provides more confidence that these investments 
are adding value. Accreditation bodies (such as Gold Standard and the Voluntary Carbon Standard) verify 
the claimed carbon savings and ensure no double counting. They also consider risks to the savings con-
tinuing long term and any unintended negative impacts on the environment / communities.

The UN Taskforce on Scaling Voluntary Carbon Markets (set up by Mark Carney) – is building on these 
existing standards with new governance arrangements. It is also introducing a clearer set of attributes 
which allow a distinction to be made between offsets aimed at reducing emissions (through, for example, 
funding renewable generation or clean cooking) and those aimed at removing carbon. For carbon re-
moval it will delineate between, nature-based solutions (with wider co-benefits including for biodiversity) 
and investments in catalytic technologies. This will make it easier in future for companies to choose where 
to focus their voluntary carbon investments.

https://www.iif.com/tsvcm
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Resources

The benefits to business:

UN Global Compact – Accenture: Climate Leadership in the Eleventh Hour
World Economic Forum: Winning the Race to Net Zero – the CEO Guide to Climate Advantage
NatWest Springboard to Sustainability (for SMEs)
Science Based Targets initiative (SBTi) – sciencebasedtargets.org

Energy purchasing:

RE100 is a coalition of organisations committed to securing 100% of their energy demands globally 
through renewables
Smart Electric Power Alliance (SEPA) - Tiers of Electricity Decarbonization
Princeton University Zero Lab – System level impacts of 24/7 CFE
The UN 24/7 Carbon-Free Energy Compact is a set of principles and actions that stakeholders across the 
energy ecosystem can commit to in order to drive systemic change.

Offsetting: 

SBTi – Corporate Net Zero Standard
World Economic Forum – Fostering Effective Energy Transition 2022 includes case studies on industry 
collaboration  

Contact: Jerome Fitzgerald, j.fitzgerald@sustainable-markets.org

https://www.accenture.com/_acnmedia/PDF-166/Accenture-UNGC-CEO-Study-Sustainability-2021.pdf#zoom=40
https://www.weforum.org/reports/winning-the-race-to-net-zero-the-ceo-guide-to-climate-advantage
https://www.natwest.com/business/insights/sustainability/climate/springboard-to-sustainability-160bn-opportunity-for-smes-tackling-climate-change.html
https://sciencebasedtargets.org/resources/files/Net-Zero-Standard.pdf
https://www.there100.org/
https://sepapower.org/resource/tiers-of-electricity-decarbonization/#:~:text=Five%20steps%20to%20a%20tiered,entity%20identify%20their%20relevant%20context.
https://acee.princeton.edu/24-7/
https://www.un.org/en/energy-compacts/page/compact-247-carbon-free-energy
https://www.un.org/sites/un2.un.org/files/principles_-_updated.pdf
https://sciencebasedtargets.org/resources/files/Net-Zero-Standard.pdf
https://www.weforum.org/reports/fostering-effective-energy-transition-2022/
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Introduction
As set out in the main report, energy companies understand better than anyone what is involved in the 
energy transition including a shift to clean but more intermittent sources of power - and what that means 
for customers. 

To reach net zero people need to make major changes to how they heat their homes and the transport 
they use. If they do not see the benefits to them in making those changes the transition will be slower and 
less certain.

Reaching net zero also requires a focus on how customers themselves can help keep the costs of the 
system down through how and when they use energy as more of the services they rely on, including heat 
and transport, become electrified. 

For this to succeed, energy companies need to understand their customers and the barriers they face and 
to work out how to make the transition attractive, easy and affordable for them.

This guide provides more practical examples and ideas for energy companies on how to put customers 
at the heart of the transition, based on the interviews and roundtables we held when researching this 
report. It builds on some of the themes in the main report and also identifies further resources that may 
be helpful. We do not claim to have all the answers and we know that the opportunities vary by sector 
and geography. But we hope that the ideas and examples in this report will provoke conversations and 
motivate energy companies to think about what steps they can take, working in partnership with others.

In particular it drills down further into:

• building customer understanding;
• building trust;
• designing customer-centric time of use tariffs;
• considering different customer-centric strategies;
• making the transition attractive, easy and affordable.

The examples given are weighted towards well-served domestic customers although some of the ideas 
apply also to other customer segments. In particular, as highlighted in the main report, the need to make 
the transition attractive, easy and affordable is a common theme applying across all customer groups 
around the world.

Building customer understanding

Understanding the practical realities of customers’ experience and what matters to them is key to 
engaging them on the energy transition.

While the goal of being customer-centric is one that all companies would say they aspire to, taking 
customers on the net zero journey brings some unique challenges. People are generally not interested 
in energy, they are interested in the services that it enables: a warm home, light, entertainment or 
communication. And because energy is an essential service people are involved not just as customers but 
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as citizens and through the communities they live in.

To meet net zero,  there is an urgent need for the energy sector to decarbonise and for everyone to move 
to low carbon forms of heat and transport. There is broad support from citizens for action on climate 
change but low awareness of what it means in practice. Customers do not know what is possible or what 
would work best for them in this different world. This is not simply about responding to what customers 
want – the energy sector has to provide leadership. But at the same time customers must benefit from and 
be willing participants in the transition. This means finding easy ways for customers to help themselves 
and to help the system at the same time. 

Given these challenges, energy companies cannot simply ask customers what they want or observe 
current behaviours. Our conversations suggest that building in depth customer understanding requires a 
combination of data analysis, behavioural insights, dialogue and learning by doing.

“You can’t just ask people what they want. 
People didn’t ask for a car or a Walkman”

                                                                             Pippa Bailey, Ipsos 

“Data shows what people do now within the current constraints. We need 
ways to understand how people will interact with novel systems.”

                        Joanne Wade, Chief Strategic Advisor, The Association for Decentralised Energy

Data analysis: with the growing availability of smart meter data – and other smart technologies - 
companies now have a huge amount of data on how customers use energy. Advanced data analytic 
techniques are being used to gain crucial insights into customers’ behaviour as demonstrated by the 
Centre for Net Zero, founded by Octopus Energy. 

4R Digital has found that, for off-grid customers in the Global South, usage data from individual 
customers’ clean energy devices can be converted to carbon credits. This adds value for each individual 
customer. 

Case study: Centre for Net Zero

The Centre for Net Zero has recently published  a report using advanced data analytics to build 

an understanding of customers’ patterns of EV charging using a smart charger and the Intelligent 

Octopus time of use tariff. This showed the expected patterns of charging overnight with occasional 

top-ups during the day but also revealed new insights around, for example, how rarely most 

customers reset the parameters for their smart charger.

https://4rdigital.com/
https://www.centrefornetzero.org/
https://www.vedantaresources.com/Pages/Home.aspx
https://www.centrefornetzero.org/res/learning-from-intelligent-octopus-at-home-ev-charging-behaviours-automation/
https://octopus.energy/intelligent-octopus/
https://octopus.energy/intelligent-octopus/
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Behavioural insights: “Nudge” theory looks across a range of areas (not just energy) at how customers 
respond to prompts or nudges and at the benefits of setting defaults that make it more likely for 
customers to adopt certain behaviours. These insights – together with learning from other sectors - can 
provide a starting point for thinking about energy customer behaviour. Research on time of use tariffs 
shows that the highest take-up is where that is the default tariff from which customers can opt out. 
However, the level of customer response to the price signal is higher where customers have to actively 
opt in. 

Dialogue: Understanding what might motivate customers to adopt different solutions requires an 
understanding of what matters to them. In the context of clean cooking in Africa, Modern Energy Cooking 
Services has built a strong understanding of the wider benefits it offers (see the case study in the main 
report). For example, an electric pressure cooker meant one lady could now cook indoors which was 
better for her health and meant she could also keep an eye on her disabled husband while cooking. With 
the central role that energy plays in people’s lives, talking to and listening to customers is important in 
understanding these wider potential benefits.

“Customers don’t want to talk about KWh. When they call us it is to talk 
about the fact they are moving house or having difficulty paying their bill. 

Real conversations about their lives.”
                                                  Greg Jackson, CEO and founder, Octopus Energy

Feedback and active learning: Given the pace and scale of the change required, it is simply not possible 
to use analysis and research to design products that will be spot on first time. Octopus Energy is a strong 
advocate of active learning – putting out “beta” products that customers are warned may not be perfect 
but which allow Octopus to learn what customers want and to test how they respond and then to iterate 
and refine the offering based on the feedback they receive and the data they collect. 

Case study: Modern Energy Cooking Services programme
Modern Energy Cooking Services (MECS) is a five-year programme, focusing on leveraging 
investment in renewable energy to address the clean cooking challenge. Their focus is on 15 
countries in the global south.

Professor Matt Leach FEI who works with the programme identified a number of tailored ways MECs 
interact with their customers and encourage people to adopt modern cooking equipment including 
working with women and women’s groups, who tend to be the main decision makers when it comes 
to cooking.

Through these conversations he identified the need for education about the problems with 
conventional cookers – which are seen as how it’s always been done – and also e-cookbooks 
explaining how to cook traditional recipes using electric cooking and how smarter cooking 
techniques can save money and time.   

https://mecs.org.uk/
https://www.vedantaresources.com/Pages/Home.aspx
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Building customer trust

Trust matters: Energy companies know they have to be getting the basics right and have built customer 
trust if they are going to get customers to take on more complex offerings such as time-of-use tariffs.

Research by Brattle in the US suggests that those companies that have been most successful in 
implementing time-of-use tariffs are those who already have a relationship of trust. 

“How do you start the conversation with the customer if the customer 
doesn’t believe you have their interests at heart?” 

Joanne Wade, Chief Strategic Advisor, The Association for Decentralised Energy

However, at a global level there is low trust in energy companies reflecting, in part, declining trust across 
many institutions as highlighted in the annual Edelman Trust Barometer. 

Transparency, competence and benevolence: The specific drivers of mistrust in energy companies may 
vary from country to country but, in essence, building trust is about being competent and customers 
believing that you are acting with their interests at heart.
 

“Trust is built where promises are kept” 
Edelman Special Report on Climate Change

“Trust is earned - it comes from actions not words” 
Nick Turton, Energy Institute

If other players in the wider energy ecosystem are more trusted, they will be able to take on the role of 
adviser in this new and complex area and to take over the customer relationship. For example, Schneider 
Electric, who started by providing independent advisory services and digital solutions for businesses, 
now have a significant role in energy management.

Energy companies playing their part: Customers expect business to play a role in tackling climate change 
– and also to behave in a socially responsible fashion. As energy is an essential service people expect 
more from energy companies than they would in other sectors. Being clear what actions they are taking 
on social and environmental issues can help energy companies in building trust.

“Individual customers worry that their actions won’t make much difference 
to tackling a problem as big as climate change, especially if they perceive 

that large companies aren’t doing their bit to reduce their carbon footprints. 
Energy companies can play a major role in addressing this concern by 

showcasing the actions they’re taking to tackle climate change” 
Moira Nicolson, Behavioural Science Lead, Cabinet Office



Customer-centric time of use tariffs

Time-varying tariffs can enable a customer-centric energy transition by rewarding customers for using 
energy when it is cheapest and greenest. In particular, they can encourage customers to match their 
energy use to the ups and downs of renewable generation – increasingly important with the growth 
in EVs and other low carbon technologies. But to be successful the tariffs have to be designed with 
customers in mind.

There are essentially two challenges with time of use (ToU) tariffs – first getting customers to sign-up 
and then the level of response. Evidence from Brattle in the US is that while mandatory or opt out rates 
obviously lead to a higher uptake, the response in terms of demand shifting is higher where customers 
opt in. Of course, mandatory ToU rates can only work in regulated rather than competitive markets.

Regardless of whether ToU tariffs are deployed on an opt-in or opt-out basis, design of the tariff, 
marketing and customer engagement will play a critical role in the success of the offering.

Experience suggests that offering a range of ToU tariffs can be a good approach as customers can 
pick tariffs that work for them. Designing tariffs to suit particular lifestyles or consumption patterns – for 
example tariffs aimed at EV users - makes it easier for customers to identify where they might benefit. 
Linking with automation through smart charging or smart thermostats makes it easier for customers and 
increases the response.

Strong evidence of the effectiveness of ToU tariffs

Brattle has pulled together compelling evidence from 70+ pilots and 400+ treatments that residential 
customers respond to time-varying rates and that the response is greater the bigger the tariff differential, 
so the savings need to be interesting enough for customers to bother. 

Such savings will be of particular interest to those who are struggling to afford their energy bills. U.S. trials 
suggest peak reduction tends to be slightly lower for low-income customers, but the majority of such 
customers will benefit financially even without load shifting as their demand tends to be less peaky. 

Designing tariffs with customers at heart

Time-varying tariffs fall into two broad categories: 

Static tariffs: where the rates vary between peak and off-peak usage (and potentially seasonally) but are 
fixed in advance. 

Dynamic tariffs: where the rate (or the peak element of it) can vary either in response to particular events 
or on a daily basis.

A range of factors can affect how attractive the rates are to customers. For example: 

• Shorter peak periods are easier for customers to accommodate. 
• Capping the exposure to extreme wholesale prices makes it less risky for customers. 
• Engaging notifications will affect customers’ readiness to respond. 

20



• Peak reward schemes (where customers get a reward for reducing usage on a small number of peak 
days) are attractive because they are seen as “no lose”.

Whatever the detail of the design, a clear motivator for customers is that cheaper energy tends also to be 
greener energy. So, by taking a time of use tariff and shifting when they use energy, customers can both 
save themselves money and make a contribution to tackling climate change. A real win-win.

A priority for the energy sector must be to give consumers that opportunity.

Case study: OEG Oklahoma

OGE Oklahoma in the US offers a choice of tariffs and puts a focus on engagement. They have two 

ToU tariffs:

SmartHours – Customers receive nearly half-price electricity for 19 hours of the day, weekends and 

holidays, and a variable price for the peak hours of 2 – 7 p.m. weekdays. The variable rate is notified 

the day before and will be one of 4 pre-set rates – low, standard, peak or critical. The critical rate is 4 

times standard and will only be used in emergency situations notified at least 2 hours in advance.

SmartHours/ time of use – Pay one rate (no variable prices) for the on-peak hours of 2 – 7 p.m. 

weekdays, and one rate for all other 19 hours of the day, plus weekends and holidays.

Their website gives advice on behaviour change (eg cook later, laundry / dishwasher; pre-cool house) 

- here

But customers can also use If This Then That (IFTTT) software to link a smart thermostat with price.
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https://www.oge.com/wps/portal/home/!ut/p/z1/04_Sj9CPykssy0xPLMnMz0vMAfIjo8zijTxczDy83A38DcL8XQwCjY3MLYLDvIwNfIz1wwkpiAJKG-AAjgZA_VGElHjpR6Xn5CdBXOOYl2Rska4fVZSallqUWqRXWgQUzigpKSi2UjVQNSgvL9dLz89Pz0nVS87PVTXApiUjv7hEPwJVpX5BboSBblRSZbmjoiIAb_GLQg!!/dz/d5/L2dBISEvZ0FBIS9nQSEh/
https://www.vedantaresources.com/Pages/Home.aspx
https://www.oge.com/wps/portal/ord/residential/pricing-options/smart-hours/!ut/p/z1/lZFNb4JAEIZ_iweOMgOLW9rbNqhgm6w0gnQuDTS4kiBrkJb030viCcW2zG0mzzsf7wBBAlSl34VKm0JXadnl78Q_bN_j_mqJ0pVvDobPFrMXns9kYMG2D8hYzDFkjvuwft0gIgcapV-GL7NOj3MROw5DZP_T450QOHL-LUC_t98CXY2IhdddwLkMHtc2CusaGLCoDwx48NcWKyBV6uzyMFFlzFVAdb7L67w2v-quvG-a4-nJQAPbtjWV1qrMzU99MHBIstenBpI-CcdDFEUJFsGUsp9WTM44bQ1F/dz/d5/L2dBISEvZ0FBIS9nQSEh/
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Case study: Octopus Energy
Octopus offers a range of time varying and other innovative tariffs from which it is learning about 
how customers react, and is evolving and refining its offerings over time.

Agile Octopus – prices that change every half hour based on the wholesale price of energy (but 
with a cap) with prices published online the day before. Many customers use simple rules of thumb 
around avoiding peak times but it can also be integrated with smart appliances. Plunge Pricing alerts 
are sent to customers when prices fall below zero. 

Octopus Go – 4 hours of super cheap night time electricity aimed at EV users

“People totally understand that price varies with supply and demand - whether it be peak 
and off peak pricing in transport and hotels, or seasonal pricing in supermarkets. It’s therefore 
bonkers that suppliers do not give consumers any reason to charge a car when there is 
ample cheap electricity on the system, or to do their washing when the sun is shining”.                                                              
Greg Jackson, CEO and founder, Octopus Energy

Different customer-centric strategies

Across the world there are a range of different energy market structures: regulated and competitive, 
grid connected and standalone. As a result, energy companies will make different choices about the role 
they want to play. Possible different strategies - focussed on electricity – which we have seen companies 
following could be described as:

A green core business: The essence of the energy company role is the provision of energy services, 
both supporting efficient demand management and providing a reliable energy supply. Increasingly 
utility companies are responding to customer interest by offering green tariffs and at least basic time of 
use tariffs to help reduce peak loads. Scottish Power is a good example of this, having become the first 
integrated energy company in the UK to generate 100% green electricity back in 2019.

Seeing the customer as part of the system: Bringing together their knowledge of what the system needs 
and how best to engage customers creates an opportunity for pioneering energy companies who are 
starting to test out what can be done in this space, almost always in partnership with others. Green 
Mountain Power is testing how Tesla Power Walls can provide frequency response to the system. PG&E is 
testing vehicle-to-grid services with General Motors. Success in these trials and beyond will depend not 
just on proving the technology but understanding what works for customers.

Offering packages to make life easy: Even the installation of a solar panel is a complex process for 
customers. Energy companies can help by offering easy access to products and finance. AGL and Plenti 
in Australia have a simple application process with approved traders and zero interest finance to make it 
easy for customers to install solar and battery combinations (with AGL then treating those batteries as a 
virtual power plant to help support the system).

https://octopus.energy/
https://www.vedantaresources.com/Pages/Home.aspx
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Anchored in the community: One of the barriers to the development of renewable generation can be 
consenting and local community concerns about the impacts. Evidence points to great support among 
the public for more renewable generation which planning systems across the world need to facilitate 
at speed. There is scope to smooth that process by making it clear how local communities can benefit 
directly. Octopus Energy’s innovative local electricity tariff - the Fan Club - offers discounted energy 
for customers living near their wind farms. Community solar schemes in the US enable households to 
subscribe to a portion of a solar array, usually located in or near their community and receive a share of 
the revenue, typically as a savings on their monthly electric bill.

Whatever broad strategy energy companies decide to follow, the first step is to understand customers 
better – and with that insight look to make the transition attractive, easy and affordable.



24

MAKE IT ATTRACTIVE

Build off what matters to people 
People care about the services 
energy offers – EVs, ability to use 
their appliances, etc. 
Use purchase of services as a 
trigger. 
Help to address spiralling energy 
prices
Ensure reliability and security

Recognise – and work with - 
external influencers
Banks and investors, customers 
and employees
Manufacturers of appliances
Media and social networks

Be creative 
Finding solutions to people’s 
problems
Gamify your services
Use behavioural insights
Build basic energy literacy

MAKE IT EASY

Complexity - Where to start?
Explain the options 
Use simple language
Find trusted expert 
intermediaries to fill the gaps

Complexity – putting it together 
for the customer
Work with partners that have 
specific expertise
Technical integration for smart 
home solutions
Build and operate solutions for 
businesses

Hassle and other barriers
Working with property owners in 
rented properties
Partner with trusted traders

Using your voice
Policy and regulation is crucial: 
demand more from government
A coalition of industry and 
customers can have more 
influence

MAKE IT AFFORDABLE

Does green have to be more 
expensive?
Capitalise on the falling costs of 
renewables
Energy efficiency and time 
varying tariffs are a win-win

Avoiding price shocks
Time of use tariffs can motivate 
behaviour change whilst 
avoiding price shocks 

Managing the upfront costs
Work with innovators to reduce 
cost
Work with finance partners on 
loans / leasing
Explore shorter PPAs for 
corporate customers

Making it attractive, easy and affordable

Below is a list of actions energy companies can take to ensure the energy transition is customer-centric. 
For those that are interested to learn more, our Further Resources for Energy Companies report provides 
more detail. 
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Making it attractive

“We need to make it not just desirable but aspirational”
 Matthew Leach, Modern Energy Cooking Services

Build off what matters to people 
Meeting the customer where they are: Customers will be at various different parts of their 
decarbonisation journey due to a number of external factors such as time, finance or exposure to climate 
issues. Energy companies can cater to this by creating a suite of products that accommodate people at 
different stages of engagement with the energy transition.

Focus on the service: Customers are not generally interested in energy they just want the services it 
provides – light, transport, heat and cooling, entertainment, communication, the ability to run a business. 
In more mature markets EVs have been talked about as a “trojan horse” which serves as a trigger for 
greater engagement. Thinking about charging their vehicle sets people thinking about their wider energy 
use. Energy companies can build on that interest.

There is also growing interest in potential new business models such as “heat as a service” which focus on 
what customers actually want (warmth) and also address the issue with upfront costs. This reflects wider 
trends in service models in other consumer markets.

“People don’t want insulation they want warmth and comfort. It’s like people 
don’t want a drill they want a hole.” 

Pippa Bailey, Ipsos 

In off grid communities, the initial offerings were around solar lighting and mobile phone chargers – 
focussing on the services people valued the most. Increasingly solar systems are evolving to meet the 
varying needs and priorities of households – from solar powered TV through refrigeration, fans and water 
pumps.

Case study: ReNew Green Solutions
Understanding that various businesses are at different maturity stages in terms of procurement 
of clean energy, ReNew Power launched ReNew Green Solutions (RGS), in 2021, to cater to the 
greening requirements of Commercial and Industrial (C&I) consumers. 

RGS in India offers a portfolio of different solutions to meet the needs of customers with different 
levels of buying power, interest and risk appetite. As part of this, RGS leverages ReNew’s operational 
capabilities to execute innovative projects. For instance, RGS operationalized India’s first co-located 
solar-wind hybrid project in the state of Gujarat in 2021. 

https://renewpower.in/business-to-business-solutions-for-corporate-ppa/
https://www.vedantaresources.com/Pages/Home.aspx


“People know that they have to change their behaviours in order to address 
climate change, but if the issue isn’t at the top of their priorities, they are 

unlikely to do so, unless there is an incentive that aligns with other priorities 
i.e.  saving money, and/or being better for the lives and wellbeing of their 

families” 
Pippa Bailey, Ipsos 

Think about design: To encourage uptake in new low carbon technologies they have to work for people. 
Energy companies can work with manufacturers to make the products more desirable. For example, 
Modern Energy Cooking Services looked hard at the design of its cooker to allow people to cook 
traditional meals in ways that were familiar to them. Octopus Energy are developing bespoke heat pump 
designs specifically for the UK market.

Help businesses make the commercial case: For businesses a particular concern is energy reliability so 
they can keep their business running. While the intermittency of renewables may historically have been 
a concern, with the volatility in global energy markets and in regions where the grid is not reliable, there 
is an increasingly strong business case for renewables to provide greater reliability. The energy sector is 
starting to tell this story and helping businesses make the commercial case for investing.

Spiralling energy prices: While causing real hardship for many, higher prices have the potential to create 
an interest in new technologies such as solar and storage as homes and businesses look for a way to 
protect themselves against future price shocks.

Recognise the key external influences on customers 
Customers will be influenced by a variety of external voices. The energy sector can build on these wider 
influences to provide motivation for their customers to engage in the energy transition.

• SMEs serving larger businesses or government are increasingly facing pressure to adopt emissions 
targets when they bid for contracts. 

• Businesses serving household customers can be expected to experience increasing pressure from 
their customers and local citizens who are taking a growing interest in climate issues.

• Banks like NatWest, as trusted advisers, are increasingly talking to SMEs about climate change and 
advising them on monitoring their carbon emissions.

A UN Global Compact - Accenture report asked CEOs which stakeholder group they believed would 
have the greatest impact on the way they manage sustainability over the next five years: 72% said 
customers and consumers; 35% said employees and 32% said investors with the role of investors having 
grown significantly over the past 5 years. 

For households there will be a wide range of  influences from product manufacturers through media, 
social influencers and word of mouth. Modern Energy Cooking Services used a radio food blogger with a 
large following in Kenya to push the importance of electric cooking and also worked with local women’s 
groups.

There is a clear opportunity for the energy sector to work with coalitions of trusted and influential voices 
to help explain the importance of green energy and take customers, large and small, on the journey.
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Creative engagement
Finding the best way to engage consumers relies on having a strong understanding of what matters to 
them and will vary across customers and geography. Using behavioural insights can suggest ways to 
make the transition more real and more engaging as well as establishing new social norms. Habit is a 
powerful force and requires creative ways to overcome it and to drive behaviour change.

• OhmConnect in California has used gamification to encourage people to reduce their energy usage 
at times of system stress (called OhmHours) with prizes and rewards that they can spend in a variety of 
ways. 

• Octopus Energy held a Winter Workout with tips on how to reduce their gas use and prizes for getting 
involved. Over 150k customers participated and saved on average 12% on their gas bill over a 12 
week period (without sacrificing comfort). 

By helping people with basic energy literacy by presenting the information in an engaging way and in 
bite size chunks, energy companies can play a key role in closing the “say-do” gap where people are 
clearly concerned about climate change but are unclear what steps they can take.

Make it easy

“Make it as easy as possible for people to do the things that benefit them 
and benefit the system” 
Lucy Yu CEO Centre for Net Zero

Complexity - Where to start? 
Many customers – from households to big corporates – don’t know where to start. In some markets it can 
feel like there is  too much choice and customers need help to navigate their way through the options. In 
other markets, alternatives to the incumbent may be hard to access.

Energy is complex and the energy sector can help by working to ensure that it uses clear and simple 
language in explaining the options to customers. 

Even in areas where processes cannot be simplified or are not under the jurisdiction of the energy 
companies themselves (for example, if customers are working with third party solar installation services) 
companies can still support customers by providing advice via web, email, chatbot, phone.

In the business sector in particular, there are many intermediary services available– but energy companies 
can still retain the core customer relationship if they help customers navigate the journey and are trusted 
to give impartial advice. Where intermediaries are a feature of the market (as they are for example in the 
UK business market) then the energy sector can also look to work with those third parties to encourage 
them to get customers to look at more sustainable options, not simply the cheapest.

Complexity – putting it together for the customer
As customers move along their decarbonisation journey, they will face the challenge of putting together 
all the different elements of a solution. As noted in the main report there is now a whole energy 
ecosystem of companies providing elements of what customers need spanning carbon reporting, smart 
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https://www.blakemichellemorgan.com/podcast/meeting-customers-where-they-are-lessons-from-the-ceo-of-ohmconnect/
https://octopus.energy/blog/winter-workout-gas-saving-tips/


Case study:  Green Mountain Power 
Green Mountain Power is an investor-owned utility in Vermont, US that places a heavy emphasis on 
partnerships to deliver for its customers

It has strong partnerships with some of the nation’s top energy aggregators, energy brokers and 
energy consultants to reach business customers nationwide. It has a dedicated team making sure all 
channel partners receive superior support and customer service.

And in the residential market it uses partnerships to offer its customers innovative clean energy 
plans based around products from smart lighting kits to smart water sprinklers. It also partners with 
retailers to offer rebates on products like electric mowers and electric bikes.

systems, products and finance. However the market is currently fragmented. Heat pump manufacturers 
sell heat pumps, energy efficiency is linked to the building trade while demand side response is high 
tech. These are often viewed as separate markets.

Energy companies have an opportunity to partner with others to overcome the complexity and put 
everything together for the customer, making it easy for them to engage.

For example, a sophisticated residential customer will be needing to manage a range of new 
technologies in the home – EV, heat pump, smart thermostat and potentially solar and storage. They need 
to integrate these solutions, and automate where possible to create a smart home solution that makes 
the most of clean energy. Energy companies have an opportunity to provide that integration, working 
with partners who can provide the necessary technology. If they fail to do so they risk seeing those tech 
companies taking over the customer relationship.

The same challenge arises for SME customers and the Rocky Mountain Institute has put forward the idea 
of what they called “concierge services” (building on the idea of a hotel concierge) – a single organisation 
providing tailored support and bringing together all the different elements from energy audits, through 
energy efficiency and advice on energy solutions. 

Even large businesses are likely to need help to put together a package that meets their needs. While 
some will have expert energy procurement teams, they will still need technical partners to design, build 
and operate onsite resources, for example.

“Utilities are central to the system, but selling to utilities is hard! So 
innovators either need to find ways to go around them or even better, 

finding innovative ways of hacking the utility sales cycle.” 
Dave Easton, Generation Investment Management

Hassle and other barriers
Aside from the complexity there are other practical barriers which can get in the way of customers 
participating in the energy transition. These can include factors as varied as:
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https://greenmountainpower.com/news/gmp-named-to-time100-most-influential-companies/
https://www.vedantaresources.com/Pages/Home.aspx


• the disruption associated with changing out home heating systems / retrofit of energy efficiency; 
• lack of broadband connectivity limiting access to smart solutions and the digital divide meaning many 

are still not confident with technology;
• SMEs (and households) not owning their property and being dependent on the landlord;
• getting access to energy consumption data and the ability to share it;
• concern about scams or poor workmanship in what are unregulated parts of the market.

There is no silver bullet for dealing with these issues but they reinforce the importance of energy 
companies understanding the practical barriers customers face and then working with partners to 
address them. This might include working with landlords to help drive change in the rental market or 
establishing partnerships with trusted traders to simplify the process and provide reassurance as AGL 
have done in Australia with their solar and storage offering.

Using your voice
The energy sector is heavily shaped by policy and regulation – which the sector understands well. There is 
an important role for energy companies to use their voice to argue for change that is needed to support 
the energy transition, engaging with both government and regulators. 

But that voice will be stronger where companies are clearly arguing for and alongside customer interests. 
A coalition of voices from across industry and including customers (like the Smart Electric Power Alliance 
in the US) will be much harder for policy makers to ignore.

MAKE IT AFFORDABLE

Does green have to be more expensive?
Historically green energy was more expensive but increasingly with falling costs as the renewable market 
matures, this no longer need be the same barrier. The energy sector has the opportunity to find ways to 
offer green tariffs and green products at prices that are affordable for the mass market – whilst avoiding 
greenwashing.

One way to do this is to look for solutions – like energy efficiency and time-varying tariffs / demand side 
response – that don’t put decarbonisation in opposition to energy access and affordability but instead 
offer a win-win.

Avoiding price shocks
Price stability helps customers budget but price signals are needed to encourage customers to make 
more use of renewable energy when it is abundant.  Designing time of use tariffs to avoid price shock – 
while also providing sufficient motivation to shift load and make real savings – is a difficult balancing act. 
In the US some utilities have tried to address customer concerns about increased bills by having a very 
limited differential between peak and off peak which has left customers disappointed with the savings 
they made from shifting their load. 

One solution, noted above, is to recognise that different customers will have a different risk appetite 
and ability to manage their demand and to offer a range of tariffs for them to choose from. Another is 
the approach taken by Octopus Energy of capping the price on their Agile Octopus tariff to protect 
customers against extreme high prices.
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https://sepapower.org/our-focus/


Managing the upfront costs
The up-front cost is one of the biggest barriers to take-up of low carbon technologies. Energy companies 
can work with others to help overcome this barrier. 

Work to reduce cost: Manufacturers and innovators can find ways to bring down the costs of low carbon 
technologies. For example, Energiesprong uses factory built standard kit to insulate homes which is much 
more cost effective than bespoke solutions built on site. Scale will also reduce costs. Octopus Energy is 
pushing ahead with heat pump rollout ahead of a government mandate, recognising that volume is key 
to reducing costs.

Work with finance partners: While the nature of the challenge will vary, there are opportunities across 
all customer groups for the energy sector to partner with financial institutions on loans / leasing 
arrangements and innovative business models. The finance section in the main report provides examples 
of innovative finance arrangements such as pay-as-you-go solar in the developing world. 

Consider the length of PPAs: Power purchase agreements (PPAs) are a way of larger businesses financing 
renewable development – and meeting their carbon reduction objectives. The length of these contracts 
is a balancing act. Renewable generation is a long-term asset with a life of perhaps 40 years. Businesses 
clearly cannot contract for that long and current PPAs are typically 15-20 years – leaving both parties 
carrying some risk. However, even 15-year PPAs can be difficult for some businesses who might typically 
have an upper limit of 7 years on any procurement. Energy companies like Iberdrola Australia are looking 
at how they balance these risks in a context where demand for renewable energy is only going to grow in 
future. Make it easy.
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Resources

Ipsos: Earth Day 2022 Global Consumer Attitudes to Climate Change

UN Global Compact and Accenture: Climate Leadership in the Eleventh Hour

Rocky Mountain Institute: Customer-Centric Energy Transformation

Octopus Energy Centre for Net Zero

Nudge: Improving Decisions about Health, Wealth and Happiness by Thaler and Sunstein

Edelman Trust Barometer: Special report on climate change

Octopus Energy: Report on Agile Octopus tariff

Brattle: Best practices in tariff design

Brattle for Citizens Advice: The value of TOU tariffs in GB

Rocky Mountain Institute: A Review of Alternative Rate Designs 

Challenging Ideas (Laura Sandys): Reward Customers – Demand Equal to Supply

Contact: Jerome Fitzgerald, j.fitzgerald@sustainable-markets.org
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https://www.ipsos.com/en-uk/earth-day-2022-global-attitudes-climate-change
https://www.accenture.com/_acnmedia/PDF-166/Accenture-UNGC-CEO-Study-Sustainability-2021.pdf#zoom=40
https://rmi.org/insight/customer-centric-energy-transformation/
https://www.centrefornetzero.org/
https://www.centrefornetzero.org/
https://www.edelman.com/trust/2021-trust-barometer/business-goes-glasgow-back-foot
https://octopus.energy/static/consumer/documents/agile-report.pdf
https://www.brattle.com/wp-content/uploads/2021/06/21941_best_practices_in_tariff_design_-_a_global_survey.pdf
https://www.citizensadvice.org.uk/Global/CitizensAdvice/Energy/The%20Value%20of%20TOU%20Tariffs%20in%20GB%20-%20Volume%20I.pdf
https://rmi.org/wp-content/uploads/2017/04/A-Review-of-Alternative-Rate-Designs-2016.pdf
http://www.challenging-ideas.com/wp-content/uploads/2021/02/Demand-Equal-to-Supply.pdf

