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Click here to play video>>

https://www.youtube.com/watch?v=eaSte4UGnZE


50million adults
26million homes



A hugely successful first three years

GB Adults aware 
of Smart Meters

GB Adults understand 
what a Smart Meter is

GB Adults have a 
Smart Meter installed

of owners would 
recommend 
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98% 58% 18% 73%

Source: Outlook Wave 8 (November 2017 fieldwork)



Low interest 
category

Functionality 
problems

Negative press 
coverage
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In 2017 younger audiences were lagging behind
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Source: Outlook Wave 8 (November 2017 fieldwork)

Understanding by subgroups – among GB population (21+)



And the core 
campaign wasn’t 
cutting through
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Source: Smart Energy Advertising Tracker H1 2017 Deep Dive

51%

44%

58%

60%

55%

45%

43%

Total
sample

18-24

25-34

35-44

45-54

55-64

65+

Relevance among core campaign recallers



Smart Energy GB Smart Energy GB

Energy doesn’t even begin to register on young people’s 
agenda yet it actually sits at the heart of all the things they 
care about most: from video games to beauty, food to exercise

Insight



Connect to passion points

Target discretely

Demand attention

10
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A changing role for magazines

FROM
Secondary awareness-driving 

channel

Standard display formats

Print only

TO
Primary engagement-driving 

channel

Bespoke content

Multi-channel

Smart Energy GB



Smart Energy GB
12

The work
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The Power of 10p
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Click here to
play video>>

https://vimeo.com/275862368
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1.2m
Video Views

x3
Longer dwell time 
than benchmark

32%
Contacted their 
energy supplier 

about a smart meter 
installation
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200,000
additional young Britons with a detailed understanding of smart meters
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What we’ve learned

The flexibility of 
magazines 

as a channel

The value of 
quality attention

The power of 
trusted voices

The benefits of 
agency-client-

publisher 
collaboration
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Thank you.

Smart Energy GB
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