Powering up or facing
resistance?
How people understand the beneﬁts
of smart appliances
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Appendix
A

Key ﬁndings and recommendations
The government has set a goal to reach net zero carbon
emissions by 2050. Digital technologies, like smart
appliances, can help meet that goal. But as consumers are
asked to buy these technologies, how can we help them
make informed choices?

This paper sets out our recommendations for how
we might better support people. It explains the
research we’ve done to ﬁnd out what consumers
understand and if companies can improve how they
present information.

Short term
1

It is crucial that companies test and trial diﬀerent ways
to give people information about energy smart
appliances and oﬀers.

Using visual aids can lead to a signiﬁcant increase
consumer comprehension. But individual companies
should test and trial the information they present to
customers. Demand side technologies are reliant on a
number of factors and there is no hard and fast rule about
the behavioural eﬀects diﬀerent combinations of
information could have on people.

2

Repeating and emphasising important messages, like
those that help people make informed choices or relate
to consumer rights, will improve people’s
understanding. But information alone won’t be enough.
Investing in good customer advice and support will be
essential for dealing with queries and problems as this
market develops.

In the short term, many oﬀers will be entirely new to
consumers. Emphasising important messages about
consumer protection can improve how people understand
it. However, it can also draw attention away from other
messages. This means companies need to use diﬀerent
messages and consider repeating or mentioning them at
multiple points in the customer journey. The research also
shows some people may not understand diﬀerent
elements and will need other help. 62% of consumers
would turn to energy companies to help them understand
better. 67% would want contact information if there was a
problem.

3

Key ﬁndings and recommendations
Medium term
3

Monitoring this emerging market can help ensure its
success. Government, consumer bodies and industry
should monitor and understand experiences of energy
smart appliances and services, taking action to tackle
any systemic problems.

Buying a smart appliance or bundled product and service
comes with long term ﬁnancial risk, with a variable pay oﬀ.
This is especially the case for smart battery storage. For this
product, the predictions consumers make about potential
savings range from 0 - 100% of their energy bill. While
people have varied circumstances, making such estimations
can be diﬃcult for industry experts, nevermind individuals.

4

Regulations for energy smart appliances must include
standards for communicating key information at the
point of purchase

How well people understand the information we tested
varies greatly. The government is planning to regulate
standards for smart appliances. This should include powers
to stipulate how certain information is communicated. It’s
key the government has the right tools to protect
consumers if needed.

5

People will want to know how well smart appliances
and services might work for them and how much
money they may make or save. It needs to feel easy to
assess and interpret their own data.

Consumers being able to access their data opens up new
ways to engage with complex tariﬀs. In a recent update by
Ofgem, they suggest pausing the MiData programme to
assess synergies with other programmes 1. A natural next
step would be to make sure either the MiData or Smart
data review makes all the data needed to evaluate the
beneﬁts of smart appliances available too.
4

Key ﬁndings and recommendations
Long term
6

Government, Ofgem, industry and consumer groups
will need to understand which consumer demographics
are engaging with smart home ﬂexibility and how best
we can support people who would like to engage but
feel they can't.

Using Ofgem’s 6 consumer archetypes, our exploratory
analysis suggests the consumers who lose out in today’s
market ﬁnd it harder to understand the information we
presented on smart battery storage. Furthermore, a similar
percentage of consumers score below 25% on
comprehension tests, regardless of which treatments they
see. Not all consumers can or do engage with the energy
market right now. There may be greater distributional risks
if we don’t overcome access barriers in the future.

7

Consumers will need access to independent advice and
redress, speciﬁcally related to energy smart appliances
and services to access this market.

A longer term goal should be to better protect consumers
who use energy smart appliances and services. Our recent
report2 demonstrates the diﬀerent types of consumer
protection, which applies to companies depending on
whether they are an energy supplier or a third party
intermediary. Regardless of how consumers purchase their
aggregation services, they should be able to access to
independent advice and redress.
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Background
We’re facing a climate emergency that means our energy system,
and how we use it, needs to change quickly. We’ll have to use more
intermittent renewables to generate our electricity and more electricity
to heat our homes and fuel our cars. This presents a challenge for how
we best use our electricity system, in our homes and when balancing
the grid.
Digitalisation paves a way forward for greater eﬃciencies. Smart
appliances and services can help us use electricity more evenly and
eﬃciently throughout the day, reducing peaks in use and unnecessary
upgrades to our energy system. Smart technologies and services can
also better meet the needs of consumers. For example, providing a
service at least cost or more comfortable, automated temperatures.
Avoiding upgrades to the energy system could save energy bill
payers up to £17-40bn by 20403.
The faded areas show the range between low and high estimates

But this will only happen if we’re able to change the way we use
electricity, developing appropriate market incentives and structures.
Citizens Advice supports government and industry activity in this area
and we will continue to be involved in these conversations.
Domestic and microbusiness consumers can contribute to national
and local ﬂexibility needs. In fact, they already are, though at a small
scale4. In the future, many more companies might seek to oﬀer smart
appliances and services to help take advantage of ‘demand side
response’. However, one major barrier to uptake will be understanding
the value of these smart appliances5.
Right now, the way manufacturers describe potential value is not
consistent. This can be made even worse because the value
proposition, in and of itself, is hazy and often dependent on individual
behaviour and homes. Presenting this better will not only make these
products more appealing but - crucially - make it easier for people to
buy the right product for their needs. Mis-selling is a real risk that can
sour the early experiences of this market.
We wanted to know how people understand information about
smart appliances and what might help to improve this. This research
used smart battery storage as a test case for how the beneﬁts of smart
appliances could be communicated. We asked the Behavioural Insights
Team to test what exactly people understood from one control content
and three treatments. This short report summarises the main ﬁndings.
The in depth research report from the Behavioural Insights Team is also
available on our website.
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Approach

Research approach
1

We reviewed the literature on
factors that can aﬀect consumer
comprehension.

5

6

2

Benchmark content was created
based on the current market
standard. This is the ‘control’.

We piloted our treatments with 6
consumers in vulnerable
circumstances. We reﬁned the
treatments based on the results to
ensure accessibility for this group.

The ﬁnal stage was a quantitative
comprehension test of the diﬀerent
treatments

4

3

We held a workshop with key
industry stakeholders to generate
ideas of how to present
information to consumers

Three treatments were drafted to
test with consumers. These can be
found in the appendix of this
report.

View treatment

For half of each group, the treatment
had a trust mark

Control
Industry benchmark
Randomised
Sample of 1,800
recruited

Treatment 1
FAQs
Treatment 2
FAQs + risk warning
Treatment 3
Triage tool + visual

Questions on
comprehension
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The control and treatment
content
We tested 4 types of content tested with consumers: one
control and three treatments.
The control is based on a review of the baseline across the
market. The treatments are based on a workshop with industry
stakeholders and on academic literature about people’s
behavioural biases. Copies of the content are in the appendix of
the report.
What did we want to say?
All the control and treatment contents have the same
information. This included:
● an explanation of what you might need, in addition to the
smart battery storage, to access the beneﬁts
● possible ﬁnancial and environmental beneﬁts
● and trade-oﬀs the consumer might make depending on how
they use the device.
The research assumes certain requirements, such as having a
smart meter installed to enable the functionality of the battery or
that an aggregator may need to control some or all of the
battery. This is to test comprehension not to suggest this is
needed in all circumstances.

Approach

The ﬁrst treatment was in an FAQ format. This helps
structure information in smaller segments.
The second treatment was in the same FAQ format
with an additional ‘risk warning box’. This reminds
consumers that buying smart battery storage is not
worthwhile for every household and that assessing value
may be complicated.
The third treatment used a ‘triage tool’. This is the
green tick box list on this treatment. This helps
consumers easily identify whether they had the
prerequisites for buying the product or getting the
beneﬁts. The treatment also included more visuals to
support an explanation of the beneﬁts and the tradeoﬀs
Half of the participants in each group saw the content with a
trustmark, whilst the other half saw it without one. This was
to test the eﬀect of the trustmark on trust and comprehension.
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Findings

What do people understand
from the information?
It’s early days for the smart appliance market, with many
consumers who take up the products likely to be early adopters.
We know little about how the general population might
understand them, including the oﬀers associated. Learning more
about this could help us better present that information and tell
us what else we might need to do to support people. In this
research, we ﬁnancially incentivised consumers to correctly
answer the comprehension questions.
The research ﬁnds, regardless of how information was
presented, over half of the consumers we tested answered all
our comprehension questions correctly.

Overall understanding
Control

Overall comprehension was best achieved through treatment
3, which has a signiﬁcant impact on understanding. This
treatment used a triage tool and visuals to demonstrate the
beneﬁts and trade oﬀs between diﬀerent use cases.

Key
The following colours are used in this and the next 2 pages to
indicate which ﬁndings are statistically signiﬁcant
No signiﬁcant change
Increase

Signiﬁcant at 5%
Signiﬁcant at 1%

Decrease

Signiﬁcant at 5%
Signiﬁcant at 1%
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Understanding the beneﬁts

Findings

The ﬁnancial beneﬁts
All treatments signiﬁcantly improved how ﬁnancial beneﬁts were
communicated. Grouping information through FAQs or through
visual format oﬀers greater salience and clarity to consumers
than the control.
Control

The environmental beneﬁts
Treatments 1 and 3 also led to a signiﬁcant increase in the
understanding of the environmental beneﬁt. Since treatments 1
and 2 only diﬀer by the risk warning, it is likely this risk warning
box drew attention away from the other information presented.
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Findings

Understanding of trade-oﬀs
The ﬁnancial trade-oﬀ

The cost-beneﬁt analysis

Understanding of the ﬁnancial trade-oﬀ did not increase for any
treatments compared to the control. This may be because there
was already a strong baseline understanding of these trade-oﬀs
if they used smart battery storage in diﬀerent ways. For
example, with a time of use tariﬀ, storing solar energy or
engaging with an aggregation service.

We asked participants to identify factors, which would help them
do a ‘cost beneﬁt analysis’ based on the information they had
read. For example, the cost of the battery or how they intended
to use it. Only treatment 2 signiﬁcantly increased the
comprehension of the cost beneﬁt analysis, whilst treatment 1
decreased comprehension, as compared to the control.
Cost-beneﬁt analysis

Financial trade oﬀ

Comprehension decreased with treatment 1, although with
weak signiﬁcance. Again, it’s likely the prominence of the risk
warning box drew attention away from this element.

The only diﬀerence between treatments 1 and 2 was the risk
warning box. This suggests that a warning about how
complicated it is to assess ﬁnancial value increases the
comprehension of the cost beneﬁt analysis, overcoming the
potential weakness of the FAQ format.
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Findings

What do diﬀerent consumer groups understand

The treatments do little to help those
with the lowest understanding
Overall, changing the way information is
presented does improve the way that
people understand it. But when looking at
understanding in diﬀerent groups, people
with a baseline understanding of the
information are more likely to beneﬁt from
improvements to the way it is presented.
Those who already struggle to grasp the
information don’t beneﬁt enough from the
changes to presentation. They will need
other support to properly engage with,
understand and, most importantly, beneﬁt
from smart products or services.

Numbers with low or high understanding after viewing the
control and the treatments
Level of understanding
Low
(below 25%)

Medium
(25%-75%)

High
(over 75%)

Control
Treatment 1
Treatment 2
Treatment 3
0
25
50
Proportion of participants

Regardless of the treatment, a consistent
5-6% of individuals score below 25%. This
is despite the fact participants were
motivated to answer correctly, through
the amount of money they earnt

75

0

However, the treatments increase the
number of individuals scoring above 75%
in the comprehension test from 19% to
24-25%.

12

What diﬀerent consumer groups understand

Least engaged consumer segments
seem to beneﬁt less from the
treatments

Understanding levels by Ofgem consumer segment
Overall comprehension levels with and without the treatments

In 2017, Ofgem carried out research to
identify diﬀerent types of consumers in
the energy market. They identiﬁed six
consumer groups, who had diﬀering
attitudes and behaviours6.
We analysed the comprehension scores
against which of Ofgem’s groups
consumers fell into. This is exploratory
analysis and splitting the groups into
these segments means that we no longer
have a big enough sample size to
conclude causal relationships. But the
ﬁndings suggest many of the same
consumer groups who lose out in today’s
market are helped the least by the
treatments.
More research would be needed to
conﬁrm these results.

Findings

Control
Average with treatments

Percent of answers correct

The anxious avoiders and hassle haters
had the lowest comprehension with the
control. Their understanding appears to
have had little or no improvement with
the treatments

Market sceptics appear to beneﬁt the
most from how information is presented.
They had the only result that was big
enough to be statistically signiﬁcant,
given the sample size.
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Findings

Other research ﬁndings

Estimated saving

Engagement

We asked consumers to assume they owned smart battery
storage. Though individual circumstances are diﬀerent, the
average estimated saving on an energy bill made by
consumers was 19.2% for the control. Overall, only
treatment 2 saw a signiﬁcant change, with respondents
estimating savings at 16.5%. This, more cautious, estimate is
in line with what we’d expect a ‘risk warning box’ to achieve.

Overall, just under half the people (48%) who participated in
the research said they were interested in smart battery
storage after reading about them. But only 17% were
interested enough to click through for further information
about them. There was no signiﬁcant diﬀerence in
engagement rates across the control and treatments.

Sources and types of additional information
Trust
We wanted to know whether a trustmark would increase
how trusted information was and what - if any - eﬀect this
had on comprehension. We asked consumers to self-report
levels of trust from 1 to 7. Content with the trustmark and
content without the trustmark scored 4.8 and 4.9
respectively, which is a weakly signiﬁcant decrease in trust
with the trustmark. This contrasts with other research
ﬁndings, where 46% say they would like a trustmark to help
them navigate the market.

Consumers say they would turn to their energy supplier
(67%) or an organisation like Money Saving Expert (44%) for
more information. On consumer issues, 67% want a contact
number if something went wrong and 64% want information
on detailed functionality as well as warranties.
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Why do we need change?

Interest in smart appliances will vary depending on type and
functionality. But for some products, potential growth could be
substantial. One report7, suggests that 70% of smart charger
installations will be outside people’s homes by 2030.
Our research looked at smart battery storage, speciﬁcally, but
many of the beneﬁts outlined could easily apply to other demand
side technologies. Right now, the government is developing
technical standards for energy smart appliances, making sure
these are right for consumers and industry. This is really
important but we can’t forget the consumer protection needed,
not only for consumers but to help the industry grow well.
The ﬁndings suggest information won’t always be taken in evenly
or completely, with around 40% of consumers getting something
wrong when we tested them. It isn’t a big surprise that there’s
some diﬃculty, but the scale tells us we can’t go forward without
improving what, when and how we tell consumers about these
technologies and services. This needs to be a priority because of
their complexity, ﬁnancial risk and the current lack of consistency,
when framing the potential beneﬁts or value.

Most markets have ‘winners’ and ‘losers’, depending on how
people behave and whether they take advantage of the best
oﬀers. It makes sense for people to purposefully disengage,
if that’s what they want. But the research suggests that not
everyone is equally empowered to engage. There’s a
minority of individuals (5-6%) scoring below 25% on our
comprehension test, regardless of how the information is
presented.
It’s likely this may be one of several factors that could
prevent people from participating in some new and ﬂexible
services enabled by smart appliances. We should consider
who owns these devices, especially if this aﬀects how
aﬀordable their energy bill is and where costs of
maintaining the energy system fall.
This research is foundational and exploratory. It’s part of the
early building blocks to better understand consumers and
the smart appliance market. While organisations continue to
research this area, it makes sense for the government to
ready themselves with the appropriate tools and for
interested organisations to monitor how this market
develops. At the same, industry can and should take steps to
minimise risk and support consumers whilst the market is
unfamiliar.
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Theory of change

Achieving the recommendations
This theory of change has been developed to support our
recommendations. It sets out a way forward for industry, government,
regulators and consumer groups to identify what might be needed to
support change and achieve these recommendations.

Recommendation

Input required

All the recommendations and their outputs ultimately support the same
impact: that more people are able to make a choice about buying
technology and are fully informed about what the implications might be for
them. As a result consumer detriment is reduced.

Activities

Outputs

Enablers

Outcomes

Short term
1

It is crucial that companies test and trial
Budget for test and trials Undertake research
diﬀerent ways to give people information about
Personnel
Analyse ﬁndings
energy smart appliances and oﬀers.
Time
Understand impact on
customers

Data on consumer
Demonstrating the business case to get People can make conﬁdent purchasing
behaviour or response to senior buy-in
decisions because companies are
the information you give
providing better, clearer information.
Appropriate deterrents/incentives to
them
ensure this information is used well,
recognising behavioural biases
One example could be by making
thorough, unbiased pre purchase
information a condition of access to
government grants like the electric
vehicle home charge point scheme

2

Repeating and emphasising important messages,
like those that help people make informed
choices or relate to consumer rights, will
improve how people understand it. But
information alone won’t be enough. Investing in
good customer advice and support will be
essential for dealing with queries and problems
as this market develops.

Budget for support
functions
Justiﬁcation to prioritise
and repeat messages,
especially those relevant
for good consumer
outcomes

Set up appropriate
support functions using
digital and non-digital
routes

Online advice and phone Demonstrating the business case to get
line available for
senior buy-in
customers with queries
Suﬃcient incentives in place to ensure
or problems
businesses want to give appropriate
information, recognising behavioural
biases

Consumers can purchase with
conﬁdence because companies are
highlighting support options upfront
and have included appropriate
information to prevent consumer
detriment.
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Theory of change

Recommendation

Input required

Activities

Monitoring this emerging market can help
ensure its success. Government, consumer
bodies and industry should monitor and
understand experiences of energy smart
appliances and services, taking action to tackle
any systemic problems.

Access to data about
consumer conﬁdence or
potential confusion

Undertake research

Regulations for energy smart appliances must
include standards for communicating key
information at the point of purchase.

Parliamentary time, will
and justiﬁcation for
inclusion

Outputs

Enablers

Outcomes

Medium term
3

4

Budget for additional
research

Access to their personal data may not
solve all the problems people will have
understanding the ﬁnancial value of these
products. Government should also explore
other ways people can assess value - for
example using EPCs.

5

People will want to know how well smart
appliances and services might work for them
and how much money they may make or
save. It needs to feel easy to assess and
interpret their own data.

Analysis of consumer
understanding and
Data indicating consumer
well-being in the market
conﬁdence sourced

Ability to access relevant
data
Budget for industry
innovation
Consumer demand

Government, companies and consumer
bodies have a transparent forum
available to discuss and share data
about the level of consumer conﬁdence
and possible detriment

Government, consumer bodies and
businesses continuously learn from and
improve people's experiences of smart
products and services
This could be the formation of a new
forum or use of an existing one

Parliament passes smart
appliance bill, which
includes powers to
regulate the provision of
key information

Government has powers
to inﬂuence information
provision

Ability for government, consumer
Companies are required to
bodies and regulators to access data
communicate key information
and/or analysis to demonstrate need of eﬀectively at point of purchase.
inclusion

Industry builds
mechanisms for
consumers to see
ﬁnancial beneﬁts as
determined by their
personal data

Mechanisms are available Absence of technical/social barriers
for consumers to use
when accessing consumer data

Undertake research and
use industry data to
monitor participation

Analysis of consumer
participations,
demographics and
barriers for consumers

Government and the regulator has
access to the data it needs

Appoint body to provide
independent advice and
appoint body to oﬀer
independent redress

Advice and redress oﬀer
available to consumers

Advice is oﬀered at relevant touchpoints Consumers can access advice to support
their decision making and have access
There's appropriate visibility that advice
to redress if anything goes wrong
is available

Citizens Advice could support this by
raising awareness about smart
appliances and consumer protection
issues

Relevant data is available

Consumers can see tailored information
about the beneﬁts they will receive. This
helps consumers decide if it is right for
them.

There is a business case to invest in
mechanisms that allows you to tailor
information to consumers

Long term
6

Government, Ofgem, industry and consumer
groups will need to understand which consumer
demographics are engaging with smart home
ﬂexibility and how best we can support people
who would like to engage but feel they can't.

Time

Consumers will need access to independent
advice and redress, speciﬁcally related to
energy smart appliances and services to
access this market.

Budget to deliver advice

7

Resource
Demographic data on
participation

Access to relevant
knowledge to advise
appropriately
Consistent route to
redress
Appropriately funded
route to redress

People who need extra support to
engage with ﬂexibility are not 'left
behind'

Businesses are incentivised to oﬀer
redress
Redress is consistent regardless of
which business the complaint is for
17
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Appendix 1

Battery X - green living with intelligent battery storage
Battery X is a smart battery storage system. Battery X can help you reduce your
electricity bills by storing electricity from your supplier when it’s cheaper during
off-peak times or by storing energy from your solar panels. As well as saving on
your bills, Battery X can help you make money by letting an energy company use
your Battery X to store or release electricity when the electricity system needs it.
Battery X can store up to 6 kWh of energy - that’s enough to power your kitchen
appliances and TV for one evening as well as a laptop all day.
Note, to use Battery X, you’ll need to have a smart meter and somewhere cool
and dry to store it.

Battery X is a modular system so you can upgrade to Battery X premium any time for more capacity and performance.
Battery X is built according to industry-recognised safety standards and can be setup by a technician.
Product details:
❖ Attach to solar to optimise your solar investment
❖ Use with time-of-use (TOU) tariff
❖ Modular system
❖ Access to grid balancing services
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Appendix 2

Battery X - green living with intelligent battery storage
Battery X is a smart battery storage system. Battery X can help you reduce your
electricity bills by storing electricity from your supplier when it’s cheaper during off-peak
times or by storing energy from your solar panels. As well as saving on your bills, Battery
X can help you make money by letting an energy company use your Battery X to store or
release electricity when the electricity system needs it. Battery X can store up to 6 kWh
of energy - that’s enough to power your kitchen appliances and TV for one evening as well
as a laptop all day.
Note, to use Battery X, you’ll need to have a smart meter and somewhere cool and dry to
store it.
How can Battery X help me reduce my electricity bill?
❖ First, you can store electricity directly from your energy supplier at times when it’s cheaper, and then use it whenever you need
it. Note, you’ll need a ‘time of use’ tariff for this. A ‘time of use’ tariff is a tariff where the price varies at different times, e.g. it may
be cheaper to use electricity at night and more expensive during the hours of the day when demand is high.
❖ Second, if you have solar panels you can store unused energy when it’s being generated, and use it when you need it, for
example when the sun isn’t shining.
How can Battery X help me generate an income? To help the electricity system at busy times, you can sign up with an energy
company who will pay you an income to lend part, or all of your Battery X’s storage capacity. Note, this may mean you cannot use this
share of your battery for your own energy storage. This also means there is a financial trade-off between this income and the other
benefits summarised above.
How can Battery X make my energy consumption greener? Battery X allows you to store electricity generated from your solar
panels to use later. It can also help the entire system by storing renewable energy for the national grid at busy times or releasing
electricity when it's needed. You can also set your Battery X to store electricity from the national grid when it is greenest.
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Appendix 3

Battery X - green living with intelligent battery storage
Battery X is a smart battery storage system. Battery X can help you reduce your electricity bills by storing
electricity from your supplier when it’s cheaper during off-peak times or by storing energy from your solar
panels. As well as saving on your bills, Battery X can help you make money by letting an energy
company use your Battery X to store or release electricity when the electricity system needs it. Battery X
can store up to 6 kWh of energy - that’s enough to power your kitchen appliances and TV for one evening
as well as a laptop all day.
Note, to use Battery X, you’ll need to have a smart meter and somewhere cool and dry to store it.

How can Battery X help me reduce my electricity bill?
❖
First, you can store electricity directly from your energy supplier at times when it’s cheaper, and then use it whenever you need it. Note, you’ll need a
‘time of use’ tariff for this. A ‘time of use’ tariff is a tariff where the price varies at different times, e.g. it may be cheaper to use electricity at night and
more expensive during the hours of the day when demand is high.
❖
Second, if you have solar panels you can store unused energy when it’s being generated, and use it when you need it, for example when the sun isn’t
shining.
How can Battery X help me generate an income? To help the electricity system at busy times, you can sign up with an energy company who will pay you an
income to lend part, or all of your Battery X’s storage capacity. Note, this may mean you cannot use this share of your battery for your own energy storage.
This also means there is a financial trade-off between this income and the other benefits summarised above.
How can Battery X make my energy consumption greener? Battery X allows you to store electricity generated from your solar panels to use later. It can
also help the entire system by storing renewable energy for the national grid at busy times or releasing electricity when it's needed. You can also set your
Battery X to store electricity from the national grid when it is greenest.

CAUTION
Smart storage batteries require an upfront investment that is not worthwhile for all households. The calculations surrounding this can be complex – involving
your current solar generation, grid consumption, devices in your home, and your energy lifestyle.

20

Appendix 4

Battery X - green living with intelligent battery storage
Battery X is a smart battery storage system. Battery X can help you reduce your
electricity bills by storing electricity from your supplier when it’s cheaper during off-peak
times or by storing energy from your solar panels. As well as saving on your bills, Battery
X can help you make money by letting an energy company use your Battery X to store
or release electricity when the electricity system needs it. Battery X can store up to 6
kWh of energy - that’s enough to power your kitchen appliances and TV for one evening
as well as a laptop all day.

Step-by-step guidance:
1. Is smart battery storage right for me?
Yes, if you:
Have a smart meter, and
Have a cool and dry place to install it

2. Have you considered how you want to use Battery X? Smart
battery
storage is designed for a few different uses. In order to benefit
from
having one, you would need to have at least one of the following:
A time of use tariff to store cheap electricity from your supplier. A
‘time of use’ tariff is a tariff where the price varies at different
times, e.g. it may be cheaper to use electricity at night and more
expensive during the hours of the day when demand is high.
Solar panels to store solar energy
Sign up to lend part or all of your Battery X’s capacity to an energy
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You can use and benefit from your Battery X in different ways: And you can combine your benefits in three
different ways:

Cheaper energy from your supplier.
Reduce your energy bill by storing electricity
directly from your energy supplier at times
when it’s cheaper, and then using it
whenever you need it.

A - single use: Use your battery’s full capacity for one of
the three benefits.

or

or

Solar energy. If you have solar panels
you can store unused energy when it’s
being generated, and use it when you
need it, for example when the sun isn’t
shining.

Capacity share lent to supplier in
return for income. To help the electricity
system at busy times, you can sign up with
an energy company who will pay you an
income to lend part, or all of your Battery
X’s storage capacity. Note, this may mean
you cannot use this share of your battery for
your own energy storage. This also means
there is a financial trade-off between this
income and the other benefits summarised
above.
Battery X can help reduce CO2 emissions, as it enables the
national grid to use renewable energy sources more efficiently,
and it allows you to use more electricity generated from your
solar panels.

B - dual use: Split your storage capacity between two
benefits.

or

or

C - combined: Split your capacity between all three
benefits.
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Good quality, independent advice.
For everyone, for 80 years.
We give people the knowledge and conﬁdence they need to ﬁnd their way forward whoever they are, and whatever their problem.
Our network of charities oﬀers conﬁdential advice online, over the phone, and in person,
for free.
With the right evidence, we show companies and the government how they can make
things better for people.

citizensadvice.org.uk
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