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1 Executive summary 

The domestic solar PV market has grown significantly since the introduction of the Feed-in Tariff 
(FiT), bringing down costs and expanding its reach beyond the households we would traditionally 
expect to take up such technology. The market is at a stage when it is time to take stock of 
ŎƻƴǎǳƳŜǊǎΩ experiences in the installation and operation of their solar PV systems, and how these 
compare with the claims of manufacturers and installers. 
 
In 2011, Consumer Focus published Keeping Fit1. They found that the early adopters of solar PV were 
typically rural and in the highest socio-demographic groups, although even at that time there was 
also a smaller, parallel group of social tenants whose landlords moved early to take advantage of 
generous return offered by FiTs.2 In 2014, solar PV has been taken up by a much larger group of 
households. This new research, commissioned by Citizens Advice, considers the experience of 
purchasing, installing and operating solar PV for this larger, and more diverse, group of consumers. 
 
This research covered households using solar PV across England and Wales, with a balanced sample 
across the different regions. It considers users in terms of when they had the technology installed, to 
see how the consumer experience has changed. The overall sample size was 647, which included 609 
online surveys and 38 telephone surveys. The survey was designed to be comparable with the key 
elements of the consumer research of Keeping FiT in 2011, as well as incorporating issues that had 
arisen more recently. 
 
A major aim of this research was to consider different user groups ς dividing householders in terms 
of the way in which they acquired, or ended up living with, solar PV. There is the core group of 
owner-occupiers who have chosen to purchase solar PV to fit on their own property. Some paid for 
the panels through a financing scheme, similar to those offered for other household goods such as 
furniture, where they do not pay upfront but rather use the FiT to repay the interest. Some 
householders have had solar PV installed under rent-a-roof schemes ς whereby installers provide 
solar PV for free and have the FiT income assigned to them while the household receives the 
electricity produced. A fourth group is social housing tenants, whose landlords have fitted the panels 
on their roofs. Finally, there is the growing ς but still very small ς number of people who have 
bought or rented a home with the panels already fitted. 
 
Considering these different user groups, this research looked at all aspects of the experience of 
acquiring and living with solar PV. As well as overall satisfaction with the technology, the research 
asked about information provided and sought experience of pre-installation and the installation 
process. It then focused on the customer experience of aftercare and how customers find the 
benefits of the technology. 
 
 

1.1 Findings 

The consumer experience of solar PV is generally a good news story. Results are broadly positive and 
general satisfaction is high; there are very few areas in which solar PV users are explicitly dissatisfied. 
While there are some areas that could be improved, overall, there are no parts of the process that 
are highly problematic. 
 

                                                           
1
 Consumer Focus (2011), Keeping FiT, http://bit.ly/1Gaq7ce 

 
2
 Tenants were likely to be under-represented in both parts of the Keeping Fit review ς because the Energy 
{ŀǾƛƴƎ ¢Ǌǳǎǘ ŜȄŎƭǳŘŜŘ ǘƘŜƳ ŦǊƻƳ ǘƘŜ ΨŎƻƴǎǳƳŜǊ ŀǘǘƛǘǳŘŜǎΩ ǊŜǎŜŀǊŎƘ ŀƴŘ ōŜŎŀǳǎŜ ǘƘŜ ΨŎƻƴǎǳƳŜǊ ŜȄǇŜǊƛŜƴŎŜΩ 
research respondents were recruited substantially from households in direct receipt of FiT payments.  

http://bit.ly/1Gaq7ce
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However, satisfaction is generally falling over time across most areas of the solar PV customer 
journey. The levels are not tumbling, the decline is small to moderate, but it is noticeable. It is 
difficult to draw conclusions on whether this trend will continue, but comparisons between the 2011 
and 2015 survey, as well as the variations by year of installation, confirm the reduction. 
 
Worryingly, users are also now less likely to recommend solar PV to friends, family and neighbours. 
In Keeping FiT, early adopters of solar PV were great advocates, which helped stimulate take-up. This 
decline has not yet been seen in the installation rates of domestic solar PV, but it is possible that it 
will start to impact over the next few years if other drivers do not maintain their prominence.  
 
It is important that a high level of customer service is maintained and that improvements to ongoing 
support and advice, particularly maximising the benefits of solar PV, are realised. 
 

1.1.1 Information and advice 

There are few independent sources of information and advice, and these are being used less often 
than they were in 2011. The main source of information and advice is the installer (visit, website and 
materials) and independent internet searches, which generally bring up installer websites. The 
Energy Saving Trust and friends/family/neighbours are also cited, but the main source is the 
installer. 
 
Many, although not all, stakeholders saw this as a potential problem. As take-up of solar PV becomes 
more widespread and prospective consumers are less informed, independent advice might be more 
important. However, some stakeholders suggested that advice often needed to be site and situation 
specific, and installers might be best placed to provide this. 
 
More specifically, consumers did cite several areas where they did not feel they had enough 
information or advice ς Energy Performance Certificates (EPCs), carbon emissions reduction and 
planning issues related to solar PV. 
 
The motivations for installing solar PV are changing over time. In 2011, the financial benefit 
presented by the FiTs was the primary reason for installing solar PV but over time, environmental 
considerations have become stronger, and in the case of rent-a-roof users, rising electricity prices 
are now the primary reason. 
 
Key finding: Customers feel they need more and clearer information on EPCs, planning issues and 
carbon emissions reductions relating to solar PV. 
 
Key finding: More customers are citing rising electricity prices as a reason to install solar PV. 
 

1.1.2 Sales process 

Satisfaction with the sales process is still high, although has fallen slightly over time. Half of users 
rely on only one or two quotes, despite most organisations advising on three quotes. Rent-a-roof 
users tend not to obtain alternative quotes at all. The percentage of users approached speculatively 
by installers has increased over time, with those buying on finance and installing through a rent-a-
roof scheme particularly likely to have been approached speculatively. 
 
Checking that the installer is MCS registered is sporadic, in particular, a third of those installing 
through a rent-a-roof scheme do not appear to be checking if the installer is MCS registered and, of 
those who do, most are taking it on trust from the installer rather than checking independently. 
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Less than half of users are being made aware of the complaints procedure. More work needs to be 
done by consumer protection organisations to promote good practice and general awareness to 
consumers before they sign a contract. 
 
Key finding: Customers are not checking installer details with the MCS and RECC schemes but 
instead taking it on trust with their installer that they are registered. 
 
Key finding: Customers continue to obtain less than three quotes, with those on rent-a-roof 
schemes more likely to get only one quote. 
 

1.1.3 Installation 

There are some positive indicators relating to installation and the post-installation stage. Overall 
satisfaction with solar PV systems installed is high. Installers generally inform users about the 
cancellation period and about system guarantees, although less than half recall the installer talking 
through warranties and insurance-backed guarantees ς another area that consumer protection 
organisations could be promoting to improve awareness. 
 

1.1.4 System performance and maintenance 

Satisfaction is lower for aspects of the post-installation phase - the handover, provision of 
information and advice on maintaining the system, and aftercare. While aftercare has not 
necessarily been an issue for solar PV users yet (due to the relatively young age of systems), advice 
on maintaining the system and maximising the benefits is needed. Installers should be providing this 
information before completion. However, there is often not an ongoing relationship between 
consumer and installer, so there could be a role for consumer organisations to play in providing 
ongoing support to consumers on using their solar PV most effectively. 
 
Key finding: Consumers need more information on warranties and insurance-backed guarantees. 
They also need more information on how to check their system is working correctly and how to 
maximise the electricity generated by it. 
 

1.1.5 Social housing 

Social housing tenants were generally less satisfied than users in general with all aspects of the 
process. Social housing stakeholders reported that early installations of solar PV had not included 
tenant engagement, which explains lower satisfaction. Particular areas that need addressing are: 
ǳǇŦǊƻƴǘ ŀŘǾƛŎŜ ŀƴŘ ƛƴŦƻǊƳŀǘƛƻƴΣ ǿƘƛŎƘ ŎƻǳƭŘ ōŜ ǿǊƛǘǘŜƴ ƛƴǘƻ ǎƻŎƛŀƭ ƘƻǳǎƛƴƎ ǇǊƻǾƛŘŜǊǎΩ ŎƻƴǘǊŀŎǘǎ ǿƛǘƘ 
installers; and ongoing advice and support to change behaviour regarding energy use in order to 
maximise the benefits of solar PV. This advice should be embedded within the work of social housing 
providers so that all staff that interact with tenants can add this advice to other areas of knowledge 
and help they provide. 
 
Key finding: Social housing tenants seem not to be engaged with the process of solar PV 
installation prior to the decisions being made to install systems in their homes. 
 
Key finding: SƻŎƛŀƭ ƘƻǳǎƛƴƎ ǘŜƴŀƴǘǎ ŘƻƴΩt appear to be engaged on how to use their systems 
effectively, nor how their actions can effect overall energy consumption in the home. The 
additional advice and information they would like tends to be regarding electricity bill savings, 
effective use of their system and more technical details. 
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Key finding: There seems to be a lack of ongoing engagement with social housing tenants 
regarding their solar PV systems, or when new tenants move into homes with solar PV already 
installed.  
 

2 Introduction 

This report presents the findings of quantitative consumer research commissioned by Citizens Advice 
into the consumer experience of solar photovoltaic (PV) panels installed in homes in England and 
Wales. 
 
The market for solar PV has changed substantially since Feed-in Tariffs (FiTs) were introduced in 
2010. Although the cuts to the tariff in 2012 mean that domestic solar PV is a less attractive 
investment than it was, it is now also a more mainstream product. Households living with solar PV 
are far more diverse now than the early adopters, who tended to be wealthier owner-occupiers. This 
research aims to take stock of the experiences of different types of householders in having solar PV 
installed and in operating and enjoying the benefits of their systems. 
 
This research covered households using solar PV across England and Wales, with a balanced sample 
across the different regions. It considers users in terms of when they had the technology installed; to 
see how the consumer experience has changed, the results can, in many cases, be compared to the 
earlier Keeping FiT quantitative consumer research undertaken by Consumer Focus in 2011. 
 
A major aim of this research was to consider different user groups ς categorising householders in 
terms of the way in which they acquired, or ended up living with, solar PV. There is the core group of 
owner-occupiers who have chosen to purchase solar PV to fit on their own property. Some paid for 
the panels through a financing scheme, similar to those offered for other household goods such as 
furniture where they do not pay upfront but rather use the FiT to repay the interest. Some 
householders have had solar PV installed under rent-a-roof schemes ς whereby installers provide 
solar PV for free and have the FiT income assigned to them while the household receives the 
electricity produced. A fourth group is social housing tenants whose landlords have fitted the panels 
on their roofs. Finally, there is the growing ς but still very small ς number of people who have 
bought or rented a home with the panels already fitted. 
 
Considering these different user groups, this research looked at all aspects of the experience of 
acquiring and living with solar PV. As well as overall satisfaction with the technology, the research 
asked about information provided and sought experience of pre-installation and the installation 
process. It then focused on the customer experience of aftercare and how customers find the 
benefits of the technology. 
 
The results of the research have been discussed with organisations involved in advising customers 
and regulating the solar PV markets in a stakeholder workshop. A separate workshop was held with 
social housing providers to discuss specifically the experience of social tenants. 
 
Overall, the research shows that levels of satisfaction with solar PV technology are high across all 
user groups, although decreasing slightly over time. The experience of acquiring the technology is 
also generally positive. However, there are clear areas where the experience could be improved and 
there are marked differences in satisfaction, both with the technology as a whole and in enjoying the 
benefits between different user groups.  
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3 Background  

FiTs for small- and medium-scale renewable electricity generation in Britain were introduced in 
2010. They led to a rapid transformation of the market for domestic solar PV, largely because of high 
tariff levels that made solar PV very attractive as a stable long-term investment for owner-occupiers 
and social landlords3. A market also emerged for Ψrent-a-roofΩ schemes, whereby a third party 
company installs the solar PV on the roof and claims the FiT while giving the building occupant the 
benefit of the free electricity.  
 
In 2011, Consumer Focus (now Citizens Advice) published Keeping FiT to explore the consumer 
experiences of buying and installing solar PV through the various stages of the journey.4 That 
research built on work commissioned by the Energy Saving Trust (EST) at around the same time, 
looking at consumer attitudes to microgeneration. These studies focused on owner-occupier users of 
solar PV, not on tenants whose landlords had installed the technology. 
 
The research found that the early adopters of solar PV were typically rural owner-occupiers and in 
the highest socio-demographic groups, although even at that time, according to social housing 
stakeholders, there was also a parallel group of social tenants whose landlords moved early to take 
advantage of FiTs.5  
 
By 2014, solar PV had been taken up by a much larger group of households, which prompted Citizens 
Advice to commission this new piece of research into the consumer experiences of installing and 
living with solar PV.6 In particular, this research has allowed us to consider the experiences of 
households who accessed financing to help pay for the system or who had the system paid for by a 
third party ς either by their landlord or a rent-a-roof provider. 
 
Given that the technology has only been taken up by large numbers of householders in the past few 
years, we found only a small (and statistically unrepresentative) group of householders who had 
moved into homes with solar PV already installed. We expect that this group will continue to grow 
and considering the experiences of these householders could be a focus for future studies. 
 
The early owner-occupier installers of solar PV received a very generous FiT.7 For owner-occupiers 
that have had solar PV installed more recently under lower tariffs and/or for householders using 
systems provided by landlords or under rent-a-roof schemes, maximising the use of the energy 
generated in the home becomes a more important issue than for early adopter owner-occupiers.8 

                                                           
3
 Private landlords seem to have been much less likely to take up solar PV, even though in the early FiT period 

they would have benefited from the long-term FiT payments. This is probably because the tax regime is less 
favourable for landlords and the sector is dominated by non-professional landlords. 
4
 Consumer Focus (2011), YŜŜǇƛƴƎ Cƛ¢Υ /ƻƴǎǳƳŜǊǎΩ !ǘǘƛǘǳŘŜǎ ŀƴŘ 9ȄǇŜǊƛŜƴŎŜǎ ƻŦ aƛŎǊƻƎŜƴŜǊŀǘƛƻƴΣ 

http://www.consumerfocus.org.uk/publications/keeping-fit -consumers-attitudes-and-experiences-of-
microgeneration  
5
 Tenants were likely to be under-represented in both parts of the Keeping FiT research ς because EST 
ŜȄŎƭǳŘŜŘ ǘƘŜƳ ŦǊƻƳ ǘƘŜ ΨŎƻƴǎǳƳŜǊ ŀǘǘƛǘǳŘŜǎΩ ǊŜǎŜŀǊŎƘ ŀƴŘ ōŜŎŀǳǎŜ ǘƘŜ ΨŎƻƴǎǳƳŜǊ ŜȄǇŜǊƛŜƴŎŜΩ ǊŜǎŜŀǊŎƘ 
respondents were recruited substantially from households in direct receipt of FiT payments. However, social 
housing stakeholders did say that they had taken advantage of the higher rate of FiT in 2011/12. 
6
 Keeping FiT (2011, p16) (see Footnote 3) estimated 80,000 households had installed solar PV in 2011, 

compared with 483,913 by December 2014; Ofgem (2015), Feed-in Tariff Installation Report, 
https://www.ofgem.gov.uk/publications-and-updates/feed-tariff-installation-report-31-december-2014  
7
 The original tariff was 48.07p/kWh for installations of less than 4kW peak, whereas the tariff at the end of 

2014 was 14.38p/kWh. 
8
 Note that the reducing tariff is not the only reason that it is increasingly important that householders are 

supported to maximise on-site use of solar PV-generated electricity. Those who are using finance 
arrangements or rent-a-roof will benefit most if they maximise on-site use as it is, in effect, free electricity.  

http://www.consumerfocus.org.uk/publications/keeping-fit-consumers-attitudes-and-experiences-of-microgeneration
http://www.consumerfocus.org.uk/publications/keeping-fit-consumers-attitudes-and-experiences-of-microgeneration
https://www.ofgem.gov.uk/publications-and-updates/feed-tariff-installation-report-31-december-2014
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This is a particularly important issue in light of some findings from Keeping FiT and from a 
Changeworks study, Using Solar PV to Tackle Fuel Poverty:9 
 

¶ For some households, reductions on bills were not as great as hoped, with only 45 per cent of 
the Changeworks tenant respondents feeling that the solar panels had reduced their bills.10 

¶ Only 31 per cent of households received a guide from installers on how to maximise the benefits 
of the system for their household, and advice on using and maintaining the system is the area of 
greatest customer dissatisfaction.11  

¶ 60 per cent of social housing tenants with solar PV lacked the critical, basic understanding that 
using appliances during the daytime would maximise their savings.12 

 

4 Research objectives 

!Ǝŀƛƴǎǘ ǘƘƛǎ ōŀŎƪƎǊƻǳƴŘΣ ǘƘŜ ǊŜǎŜŀǊŎƘ ŀƛƳǎ ǘƻ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ŎƻƴǎǳƳŜǊǎΩ ŜȄǇŜǊƛŜƴŎŜǎ ƻŦ solar PV 
have changed since 2011, and whether solar PV is now being used by a broader group of consumers. 
It also explores the experiences of not only purchasing and installing solar PV but also living with it, 
ŀƴŘ Ƙƻǿ ƛǘ ƳƛƎƘǘ ƘŀǾŜ ŎƘŀƴƎŜŘ ŎƻƴǎǳƳŜǊǎΩ ōŜƘŀǾƛƻǳǊ ǿƘŜƴ ǳǎƛƴƎ energy in their homes. It also 
looks at whether changes to the level of FiT have affected consumer satisfaction with solar PV, and 
how motivations for installing solar PV have changed over the past four years. 
 
The research also identifies aspects of the process, from information and advice through to 
aftercare, where improvements might be needed to ensure that consumers are protected, that they 
continue to have a positive experience of solar PV and that take-up continues to grow. 
 
¢ƘŜ ǊŜǎŜŀǊŎƘ ǿƛƭƭ ōŜ ǳǎŜŘ ǘƻ ƛƴŦƻǊƳ /ƛǘƛȊŜƴǎ !ŘǾƛŎŜΩǎ ŎƻƴǎǳƳŜǊ ŀŘǾƛŎŜ ƻƴ ǎƻƭŀǊ t±Σ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜƛǊ 
policy and advocacy activity in this area, to ensure consumers have a positive experience of installing 
and living with solar PV and maximise its benefits. 
 
 

5 Methodology 

5.1 Online research 

An online survey was conducted with 609 users of solar PV in England and Wales. The survey was 
designed to be comparable with the key elements of the consumer research of Keeping FiT in 2011, 
as well as incorporating issues that had arisen more recently. Discussions with some key 
stakeholders helped to inform the questionnaire, and identify additional areas to explore. 
 
Respondents were selected using online access panels in order to avoid self-selection bias, 
particularly polarisation of strongly positive and negative experiences. As a result, the sample used is 
not representative of the whole population and has not been weighted as part of the analysis.  
 
Potential respondents were selected using a brief online filtering questionnaire, based on their 
location (England and Wales) and installation of solar PV, although they were presented with a range 

                                                           
9
 Changeworks (2014), Using Solar PV to Tackle Fuel Poverty 

http://www.eagacharitabletrust.org/index.php/projects/item/using-solar-pv-to-tackle-fuel-poverty  
10

 Ibid 
11

 Consumer Focus (2011), YŜŜǇƛƴƎ Cƛ¢Υ /ƻƴǎǳƳŜǊǎΩ !ǘǘƛǘǳdes and Experiences of Microgeneration, 
http://www.consumerfocus.org.uk/publications/keeping-fit -consumers-attitudes-and-experiences-of-
microgeneration  
12

 Changeworks (2014), Using Solar PV to Tackle Fuel Poverty, 
http://www.eagacharitabletrust.org/index.php/projects/item/using-solar-pv-to-tackle-fuel-poverty 

http://www.eagacharitabletrust.org/index.php/projects/item/using-solar-pv-to-tackle-fuel-poverty
http://www.consumerfocus.org.uk/publications/keeping-fit-consumers-attitudes-and-experiences-of-microgeneration
http://www.consumerfocus.org.uk/publications/keeping-fit-consumers-attitudes-and-experiences-of-microgeneration
http://www.eagacharitabletrust.org/index.php/projects/item/using-solar-pv-to-tackle-fuel-poverty
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of energy measures so did not know the questionnaire would be about solar PV until they had been 
selected. 
 
Invitations to complete the online survey were sent to all of those who met the initial criteria. When 
500 surveys had been completed, the user types, region and demographics were analysed to ensure 
a good spread of respondents and a large enough sample in key areas for exploration, including rent-
a-roof users. Where user groups were well represented, those areas were closed off to further 
responses. Where others were under-represented, they remained open and further invitations were 
sent out, particularly in Wales, the North East and London, where response rates were lower. 
 
Online research was conducted from 30 January to 20 February 2015. 
 

5.2 Telephone interviews 

The online survey generated 19 interviews with social housing tenants. 
 
Telephone interviews were conducted with social housing tenants to boost the sample for this 
category. The aim was to interview 100 tenants in total. IƻǿŜǾŜǊΣ ƻōǘŀƛƴƛƴƎ ǘŜƴŀƴǘǎΩ ŘŜǘŀƛƭǎ ŦǊom 
social housing providers within data protection requirements proved difficult. 
 
Permission to forward their details was received from 50 social housing tenants, and telephone 
interviews were conducted with 38 of these, boosting the overall number of responses in this 
category to 57. 
 
In order to compare data for different user types, the telephone survey replicated the online survey 
but excluded questions that did not apply, such as the sales process. A small number of additional 
questions were added, to explore engagement, information and advice, and user confidence. 
 
Telephone interviews were conducted from 4 to 12 March 2015. 
 
Inclusion of the telephone interviews took our sample size for this research to 647 solar PV users. 
 

5.3 Stakeholder workshops 

Following the completion of field research, two stakeholder workshops were held to discuss the 
findings, explore how they reflected stakeholder experiences, draw conclusions and suggest 
recommendations. The first workshop was held with installer and consumer representatives on 5 
March 2015, and the second with social housing providers on 20 March 2015. The views of 
stakeholders have been incorporated into the analysis and conclusions. 
 
 

6 Results 

6.1 Consumer profiles 

The consumer profiles for this research apply to the sample and are not representative of the 
population of solar PV users as a whole. This is because of the methodology used; online consumer 
access panels were used to mitigate the bias of respondents generally being polarised as either very 
positive or very negative.  
 
Therefore, the profiles below describe the consumers who responded through the online access 
panels, as well as social housing tenants who were either members of online access panels or whose 
details were provided by social housing providers. 
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As you would expect, the majority of consumers had purchased their solar PV outright, although this 
would likely include those who had extended their mortgages in order to finance the installation 
(Table 1). In order to analyse alternative financing methods, consumers who had taken up rent-a-
roof offers also featured, with 72 completing the survey. Discussions with stakeholders suggested 
that some consumers were purchasing their solar PV on finance, with new offers coming onto the 
market ς 44 consumers who had financed their solar PV in this way were included. The experience of 
tenants was also key to the research, particularly social housing tenants. However, the number of 
private rented tenants who responded was very low and so cannot be analysed. This was expected, 
given the low rate of installation in that sector. 
 
Table 1: Type of solar PV user by purchase arrangement 

TYPE OF USER 

All users 647 

Purchased outright 457 

Purchased on finance 44 

Already installed when moved into home 15 

Installed by private landlord 5 

Installed by social landlord 54 

Installed through rent-a-roof or free solar PV scheme 72 
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While there was variation among solar PV consumers (Table 2), trends in the type of user were 
evident. Those who purchased solar PV outright were more likely to be older, with 71 per cent aged 
55 years or older, and they tended to be more affluent (49 per cent in the AB13 group) or retired (38 
per cent). Half of those who purchased outright had their solar PV installed in 2011 or earlier. 
 
Those consumers who purchased on finance were more likely to be younger, with 67 per cent aged 
54 or under, and were also more likely to have children living at home (54 per cent). Rent-a-roof 
households were a more diverse group with a mix of social grades and urban/rural split, and they 
were more likely to be middle aged or older (52 per cent aged 45-64 and 33 per cent aged 65 or 
older). Social housing tenants were generally older (65 per cent aged over 55 years).  
 
Table 2: Pen portrait of solar PV users 

 PURCHASED 
OUTRIGHT 

PURCHASED ON 
FINANCE 

RENT-A-ROOF OR 
SIMILAR 

SOCIAL TENANTS 

Definition Personally 
purchased solar PV 
outright (not on 
finance) 

Purchased solar PV on 
finance 

Signed up to a rent-a-
roof or free solar 
scheme 

Solar installed by 
social housing 
landlord 

Demographics Older (71% aged 
55+) 
Tend to be AB (48%) 
or retired (38%) 
Children likely to 
have left home (only 
16% have children 
under 18 years living 
at home) 

Younger (67% aged 54 
or under) 
Tend to be AB (56%) 
54% have children 
living at home 

Middle aged to older 
(52% aged 45-64, 33% 
aged 65+) 
Mix of social grade 
(46% ABC1, 54% C2 or 
retired) 
25% have children 
living at home 

Older (65% aged 
55+) 
Tend to be DE (19%) 
or retired (44%) 
Children likely to 
have left home (only 
30% have children 
under 18 years living 
at home) 

Home Half urban, half rural 
Likely to be a 
detached dwelling 
(56%) or semi-
detached (23%) 

68% urban 
Mix of housing type 
(30% detached, 30% 
semi, 23% terraced) 

Mix of urban (43%) 
and rural (57%) 
Mainly detached (47%) 
and semis (29%) 

Likely to be urban 
(78%) 
Likely to be a semi-
detached home 
(44%) or terraced 
(35%) 

When installed 50% installed in 2011 
or earlier 

Mix ς 57% installed 
2012 or earlier, 43% 
installed 2013 or later 

Mix ς 30% installed 
2011 or earlier, 31% in 
2012 and 33% 2013 or 
later 

Mix ς 45% installed 
2012 or before, 55% 
installed 2013 or 
later 

Further detail on consumer profiles is contained in Appendix 3. 
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industry and employed throughout marketing, advertising and market research. The classification assigns 
every household to a grade, usually based upon the occupation and employment status of the chief income 
earner. See Appendix 4 for further details on the classifications used in this research. 
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6.2 Information and advice 

The first area explored with consumers was the information and advice they accessed or received 
prior to purchasing and installing solar PV (Figure 1). General internet searches were the 
predominant source of information, although this declined from 58 per cent in 2011 to 42 per cent 
in 2015. Installers were also a popular source of information and advice ς 36 per cent accessing 
information from installer visits or leaflets and 31 per cent from installer websites. The EST and 
friends, family and neighbours were also significant sources (33 per cent and 22 per cent 
respectively), although both were lower in 2015 than in 2011. 
 
Figure 1: Sources of information and advice ς 2011 and 2015 (multiple answers allowed) 
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Consumers found installers to be the most useful source of information (20 per cent for visit/leaflet 
and 6 per cent for website), followed closely by general internet research (17 per cent) (Figure 2). 
The EST (14 per cent) and friends, family and neighbours (10 per cent) were also useful sources of 
information for consumers. 
 
Figure 2: Most useful sources of information and advice (single answer allowed) 
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Information covered a range of topics and consumers were positive about the usefulness of 
addressing areas such as how to apply for FiTs, costs of installing solar PV, likely income from FiTs, 
technical details and suitability of the home (Figure 3). 
 
Figure 3: Usefulness of information and advice ς topics well covered (single answer allowed for 
each topic) 
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Conversely, consumers were less satisfied with the usefulness of information covering reductions in 
carbon emissions, planning issues, Energy Performance Certificates (EPCs), system maintenance and 
finance, although they felt that the information answered the majority of their questions on most of 
these issues (Figure 4).  
 
Figure 4: Usefulness of information and advice ς topics not covered as well (single answer allowed 
for each topic) 

 
 
 
  

59%

58%

58%

57%

53%
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47%

37%
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25%

22%

22%

33%

25%
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31%

4%
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8%
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10%

13%

14%

5%

17%

24%

25%

Likely savings on electricity bills

System lifetime & warranties
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Planning issues
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How to maintain the system
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Overall, however, consumers were generally satisfied with the overall quality and usefulness of 
information and advice they received, with 42 per cent very satisfied and 43 per cent satisfied 
(Figure 5). Only 7 per cent were dissatisfied or very dissatisfied.  
 
Figure 5: Overall satisfaction with quality and usefulness of information and advice (single answer 
allowed) 
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Satisfaction has remained relatively constant over time, with those having had solar PV installed in 
2011 or earlier recording similar satisfaction levels as those who had it installed  in 2014 or later 
(Figure 6). 
 
Figure 6: Overall satisfaction with information and advice by date of installation (single answer 
allowed) 
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However, significant variations in satisfaction occurred based on consumer type (Figure 7). Those 
who purchased their solar PV outright were much more satisfied (48 per cent very satisfied and 42 
per cent satisfied) than those who purchased on finance (23 per cent very satisfied and 57 per cent 
satisfied) or social housing tenants (22 per cent very satisfied and 35 per cent satisfied), a theme that 
continues throughout the solar PV consumer journey. The latter two groups were also likely to be 
dissatisfied with the quality and usefulness of information, with 12 per cent of those who purchased 
on finance and 24 per cent of social housing tenants being very dissatisfied or dissatisfied, compared 
with only 5 per cent of consumers who had purchased outright. 
 
Figure 7: Overall satisfaction with quality and usefulness of information by type of user (single 
answer allowed) 
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There was no obvious difference in satisfaction with information and advice between users of 
different sized solar PV systems (Table 3). Regionally, users in Wales recorded lower levels of 
satisfaction, although this was still at 80 per cent. Consumers in terraced houses and flats were also 
less satisfied, although this is probably because these house types are more prevalent amongst 
those who purchased on finance or are social housing tenants. 
 
Table 3: Satisfaction with information and advice by size and demographics  

 
 
Overall, consumers are satisfied with the information and advice they access or receive, although 
less than half are very satisfied with the quality and usefulness of advice. Satisfaction has remained 
stable over time with no notable differences between 2011 and 2015. However, there are some 
subject areas where consumers would like more or better quality information, particularly around 
EPCs, carbon emissions and planning issues. These are areas where the government and/or its 
delivery agents could be providing more and clearer information to consumers. 
 
Key finding: Customers feel they need more and clearer information on EPCs, planning issues and 
carbon emissions reductions relating to solar PV.  
 
One issue of potential concern is the source of information. Consumers are increasingly accessing 
information from installers and relying less on independent or impartial sources of advice. Even 
general internet searches are likely to result in sending the user to installer and industry websites. 
While consumers appear to be satisfied with the information and advice they receive, independence 
and impartiality is generally considered to be an important aspect of its provision. This may become 
a bigger issue as consumers change from well-informed early adopters to a wider group who are 
starting from a lower information base. 
 
The lower levels of satisfaction with certain user groups ς those who purchased on finance and 
social housing tenants ς begins with information and advice and continues throughout the consumer 
journey, suggesting that those who are less engaged with parts of the process are also less likely to 
be satisfied. This theme is explored further in section 6.6 on social housing. The profile of consumers 
who purchased on finance is also younger, and stakeholders suggested that they may not have the 
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time to devote to researching their solar PV in the way that retirees who have purchased outright 
have. 
 
 

6.3 Sales process 

Consumers (excluding social housing tenants) were surveyed on the sales process. The key drivers 
for installing solar PV are financial, although they are becoming less important over time. 
Environmental considerations have become an increasingly important motivator since 2011. Overall, 
74 per cent of purchasers cited the FiT being a good investment as their reason for purchasing solar 
PV and 51 per cent claimed environmental considerations (Figure 8). 
 
Figure 8: Reasons for purchasing/installing solar PV (multiple answers allowed) 

 
 
However, the idea of the FiT representing good value for money has become less dominant, with 80 
per cent of those installing pre-2013 citing it as a reason, falling to 58 per cent of those installing 
2013 or later. Environmental considerations, on the other hand, increased in prominence from 50 
per cent of those installing pre-2013 to 54 per cent of those installing 2013 or later, and 65 per cent 
of those installing 2014 or later. Rising electricity prices fell slightly, from 46 per cent of those 
installing pre-2013 to 40 per cent of those installing 2013 or later. 
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When looking at the importance of the factors when considering which solar PV system to install, 
the factors were predominantly financial and environmental: the financial value of the system; 
knowing how much electricity the system generates; and the level of carbon emissions offset by 
generation (Figure 9). However, once again the financial factors have become less important over 
time and the environmental considerations have risen.  
 
Figure 9: Importance of factors when considering solar PV (single answer allowed for each factor) 
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The rent-a-roof user group, like users generally, has seen a fall in those citing financial reasons for 
take-up and an increase in those claiming environmental considerations (Figure 10). However, the 
number of users generally that cited rising electricity prices fell between 2011 and 2015 but rent-a-
roof users saw a big jump in these being a motivation, with 50 per cent of pre-2013 rent-a-roof users 
and 63 per cent of those installing in 2013 or later claiming it as a reason. For rent-a-roof users 
installing in 2013 or later, rising electricity prices was the most important factor. 
 
Figure 10: Reasons for taking up a rent-a-roof scheme (multiple answers allowed) 

 
 
Key finding: Customers are increasingly citing rising electricity prices as a reason to install solar PV.  
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Overall, satisfaction with the sales process is declining over time, particularly those consumers who 
are very satisfied ς 60 per cent in 2011 and 44 per cent in 2015 (Figure 11).  
 
Figure 11: Overall satisfaction with sales process ς 2011 and 2015 (single answer allowed) 
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This trend appears to be reflected in installation years, with those who had it installed in 2011 or 
earlier much more satisfied (48 per cent very satisfied and 43 per cent satisfied) than those who had 
it installed in 2014 or later (33 per cent and 41 per cent) (Figure 12). While the number of consumers 
dissatisfied with the sales process has not increased significantly, those claiming to be unsure or 
neither has gone up ς 5 per cent for those who had it installed in 2011 or earlier, compared with 20 
per cent for those who had it installed in 2014 or later. 
 
Figure 12: Overall satisfaction with sales process by date of installation (single answer allowed) 
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Once again, satisfaction is lower for those who purchased their solar PV on finance ς 27 per cent are 
very satisfied compared with 47 per cent of those who purchased outright (Figure 13). However, that 
group are still recording overall satisfaction (satisfied and very satisfied) levels of 77 per cent. 
 
Figure 13: Overall satisfaction with sales process by type of user (single answer allowed) 
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Almost a quarter of consumers (22 per cent) were approached speculatively by an installer (Figure 
14). This number rose to 34 per cent for those consumers who purchased on finance and has 
become more prevalent for those installing solar PV later ς only 17 per cent for those installing in 
2011 or earlier, compared with 39 per cent for those installing in 2013 or later. 
 
Figure 14: Consumers approached speculatively by an installer (single answer allowed) 
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Of those who were approached speculatively by an installer, 66 per cent chose that particular 
installer (Figure 15). Generally, consumers felt that sales calls were handled positively, although the 
research did not include people who had been approached but did not go on to install solar PV. 
Those consumers who were positive about their sales call experience said that they were 
polite/friendly (51 per cent), professional (47 per cent) and knowledgeable (37 per cent).  
 
Conversely, those who had a negative experience of sales calls said that they were pushy (17 per 
cent), unprofessional (6 per cent) and rude (2 per cent). The number of consumers who were 
dissatisfied is far too small (only 7) to make any further conclusions, although 57 per cent did go on 
to use that installer for their solar PV. 
 

Figure 15: Experience of sales calls (multiple answers allowed) 
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The number of quotes consumers are getting before installing solar PV has remained broadly similar 
since 2011 and by year of installation (Figure 16). On average, consumers are obtaining 2.4 quotes, 
compared with 2.6 in 2011. What is still concerning, however, is that one in four are still only 
obtaining a single quote for their solar PV. Rent-a-roof consumers in particular are not shopping 
around, obtaining an average of 1.2 quotes. 
 

Figure 16: Number of installers providing quotes (single answer allowed) 
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While being experienced and knowledgeable was the primary reason for choosing a particular 
installer (44 per cent), it is concerning that the second biggest reason was that they were friendly 
and helpful (42 per cent), especially against a backdrop of a quarter of consumers only getting one 
quote (Figure 17). 
 

Figure 17: Reasons for choosing installer (multiple answers allowed) 
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Consumers were asked whether they checked that the installer was registered with the 
Microgeneration Certification Scheme (MCS), which is a quality assurance programme for both 
microgeneration products and installers (Figure 18).14 Most consumers were taking it on trust that 
an installer was registered with MCS ς 62 per cent of all users either saw the logo on company 
materials, were advised by the installer or were given information on MCS from the installer. Only 18 
per cent specifically checked the MCS website and 21 per cent either did not check or do not 
remember. 
 
Also concerning is the large number of rent-a-roof users who did not check at all (28 per cent) or are 
unsure (15 per cent). This is even more concerning, given this group recorded the lowest number of 
quotes (1.2 on average). 
 
Figure 18: Consumer checks for MCS registration of installer (single answer allowed)
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