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1 Executivesummary

The domestic solar PV market has grown significantly since the introduction of therF&adff
(FiT), bringinglown costs and expandings reach beyond the households we would traditionally
expect to take up such technolog¥he market is at a stage when it is time to take stock of
O 2 y & dz¥xpeN@n&®s irthe installation and operation of thesolar PV systems, and how these
comparewith the claims of manufacturers and installers.

In 2011, Consumer Focus publishéekping Fit They found that the early adopters sdlarPV were
typically rural and in the highest soaif@mographic groups, although even at that time there was
also a maller, parallel group of social tenants whose landlords moved early to take advantage of
generous return offered by Fifdn 2014,solar PV has been taken up by a much larger group of
households. This new research, commissioned by Citizens Adwinsicers the experience of
purchasing, installing and operatisglarPV for this larger, and more diverse, group of consumers.

This research covered households ussotarPV across England and Walegh a balanced sample
across the different regions. It nsiders users in terms of when they had the technology instaited
see how the consumer experience has changéa overall sample size was 6&hich included 609
online surveys and 38 telephone surveys. The survey was designed to be comparable \kél the
elements of the consumer research Kéeping FiTh 2011, as well as incorporating issues that had
arisen more recently.

A major aim of this research was to consider different user graugisiding householders in terms

of the way in which they acdned, or ended up living withsolar PV There is the core group of
owner-ocaupiers who have chosen to purchaselar P\Mo fit on their own property.Some paid for

the panels through a financing scheme, similar to those offered for other household goclisas
furniture, where they do not pay upfront but rather use the FiT to repay the interest. Some
householders have hadolar PVinstalled under rent-roof schemesg whereby installers provide
solar PVfor free and have the FiT income assigned to thenilevthe household receives the
electricity produced. A fourth group is social housing tenantsse landlords have fitted the panels
on their roofs. Finally, there is the growimgbut still very smallk number of people who have
bought or rented a home ith the panels already fitted.

Considering these different user groups, this research looked at all aspects of the experience of
acquiring and living witlsolar PV As well as overall satisfaction with the technology, the research
asked about informatiormprovided and sought experience of pirestallation 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 generallyd gews story. Results are broadly positive and
general satisfaction is higthere are very few areas in which solar PV users are explicitly dissatisfied
While there are some aredbat could be impoved, overallthere are noparts of the process that

are highly problematic.

! Consumer Focus (201Keeping FiThttp://bit.ly/1Gaq7ce

2Tenants were likely to be undegpresented in both parts of thEeeping Fiteview¢ because the Energy
{F@AYy3 ¢NHzalG SEOf dzRSR GKSY FTNBY (GKS WwWO2yadzySNJI F G0GA(dzF
research respondents were recruited substalyidrom households in direct receipt of FiT payments.
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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 installattniirm the reduction.

Worryingly, users are also now less likely to recommsoidr PMo friends, family and neighbours.
In Keeping FiTearly adopters o$olar P\Mvere great advocatesvhich helped stimulate takep. This
decline has not yet been seen in the installation rates of domestar PYbut it is possible that it
will start to impactover thenextfew years if other drivers do not maintain their prominence.

It is important that a high level of customer service is maintainedthatimprovements to ongoing
support and advice, particularly maximising the benefitsaér PYare reaised

1.1.1 Information andadvice

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, waibite
materials) and independent internet searches, which generally bring up installer websiges. T
Energy Savingrust and friends/familydeighbours arealsocited, but the main source is the

installer.

Many, although not all, stakeholders s#ins as gpotential problem As takeup 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
specifi¢ and insallers 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; Energy Performance CertificatésPCs)carbon emissiogreduction and
planning issues relatet 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 thse of rema-roof users, rising electricity prices

are now the primary reason.

Key finding:Qustomers feel they neednore and clearer information ofEPCsplanning issues and
carbon emissions reductigrelating to solar PV

Key finding: More customerare citing rising electricity prices as a reason to install solar PV.

1.1.2 Salegrocess

Satisfaction with the sales process is still hagthough has fallen slightly over time. Half of users
rely on only one or twajuotes despite most organisations advigion three quotes. Refa-roof

users tend not tabtain alternative quotes at allhe percentage of users approached speculatively
by installers has increased over timveith those buying on finance and installing through a rant
roof schemeparticularly likely to have been approached speculatively

Checking that the instaltes MCS registered is sporaditparticular,athird of those installing
through a renta-roof scheme do not appear to be checking if the installer is MCS registacedf
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 procddare work needs to be
done by consumer protection organisations to promote good practiueé general awareness to
consumers before they sign a contract.

Key finding:Qustomers are not checking installer details witlhhé MCS and REGChemedhut
instead taking it on trust with their installer that they are registered

Key finding:Qustomerscontinue to obtain less than three quotesvith those on renta-roof
schemes more likely to get only one quote.

1.1.3 Installation

There are some positive indicators relating to installatma the postinstallation stage. Overall
satisfaction with solar PV systems installed is Higstallers generally inform users about the
cancellation period and about system guarantegthough less than half recall the installer talking
through warrantes and insuranceacked guarantees another areahat consumer protection
organisations could be promoting to improve awareness.

1.1.4 System performance and maintenance

Satisfaction is lower for aspects of the passtallation phase the handver, provision of

information andadvice on maintaining the systemnd aftercare While aftercare has not
necessarily been an issue fwlar P\sers yet (due tohe relatively young age of systems), advice
on maintaining the system and maximising the beretneeded. 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 tawonsumers on using thesolar Pvmost effectively.

Key finding:Consumers need more information on warranties and insuranbacked guarantees.
They also need more information on how to check their system is working correctly and how to
maximise the eledticity 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 installatios@daf PVhad not included
tenant engagementwhich explains lower satisfaction. Particular areas that need addressing are:
dzLIFNR Yy G | RGAOS YR AYF2NNIGA2Y S gKAOK O2dz R
installers; and ongoing advice and support to change behavegarding eergy usen order to
maximise the benefits of solar PV. This advice should be embedded thighivork ofsocial housing
providers so that all stathat interact with tenantscanaddthis advice b other areas of knowledge
and help they provide

Key findng: Social housing tenants seem not to be engaged with the process of solar PV
installation prior to the decisions being made to install systemmstheir homes.

Key finding:®2 OA I £ K 2 dz& A t/afpedi 5 geleygigid oRov yo@se their systems
effectively, nor how their actions can effect overall energy consumption in the horiide
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 systemar 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 installédmes in England and
Wales.

The market forsolar PVvhas changed substantialljnse Feeen Tariffs (FiTs) were introduced in
2010. Although the cuts to the tariff in 2012 mean that domestitar PVis a less attractive
investment than it was, it is now also a more mainstream proddotiseholds living witlsolar PV

are far more dierse now than the early adopters, who tended to be wealthier owowgupiers. 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 ussotar PVacross England and Wajegth 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 esalh in many casede compared to the
earlierKeeping Fifuantitative consumer research undertaken by Consumer Focus in 2011.

A major aim of this research was to consider different user graupategorisinghouseholders in
terms of the way in whichhiey acquired, or ended up living witkplar PV There is the core group of
owner-ocaupiers who have chosen to purchaselar P\Mo fit on their own property.Some paid for

the panels through a financing schepsmilar to those offered for other househotpbods such as
furniture where they do not pay upfront but rather use the FiT to repay the inter8sime
householders have hadolar PVinstalled under rent-roof schemesg whereby installers provide
solar PVfor free and have the FiT income assignedthiem while the household receives the
electricity producedA fourth group is social housing tenants whose landlords have fitted the panels
on their roofs. Finally, there is the growimgbut still very smallk number of people who have
bought or rented home with the panels already fitted.

Considering these different user groups, this research looked at all aspects of the experience of
acquiring and living witlsolar PV As well as overall satisfaction with the technology, the research
asked about inforration provided and soughéxperience ofpre-installation and the installation
process. It then focused on the customer experience of aftercare and cdustomersfind the
benefits of the technology.

The results of the research have been discussed with organisations involved in advising customers
and regulating thesolar PVmarkets in a stakeholder workshop. A separate workshop was held with
social housing providers to discuss specificdallyexperiere ofsocial tenants.

Overal| the research shows that levels of satisfaction wstilar Pvtechnology are high across all

user groupsalthough 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 satisfactjdoth with the technologyas a whole and in enjoying the
benefits between different user groups.
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3 Background

FiTsfor smalt and mediumscale renewable electricity generation in Britain were introduced in
2010. They led to a rapid transformation of the market for domestic $9\grargely because of high
tariff levels that madesolar PWery attractive as a stable logrm investment forowner-ocaupiers
and social landlords A market also emerged foent-a-roofQschemes whereby a third party
company installs theolar PVon the roof and claims the FiT while giving the building occupant the
benefit of the free electricity.

In 2011, Consumer Focus (now Citizens Advice) publikleeging Fito explore the consumer
experiences of buying and installing solar PV through théowsrstages of the journeyThat
research built on work commissioned by the Energy Saving TESSTat around the same time
looking at consumer attitudes to microgeneration. These studies focusegvaar-ocaupier users of
solar PYnot on tenants whos landlords had installed the technology.

The research found that the early adopters of solar PV were typically awwratr-ocaupiers and in

the highest sociglemographic groups, although even dtat time, according to social housing
stakeholders, theravas also garallel group of social tenants whose landlords moved early to take
advantage of FiTs

By2014,solar P\had been taken up by a much larger group of households, which prompted Citizens
Advice to commission this new piece of research into ¢cbasumer experiences of installing and
living with solar PY In particular this research has allowed us to consider the experierafe
households who accessed financing to help pay for the system or who had the system paid for by a
third party ¢ either by their landlord or a reraé-roof provider.

Given that the technology has only been taken up by large numbers of householdersiasthiew
years, we found only a small (and statistically unrepresentative) group of householders who had
moved into homes wittsolar P\already installedWe expect that his group willcontinue togrow

and consideringhe experiences of theseouseholdes could be a focus for future studies.

The early ownepccupier installers ofolar P\teceived a very generous EiFor owneroccupiers
that havehad solar PVinstalled more recently under lower tariffs and/or for householders using
systems provided byandlords or under rent-roof schemes, maximising the use of the energy
generated in the home becomes a more important issue than for early adopter evatepiers’

® 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 lorgrm FiT payments. This is probably becausetéixeregime is less

favourable for landlords anthe sector is dominated by neprofessional landlords.

*Consumer Focus (201M,SSLIAY 3 CACY /2y adzYSNBRQ ! GGAGdzZRSa YR 9ELIS
http://www.consumerfocus.org.uk/publications/keepinfit -consumersattitudes-and-experiencesof-

microgeneration

® Tenants were likeljo be undefrepresented in both parts of th&eeping Fifesearche because EST

SEOf dzZRSR GKSY FNBY (KS wO2yadzySNJ [ (GAGdzRSEaQ NB &SI NOK
respondents were recruited substantially from households in direct receipt of FiT payments. However, social

housing stakkolders did say that they had taken advantage of the higher rate of FiT in 2011/12.

6 Keeping Fi2011, p16) (see Footnote 3) estimated 80,0@iseholds had installesblarPV in 2011

compared with 483,918y Decembef014 Ofgem (2015)-eedin TariffInstallation Report,
https://www.ofgem.gov.uk/publicationsand-updates/feedtariff-installationreport-31-december2014

"The original tarffwas 48.07p/kWh for installations of less than 4kW peak, whereas the tariff at the end of

2014 was 14.38p/kwWh.

® Note thatthe reducing tariff is not the only reason that it is increasingly important that householders are

supported to maximise osite useof solarP\fgenerated electricityThose who are using finance

arrangements or rent-roof will benefit most if they maximise esite use as it is, in effect, free electricity.

9
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This is a particularly important issue in light of some findings fi¢eeping FiTand from a
Changeworks studysing Solar PV to Tackle Fuel Poverty

1 For some householdseductions on bills were not as great as hopedth only 45 per centof
the Changeworks tenant responderiezlingthat the solar panels had reduced their hifls

1 Only 31per centof 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 dissatisfactidh

9 60 per centof socialhousing terants withsolar PMacked the critical, basic understandititat
using appliances during the daytime would maximise their savfngs

4 Researclobjectives

'3FAYyad GKAA oF O13ANRBdzyRE (GKS NBASI NOKsolarPWwa (2 dzy
have clanged since 2011, and whethsslar PMs now being used by a broader groupcohsumers.

It also explores the experiences of not only p@sing and installingolar P\but alsoliving with it,

FYR K2g AlG YAIKG KIS OKI y 3 Snergydni2héisihdueieS.MBID 0 SKI OA 2
looks at whether changes to the level of FiT haffectedconsumer satisfaction witholar Pyand

how motivations for installingolar P\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 proteotaedhey
continue to have a positive experiencesaflar P\and that take-up continues to grow.

¢tKS NBaSINOK gAatt 0SS dzAaSR G2 AYyTF2NN [/ AGAT Sya ! R¢
policy and advocacy activity in this arg@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 amparable with the key elements of the consumer researcexdping Fiin 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 explo

Respondents were selected using online access panels in order to avesdlgetfon bias,
particularly polarisation of strongly positive and negative experiences. As a result, the sample used is
not representative of the whole population and has heten weighted as part of the analysis.

Potential respondents were selected using a brief online filtering questionnaire, based on their
location (England and Wales) and installatiosagr PV although they were presented with a range

o Changeworks (2014)Jsing Solar PV ftackleFuel Poverty

POttD://WWW.eaqacharitabletrust.orq/index.php/proiects/item/usineolar—pv—to-tacklefuel-povertv
Ibid

" Consumer Focus (2014, SLIA Yy 3 CA ¢ Y déshaytErperiendds Of Microgerderatim,

http://www.consumerfocus.org.uk/publications/keepinfit -consumersattitudes-and-experiencesf-

microgeneration

12 Changeworks (2014)sing Solar PV to Tackle Fuel Poverty,

http://www.eagacharitabletrust.org/index.php/projects/item/usingolarpv-to-tacklefuel-poverty

10


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

Consumer experience of solar PV systems

of energy measuas 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 ambdeaphics 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 weunderrepresented, 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

Theonline 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 tenantsintdta2 4 SGSNE 20 G Ay loyid GSy Il yi
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 thedsyostingthe overall number of rggonses 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
guestions were added, texplore engagement, information and advice, and user confidence.

Telephone interviews were conducted fronto412 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 corsuepresentatives 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 Consumerprofiles

The consumer profiles for this research aplyhe sample and are not representative of the
population ofsolar PMsers as a whole. This is because of the methodology, osdide consumer
access panels were used to mitigate the bias of respondents generally being podaeser very
positiveor 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 ypiders.

11
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As you would expect, the majority of consumers padchased theisolar P\butright, although this
would likely include those who had extended their mortgages in order to finance the installation
(Table 1) In order to analyse alternative finangi methods, consumers who had taken up rent

roof offers also featured, with 72 completing the survByscussions with stakeholders suggested
that some consumers were purchasing their solar PV on finance, with new offers coming onto the
market¢ 44 consmers who had financed thesolar PMn this way were included. The experience of
tenants was also key to the research, pautarly social housing tenants. However, the number of
private rented tenants who responded was very low aodannot be analysed his was expected
given the low rate of installation in that sector.

Table 1: Type ofolar PMuserby purchase arrangement
TYPE OF USER

All users

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-roof or free solaPVscheme 72

12
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While there was variation among solar PV consun(&able 2)trends in the type of user were
evident. Those who purchasedlarPVoutright were more likely to be older, with 71 per cent aged
55 years or olderand they tended to be more affluent (49 per cent in thé>gBoup)or retired (38
per cent).Half of those who purchased outrighaidtheir solar PMnstalledin 2011 or edier.

Those consumers who purchased on finance were more likely to be younger, with 67 per cent aged
54 or underand were also more likely to have children living at home (54 per cent)-drexatf
households were a more diverse group with a mix of $agdes and urban/rural split, and they

were more likely to be middle aged or older (52 per cent age@4and 33 per cent aged 65 or
older). Social housing tenants were generally ol@ér per cent aged over 55 years)

Table 2: Pen portrait o$olar P/ users

PURCHASED
OUTRIGHT

PURCHASED ON
FINANCE

RENTA-ROOF OR
SIMILAR

SOCIAL TENANTS

Definition

Demographics

Home

When installed

Personally
purchased solar PV
outright (not on
finance)

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)

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

50% installed in 2011
or earlier

Purchased solar PV on
finance

Younger (67% aged 54
or under)

Tend to be AB (56%)
54% have children
living at home

68% urban

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

Mix ¢ 57% installed
2012 orearlier, 43%
installed 2013 or later

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

Middle aged to older
(52% aged 464, 33%
aged 65+)

Mix of social grade
(46% ABC1, 54% 62
retired)

25% have children
living at home

Mix of urban (43%)
and rural (57%)
Mainly detached47%)
and semis (29%)

Mix ¢ 30% installed
2011 or earlier, 31% in
2012 and 33% 201&r
later

Further detail on consumer pfites s contained in Appendix.3

BSociagNI RS A a

0KS wO02YY2y Od2NNByOe&Q
industry and employethroughout marketing, advertising and market research. The classification assigns

a2 0Al

Solar installed by
social housing
landlord

Older (65% aged
55+)

Tend to be DE (19%)
or retired (44%)
Children likely to
have left home (only
30% haveshildren
under 18 years living
at home)

Likely to be urban
(78%)

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

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

every household to a grade, usually based upon the occupation and employment statuschietliacome
earner.See Appendix 4 for further details on the classifications usékis research.

13

Of FaaAFAOI (A



Consumer experience of solar PV systems

6.2 Information and advice

The first area explored witbonsumers was the information and advice they acedss received
prior to purchasing@ndinstalling solar P{Figure 1) General internet searches were the
predominant souce of information althoughthis declinedrom 58 per cent in 2011 to 42 per cent
in 2015. Installers were also a popular source of information and ad\B6eper cent accessing
information from installer visits or leaflets and 31 per cent from installer websitesE®iend
friends, family and neighbours were also significant sou(88ger cent and 22 per cent
respectively)although both were lowem 2015than in 2011.

Figure 1: Sources of information and advig2011 and 205 (multiple answers allowed)

Sources of information & advice on solar PV - 2015 compared to 2011

m2011 m2015

L
General Internet / google 58%

Installer visit / leaflet 36%

EST website / advice line _—33% 39%

Installer website

46%
Friends / neighbours / family
Energy companies

Technology manufacturers
Central government

Online consumer forum

RECC website / REAL Assurance
Exhibition

My own experience / knowledge
MCS website

Local authority

None / no research

[ Base: all microgen users 2011 (2,607) / all solar PV users 2015 survey (647) |
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Consumer experience of solar PV systems

Consumers found installers to be the most useful source of inform&#0mper cent for visit/leaflet

and 6 per cent for website), followed closely by general internet research (17 per(Egntje 2)
TheEST14 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 advisingle answer allowed)

Most useful sources of information and advice on solar PV used

Installer visit / leaflet 20%
General Internet / google 17%
EST website / advice line

Friends / neighbours / family

Installer website

Energy companies
Exhibition

Technical manuals
Technology manufacturers ® Most useful source
Own experience / know-how
Online consumer forum
Central government

RECC website

MCS website

Local authority

No information accessed

| Base: all solar PV users 2015 survey (647)
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Consumer experience of solar PV systems

Information covered a range of topicacconsumers were positive about the usefulness of
addressing areas such as how to apply for FiTs, costs of inssallargPVlikely income from FiTs,
technical details and suitability of the hor{igigure 3)

Figure 3: Usefulness of information and advigéopics well coveredsingle answer allowed for
each topic)

Usefulness of information and advice — topics well covered

®m Answered all or majority of gs Answered some gs Answered none No gs

How to apply for FITs (purchasers

only) 19% 4% 3%
cos f il o Y o owr
LikelyeiT:;:jgt;rc;r;}eFlTs & 23%  2%2%

Suitability of home for solar PV 18% 5% 9%
Technical details of solar PV 22% 3%9%

Relative benefits of purchasing and

0,
rent a roof (rent a roof users only) 26% 1%6%

Pricing information (purchasers

only) 29% 6% 5%

[ Base: all solar PV users 2015 survey (647) |
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Consumer experience of solar PV systems

Conversely, consumers were less satisfied with the use$sliof information covering reductions in

carbon emissions, planning issues, Energy Performance Certificates (EPCs), system maintenance and
finance, althoughhey felt that the information answered thmajority oftheir questions on most of

these issuegHgure 4)

Figure 4: Usefulness of information and advigéopics not covered as wellsingle answer allowed
for each topic)

= Answered all or majority of gs Answered some gs Answered none No gs

Likely savings on electricity bill 32% 4%5%

System lifetime & warranties 25% 7% 10%

Installer contact details 22% 7% 13%

Planning issues 22% 1% 14%

Financing details (purchased o

0,
finance only) 33% 9% 5%

How to maintain the system 25% 8% 17%

EPC for home 21% 8% 24%

Reductions in carbon emissions K

using solar PV 31% 7% 25%

17



Consumer experience of solar PV systems

Overall, however, consumers were generally satisfied with the overall quality and usefulness of
information and advice theyeceived, 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 ad{siegle answer
allowed)

Overall satisfaction with quality and usefulness of information and
advice available on solar PV

mVery satisfied Satisfied Neither / unsure Dissatisfied mVery dissatisfied

All solar PV users 43% 8% 4%l 3%

| Base: all solar PV users 2015 survey (647) |
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Consumer experience of solar PV systems

Satisfaction has remained relatively constant over time, with those hdadgolar P\Minstalled in
2011 or earlier recording similar satisfaction levels as thosehaldaitinstalled in 2014 or later
(Figure 6).

Figure 6: Overall satisfaction with infmation and advice by date of installatiofsingle answer
allowed)

Overall satisfaction with information and advice available on solar PV -
by date of installation

m\Very satisfied Satisfied Neither / unsure Dissatisfied mVery dissatisfied

Installed solar PV in 2011 or earlier 44% 42% 7% 4"/'%

Installed in 2012 39% 48% 8%

3‘)'2%
Installed in 2013 43% 42% 7% 39'%

Installed in 2014 or later 44% 39% 12% 4‘42%

i

Base: all solar PV users 2015 survey (647)

19



Consumer experience of solar PV systems

However, significant variations in satisfaction occurred based on consumer type (Figure 7). Those
who purchased theisolar P\outright were much more satisfied (48 per cent very siggd 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), ditheme
continues throughout thesolar P\€onsumer 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 financeand 24 per cent of social housing tenahting very dissatisfied or dissatisfiednmpared

with only 5 per cent of consumers who had purchased outright.

Figure 7: Overall satisfaction with quality and usefulness of information by type of samle
answer allowed)

Overall satisfaction with quality and usefulness of information and
advice available on solar PV — by type of user

m Very satisfied Satisfied Neither / unsure Dissatisfied mVery dissatisfied

|

Purchased outright (n=457) 48% 42% 5%3°/I 2%

Purchased through finance (n=44) 23% 57% 9% 7% I 5%

Social housin(g_ls;r:;lord installed 299% 25% 19% 9%

Rent a roof or ?:2;323 scheme users 28% 49% 10% 4%

|

[User group samples as indicated — treat data based on samples under 50 with caution |
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Consumer experience of solar PV systems

There was no obvious difference in satisfaction with informatiod advice between users of

different sizedsolar P\&ystemgqTable 3) Regionally, users in Wales recorded lower levels of
satisfaction althoughthis wasstill at 80 per cent. Consumers in terraced houses and flats were also
less satisfied, although thisprobably becauséhese 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

Satisfaction with information and advice on solar PV - by size of
system and demographics

SATISFACTION WITH
INFORMATION & ADVICE

Size of system 3kWp or less 88%
3.1-4 kWp 88%
4.1+ kWp 91%

Region London & South East 84%
South West 87%
Midlands / East 86%
Wales :_ T 80% _:
North T Tse%

Type of home Detached 89%

Semi-detached 86%
Terraced
Flat *

Bungalow / maisonette 84%

| * Treat with caution - low sample size |

Overall, consumers are satisfied with timformation and advice they access or receiaithough

less than half are very satisfied with the quality and usefulness of adsétisfaction 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 isSlesse are areas where the government and/or its
delivery agents could be providing more and clearer information to coess.

Key finding:Qustomers feel they need more and clearer information &@PCsplanning issues and
carbon emissions reductions relating solar PV

One issue of potential concern is the source of information. Consuaneiscreasingly accessing
information from installers and relying less on independent or impartial sources of advice. Even
general internet searches are likely to resulsending the user tinstaller and industry websites.
While consumers appear to be ssdited with the information and advidhey receive independence
and impartiality is generally considerembe an important aspect of its provisiofhis may become
a bigger issue as consumers change from-imédrmed early adopters to a wider group whoe
starting from a lower information base.

The lower levels of satisfaction with certain user grogpsose who purchased on finance and

social housing tenantsbegins with information and advice and continues throughout the consumer
journey, suggestig that those whareless engaged with parts of the process are also less likely to
be satisfied. Tis theme is explored further isection6.6 on social housingl'he profile of consumers
who purchased on finance is also youngerd stakeholders suggesteéhat they may not have the
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Consumer experience of solar PV systems

time to devote to researching thesolar PMn 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 finangialthough 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 asdhson for purchasingplar

PVand 51 per cent claigd environmental considerationd-igure 8)

Figure 8: Reasons for purchasing/installing solar [@\ltiple answers allowed)

Why was solar PV purchased?

% of those who purchased outright or on finance
Feed-In Tariff represented a good _ 749
investment °
Environmental considerations _ 51%
Rising electricity prices || NN 44
Feed-In Tariff made solar PV o
affordable _ 37%
Information provided by installer - 12%
In retirement or retiring - 12%

Part of home rennovations [ 11%

Friends, neighbours or family
recommended - 1%

| Base: all purchasing solar PV (501) |

However, thadea of theFiTrepresenting good value for money has becoess dominantwith 80
per centof those installing pr013citing it as a reason, falling &8 per centof those installing
2013 or later Environmental considerations, on the other hand, increased in prominence5€om
per centof those installing pr2013to 54 per cenbf those installing 2013 or lateand 65 per cent
of those installing 2014 or later. Rising electricity prices fell sligirdyn 46 per cent of those
installing pre2013to 40 per cenbf those installing 2013 or later
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Consumer experience of solar PV systems

When looking at the importance of the factors when considering wiadar P\&ystem to install,

the factors were predominantly financial and environmental: the financial value of the system;
knowing how much electricity the system generates; and the lefrearbon 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 BMgle answerllowed for each factor)

Importance of factors when considering solar PV

m Extremely important Important

Extremely

Date
installed important
The financial value of 69% 28% <2013 25
the system to you ° ° 3
2013+ 60 36

Important

Extremely

Date
Knowing how much installed important
electricity the system 52% 45% —_ <2013 42
generates
2013+ 46 53
Date Extremely
The level of carbon installed important
T 1 0 0,
emissions offset by [y  45% [ <2013 20 32

electricity generated
2013+ 43

[ Base: all purchasing solar PV or using rent a roof scheme (573) |
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Consumer experience of solar PV systems

The ent-a-roof usergroup, like users generally, baeen a fall in those citing financial reasons for
take-up and an increase in those claiming environmental consideraieigsire 10)However the
number ofusers generdy that citedrising electricity prices fell between 2011 and 2015 but +ant
roof users saw a big jump in these being a motivatigith 50 per cent of pr&2013 renta-roof users
and 63 per cent of those installing in 2013 or later claiming it as a re&omenta-roof users
installing in 2013 or later, rising electricity priceasthe most important factor.

Figure 10: Reasons for taking up a remtoof scheme(multiple answers allowed)

Why was rent a roof scheme or similar scheme taken up?

% taKing up rent a roof scheme or similar

64% of those installing pre-2013

Scheme made solar PV affordable 57% 42% of those installing 2013 or
later

50% of those installing pre-2013

Rising electricity prices 54% 63% of those installing 2013 or
later (the most important factor
for recent users)

Environmental considerations 26% 23% of those installing pre-2013

30% of those installing 2013 or
later

Friends, neighbours or family

recommended 22%

Information provided by installer 21%

Base: all purchasing solar PV under rent a roof or similar scheme (72)

Key finding:Qustomers areincreasinglyciting risingelectricity prices as a reason to install solar PV.
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Consumer experience of solar PV systems

Overall, satisfaction with the sales process is declining over time, particularly those consumers who
are very satisfied 60 per cent in 2011 and 44 per cent in 2Egure 11)

Figure 11: Overall gfaction with sales procesg 2011 and 201%single answer allowed)

Overall satisfaction with solar PV sales process — comparison of
2011 and 2015 surveys

m Very satisfied m Satisfied Neither /unsure = Dissatisfied mVery dissatisfied

All microgen users 2011 * 60% 33%  5%1%1%

* Almost all solar PV

All solar PV users 2015 44% 44% 7% 3% 2%

Base: all microgen users 2011 (2,607) / All purchasing
solar PV or using rent a roof scheme 2015 survey (573)
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Consumer experience of solar PV systems

This trend appears to be reflected in installation yeansh those whohad itinstalled in 2011 or
earlier much more satisfied (48 per cent very satisfied and 43 per cent satisfied) than thosaavho
it installed in 2014 or later (33 per cent and 41 per cent) (Figure 12). Whilmumber of consumers
dissatisfied with the sales@cess hanot increased significantly, those claiming to be unsure or
neither has gone up 5 per cent for those whbad itinstalled in 2011 or earliecompared with 20
per centfor those whohad itinstalled in 2014 or later.

Figure 12: Overall satiattion with sales process by date of installatigaingle answer allowed)

Overall satisfaction with sales process — by date of installation

mVery satisfied Satisfied Neither / unsure Dissatisfied mVery dissatisfied

Installed solar PV in 2011 or earlier 43% 5% 2‘1I2%

Installed in 2012 48% 8% 1%
Installed in 2013 42% 7%1"1%

Installed in 2014 or later m 41% 20% 4%

| Base: all purchasing solar PV or using rent a roof scheme (573) |
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Consumer experience of solar PV systems

Once again, satisfaction is lower for those who purchased #utsr P\on financeg 27 per centare
very satisfied compared with 47 per cent of those who purchased outfiggure 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 (sigle answer allowed)

Overall satisfaction with sales process — by type of user

mVery satisfied Satisfied Neither / unsure Dissatisfied mVery dissatisfied

Purchased outright (n=457) 44% 6%1‘I 2%

Purchased through finance (n=44) 50% 16% 7%
Rent a roof or zzn:;lg; scheme users 46% 10% 19

Base: all solar PV users who have installed solar PV outright, on finance or through rent a
roof scheme (573)

User group samples as indicated — treat data based on samples under 50 with caution
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Consumer experience of solar PV systems

Almost a quarter of consume(82 per centjwere approached speculatively by an insta({leigure
14). This number rose to 34 per cent for those consumers who purchased on finance and has
become more prevalent for those installisglar PMater ¢ only 17 percent for those installing in
2011 or earliercompared with 39 per cent for those installing in 2013 or later.

Figure 14: Consumers approached speculatively by an instéiegle answer allowed)

Whether approached by installer on speculative basis

Approached by installer on speculative basis

% APPROACHED BY
INSTALLER ON
Unsure, SPECULATIVE BASIS
6%

Yes, 22% All users 22%

Type of solar PV user

Purchased outright 21%

Purchased on finance

Rent a roof or similar 21%

Date of installation

2011 or earlier 17%

2012 23%
No, 72% 2013 27%

2014 or later 39%

All purchasing solar PV or using rent a roof scheme (573)
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Consumer experience of solar PV systems

Of those who were approached speculatively by an installer, 66 per cent ttaigearticular
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 installsolar PV

Those consumers who were positive abdugit 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), unprofessioal (6 per cent) and rude (2 per cerithe 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 theisolar PV

Figure 15: Experience of sales cdtlsultiple answers allowed)

How sales call was handled

Polite / friendly

POSITIVE
COMMENTS

Professional

ABOUT SALES
CALLS

Knowledgeable

66% OF THOSE
APPROACHED BY
INSTALLER

SPECULATIVELY
CHOSE THAT

INSTALLER
Pushy

NEGATIVE
COMMENTS Not professional

ABOUT SALES
CALLS

Rude

| Base: all contacted by installer spectulatively (128) |
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Consumer experience of solar PV systems

The number of quotes consumers are getting before instadloigr P\has remained broadly similar
since 2011 and by year of installatifffigure 16)On average, consumers are obtaining 2.4 quotes,
compared with 2.6 in 201What is still concerning, however, is that one in four are still only
obtaining a single quote for thedolar PV Renta-roof consumersn particular arenot shopping
around, obtaining an average of 1.2 quotes.

Figure 16: Number of installers providirguotes(single answer allowed)

How many installers asked to quote

£D2011 m2015

. 28% AVERAGE NUMBER OF
1 installer 250 INSTALLERS ASKED TO
QUOTE
All users 2.4(2.6in2011)
2 installers 20% Type of solar PV user
0,
26% Purchased outright 25
Purchased on finance 2.3
rFre=—=== N
. 29% Rent a roof or similar 1 1.2 1
3 installers | I
30% Dateof installation @~ T~ TT~~
2011 or earlier 2.4
21% 2012 2.4
4 or more installers i 23
14% :
2014 or later 2.2

0,
Unsure 2%
5%

‘ All purchasing solar PV or using rent a roof scheme (573)
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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),specially against a backdrop of a quarter of consumers only getting one
guote (Figure 17)

Figure 17: Reasons for choosing instaarultiple answers allowed)

Reasons for choice of installer

They were experienced / knowledgeable 44%

They were friendly / helpful 42%
They had MCS and RECC accreditation
They were the best value for money
They could complete when it suited me
They provided more information

Their product seemed better

They were recommended to me

| saw an example of their work locally

They were the only one | considered

They were the cheapest

| Base: all purchasing a system or rent a roof (573) |
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Consumers were asked whether they checked that the installer was registered with the
Microgeneration Certification Scheme (MQO8hich is a quality assurance programme for both
microgeneration products and installeBigure 18}* Most consumers were taking it on trust that

an installer was registered with MG$2 per cent of all users eitheaw the logo on company
materials, vere advised by the installer orave 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 ige number of rerda-roof users who did not check at all (28 per cent) or are
unsure (15 per cent). This is even more concerrgingn this group recorded the lowest number of
guotes (1.2 on average).

Figure 18Consumer checks for MCS registrationingtaller (single answer allowed)

13% 20%  18% KIA 1%

1% 22% 19% §&A 10%

32% 11% 7% R 7%}

VAN 10% 13%  14% 28%

Base: all purchasing a system or rent a roof (573)
32 User group samples as indicated — treat data based on samples under 50 with caution

4 hitp://vww.microgenerationcertification.org/
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