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Target the right people in the right homes 
with the right products installed in the 
right way and give great on-going advice. 

Win the trust: 
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2,000,000,000 OPS a year 

Consumer and corporate 
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Media coverage 
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Partners and peers 

47 per cent of media coverage 
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The ‘Golden rule’[S] 

Build Trust 

Get to the right customers at the right time 
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Inclusion: targeting fuel poverty 

Effective energy advice 
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THE GREEN DEAL 
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REGULATING 

INFORMATION 

PROVIDED TO 

CUSTOMERS 
QUALITY ASSURANCE OF 

PRODUCTS, INSTALLERS, 

ASSESSORS 

CENTRAL 

COMMUNICATIONS 

AROUND THE GREEN DEAL 

COMPLAINTS & FAIR 

TRADING 
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Building Trust 
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Trigger points 

Singles Young 

children 

Empty 

nesters 

Growing 

children 

Older 

children 

Considering room refurbs and see the benefit in saving on energy bills and creating warmer rooms 

Stronger 

commitment to 

environment 

Limited budgets 

Lower commitment to the environment 

Higher budgets 

Interested in all forms of retrofit but need 

convincing 

Have already 

installed some 

measures – 

interested in lower 

cost measures 

Interested primarily 

in warmth and 

comfort 

Greater 

commitment to the 

environment  

pre -930s (dwelling) 

reluctant to add 

energy saving 

measures, post 

1930s could be 

persuaded 
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Young 

couples 

 

Starting a family, 

moving home, 

making property 

more contemporary, 

adding value 

Strong functional and emotive  

refurbishment need - running out of 

space. Involved in higher value projects. 

Recognise the benefit of future proofing 

and reducing CO2 

 

Driven by functional 

need to update their 

properties. 

Considering fewer 

projects overall 

 

Preparing for 

retirement. 

Interested in 

specific projects -

upgrading the 

heating, adding a 

conservatory 

 

Undertaking 

modernisation 

projects. Lower 

budgets, willing to 

stretch but need a 

lot more convincing 
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Targeting: Properties and Measures 
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Targeting: Householders 
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Bringing it together: 
  
Homes 

People 
Measures 
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HOW TO APPROACH 

COMMUNICATIONS 

Green Deal: communicating effectively 
 

18 



……………………………………………………………………………………………………………….….. 

…..………………..………………………………………………………………………………………….….. 

GREEN DEAL: COMMUNICATING EFFECTIVELY 

Brand = Reputation 

“Reputation arrives on foot  
and leaves on horseback a racehorse” 
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Cut through the noise: focus, focus, focus 
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Target the right people in the right homes 
with the right products installed in the 
right way and give great on-going advice. 

Win the trust: 


