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Introduction and key findings

Background, objectives and methodology



Background and objectives

Domestic and non-domestic energy consumers have faced challenges with
the energy market in the past few years, including high prices and varying
levels of support from their suppliers.

High energy prices have added to the cost of living worries many people
continue to experience and have put businesses in financial difficulty.
Ofgem is concerned that when things go wrong, the impact can be serious
for all, but especially for the most vulnerable.

Therefore, Ofgem is considering how it can set standards for energy
suppliers to adhere to, to ensure better outcomes for all consumers.

In September 2024, it launched its Consumer Confidence programme,
aiming to:

* Define the outcomes Ofgem want the sector to deliver
* Redesign the regulations and incentives to deliver those outcomes
* Ensure Ofgem has the right powers to deliver these outcomes.

As part of this co-creation exercise, Ofgem’s goal was to work with energy
suppliers, charities and consumer groups to develop outcomes for all
consumers that will deliver on the expectations set out in its Consumer
Interest Framework.

Ofgem’s goal was to engage directly with domestic and non-
domestic consumers to shape these outcomes.

10 November 2025
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Our objectives were to:

1. ldentify what ‘good’ outcomes look like for domestic
and non-domestic consumers from the energy sector
overall, and from energy suppliers specifically

2. Explore what good looks like for consumers within each
of the four consumer interest areas, and across key
journey touchpoints within those

3. Understand if the consumer interest areas align with
consumers’ priorities and expectations, and if anything
is missing

Fieldwork took place between 17 December 2024 and 17 January 2025.

Participants’ views reflected their perceptions of the energy market at that
time.



https://www.ofgem.gov.uk/publications/consumer-confidence-step-standards
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Methodology and sample: Domestic consumers

We conducted 3 in-person workshops with 42 domestic consumers across England, Wales and Scotland. These consumers
varied in background including age, ethnicity, affordability, and digital confidence. We also conducted one follow up online
domestic workshop with 7 additional consumers.

3x in-person workshops (England, Wales and Scotland) 1x additional online workshop
» Two hours of engagement per workshop » Two hours of online engagement
* Reading, Cardiff and Glasgow « Carried out in one session, with a mix in participant background
« Carried out with two breakout groups per workshop, with * Mix of energy suppliers, payment methods, and experiences of

participar?ts split by .age, gender, ethnicity and financial situation/ key consumer interest areas
SEG (socio-economic group)

. . _ « 7 participants in attendance
* Mix of energy suppliers, payment methods, and experiences of

the energy market

* 14 participants in attendance per workshop Detailed sample is provided in the Appendix
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Methodology and sample: Non-Domestic consumers

000
U[IT\VI |V|l|\ We conducted 5 depth interviews and 2 online focus groups with non-domestic consumers. These included a mix of
business types and sizes from sole traders and microbusinesses, and small medium and large businesses.
5 x depth interviews 2 x online focus groups

*  60-minute depth interviews * 2 x 2-hour long online workshops

« 2 medium business size (50-249 employees), and 3 large * A group of sole trader (0-9 employees) and micro businesses (1-9
business size (250+ employees) employees), and a group of small businesses (10-49 employees)

«  Mix of business types and spread of locations across England, * 5 participants per focus group
Wales and Scotland « Mix of business types and spread of locations

* Non-domestic consumers of a mix of different energy suppliers « Non-domestic consumers of a mix of different energy suppliers

» Experiences of contacting suppliers on a range of issues or for » Experiences of contacting suppliers on a range of issues or for advice
advice in the last year in the last year

Detailed sample is provided in the Appendix

10 November 2025 OFFICIAL
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About this report

This report outlines findings from the research as a whole and
includes insights relevant to both domestic and non-domestic
consumers.

While there were some key differences in the needs and priorities of
these two groups, there were also many consistent themes — in
particular, in their overall response to the outcomes within Ofgem’s
Consumer Interest Framework, and the cross-cutting principles
underpinning their hopes for ‘good’ outcomes.

The findings in this report therefore reflect responses from both
domestic and non-domestic consumers, unless stated otherwise.

Fieldwork with participants took place between December 2024 and
January 2025. This research informs Ofgem’s Call for Input on
consumer outcomes.

These findings have been drawn from qualitative research — meaning,
that through workshops and interviews we are aiming to understand
the "why" and "how" behind consumer attitudes and experiences of
complex issues.

10 November 2025 OFFICIAL
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Key findings (1/2)

At the time of the fieldwork, a context of high energy bills and distrust in the energy sector framed discussions
about consumer outcomes. The perception of ‘unrelenting’ price increases and perceived lack of support for consumers
(e.g. winter fuel payments, recent price cap increase, a perceived lack of proactive support with contracting) drive distrust
and an acute sense of frustration with the energy sector — and with suppliers specifically.

Low trust is further driven by low understanding of the energy sector and negative media coverage. In the context
of high prices for consumers, news coverage of energy sector profits reinforces a perception that the current system is
‘not working’ that underpins discussions about ‘good’ consumer outcomes. This is because when they hear about energy
companies making high profits, they believe it is the energy supply companies that are making very high profits.

Ofgem’s current thinking on Consumer Outcomes covers the right areas, and fair pricing is participants’ top
priority. Although participants recognise the relevance and importance of the other key areas, they strongly emphasise
the need for work across all of them to contribute to lower prices for consumers in the long-term.

Participants’ hopes for ‘good’ outcomes centre around three key principles:

» Responsibility — having guarantees in place that energy suppliers will behave in a way that benefits consumers (e.g.
reinvesting profits to facilitate lower prices)

« Transparency — being able to make informed decisions about energy (e.g. choosing the best tariff for their needs), with
openness about how the sector (and pricing, specifically) works, and clarity about why changes occur (e.g. to energy
pricing)

» Accessibility — clear and easy to navigate information about how the energy sector works and how customers can
access support when needed

Note: This research highlights consistencies in the views of domestic and non-domestic participants. Findings therefore reflect responses from both domestic and non-domestic participants, unless stated otherwise.
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Key findings (2/2)

For participants, ‘fair’ pricing encompasses the ability for consumers to make informed choices about their
energy. They feel that greater transparency around pricing components, and clarity on the competitive landscape, will
empower them to make the ‘right’ choice for them. For domestic consumers in particular, a ‘fair’ price means that bills
feel affordable for everyone — with proactive identification and support for those in vulnerable circumstances.

Participants want accessible, personalised and empathetic interactions with their energy supplier. At the time of
the fieldwork, many participants reported feeling frustrated about their interactions, which they describe as impersonal,
inefficient (e.g. having to repeat yourself) and untimely (though examples of ‘good’ practice are identified in Section 6).

Whilst the low-cost transition is viewed as important, participants viewed this as a less urgent priority.
Participants are supportive of the transition to net zero in theory and want to feel reassured about the future of their
energy. However, they currently lack clarity on what the transition looks like for consumers, and what the benefits would
be for them (e.g. long-term bill reductions).

Resilience, largely defined as uninterrupted supply, is viewed as a bare minimum. Uninterrupted supply is a
stronger priority for non-domestic consumers due to the impact on running their business. While participants agree
that energy suppliers should invest in improving — and securing — infrastructure, they believe this is a ‘hygiene’ factor
that is central to their responsibilities. When prompted, they agree that protections should be in place for consumers
whose supplier has failed, to prevent any impact on the cost and supply of their energy.

There is strong resistance overall to passing on the cost of investment to consumers. Amidst ‘unrelenting’ price
increases, participants strongly reject the prospect of paying more for their energy to support net zero and resilience
goals. They want energy suppliers to be held to account for committing to these goals and doing so ‘responsibly’ for
consumers (e.g. by reinvesting profits).

Note: This research highlights consistencies in the views of domestic and non-domestic participants. Findings therefore reflect responses from both domestic and non-domestic participants, unless stated otherwise.

10 November 2025 OFFICIAL ‘
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Context

Key attitudes and events shaping views
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A context of expensive energy bills meant that all participants felt
frustration with the energy market

Fieldwork was conducted between 17t December 2024 - 17th January 2025.
Contextual events around this time mentioned by domestic participants® included:

7 N\
Il \
| . _ Cold weather and :
| Changes to Winter Ener_gy price cap storms across GB |
| Fuel Payment increase Storm Darragh 5t" -

eligibility rules Between 15t October-31st December****, and Met Office |

| Winter 2024/25** December 2024*** yellow weather warnings 7t |

| January***** |

| |
\ . :

N~ Ongoing context, and awareness, of climate |__ __ __ __ __ __ __ __ __ __ __ __ //

change and the cost of living crisis

Bills are the main touchpoint for participants when engaging with the energy sector, with costs framing many of their viewpoints. As
found in wider research, affordability continues to be top of mind in this context, but with an acute sense of frustration at the
perceived lack of support for consumers in need due to such recent events.

*Participants mentioned such contextual issues with less knowledge on exact timings and official titles

**Changes to Winter Fuel Payment eligibility rules, UK Parliament, 9t September 2024: https://commonslibrary.parliament.uk/research-briefings/cbp-10094/ Please note this this research took place before Winter Fuel Payments were reinstated by the Government.
*** Changes to energy price cap between 1 October to 31 December 2024, Ofgem, 23 August 2024 : https://www.ofgem.gov.uk/news/changes-energy-price-cap-between-1-october-31-december-2024

****Red weather warning issued as Storm Darragh targets UK with 90mph winds and flooding rain, 5" December 2024: https://www.bbc.co.uk/weather/articles/cd60v5d744lo

***** UK braces for coldest nights of winter so far with temperatures dropping close to -20C, BBC, 7th January 2025: https://www.bbc.co.uk/weather/articles/cOmvd40ndOpo

10 November 2025 FICIAL
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For non-domestic participants,
frustrations about price increases
reflect broader concerns about
business growth and continuity of
expansion

For non-domestic participants, higher energy prices and
increased costs of running their business affect profitability,
creating worries for their long-term growth.

An increase in pricing overall, from energy price increases through to
staff wages, are felt, with sole/micro businesses particularly talking
about the immediate effects on profitability.

Non-domestic participants feel they have fewer options to save on
energy costs vs. domestic consumers, given their reliance on energy
to run their business, increasing their sense of frustration and being
‘trapped’ with high costs.

Sole traders and micro businesses feel particularly overwhelmed
as they often juggle multiple roles in their business, and struggle to
adjust to rapidly changing market conditions.

10 November 2025 OFFICIAL

“It's been challenging for us over the last
couple of years, with the rising costs.”

- Non-domestic participant, Small business,
Hospitality
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“l can’t hire someone else to keep an eye
on the prices of energy. | have to juggle
[and] organise the work, so that not all the
equipment runs at the same time. It's a
challenge to remember all those tiny
things.”

— Non-domestic participant, Sole trader /
Microbusiness, Retail
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Perceptions of continuous price increases combined with low clarity for
the cause contributes to strong distrust in the sector overall

P ti f high bill
erceptions of nigh bills + Lack of understanding

and high profits

Lack of understanding on how
the energy sector works (e.g.,
decisions around pricing, tariffs,
contracts)

Participants struggle to grapple
with increases to their energy
bills, making everyday costs
more difficult to manage

Claimed news reports of company
profits trigger questions around
imbalance/ fairness — and validity
of explanations (e.g. global
instability)

Lack of understanding of how bills
are calculated and how the energy
price cap works (specifically for
domestic consumers)

“I feel like you do a little thing, and you’re worried about how much you’re
gonna get [charged] at the end of the month. It’s constantly in my head
and I’'m constantly worried and conscious of what | do so | don’t get

shocked.”
— Domestic participant, Glasgow

10 November 2025

System feels broken, in
need of change

Low trust in energy ‘

companies

Overall sense of frustration, and
perception that the current
energy system is ‘not working’
for consumers

Lack of clarity combined with
high bills give rise to some
distrust in the sector, and

suppliers specifically
With a lack of sector

understanding, participants see no
clear way forward or improvement
for the sector as it currently
operates

Participants feel they are being
treated unfairly i.e., are being
charged more for the benefit of
companies, not consumers

“We've had Covid. We've got a cost-of-living crisis. My industry is hit. My
suppliers are hit. We're all on a down at the minute, having to worry about
our energy prices. | don't think we can trust we're getting the best deal. It
never used to be something | had to worry about.... | feel that I'm getting

penalised for still being in business.”
— Non-domestic participant, Sole trader / Microbusiness, Retail

OFFICIAL
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These factors underpin conversations around ‘good’ outcomes, with
some participants calling for a change to the current system

“Constant profiteering is what it feels like. It
doesn’t feel like a national service. It's people
making money off normal people.”

Some domestic consumers, raise nationalisation in discussions - Domestic participant, Cardiff
as a way of ‘overhauling’ the current system - which they feel is the

only option to see real change. For some, they raise nationalisation

as they believe it could:

Participants feel the current system is ‘not working’ for
consumers and needs radical change to improve outcomes.

- Simplify the energy market, making it easier for consumers to “If there was a nationalised service, you'd

navigate and offer greater transparency hope it could be at a more competitive
price...Rather than the profit going to

* Removing the scope for perceived ‘profiteering’, which shareholders, infrastructure.”
currently feels like a key barrier to good outcomes for - Domestic participant, Glasgow
consumers

« Embed a stronger focus on long-term benefits for the ‘public’
(i.e. consumers).

10 November 2025 OFFICIAL
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When prompted to look to the future
of the energy sector and what they
needed, many participants express
feelings of resignation

Conversations about the future can feel challenging for
participants, because they feel they have little control over
this. Within the context of broader affordability issues and the
need for investment to move to net zero, most participants
expect issues like affordability of energy to become more
difficult in coming years.

Most participants therefore find it hard to envisage positive
change and an ‘ideal scenario’ for energy, and do not
currently feel motivated to engage with this.

future, younger participants often show more optimism around
future-facing issues such as net zero and resilience (explored
further in Section 6)

) While older participants are typically more cynical about the

10 November 2025 OFFICIAL
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Non-domestic participants, particularly larger businesses,
are increasingly aware of the need to meet efficiency and
net-zero goals for the future and show openness to
targeted advice on achieving them. Sole/ micro
businesses’ motivation to adopt greener efforts is lower
due to the burden of implementing changes falling solely
on them, combined with a lack of clear guidance on how to
do so. These challenges create barriers to engaging with
sustainability efforts, which is explored further in Section 6.

“The environment is a big thing, renewable
energy... Just to know we’ve got a future — but |

. don’t know what it looks like.”

- Domestic participant, Cardiff

“l think there's more involved in creating the
green energy than there isn’t.... | would

certainly do it. But how does anyone ever know
what the correct green energy tariff is in the first
place?”
- Non-domestic participant, Sole trader/
microbusiness, Construction
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What ‘good’ looks like for energy
consumers

Spontaneous views on ‘good’ consumer outcomes
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Price is a priority for both domestic and non-domestic consumers,
though different criteria guide their vision of ‘good’ outcomes

Spontaneously, both groups emphasise affordability and transparency as top priorities, but diverge on

{0

Domestic participants

Affordable pricing without detriment to quality of life /

,T°,p_ business viability
priorities
Transparency and clarity to improve understanding of
their bills and with this information, a feeling of
empowerment and knowledgeability to make better
choices on the best supplier or tariff for them
Secondary  Value for money in terms of benefits for consumers now

(e.g. new technologies when it comes to meeting net zero,
improved customer service) and in the future (e.g.
investment into technologies and better services)

Customer service that is proactive and accessible,
especially in the context of vulnerable consumers (e.g.
proactive calling to inform of disruptions or price changes)

10 November 2025 OFFICIAL

further aspects of good outcomes:

O 0O

Y
Non-domestic participants

Affordable pricing without detriment to quality of life /
business viability

Transparency and clarity to improve understanding of
their bills and with this information, a feeling of
empowerment and knowledgeability to make better
choices on the best supplier or tariff for them

A constant and reliable energy supply, to ensure
smooth running of business

Proactive support from suppliers to improve energy
efficiency and meet net zero requirements for their
business.
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Case studies: participants’ spontaneous priorities

Price

Jared*, domestic participant, Reading

Jared recently heard that his friend’s energy
bills were far lower than his own. He found it
difficult understanding how his bills are broken
down and how he could save more money, via
his supplier’s website.

Frustrated, he began to search for a new
supplier and found one that offered a detailed
understanding of what goes into billing.

With this information, Jared was confidently
able to switch providers and claims it was a
great decision for him. His new provider clearly
breaks down charges in each bill (for example,
spending by timing and rooms) and offers
reliable access to a customer service agent,
available after his work, who can advise him how
to save money.

Jared feels that personal, reliable and
available service (beyond standard working
hours) — coupled with transparency in relation
to pricing — can help consumers to protect
themselves financially and enable choice.

o>

Customer service
Nisa*, domestic participant, Cardiff

Nisa and other residents in her
neighbourhood recently experienced an
outage around lunchtime on a weekday.
Shortly after, a customer service
representative from her energy provider
contacted her to apologise for and explain
the outage.

They offered a 20-pound voucher for each
person in her family to order lunch.

Nisa explains that a good outcome looks
like energy companies protecting
consumers financially, offering support,
being proactive, and being open and
transparent.

She viewed this ideal scenario primarily
through the financial support offered to her
in the context of the outage and the
excellent customer service.

o>

*not real name

10 November 2025
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Resilience and net zero W
Amelia*, Non-domestic participant,
microbusiness

» Amelia runs a small high street café and is
feeling frustrated with her high energy bills
and overwhelmed with the day-to-day running of
her business.

» She has become aware of cheaper energy
tariffs and initiatives like green schemes from
neighbours around her, but she doesn’t know
where to start or what to search for.

» She is seeing businesses adopt new
technologies, like lights that turn on and off
automatically, and feels pressure to compete-
whilst also saving money.

» Amelia thinks her energy provider is not
providing enough information and incentives
for her to become more energy efficient and
wants them to be more proactive in doing this.

+ Amelia wants to see her provider contacting
her to make sure she is on the best tariff and
letting her know about ways that she can be part
of the low-cost transition.
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Response to Ofgem’s Consumer
Interest areas

Overarching reactions to the four areas:

Fair Prices, Quality and Standards, Low-Cost Transition, Resilience
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We introduced participants to Ofgem’s early thinking on the four
Consumer Interest areas, to help shape what outcomes would look like:

Fair Prices

Energy suppliers should...

Prevent excessive profits:

Consumer are charged a fair price for their energy and trust that they are not
paying an excessive price.

Protect consumer welfare:

Consumers who are in vulnerable situations, or financial difficulty, are

D u rl n g th e researc h , pa rtl Cl pa nts proactively identified and supported by their energy supplier.
were informed that these interest

Achieve cost-efficiency:
areas an d SuU b Sect' on S/ b u | |et Consumers pay prices that are cost reflective of the energy market.

points were in development —
rather than anything set in stone
which would be communicated to
consumers. Quality and standards N

Energy suppliers should... -

Be and enable choi
Consumers receive appropriate and timely advice and information from their
energy supplier, so they can make an informed choice that is right for them.

s

B "
Be accessible and responsive: ‘ '_ HHT

Consumers are billed accurately, have their queries resolved by their energy
supplier effectively and in a timely manner, with any disruption to supply of
energy resolved as soon as possible.

Offer enh d pi i for in
Consumers are proactively identified by their energy supplier and can easily
notify them to update their circumstances, are treated with understanding and

can access appropriate support.

10 November 2025 OFFICIAL

Low-cost transition

Energy suppliers should...

Enable consumers to be part of the energy transition:

All consumers can access products and services that enable the net zero
transition

Use

Consumers understand the benefits and risks of these products and services
and are protected when using them.

to and protect

Help consumers benefit from the energy transition:
Consumers understand how their choices contribute to this transition. and are

supported by their energy supplier with appropriate guidance and accurate
information.

Resilience

Energy suppliers should...

Ensure investment:

There is investment in the energy market to ensure that consumers continue to
benefit from it.

Be robust to energy market developments and external shocks:
Consumers trust that energy suppliers can weather global price shocks.

their are pi d, should the busi fail:
Consumers’ supply of energy is maintained if their energy supplier goes out of
business. The price they are paying is protected.

Thinks

Insight & Strategy
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Overall, Ofgem’s Consumer Interest
Areas broadly reflect participants’
priorities for ‘good’ outcomes

Participants are generally positive about the outcomes
covered within the four interest areas. Most feel the
framework is reflective of challenges they perceive to be
facing the energy sector currently, and what they want to
see from energy companies.

Overall, feedback on the language used in the interest
areas suggest more clarity was needed in the proposed
energy supplier responsibilities, i.e. showing how this
would look in practice.

“These are things that Ofgem could consider for consumers about what
good looks like- | think that they're all important, and they're all things that

Ofgem should consider for us.”
- Non-domestic participant, Sole/ Microbusiness, Retail

OFFICIAL d
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Price Is participants’ key overarching priority, perceived as the
main benefit that all areas should ladder up to

Participants feel that fair prices — interpreted as lower prices than currently being paid — for
consumers needs to be the ultimate end-goal for the energy sector, acting as a core objective for
work in all other areas:

Fair prices:

Price is the main touchpoint for participants when engaging with the energy sector and their energy
company and is therefore the key lens through which they view consumer benefits and outcomes.

L ) T L )

Quality and standards

In participants” minds, improving Resilience Low-cost transition
efficiency and accessibility of customer | . h ¢ for infrastruct An P , d
~ service has potential to lower operating = ncreasing investment for infrastructure  _  An increase of ‘home-grown’ energy cou

costs, therefore reducing costs passed within Great Britain could lead to increased reduce susceptibility to global shocks, -\
i c,:onsumers (likened to online-only security of supply and efficiency within the leading to stability in price, and lower prices
SEriees i elnEr seeies wina s Fes sector — lowering costs for consumers. overall for consumers.

occurred e.g. retail).

Factors that participants see could contribute to more ‘fair prices’, J
all viewed under the umbrella of participant’s limited knowledge of
the sector and who they consider to be ‘key players’

10 November 2025 OFFICIAL
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In a context of affordability
concerns, participants have high
expectations for receiving ‘value
for money’

When prompted to think beyond lower costs, participants emphasise
the need for getting something in return when considering fair pricing.
Amidst high energy prices, participants expect suppliers to be
delivering a high standard of service and consumer benéefit.

In this sense, participants see fair pricing and benefits as ‘value for
money’, where they feel they are receiving enough from suppliers in
exchange for their money.

Participants propose examples of ‘value for money’ such as:

« High quality and reliable customer service — with being responsive
and accessible important for both domestic and non-domestic
participants

« Guarantees that costs resulting from investment now will lead to
lower costs in the future (e.g. of improving efficiency and achieving
net zero)

10 November 2025 OFFICIAL

'y

“Value for money [is important]. The price you’re
paying equals the service you’re getting. | don’t
mean the service at the end of the phone- |
mean the whole package.”

- Domestic participant, Glasgow

AN
i 15 4

“l want to know what goes on in the background,

i ™ but | shouldn't have to think too much about

it...All | want from my provider is to say, we'll
always be as competitive as possible, and make
sure your energy reaches you in the best and
most efficient way possible.”
— Non-domestic participant, Sole trader /
Microbusiness, Hospitality
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Overarching principles for ‘good’
consumer outcomes

Priorities and values that consumers want to underpin Ofgem’s thinking
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Participants’ hopes for ‘good’ outcomes centre around three key
principles:

4 N e N e )

ET3 Q. =

Responsibility Transparency Accessibility

Both domestic and non-domestic participants see these principles as central to energy companies
delivering good outcomes overall.

This section outlines core consumer needs in relation to each principle, why it is important and what
participants feel this looks like in practice. Specific implications of these principles for each of the Consumer
Interest areas are detailed in the Deep Dive section. Where they exist, key points of difference between
domestic and non-domestic consumers are stated.

10 November 2025 OFFICIAL
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1. Responsibility

Consumer need: Perceived high supplier profits
alongside high price increases for consumers feels
jarring. Participants wanted more investment to support
consumers facing affordability issues — reflecting a
sense of responsibility on behalf of suppliers towards
consumers.

They want this to lead to benefits such as increased
support for vulnerable consumers, lower prices overall,
better customer service, and investment in
infrastructure, efficiency and long-term sustainability.

Participants want guarantees in place to ensure energy
company profits are reinvested into benefits for
consumers.

“If they [suppliers] are making a huge profit, they should be giving it
back to us. For the customers, better rates, but also more investments
to protect [us] for the future.”

- Domestic participant, Reading

~
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2. Transparency

Consumer need: Both domestic and non-domestic
participants viewed the energy sector as complex and
hard to navigate, with some suggesting it is designed
this way on purpose to enable energy companies to
maximise their profits. This feeds into a broader feeling
of distrust in the energy sector, and specifically energy
suppliers. For non-domestic participants, this also
leads to worries around long term growth of their
business.

As a result, improving transparency is seen as crucial
in enabling consumers to build their understanding of
how the energy sector works and what this means for
their relationship with their supplier, therefore enabling
them to make more informed choices about their
energy and what options work best for them (e.g. types
of tariffs, products).

All participants view transparency through two key
lenses: openness and clarity. These are explored in
more detail on the following slides.
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2a. Transparency:
Openness

Consumer need: Participants want to see efforts made by
suppliers to inform the public on how the energy sector
works to help their understanding. They feel that this will
allow consumers to make more informed decisions about
which energy supplier to choose.

To feel more empowered to find the ‘best price’, all
participants want more clarity around how pricing works.
They want information on how costs are calculated, what
different costs on bills mean (e.g. standing charges) and
who sets the prices are seen as key areas of information
for the public.

Participants feel that public and proactively shared
information (particularly about pricing) will help to build
trust amongst consumers. Importantly, using accessible
‘plain English’ language will support transparency.

“A breakdown of costs [is important]- how much the infrastructure

costs [suppliers]...how much the maintenance of that costs then... to
transport things."
- Non-domestic participant, Sole/ /Microbusiness, Retail //
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2b. Transparency:
Clarity

Consumer need: A combination of limited \
understanding and low trust in the energy sector means
participants often feel as if they are being intentionally ‘left in the
dark’ by suppliers about decisions being made.

Participants want suppliers to explain why changes occur (e.g.
as a result of global shocks) and what this means for consumers,
particularly where this results in higher costs. They envisage this
coming mainly from their suppliers, who are their main
touchpoint with the sector.

Similarly, participants want to see suppliers themselves clearly
and openly reporting on profits (which they currently perceive as
being too high), explaining how and why they are accrued.

Participants feel that communicating in this way will help to build
trust and counter perceptions of unfairness — particularly around
profits. They want to feel aware of what is happening in the
sector and that suppliers recognise the impact on them —
particularly in a context of rapid and frequent change.

“It plays into the honesty of it, if we don’t have anyone independent of
government backing it, you don’t know who to trust.”
- Domestic participant, Glasgow//

OFFICIAL
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3. Accessibility

OFFICIAL

Consumer need: Participants are aware that their
understanding about the energy sector and how it works is
low. For domestic participants, there are concerns that
those who are digitally disengaged are at a particular
disadvantage when it comes to navigating a complex
market and making decisions about energy (e.qg. tariffs,
products, services), as they perceive much of the
information available as being online.

Improving accessibility is seen as key in enabling
consumers to better navigate the energy sector, through
finding better deals or understanding the support that is
available for their needs. However, general disengagement
with the market is also a significant barrier to
understanding.

Participants want information around support, services and
pricing to be accessible in terms of format (i.e. readily
available via multiple methods for vulnerable people) and
language (i.e. communicated clearly and unambiguously).
“I know [suppliers] now do some kind of support for elderly and
vulnerable people, but it isn’t very out there unless you call. | think

transparency is important.”
— Domestic participant, Reading

OFFICIAL
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While the same principles apply for non-domestic participants,
they have an additional priority of proactive and tailored support

~

Consumer need: Non-domestic participants, particularly
o O O sole traders and microbusinesses, raised concerns that
)IF\ A |.| they do not have the skills or resource necessary to
ensure they are getting the best outcomes when it
comes to energy. This relates to seeking out the best
tariffs and improving the energy efficiency of their
business.

Non-domestic participants want to see their energy
supplier proactively offering support or advice to

- businesses to help them approach energy management.
4. Tailored o PHTE R PEES

“If we're made aware of what is available, what we can sign up for, what

can help us [in] getting to where the world needs to be. We never get any
calls that say, ‘do you want to be net zero?’ | know we're not at that stage
yet, but we need to know what our choices are.”

- Non-domestic participant, Sole trader/ Microbusiness, Construction

J
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For domestic consumers, these principles apply to Ofgem’s

Consumer Interest Framework outcomes in specific ways:

_m Quality and standards Low-cost transition / Resilience

Responsibility

Transparency

Accessibility

10 November 2025

Guarantees that investment is happening,
and company profits are being reinvested
into efficiencies in the system to provide
better value for consumers.

Further information on how costs are
calculated, what different costs mean on a
bill, and what they contribute to within the
wider energy system. Clarity on how profits
are made and what they are used for.

More done to make bills easier to
understand — in ‘plain English’. This includes
explaining elements such as the standing
charge and unit rates.

Penalties in place to prevent suppliers from
offering poor or untimely service (currently
perceived not to exist).

Greater transparency around the support
available for those who need it. Vulnerable
consumers should have support proactively
offered to them.

Communication should be clear, readily
available and in appropriate formats for
varying needs. This includes both online and

offline options as well as different languages.

OFFICIAL

Guarantees that energy suppliers are
committing to goals around Net Zero and
strengthening resilience. They also want
energy suppliers to lead by example in
committing to Net Zero goals and practices
as a business.

Clarity on what the energy sector is doing to
work towards achieving Net Zero goals and
resilience for Great Britain. They want to
know why changes are happening and what
the benefit will be for consumers.

There is low awareness around these issues
as they are seen as complex and abstract,
so participants want suppliers to be
responsible. Consumers want suppliers (as
their main touchpoint with the sector) to
engage with them in basic language around
what is happening, why, and the
responsibility consumers have as part of the
transition.
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W For non-domestic consumers, the principles apply in similar ways,
with a few specific differences (highlighted below):

| Farprices | _Quality andstandards

Responsibility

Transparency

Accessibility

Guarantees that profits are being reinvested
into the system to provide better value for
consumers. (As for domestic consumers)

Further clarity around tariffs and the best
options for different businesses. This is
particularly important for sole / micro
traders, who want reassurance that they are
on the best tariff for their business.

As this audience is time poor, non-domestic
consumers want to see their billing broken
down in clear terms and to understand what
they are being billed for by their supplier.

Penalties in place to prevent suppliers from
offering poor or untimely service. (As for
domestic consumers)

The non-domestic participants are more
critical on this point. They want clarity
around what they are getting for their money
and want reassurance that customer service
will be delivered quickly and efficiently when
needed.

They want to see proactive support offered
from their supplier, particularly for sole /
micro traders who want to be engaged on
areas such as energy efficiency and cost
saving for their business.

Low-cost transition / Resilience

Guarantees that energy suppliers are also
committing to goals. They also want energy
suppliers to lead by example in committing
to Net Zero goals and practices as a
business.

Clarity on what businesses should be doing
to best contribute towards wider Net Zero
and resilience goals. Advice on how they can
make energy saving efficiencies.

Working collaboratively with energy
suppliers in contributing towards resilience
and net zero goals (i.e. working together on
tailored solutions). However, as many of
these consumers are time poor, they want
information delivered to them proactively and
in clear language.

Whilst tailored support is an additional principle for non-domestic consumers, it is seen to sit within and contribute to the other three
principles outlined.

10 November 2025
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Deep dive on the Consumer Interest
areas

Detailed overview of consumers’ priorities within each of Ofgem’s Consumer
Interest areas
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Fair Prices
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For participants, a ‘fair’ price means that bills feel affordable for all

consumers, regardless of their circumstances

Participants expect ‘fair pricing’ to support affordability by incorporating the following aspects:

« All consumers should be able to afford
their energy bills without significant
detriment to their standard of living (i.e.
choosing between energy and other
essentials).

* Energy is an essential, and
unavoidable, utility - consumers
shouldn’t have to sacrifice their quality
of life to ‘keep the lights on’.

“You need to be able to comfortably turn your heating
on, instead of wondering, oh no, can | afford to put it

on for that long?”
— Domestic participant, Reading

10 November 2025

« Transparent and clear explanations of
pricing (e.g. what makes up a bill) are
needed to build trust and make it
easier for consumers to choose or
change supplier based on pricing and
criteria indicating ‘value for money’ (e.g.
service).

* Younger participants felt the most
empowered when it comes to choice,
being more technologically literate to
navigate the system to find options or
change providers to save money on
their bills

“If we’re using below the estimate, there’s no pattern
to [costs]- and no explanation of them [suppliers]

explaining why.”
— Non-domestic participant, Small business, Other

OFFICIAL

Viewed as an essential utility Empowerment to choose Proactive support

* Proactively identifying vulnerable
consumers and offering personalised
support where consumers are
struggling to pay their bills. This is
important for microbusinesses, juggling
many things and needing their energy to
run smoothly in the background.

« This includes offering multiple forms of
accessible, consumer facing
information to understand billing and
how to access help (e.g. online, offline,
visual, written).

“Not only the poverty aspect, it’s older people who
don’t know how to use the technology.”

- Domestic participant, Glasgow
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Participants want personalised, empathetic and accessible
interactions with their energy company

Participants’ main priorities within quality and standards revolved around customer service, highlighting the

following as most important:

» Considering personal circumstances
responding to queries and offering
support (e.g. finances, support needs,
household make-up, language
requirements), to find the ‘best’
solution for consumers.

«  Within this, being proactive in
addressing individual circumstances
(e.g. particular inconvenience caused by
an outage, identifying those with special
needs).

“You end up speaking to somebody else, and start the

whole thing again. Conversation[s] should be written

down, but no- you have to start all over again and again.”
— Domestic participant, Cardiff

10 November 2025

* Demonstrating empathy and ‘humanity’
when interacting with consumers —
particularly when they are struggling
with, often sensitive, issues such as
affordability.

* Feeling understood by suppliers, and
that they genuinely want to help you.

“Easy customer service- if you have an issue, you can
talk to someone about it, and empathy- [them]
speaking to you and offering solutions.”

— Domestic participant, Glasgow

OFFICIAL

» Support that is available often (i.e.
ensuring customer service is not only
offered during standard working hours,
queries are addressed quickly — which a
few participants report their supplier
already doing so).

* Reflecting the urgency with which
participants feel energy should be
treated (i.e. as an essential utility that
needs to be urgently ‘fixed’ when things
go wrong — without long waiting times).

“[lt’s] consistency in customer service- delivering,
answering queries. We want to know you’re actually
delivering the trust.”

- Non-domestic participant, Small business, Hospitality
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Participants want energy suppliers to proactively offer cost saving
and energy efficiency support to consumers

 Participants view proactive advice as protecting
consumers’ interests and ensuring that they are getting
the best prices.

 This includes offering information on energy saving tips,
suggesting available tariffs or offers, and advising on
making homes and businesses energy efficient and

* Vulnerable participants view proactivity as essential

when it comes to providing support, as those with varying
accessibility needs can often feel unable to individually
access information that they need.

» This can mean proactively identifying vulnerable

consumers, signposting or directly sending information on

insulated to protect against rising costs. support with bills, and check-ins.

Non-domestic participants find proactive energy-

o o o  saving advice is particularly important for supporting net Domestic participants associated proactivity with

U[FWI |V|,I\ zero and business efficiency goals- efforts towards ‘value for money’, and a higher standard of service
‘greener’ operations a focus. This type of support is that they expect to receive in exchange for higher
slightly more pressing for microbusinesses, who may prices

struggle to meet expectations and stay afloat without it.

“They could approach us and say, you're paying a little bit more than you should- I've
got this idea, and this is what | want you to do, and it’ll save you some money. And |
want to believe it, and | want to see my bill go down.”

— Non-domestic participant, Sole/ Microbusiness, Construction — Domestic participant, Cardiff

10 November 2025 OFFICIAL d

“You need someone who understand when they’re dealing with vulnerable people, if
they’re physically or mentally [disabled], etc.”
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Participants emphasise the importance of support for vulnerable or
struggling consumers, but recognise that tensions exist around this

Participants feel tailored support can improve
outcomes, and is also the ‘right’ thing to do...

...but it shouldn’t come at other consumers’ expense

n
>

&
<

Proactively identifying vulnerable consumers and offering
tailored support could potentially stop problems from arising or
worsening.

Providing choice and making sure that there are multiple
accessible means of communication and payment means all
consumers can interact in the way that best suits their needs.

Offering flexibility into billing will help those experiencing
transient vulnerability.

“[There should be a] duty of care from suppliers, like an outreach company helping
people with bills if they’re struggling. Just because [people are] paying, they might

still be borrowing. Duty of care to come and check in, a bit of welfare.”
- Domestic participant, Cardiff

PRIVATENRD [€ahkIpEnTIAL

10 November 2025

Many participants are reluctant to pay more themselves to
support someone else and feel these types of support are
mandatory.

Tailored support is in tension with the overall perception that
‘everyone is struggling’ and in need of flexibility and
understanding. This tension is recognised even by participants
who are themselves in difficult circumstances (e.g. domestic and
non-domestic sole/ micro participants struggling with
affordability).

“I know they do now some kind of support for elderly and vulnerable people, but

it isn’t very out there unless you call. | think transparency is important.”
— Domestic participant, Reading
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Conversations about the future of the
energy sector can feel challenging in
a context of low awareness

» Participants’ main touchpoint for the sector is through their
energy suppliers.

« This, alongside, low awareness of how the energy sector works
shapes participants’ expectations of ‘who’ is responsible for
driving change within the sector — such as through investment in
resilience and net zero.

» While participants do mention Ofgem and the Government as
playing a role by setting energy policies and regulation (e.g.
around net zero) there is low awareness of the responsibilities of
other actors, such as network operators and generators.

» This low awareness helps frame the research and signals the
need for a further education about the sector from all actors to the
public, as will be highlighted later in the report.

10 November 2025 OFFICIAL
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;:':f “There needs to be responsibility from the
regulators and the Government, so that [suppliers]
aren’t just doing their own thing and making lots of
| money off people that are already stretched. And
to the environment and Net Zero.”
- Domestic participant, Reading
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Participants agree with the ambitions of a low-cost transition, but
benefits beyond affordability are unclear

In a context of low consumer awareness of what the low-cost transition means in practice - for the sector and for
consumers — participants consider the following as priorities:

Feeling part of the transition

* Participants struggled to understand
the role of the consumer within the
low-cost transition (i.e. feeling out of the
loop) and want suppliers to explain how
and why their contributions now fit into
the larger picture.

+ Communicating information in an
accessible way can help heal some of
the anxiety of being left out among
participants.

“It should be on the energy supplier to do it because
that’s their job. For the consumer there shouldn’t be
much to think about.”

- Domestic participant, Glasgow

10 November 2025

Understanding the benefits

» Participants want to know how their
energy companies are contributing and
engaging with the low-cost transition
and what the benefits to consumers
and wider community are.

* Many want to see reinvestment by their
suppliers, and to not feel that the
responsibility is all on them.

“Thinking about the future, the ability to respond to
global crises, from a global warming perspective.
There should be more consistent prices. [Things that
are] better for the planet, and everyone.”

- Domestic participant, Reading

OFFICIAL

Needing more choice

 Energy suppliers being proactive and

providing choice is important for
participants, especially in the context of
energy efficiency. For example, some
participants experiencing poor
insulation in their homes felt behind on
conversations and therefore less able to
consider efficiency measures.

» Participants want suppliers to

understand the diversity of starting

points and make sure that there is a
range of services and support for all.

“Show me how much more efficient it is. It would be
good if | could see how it’s benefitting me. Save the
planet and save money as well.”

- Domestic participant, Cardiff
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Non-domestic consumers are more ) | o
i _ If I really knew what it meant, | would be able to identify

focused on this area, particularly ‘oh right we need to do this or that". If people had clear

those Wlth SUStai nabi I |ty targets examples like not turning the light on [...] If there was

something we were told we could do, or something we
could buy, that’s the sort of thing we would do.”

Many larger businesses have targets to reach in

committing to net zero and are therefore more likely to

be working towards these goals already.

 These businesses are open to hearing targeted
examples or advice around what they can do to
contribute to sustainability goals in a meaningful way.

- Non-domestic participant, Large business, Retail

“If somebody called and said, we can help give you a loan
or grant to help you install more green appliances or bulbs.
I don't get any information like that, I've never had any call
or letter or anything like that with options.”

- Non-domestic participant, Sole/ Microbusiness,
Smaller businesses, particularly sole traders / Hospitality

microbusinesses, said they are less likely to have net
zero practices embedded into their business already.
« Without an incentive to do so, these businesses are not e ey e GrEar R (e i) wire) s (o i
motivated to actively look into how to make their business electricity, I'd definitely sign up for that. But | don't know
meet net zero. They therefore want proactive advice where they get it from.”
offered from their supplier around making energy - Non-domestic participant, Sole/ Microbusiness, Retail
efficiencies, particularly if this has the added benefit of
cost savings.

10 November 2025 OFFICIAL

“I'd like to say we'd be greener, but I'm on an industrial
estate main road. There's no way for me to be greener




Domestic and non-domestic participants want accountability to be
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embedded within the expectations set for suppliers in the low-cost
transition

10 November 2025

Participants found it difficult to understand how current
contributions such as transitioning to low carbon energy
sources will lead to better consumer outcomes in the long
term and want clarity on how this works from energy
providers to feel motivated to take part.

Long term outcomes were focused mainly on fair pricing
and self reliance, for example having access to solar
panels (domestic and non-domestic) for self made energy,
and opportunities to save on bills.

Participants find that information on the transition needs
to feel more intuitive and tangible - For example,
participants in Wales expressed frustration about living
near a tidal power plant but not receiving renewable
energy from their supplier or knowing exactly how/if they
could.

Information is generally feeling disjointed, and
participants have expectations that their suppliers will
illustrate how collective contributions from consumers and

suppliers now will feed into the future.

OFFICIAL

Generally, younger participants are more aware
of the transition to net zero and options
available to them. They were more likely to be
aware of, and engaged with, climate change and
actions to support sustainability (e.g. recycling at
home, doing their own research, saving energy in
relation to net zero as opposed to pricing).

“If we did make it greener, surely the tariffs would be
reduced. We’'re an island, and we’ve made no use of
tidal energy.”

- Domestic participant, Cardiff

“We can’t put a ground source pump in the middle of
Notting Hill. We’re all trying to find ways to save money,
reducing the thermostats, etc.”

- Non-domestic participant, Small business, Retail
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Resilience, largely defined as uninterrupted energy supply, is

viewed as a ‘hygiene factor’

Participants are not actively thinking about the impact of market and global dynamics on security of supply in
Great Britain, and found the following most important:

When prompted, participants agree that
o companies should invest in improving
» Participants want the country to feel infrastructure to secure supply now
more self-reliant when it comes to our and in the future.

energy, for example having home-grown
energy, and feeling that they have been
given the right information and
incentives to do so.

« Being transparent and making
participants knowledgeable about these
solutions, as they want there to be
accountability for research and
development that will benefit them.

“If they [companies] say the prices are going up, if it'll “If you are a company you need to do due diligence to
be able to keep the supply even if something were to

22 so’m Bigyc039, 1 d fefl RELSe  d oo happen. You have a responsibility. You need to have a
there’s more of a plan there. continuity plan to show how you will react.”
- Domestic participant, Glasgow - Domestic participant, Reading

10 November 2025 OFFICIAL

* A consistent supply is seen as a bare
minimum, and there needs to be
accountability for resolving
interruptions.

 There is a perception that it is suppliers
who should proactively contact
people if there is an outage, provide
reimbursements, and explain why
interruptions happened to reassure
consumers that efforts are being made
to improve.

“[There should be a] backup generator of some sort. |
wouldn’t know who to call- I'd just have a candle and
that’s it.”

- Domestic participant, Cardiff
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Supplier failure is not top of mind for most participants, despite
some having gone through this themselves

10 November 2025

When prompted, participants agree that it is
essential to be protected from harm in cases of
suppliers going bust - this means having clear
information about what is happening and why, as
well as a ‘seamless’ switch over.

The participants who had experienced this
themselves felt that it had been seamless for
them, which is why it was not particularly top of
mind. However, they do acknowledge that this
might not have been the case for others.

Choice is important to all participants in this
context - making sure that options and
information are available to them to make an
empowered choice should their supplier go bust.

OFFICIAL
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As mentioned, non-domestic participants
are more likely to raise supply issues
spontaneously. Being compensated was
seen as important particularly for when
interruption due to supplier failure leads to
business closure or profit loss.

“l think assurance is important, to be assured that | will get
the supply and if something changes, it'll be seamless.”
- Domestic participant, Glasgow

“I don't know what the energy suppliers can do to guard
against certain things. But | do think, ensuring that the
customers are protected, [is important].”

- Non-domestic participant, Sole trader/ Microbusiness, Other
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Detailed sample: Domestic Consumers

Cardiff @

Glasgow

Reading

Thinks

Total 49 Digital confidence | 36 X Independent user and confident
sample 7 X Independent user and low
(inc. online confidence
group) 4 X Assisted user
2 X Not at all confident
Gender 28 X Female Long term health 9 X Health Condition (inc. 6 X energy
21 X Male conditions dependent health conditions)
Age 9 X18-24 Financial situation* | 28 X struggling to keep up with bills and
8 X 25-34 falling behind
14 X 35-49 3 X having real financial problems
9 X 50-64
9 X 65+
Ethnicity 35 X White British On supplier’s 16 X Yes
13 X Ethnic Minority Priority Service
Register
SEG 32 X ABC1 Payment method 33 X Direct debit
16 X C2DE and energy 10 X Prepayment meter
suppliers 6 X Payment on receipt of bill

Range of SML Suppliers

*Financial situation includes participant responses to several criteria/ statements describing personal financial situations including keeping up with electricity/ gas bills, and debt to suppliers

10 November 2025
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Detailed sample: Non-domestic Consumers

Thinks

Total sample (depths and

15

Decision making role of

6 X make decisions

focus groups) contract 6 X personally liaise/ interact with supplier
1 X decide contract choice alone
2 X decide contract choice jointly

Size of business 1 X Sole Trader Type of supply used 10 X Mains gas and electricity

4 X Micro Business (1-9 employees)

5 X Small Business (10-49 employees)

2 X Medium Business (50-249 employees)
3 X Large Business (250+ employees)

5 X Mains electric only
Mix of SML energy suppliers

Industry of business

6 X retail

2 X manufacturing
2 X construction

3 X hospitality

2 X other

Experiences of suppliers

3 X contacted about an issue in last 6 months
8 X adopted energy efficiency measures in last
6 months

5 X experienced supply interruption in last 6
months

Location

1 X Yorkshire and the Humber
1 X East Midlands

5 X London

2 X South East

2 X South West

2 X Scotland

2 X Wales

Financial situation*

9 X keeping up with bills without difficulties
4 X struggling from time to time
2 X constant struggle

Usage of energy broker

5 Xyes
10 X no

10 November 2025

*Financial situation includes participant responses to several criteria/ statements describing personal financial

situations including keeping up with electricity/ gas bills, and debt to suppliers
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