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Cheaper Market Offers Letter.

As part of the response to the CMA report and suggested remedies,
Ofgem is developing a Cheaper Market Offers Letter to be tested via
targeted consumer trials.

Prior to the trial, Ofgem wished to test the draft letter with panellists
and gain feedback on issues such as clarity, tone, and the key
messages taken away.

Background
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Overarching objectives

To understand reactions to a “Cheaper Market Offers Letter”, considering 
perceptions around the impact of the messenger (Ofgem or supplier) 
and particular features of the offers e.g. number/ type of offers, 
availability etc. 

To understand what consumers think it means to opt out of marketing 
from energy, and what kinds of communications are seen as marketing 
or not. 

To understand how consumers might respond to a “Cheaper Market 
Offers Letter” if they had previously expressed a preference to opt out of 
marketing. Similarly, how would they feel about receiving a letter in the 
post if they expressed a communication channel preference e.g. online.



Workshops were attended 
by 66 people from across 
England, Scotland and 
Wales.

They were held between the 
28th Feb and 8th March 2017.

Panellists were recruited on 
the basis of:

• Individual characteristics

• Household characteristics

• Energy characteristics

Llandudno

Guildford

Newcastle

Stirling

The workshops & Panellists
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Cheaper Market Offers Letters (CMOL)
• Two versions of the letter were shared, annotated by panellists individually 

and then discussed.
• The versions differed only in terms of whether they were branded from 

Ofgem or from the customer’s supplier (a generic brand was shown.)

Marketing – what is it?

• Types of information that might be received from suppliers were discussed 
and sorted into information they considered to be marketing and not 
marketing.

• Panellists discussed why they categorised items in the way that they did.
• The CMOL was then discussed in terms of which category it would fall under.
• Panellists also discussed likely expectations of those who may have opted out 

of marketing and how they might react to receiving the CMOL.

The workshop process
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Interpreting the findings



The Cheaper Market Offers 
Letter
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Overall perceptions of the letter

• Generally, Panellists were very positive about the 
letter as drafted.

• The key take-aways are the amount of money 
they could save, and the simplicity of the 
switching process.

• They saw little in the way of extraneous 
information in the letter and suggested only minor 
tweaks to the overall content.

• However, there was a feeling that the letter was 
generally a little long winded and could be made 
pithier and punchier.



Some suggest usage data 
could be moved here so it is 
clear estimates are based on 

actual data

Bold

Potentially add
• tariff expiration date?

• Per kwh rates

Price headline here or on 
envelope?



Panellists didn't 
understand “headline 
price. Potential to lose 
this entire paragraph

Process sounds easy to 
follow

Considered useful info to 
have.

Very useful to have. Might 
better on first page.

Needs to be more 
prominent on 1st page.



Panellists’ considerations

• Potentially headline personalised saving to encourage reading 

• Good opening paragraph – explains why they are getting letter and 

shows it is an action mandated by Ofgem

• Length of time on tariff could be confusing - Do I have to be on SVT 

for 5 years to benefit? 

• Bolded figures on estimated costs and saving draw eye. Time limitation 

of the offer could be a trigger to switch but may make offers sound 

transitory.

• Reassurances are important 

• “Tariff” is well understood. “Deal” sounds leading

• The supplier’s name should form the title of each of the columns in the 

table



Advantages

Ofgem (once known) 
is seen as an honest 
broker making the 

offers credible.

Sent by Ofgem or supplier? 

Risks Potential Solutions

From 
Ofgem

From 
supplier

Panellists had low 
spontaneous awareness 

of Ofgem. There is a 
higher risk the letter will 
be ignored if there is no 
previous knowledge of 

the ‘brand’.

Letters from the 
supplier are more 
likely to be taken 

seriously and read.

Co-branding the 
letter with the 

supplier.

Offers from other 
suppliers than your 

own seem 
incongruous and so 
arouse suspicion.

Prominently 
describing the role of 
Ofgem in mandating 

the letter and 
including a current 

supplier offer.



Wider principles for such 
communications

• Dial up the benefit – the cash saving is a draw to engage 
with the letter and the market.

• Demonstrate personalisation – the tailored nature of the 
information is a key strength, draw attention to this 
(e.g. personal data on front page) and avoid muddying the 
water (e.g. words like “estimate.”) 

• Keep it simple, keep it short – although the letter does 
not include extraneous information repetition should be 
minimised to reduce length.

• Make the onward process sound quick, simple and 
unequivocal – the stepped process works well.



What counts as marketing?
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We asked Panellists to…

• Think about what communications they received from 
their energy suppliers

• Consider which of these communications, in their 
opinion, they categorised as marketing material 

• To tell us why and which of the communications they 
would be happy to get, even if they had opted out of 
receiving marketing from their supplier

• Deliberate on what makes a communication a 
marketing tool.



Communications received on a 
regular basis from suppliers

Bills and reminders to 
pay 

Leaflets about your 
current tariff / 

terms and 
conditions

Notices about 
changes to your 
service or tariff 

Information about 
extra services 
offered by the 

supplier (e.g. boiler 
servicing) 

Meter reading 
requests / 

notifications 
Information about 
services offered by 
other companies 

Information about 
new equipment 
you could have 

(e.g. smart 
meters) 

General newsletters 
about the supplier 

Information about 
how you could 
save energy



What did Panellists believe to be marketing and what’s not?

Marketing

Leaflets about your 
current tariff / 

terms and 
conditions

Notices about 
changes to your 
service or tariff 

Information about 
extra services 
offered by the 

supplier (e.g. boiler 
servicing) 

Meter reading 
requests / 

notifications 

Information about 
services offered by 
other companies 

Information about 
new equipment you could 
have (e.g. smart meters) 

General newsletters 
about the supplier 

Bills and reminders to 
pay 

Not marketing

Information about 
how you could 
save energy



What did Panellists consider made a 
communication marketing?

In
fo

rm
a
ti
o
n • Personal

• Specific

• Essential

• Related to 
products you 
already have

• Saves you money 
/ costs nothing

• Balanced / 
factual

M
a
rk

e
ti
n
g • Generic

• General

• Unimportant

• Related to new 
products

• Costs money

• Biased/ leading



Where did they think the CMOL fitted in?

In
fo

rm
a
ti
o
n • Personal

• Specific

• Essential

• Related to products 
you already have

• Saves you money 
/ costs nothing

• Balanced / 
factual

M
a
rk

e
ti
n
g • Generic

• General

• Unimportant

• Related to new 
products

• Costs money

• Biased/ leading

In the round, Panellists did not see the CMOL as marketing 
because it provides balanced, personal and highly specific 

information which is in the customers’ interests, because it could 
save them money 
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