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A perfect storm of government policy, consumer trends and 
technology is accelerating the energy transition. But while much of the 
discussion around this transition centres on renewables technology 
and infrastructure, people are at its heart. Consumers will lead the 
energy transition, but energy suppliers can light the way — enabling and 
inspiring consumers to build a more sustainable world, while increasing 
satisfaction, driving new revenue and reducing costs.

But energy consumers in the UK face more immediate concerns. Gas 
shortages, high wholesale prices and failing suppliers are driving up 
energy bills and creating uncertainty. Those suppliers that remain are 
navigating increasingly challenging conditions including regulatory 
changes around the price cap, opt-in switching and smart meters. 

The current crisis provides stark evidence of the need to transform 
the UK energy market and drive its transition from fossil fuels to 
renewables. It highlights that energy suppliers must also reshape their 
own organisations to better understand exactly what customers want, 
and then make the changes to meet these evolving expectations.  

EY’s recent report ‘Navigating the Energy Transition Consumer Survey’ 
gathered responses from 34,000 consumers across 17 countries to 
understand shifting consumer needs, values and expectations alongside 
consumer engagement with new energy products and services. The 
survey included 2,000+ UK energy consumers to find out their specific 
attitudes towards the energy transition and relationships with energy 
suppliers. Some survey findings are a cause for concern, including a gap 
between expectations and satisfaction levels of 8% for functional factors 
such as reliability, affordability, convenience and bill transparency and 
a 17% gap for more emotional factors including treating customers 
fairly. We also discovered a worrying lack of understanding around 
fundamental clean energy concepts. For example, just 41% of UK 
consumers have a high understanding of the term ‘sustainability’. 

But there are opportunities amid disruption. The shifting landscape of 
UK energy has proved fertile ground for innovative operating models 
and ecosystems, internationally expanding brands and rapidly scaling 
technology platforms. The acceleration of the energy transition has 
created a more engaged, sophisticated consumer base, with some 
customers willing to pay more for new energy solutions. Energy 
suppliers can capture the momentum by engaging consumers in the 
energy transition, supporting shifts in behaviour and energy use and 
creating value along the way.

Introduction
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https://www.ey.com/en_uk/power-utilities/how-energy-providers-can-light-the-path


Our research seeks to understand shifting consumer 
needs, values and expectations alongside consumer 
engagement perspectives. Its aim is to inform 
energy suppliers’ strategic and operational priorities 
to unlock the next generation of customer energy 
experiences, enable growth and deliver sustainable 
long-term value.

This report shares the UK highlights. We can share 
more on the results of the research, global and 
country level data, innovative examples and insights 
on the future energy consumer upon request.

About the
research

We conducted a global consumer survey across  
17 countries with a diverse demographic sampling of 
34,000 residential energy consumers aged 18 years 
or older with 2,000 being in the UK. To bring a broad 
consumer perspective from energy users, the survey 
sample included a mix of bill payers and non-bill 
payers across ages and income levels.
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The energy industry has already embraced the idea that the future energy 
market will be defined by the rise of prosumers, consumers who are consuming 
and producing their own energy, and creating a two-way relationship between 
suppliers and their customers. Now, the combination of increasing adoption 
of energy solutions and growing interest in self-generation, eMobility and 
distributed storage is seeing the rise of the omnisumer — a person or business 
who simultaneously participates in a dynamic energy ecosystem across a 
multitude of solutions and commercial relationships.
 
The omnisumer’s relationship with energy is fundamentally different. At its 
heart is a significant increase in the desire to use new energy sources and 
technologies that deeply interweave the energy experience into our homes, 
vehicles, communities and broader societal goals. Ninety-one percent of those 
we surveyed have at least one new energy-related product or service in their 
home, 84% are interested in self-generation (the figure is even higher for Gen Z 
and Millennials), 27% are considering an electric vehicle (EV) and nearly 10% 
are thinking about installing battery storage in the next three years. 

Interest in self-generation by age group

Rise of the 
‘omnisumer’

*New energy products and services included a range of potential solutions: renewables, battery storage, 
EVs, energy monitoring solutions, smart thermostats, etc.

The energy consumer of tomorrow will be producing, consuming, moving, 
storing, managing and transacting energy across multiple spaces, devices 
and suppliers. In this complex environment, consumers will be looking 
to their energy suppliers to offer simple, but sophisticated, end-to-end 
solutions and integrated experiences that cross multiple energy partners. 
This shift is underway within the UK market, however its development 
is hampered by a mass fragmentation and complexity of choice for 
consumers. Those energy suppliers that rapidly develop a mature, yet 
simplified ecosystem in which omnisumers can exchange value, will be 
winners in the market.

Key takeaways

of UK consumers show interest in 
generating their own electricity at home.

84%

18–24

25–34

35–44

45–54

55–64

95%

94%

93%

87%

78%
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61%

65+

of UK consumers surveyed have adopted at 
least one new energy product or service.*

91%



Consumers are putting their focus and finances towards 
sustainability. Across markets, 84% of consumers say 
sustainability is important when making purchase decisions 
and 80% believe brands must be transparent about 
the environmental impact of the production process.1 
Paradoxically, consumers have a limited understanding of 
common terms used to describe sustainability. Less than 
a quarter of UK consumers say they have a high degree of 
understanding of the terms ‘net zero’ and a one-third for 
‘carbon neutral,’ and less than half are confident they know 
what is meant by ‘sustainability.’ This level of understanding 
is lower than that we identified across all 17 countries of our 
survey, where the global average was much higher at 53%, 
showcasing an alarmingly low level of energy literacy in the UK.

Despite these information gaps, we see consumers showing 
significant interest in adopting new energy products and 
services when these are bundled with benefits aligned 
around three core areas: “saving money, saving time, saving 
the planet.” Cost remains the most critical factor in driving 
purchase decisions but impact on the environment and 
making life easier are also important. These factors are even 
more important for consumers considering purchases in the 
next three years compared with current adopters. But energy 
suppliers that make these claims will need to deliver, if they 
are to meet consumers’ increasing expectations around the 
cost, environmental and convenience outcomes.

Sustainability 
plus

1. ‘The CEO Imperative: Make sustainability accessible to the customer’, EY website,  
https://www.ey.com/en_gl/consumer-products-retail/make-sustainability-accessible-to-the-consumer

While consumers have turned their attention to 
sustainability, the underlying motivators of interest 
are more nuanced. Energy suppliers are well 
positioned to engage consumers on sustainability to 
improve engagement and growth, and achieve their 
own sustainability objectives. However, the messages 
and solutions will require insights and tailored 
approaches aligned to the deeper motivations for 
each individual consumer. “Greenwashing” has 
become a particular hot topic amongst UK energy 
suppliers, as more suppliers claim to offer “100% 
renewable” tariffs. Energy companies will need 
to go further to demonstrate their commitment 
to sustainability. Taking a human-led approach — 
including removing industry jargon — will help energy 
suppliers connect better with consumers through 
concepts they understand and value.

Key takeaways

To reduce 
my costs

To make 
my life 
easier

To reduce my 
environmental 

impact 

What are the most important factors when you 
decide to purchase new energy products and 
services now and in the future?

Save money, save time, save the planet

 Current adopters   Future adopters (next three years)

44% 67% 28% 29% 41% 53%
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How well would you say you understand the following terms?

24% 
of UK consumers have 

a high degree of 
understanding of 

‘net zero.’

33% 
of UK consumers have 

a high degree of 
understanding of 
‘carbon neutral.’

41% 
of UK consumers have 

a high degree of 
understanding of 

‘sustainability.’

https://www.ey.com/en_gl/consumer-products-retail/make-sustainability-accessible-to-the-consumer


The COVID-19 pandemic has accelerated a major shift in how we work 
and live. The EY 2021 Work Reimagined Employee Survey showed 90% of 
employees want flexibility in where and when they work,2 and in our survey, 
17% of customers reported they were regularly working and/or educating from 
home. These shifting work practices have elevated a segment of consumers 
who are significantly more active and energy sensitive. In fact, 71% of 
consumers who reported they were working from home checked their energy 
consumption at least once a month (7% higher than average), and 65% were 
interested in energy efficiency solutions (6% higher than average).

This new segment of more reliant, engaged residential customers is here 
to stay with many companies putting in place long-term flexible work 
arrangements, or even doing away with physical offices altogether. 

@home
workers

Energy suppliers suddenly have nearly one-fifth of residential consumers who look and 
act much more like a small business. Greater energy consumption at different times of 
the day could drive up bills and see consumers increase their focus on the timing of their 
usage. Outlining the benefits of installing smart meters and switching to time-of-use tariffs 
for these customers could be an option to build trust with suppliers. Energy suppliers 
that better understand these new customers can elevate the relationship by proactively 
engaging with tailored tariffs and energy solutions for those who are now permanently 
working and educating from home.

Key takeaways

of UK energy consumers surveyed 
work or educate from home.

17%

of UK @home workers check their energy 
consumption at least once a month.

71%

2. ‘How employers and employees are envisioning the reimagined workplace’, EY website,  
https://www.ey.com/en_ca/workforce/how-employers-and-employees-are-envisioning-
the-reimagined-workplace
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The steady increase in consumers’ digital adoption has passed a new milestone 
— the majority of consumers now prefer digital channels for all of 10 primary 
interactions with their energy supplier. Across all interactions, consumers say 
digital channels are easier to use than non-digital. The “digital divide” that 
once showed lower levels of digital interaction for older consumers has not 
only disappeared, but inverted, with older consumers now more likely to use 
digital channels to interact with their energy supplier than younger ones. Of 
consumers who interacted with their energy supplier in the past year, 82% of 
Boomers report using digital channels compared with 59% of Gen Zs. There is 
still room for improvement though — over half (57%) of consumers surveyed have 
experienced some kind of problem using their energy suppliers digital service.

But consumers don’t want digital for everything, all the time. For some 
interactions such as making a complaint, managing an outage or emergency, 
or resolving an issue, over one-third of consumers prefer non-digital 
channels. Similarly, when faced with an issue using their energy suppliers 
digital services, 24% want to talk to an agent via click-to-call and 19% by 
calling the contact centre.

Digital by 
default

Consumers have created a new interaction paradigm that could be 
summed up as “technology when you want it, a person when you 
don’t.” While digital enablement is clearly a critical focus area, and one 
where consumers are saying gaps remain, the seamless integration 
with human interaction is also part of the future engagement mix. For 
energy suppliers, developing sophisticated customer journey insight and 
management capabilities will be critical to balance cost-to-serve, selling 
opportunities and customer effort. At the same time, the operating model 
of contact centres, the talent profile of those who staff them, and tools 
and training will also need to evolve to empower customer-focused agents 
equipped with the skills to engage, sell and solve problems empathetically.

Key takeaways UK consumers prefer all 10 interactions with their energy suppliers to be 
personalised, proactive and digital

Give a meter reading

Monitor consumption

Research products and services

Pay a bill

Make a purchase

Arrange an install

Initiate or move service

Make a complaint

Report outage or emergency

Resolve an issue

Digital Non-digital

85% 15%

84% 16%

78% 22%

75% 25%

72% 28%

64% 36%

64% 36%

63% 37%

62% 38%

57% 43%
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Digital: website, mobile app, 
web chat, email

Non-digital: call centre, 
branch outlet



Consumers’ desire for energy options that offer greater personalisation and 
control will reshape the foundations of the energy experience. For most, a 
regular bill for one or two months of past energy usage is the core of their 
relationship with their supplier. But consumers are increasingly questioning 
if this arrangement is what they want. In the UK, 57% (compared with 42% 
globally) say they would prefer more flexible and controllable pay-in-advance 
or pay-as-you-go energy options.

The disruption of the energy consumer and supplier relationship is set to 
increase. As of 2020, Millennials and Gen Z became the largest demographic 
in the world, with preferences starkly different from those of their parents 
and grandparents. These consumers are more energy-engaged, about twice 
as likely to monitor their energy on a weekly basis and strongly prefer pay-in-
advance or pay-as-you-go options.

My energy, 
my way

The dramatic shifts in consumer preference and increased energy 
engagement, particularly for Gen Z and younger Millennials, show that 
it is time for energy suppliers to rethink the fundamentals of the energy 
experience, including default assumptions that underpin tariff, billing and 
payment and engagement options. Pay-as-you-go options will be part of 
the future energy experience and a key enabler of the energy omnisumer 
that will span multiple suppliers. This calls for more flexible technology 
solutions and new digital engagement platforms. A new generation 
of energy consumers is looking for different options that provide 
transparency, flexibility and control — now is the time to get creative.

Key takeaways

Interest in 
pay-in-advance/
pay-as-you-go 
payment model, 
preference by age

More than one-third 
of Millennials and 
Gen Z monitor their 
consumption at  
least once a week.

Overall interest in flexible payment models 

25–34

35–44

45–54

55–64

65+

72%

46%

55%
56%

62%

51%

18–24

25–34

35–44

45–54

55–64

65+

21%

43%

34%

29%

24%

38%

18–24

Pay in arrears
35%

Pay-in-advance/pay-as-you-go
57%
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The rising tide of sustainability expectations means that consumers are 
holding energy suppliers to higher standards in this area. Around 60% of 
consumers say that sustainability is important when considering an energy 
or water supplier — the highest across a range of home service supplier 
categories. And when considering different factors of their energy experience, 
58% say getting sustainable products and services “right” is critical. However, 
only 52% are satisfied with their energy supplier’s current sustainability 
offerings. In addition, 30% say they are willing to pay a premium for 
sustainable energy solutions.

Consumers are also clear that purpose statements and PR will not be enough 
to satisfy them. When asked what energy suppliers need to do to demonstrate 
their commitment to sustainability, a wide range of solution and operational 
expectations emerge, including providing support for energy efficiency 
programmes (50%), new energy products and services (47%), offering green 
energy solutions (49%) and operating a green fleet (32%).

Green 
expectations

Support energy efficiency programmes
Offer green energy tariffs/solutions

Provide new energy products and services
Support local sustainability programmes

Offer paperless digital support
Support international sustainability programmes

Operate a fleet of natural gas or electric vans

50%
49%

47%
44%

42%
33%
32%

What does an energy 
supplier need to 
do to demonstrate 
their commitment to 
sustainability?

How important is 
sustainability to you 
when selecting a 
service supplier?

Energy
Water

Home and appliance maintenance

Banking
Entertainment

Insurance

60%
57%

50%

Mobile/telecommunications 46%
Parcel/courier delivery services 48%

Home security monitoring 49%

44%
43%
43%
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It’s clear that when it comes to sustainability, energy suppliers are being held to a high 
standard. And while many already offer green energy solutions, tariffs and energy efficiency 
programmes, the dissatisfaction of some consumers towards these offerings flags the need to 
review and improve current options and experiences. Suppliers have an opportunity to engage 
underserved and vulnerable groups and provide customers and communities with digital tools 
and data insights that offer visibility and control over their energy impact. By demonstrating 
their commitment to sustainability, suppliers can align corporate purpose, brand promise, 
offerings and operations to truly differentiate among increasingly green consumers.

Key takeaways



The speed of change for energy suppliers shows 
no sign of slowing as the roll out of renewables, 
the build out of energy infrastructure, and the 
adoption of EVs continue to grow. Our research 
shows that the pace of change within energy 
consumers is similarly rapid. Digital behaviours, 
sustainability expectations and energy engagement 
are increasing as our collective focus on the energy 
transition grows.

UK suppliers face a difficult balancing act of 
reshaping for this new energy future while 
navigating today’s challenges, and meeting 
customers’ most fundamental energy needs 
around affordability and reliability. But even amid 
disruption, opportunities exist for those companies 
that act now to lead a customer-led transformation. 
Supporting customers through a human-centred, 
technology-enabled approach will improve their 
experience, and help suppliers find new paths to 
growth — 49% of consumers say they would turn 
to their energy supplier first when considering 
purchasing new energy products and services. 

Capitalising on this advantage will require suppliers 
to adopt greater agility enabled by new operating 
models, technology capabilities, partnerships and 
talent. But if the COVID-19 pandemic taught us 
anything, it’s that we can move faster, be more 
innovative and adapt more quickly than we ever 
thought possible.

Moving 
faster than 
the speed 
of green

How EY teams can help
Creating tomorrow’s energy experience today 
Responding to the shifting needs and expectations of energy consumers is not a small task but inaction is not 
an option. There is a singular moment of opportunity for energy suppliers to plot a course to navigate the 
energy transition with consumers at the core of the approach. EY has defined six strategic imperatives that 
will be key for energy suppliers to create long-term value and ultimately reduce costs, drive growth, unlock 
sustainability opportunities and improve satisfaction:

Effortless engagement 
Anticipate the needs and values 
of customers by designing and 
providing seamless journeys 
that leverage insight-driven 
interactions to help maximise 
value, increase choice and help 
enable digital commerce.

Operational agility
Improve and simplify business 
processes, technical capabilities 
and operating practices, applying 
analytics, robotic automation 
and advanced operating 
models to increase consistency, 
responsiveness and flexibility.

Digital enablement 
Unlock the ‘digital dividend’ with 
technologies that help deliver 
exceptional customer experiences, 
improve workforce productivity, 
safeguard data and privacy and 
cost-effectively provide expanded 
billing, customer relationship 
management, digital and analytics 
capabilities.

Adaptive workforce 
Engage the workforce and put 
it at the centre of business 
transformation, with innovative 
approaches to change 
management, upskilling, remote 
working and flexible workforce 
models that improve employee 
engagement and operations 
performance.

Innovative growth 
Appeal to the emerging needs 
of increasingly diverse energy 
customers with new and 
innovative propositions and 
profitably manage and scale to 
drive differentiation, develop 
strategic partnerships and create 
new revenue.

Sustainable enterprise 
Transform the end-to-end 
organisation with new offerings 
and operational practices that 
create long-term value and seek 
to protect and preserve social, 
economic and environmental 
integrity for future generations.

EY’s Customer Experience Transformation 
professionals have extensive experience in working 
with energy suppliers on customer experience 
strategy and design, digital transformation, customer 
engagement platform implementation, employee 
change management and sustainability growth 
strategies. 

We’re focused on helping energy suppliers harness 
innovative technologies and agile ways of working to 
help empower their workforce, engage increasingly 
diverse customers and drive long-term value.
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EY exists to build a better working world, helping 
to create long-term value for clients, people and 
society and build trust in the capital markets.

Enabled by data and technology, diverse EY teams in 
over 150 countries provide trust through assurance 
and help clients grow, transform and operate.

Working across assurance, consulting, law, strategy, 
tax and transactions, EY teams ask better questions 
to find new answers for the complex issues facing 
our world today.
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more, of the member firms of Ernst & Young Global Limited, each 
of which is a separate legal entity. Ernst & Young Global Limited, 
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