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O U R  C A M P A I G N S  U N I T E  P E O P L E  A R O U N D  T H E I R  I N T E R E S T

• talk to mainstream consumers 
about sustainability in a way that 
resonates with them.

• co-design solutions

• do not come with a set agenda 
Our activities are driven by 
furthering the sustainability 
debate.

• campaigns unite people around 
their interest.



• Movie pumpkin rescue 
London
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https://www.youtube.com/watch?v=m81dViwvWv8&list=PL3rwhLVFx8OBZvCg71Lc5IiL55NjEq_GM&index=5
https://www.youtube.com/watch?v=m81dViwvWv8&list=PL3rwhLVFx8OBZvCg71Lc5IiL55NjEq_GM&index=5
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MEET RACHEL

https://www.youtube.com/watch?v=NHlJ6lLm2tE 
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https://www.youtube.com/watch?v=NHlJ6lLm2tE
https://www.youtube.com/watch?v=NHlJ6lLm2tE
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RESEARCH
In 2015, Hubbub and Britain Thinks undertook in-depth research commissioned by Centrica - 
to get an understanding of the realities facing people struggling to pay energy bills. 



RESEARCH BRIEF

• how do vulnerable customers interact with their local community?

• what are routes to reach these vulnerable customers through trustworthy 
intermediaries?

• propose creation of new coalition that can provide a variety of support

• engage with the 3 MP’s so lessons can be fed into local and national strategies 
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THE APPROACH

In each constituency, Hubbub undertook 
research at three levels:

1. Householder interviews

2. Stakeholder interviews

3. MP’s 

10



REGIONAL OUTCOMES

D O N  V A L L E Y
MP fully aware of area statistics

Council has clear strategy & 
objectives. Local agencies 
collaborate.

Strong sense of local 
community, friends & family

People don’t feel like they are 
the ones most in need

Resilient and in good health

MP concerned about off-gas 
residents, aware of isolation, 
unaware of fuel poverty

Stakeholders & householders 
struggle with limited resources 
in poor rural area

Poverty and loneliness major 
issue. Geographically isolated.

Highly divergent depending 
upon time lived in area.

MP aware of issue, but it’s not 
raised by the public

MP’s concern is misconnect in 
language and perception 
between support-providers and 
those who need it

Local agencies struggling to cope

Households living in private 
housing, mortgage so less acces 
support

Very isolated, estranged, health 
problems, don’t see value in 
improving situation
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N O R T H  
C O R N W A L L S O U T H  T H A N E T



There are significant differences between the three 
constituencies. Across all areas, 

• Fuel poverty is not a term that resonates with 
householders or local stakeholders.

• People did not self-identify as being in fuel poverty.

• Many households were felt socially isolated and 
would rather venture online, then leaving their house. 

• Social media like Facebook increasingly used as a 
source of information & support.

• Majority takes self-help approach, They’d rather 
suffer then seek outside help which damages self-
esteem.

BROADER FINDINGS 1 /2



There are significant differences between the three 
constituencies. Across all areas, 

• Those struggling to cope had often faced a major 
change in circumstance such as illness or job loss. 

• Households in private sector more vulnerable then 
public sector (private rented and owned sector). 

• Virtually all households were finding it difficult to know 
what support is available.  

• There is a lack of awareness on all levels of energy 
company initiatives. Local stakeholders who are 
aware, struggle to keep up with changing schemes. 

• There was a lack of cohesion among existing support 
services locally.

• Very little sharing of best practices between 
constituencies. 

BROADER FINDINGS 2 /2



• increase the strength of local support networks 

• provide localised practical support directly to 
people struggling to pay bills 

• overcome social isolation by creating online 
communities 

• engage audiences who don’t know what fuel 
poverty is, and inform them that they might be 
eligible for help  

• link people who need help, to organisation who can 
offer support 

• create a low-cost model that is easy to replicate

FROM RESEARCH  
TO SOLUTION
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PILOT
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• locally-led online hubs 

• provide tips and support to householders on 
saving money in the home;  key focus on bills 
and energy 

• supports people classified as being in ‘fuel 
poverty’ ; who are struggling to pay bills and are 
having to choose between eating and heating.

The pilot was supported by a coalition of 
funders: OVO Energy, Barts NHS Trust, 
People's Postcode Trust and Awards for All. 
 
Scaling Fuelling Connections in 2017 is 
possible due to Calor, Awards for All, the 
Christopher Laing Foundation, and the NEA 
Warm Homes Campaign.

FUELLING CONNECTIONS



Based on our research, the overall aims of 
Fuelling Connections pilot were to:

1. Create online communities

2. Strengthen collaboration

3. Be tested and replicable

THE APPROACH



We follow these steps:

1. Engage MPs

2. Identify a local coordinator

3. Build partnerships

4. Create a platform for sharing

5. Share relevant information that 
helps people

6. Evaluate

THE DELIVERY MODEL



STARTING CONVERSATIONS 
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Reach: 825,000 
AVE: 5,932

Reach: 172,000

Reach: 274,639 
AVE: 3,122

Reach: 56,507 
AVE: 8993

Reach; 825,000 
AVE: 19,250

Reach: 767 
AVE: 844

Reach: 27,903 
AVE: 450

MEDIA HIGHLIGHTS
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Across the three pilot projects:

• 1,354 households recruited to one of three local 
pages.

• 96 stakeholders engaging locally across the 
three pages.

• 653 posts sharing advice on saving money in 
the home.

• 143,297 reach through Facebook alone.

• 1,444 engagements with advice shared.

• 31 PIECES OF PRESS COVERAGE 
TOTAL REACH OF 4 MILLION PEOPLE.

All three local co-ordinators decided to 
continue running the project in 2017. 

IMPACT 2016
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• Meeting people where they are already at

• Largest social network in the UK/world and average time spent online is 20 minutes

• Our research showed that householders would often prioritise having access to a smart 
phone before food and even heating.

• 1/3 of CAB referrals Big Energy Saving Week came through Facebook.

• Age is becoming less and less-a barrier with online tools meaning a wide reach. E.g. 
27% of over 70’s are members of an online dating site.

WHY FACEBOOK
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Since running the pilot in three area’s 
Fuelling Connections has expanded to:

• The Whole of Cornwall with Sarah 
Newton and all other Cornwall MP’s

• Norwich South, with Clive Lewis

• Castle Point, with Rebecca Harris

• Eddisbury, with Antoinette Sandbach

• Penistone and Stocksbridge, with 
Angela Smith

2017



INTERESTED IN

• Incorporating these finding in your 
research

• Mapping the reality - report

• Receiving the ‘how to run’ a 
Fuelling Connections guide?

• Working together to bring Fuelling 
Connections to a new area?

• Get in touch! 
silvia@hubbub.org.uk 
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mailto:silvia@hubbub.org.uk


H U B B U B  -  A P R O V E N  PA RT N E R
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THANK YOU
S I LV I A @ H U B B U B . O R G . U K

W W W. H U B B U B . O R G . U K

@ H U B B U B U K

mailto:silvia@hubbub.org.uk

