
Inspiring action 
through strategic 
campaigning

Money saving boiler challenge



We are Nesta, the UK’s innovation agency for social 
good. We design, test and scale solutions to society’s 
biggest problems. 

For over 20 years, we have worked to support, encourage 
and inspire innovation. Harnessing the rigour of science 
and the creativity of design, we work relentlessly to 
change millions of lives for the better. 

Who we are 



A sustainable future

Our mission is to accelerate the decarbonisation of 
household activities in the UK and improve levels of 
productivity.

At Nesta, we’re focusing on one part of the net-zero 
challenge: rapidly reducing emissions from the UK’s 
homes, which currently account for around 22 percent of 
total emissions.

We do this by designing, testing and scaling solutions that 
drive change: making homes more energy efficient, 
increasing uptake of low carbon heating, and reducing 
household energy use.
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Many condensing combi boilers in the UK aren’t 
operating to their maximum efficiency. They’re burning 
more gas, generating more emissions and costing 
households more than they need to.

These boilers should be set to a flow temperature of 
around 60°c. However, only one in ten households report 
having changed their boiler flow temperature in the last 
year (ONS, 2022).

The problem



Turning down boiler flow temperature

Potential impact

● ~15 million condensing combi boilers in the UK could be optimised for 
a gas saving of 6-8% if reduced to a lower flow temperature.

● This would see the average household save 173kg in carbon 
emissions each year

● In the context of the current cost of living crisis, households could 
save up to £112 per year by changing their boiler settings. 

The solution



Nesta developed a tool for 
changing boiler settings, based on 
user research and small pilot trials.

We wanted to inspire UK households 
to change their boiler settings 
(lower the flow temperature)

Campaign aim

   



Campaign 
insights 

We used behavioural science’s COM-B model  to help understand what the 
sticking points were to people turning their flow temperatures down. We found 
that uncertainty was the biggest barrier, as people didn't know what to do. We 
also found that people were motivated about saving money than saving 
carbon.

COM - B
● Capability - people were unsure how to take the action and nervous 

about changing boiler settings. We addressed this with instructional videos 
and emphasis on ‘ease’ in messaging

● Motivation - testing showed that our target audience was more motivated 
by saving money than saving carbon

● Opportunity - this action can’t be taken remotely, people had to be at 
their boiler to make the change - we selected channels that were most 
likely to reach people at home



1. Getting people to take an action is hard

2. This was quite technical, dry advice 

3. Research showed people were reluctant to touch their 
boiler for fear of breaking it

4. Not many people had taken the action - it wasn’t well 
known 

5. Nesta is not a known consumer advice organisation 

6. October 2022 was a noisy and confusing space for 
energy and money saving advice.

Our challenges 

   



Click to add subtitleNesta launched the Money Saving #BoilerChallenge on 10 October 2022 to 
encourage UK households to turn down their boiler flow temperature.

Our goal

To drive consumers to a new and easy-to-use online tool hosted on a 
campaign microsite that took them through the steps needed to safely turn 
their boiler flow temperature down to 60 degrees or below. 

Our communications approach: 

• To create a network of partner organisations with routes to target 
markets, leveraging their channels and trusted relationships to reach 
consumer audiences and encourage them to take action 

• To use media, social media and paid marketing activity to reach 
consumers audiences directly and to encourage them to take action

The campaign

https://moneysavingboilerchallenge.com/


Campaign 
insights 

Using the EAST framework we refined the campaign creative and message to 
drive conversions  to turning down boiler flow temperature. Features of the 
campaign that aligned with EAST included: 

EAST
● Easy: Ease was one of our key messages 

● Attractive: we provided an incentive - we used eye-catching campaign 
branding and regularly emphasised the cost saving benefit

● Social: we applied descriptive norms to our approach, leveraging 
user-generated content in our creative, and publicising the number of 
boilers turned down via a web tracker

● Timely: we reached people in their homes during a period of concern 
around high energy costs with easy-to-action money saving advice. 



What we did The data supports the theory that women are more engaged in the 
management of energy usage in the home, which suggested they may 
be more interested/responsive to our campaign messaging

Men are 22% 
more likely to 
have Never 

made an “effort 
to cut down on 

the use of 
gas/electricity at 

home” (122 
index, 59.6% 

reach).
Recommend targeting women – potentially for Word of 

Mouth sharing/educating friends and family



Campaign 
creative 



l 
Social norming



l 
Easy to do

https://docs.google.com/file/d/1Q7m30y8pWnYYLb7SROKEg-tRwFH1ffJ4/preview


Partnerships and 
amplification 



UK Government flagship cost of living campaign Government 
endorsement



Smart Energy GB national advertisingNational TV 
advertising
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Media



Stakeholder 
outreach



‘It’s a no-brainer’ 
- using trusted 
messengers  



Industry
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Events - 
parliamentary 
engagement



Paid for adverts



Paid for results 
Social media
The ads delivered 41m impressions and generated over 296,000 clicks to the 
campaign website.

Search
97.3k  impressions were delivered on Google, generating 20,8k clicks to the 
website. 

You Tube
delivered 43m impressions with a reach of 12.6m. The video ads 
performed well with 30.9m views watching the video all the way 
through. 



Paid for results 
Radio and digital audio
Our audio ads had the opportunity to be heard an average of 9 times by 1 in 
4 of the target audience. Digital audio channels delivered 7.8m impressions 
and delivered 7.1k clicks, higher than Spotify average click through rate.

Press
One 25x4 tactical ad insertion in the Daily Mail ‘Money Mail’ section, 
reaching more than 2m adults.

Adverts on websites
Display advertising generated 1.7m impressions and 2,000 clicks to the 
campaign website.



Tracking 
● Significantly more people are now aware you can change the flow 

temperature on your boiler - 66% up from 46%

● Significant increase in proportion of people who lowered their boiler 
flow temp. Pre campaign, 21% told us they had turned their flow 
temperature down, rising to 32% after the campaign.

● Nearly 2 in 5 people saw or heard the campaign message

● Nearly 1 in 5 people recognise the campaign images when prompted

● After seeing the ads, a quarter have, or plan to, lower the temperature 
on their boiler

This was made possible due to the substantial increase in awareness that occurred during and 
after the campaign.

Campaign tracking 



Impact 



Get in touch

ella.white@nesta.org.uk 
elin.price@nesta.org.uk


