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The IEA Technology Collaboration Programme on User-Centred Energy Systems  
(Users TCP) was launched in 2019 to provide policy-relevant evidence on factors influencing 
energy use, including technology acceptance, and their impact on society. Its objective is to 
provide impartial, reliable and authoritative research, guidelines and recommended practices 
to public and private decision makers and implementers based on international evidence. 

 

The Users TCP’s fourteen member countries pool resources and share knowledge to  
build the evidence base on which to establish and adapt energy policy centred on users.  
Our work programme includes the Behavioural Insights Platform, the Global Observatory  
on Peer-to-Peer, Community Self-consumption and Transactive Energy Models (GO-P2P) and 
Tasks focused on Hard-to-Reach Energy Users, Just and Inclusive Energy Transitions, Public 
Engagement for Energy Infrastructure and the Social License to Automate.  
The User-Centred Energy Systems Academy disseminates our work through a series  
of online webinars. 

 

The Users TCP is established under the auspices of the International Energy Agency (IEA) as a 
functionally and legally autonomous body. 

 

Current members of the Users TCP: Austria, Belgium, Canada, Finland, Ireland, Italy, Korea, the 
Netherlands, New Zealand, Norway, Sweden, Switzerland, the United Kingdom and the United 
States. 

 

Further information on the Users TCP is available from: www.userstcp.org 
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Executive Summary 

Heating in buildings represents one of the most challenging sectors to decarbonise, yet it is 
critical for achieving Net Zero emissions by mid-century. Heat pumps are widely recognised as a 
cornerstone technology for low-carbon heating, but their adoption remains uneven across 
countries. Uptake is frequently slowed not only by economic and technical barriers, but also by 
persistent narratives around cost, complexity, reliability, and policy uncertainty. Policymakers 
therefore increasingly recognise the need for constructive narratives that can help households 
understand, trust, and adopt low-carbon heating technologies. 

This research project responds to the Users TCP call for evidence on Constructive Narratives for 
Home Heat Decarbonisation. Its objective was to provide policymakers with a stronger evidence 
base on how communication strategies can support the adoption of heat pumps, and how 
narrative campaigns interact with policy design, market conditions, and public perceptions. 

To address this challenge, the project delivered a structured programme of research organised 
around three complementary components. 

First, a Rapid Evidence Assessment (REA) reviewed academic and policy as well as industry 
literature on communication and narrative framing related to heat pump adoption. This review 
examined which narrative framings appear most persuasive, how different messengers and 
channels affect trust, how communication strategies vary across policy contexts, and how 
narrative campaigns are evaluated. 

Second, the project developed an international case study database, analysing real-world 
campaigns and initiatives from ten countries. Six illustrative case studies were examined in 
detail, supported by in total 18 semi-structured interviews with communication practitioners 
and campaign leaders. These cases explored how narrative strategies operate in practice, 
highlighting enabling conditions, innovative approaches, and persistent barriers to effective 
communication. 

Third, the research developed policy-oriented evidence quality criteria, drawing on evaluation 
frameworks such as the OECD regulatory evaluation framework and the UK Magenta Book. 
These criteria helped assess the strength of available evidence and informed practical 
recommendations for designing and evaluating narrative campaigns.  

Across the evidence review, case studies, and practitioner interviews, several consistent 
insights emerged. 

(1) First, financial considerations dominate household decision-making. Households 
evaluate heat pumps primarily through perceived upfront costs, running costs, and 
financial risk. Communication strategies that provide transparent information about 
costs, grants, and expected bill impacts tend to be more persuasive than those that rely 
primarily on environmental messaging. 
 

(2) Second, practical reassurance about comfort and reliability is critical. Many households 
remain uncertain about whether heat pumps will provide adequate warmth or function 
effectively in their homes. Messages that emphasise everyday comfort, dependable 
heating performance, and suitability for local housing contexts appear particularly 
effective. 
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(3) Third, credibility is shaped by the wider ecosystem of actors involved in communication. 
While the identity of the messenger matters less than the clarity and transparency of 
information, intermediaries such as installers, technical advisers, and peer households 
play a pivotal role in shaping trust and influencing decisions. 
 

(4) Fourth, communication works best when it is embedded within clear policy pathways 
and delivery systems. Campaigns that are linked to simple incentives, structured advice 
services, and accessible decision tools are more likely to translate awareness into 
action. 

 

The analysis identifies several persistent challenges. Communication environments are 
increasingly contested, with misinformation, politicised narratives, and competing claims 
about alternative technologies shaping public debate. In such contexts, credibility must be 
reinforced through transparent information, visible standards, and consistent policy signals.  

Furthermore, the research highlights important limitations in the current evidence base. Many 
narrative campaigns are evaluated primarily through awareness metrics, media reach, or digital 
engagement, while robust evidence linking communication exposure to actual adoption 
outcomes remains limited. 

The findings suggest that effective communication for home heat decarbonisation should be 
understood as part of a broader adoption ecosystem, rather than as standalone messaging. 
Successful strategies combine credible information, practical guidance, trusted intermediaries, 
and supportive policy frameworks. 

The principal implication for policymakers is that communication should be designed not as a 
standalone activity but as an integral component of heat pump adoption systems. Constructive 
narratives emerge most effectively when communication, policy design, and delivery 
mechanisms reinforce one another. When these elements are aligned, communication can play 
a crucial role in building public understanding, trust, and confidence in the transition to low-
carbon home heating. 

By synthesising insights from literature, practitioner experience, and international case studies, 
this project provides policymakers with evidence-informed guidance on designing 
communication strategies that are credible, context-sensitive, and capable of supporting the 
transition to low-carbon home heating. 
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1. Introduction 

 

Decarbonising residential heating is a central challenge in achieving net-zero emissions by mid-
century. In many countries, heating in buildings accounts for a substantial share of final energy 
use and greenhouse gas emissions. Technologies such as heat pumps are widely recognised as 
a key solution for reducing these emissions, offering the potential to replace fossil-fuel-based 
heating with efficient, low-carbon alternatives. However, despite strong policy interest and 
technological readiness, the adoption of heat pumps remains uneven across countries and 
regions. In many cases, uptake has been slower than anticipated, reflecting not only economic 
and technical barriers but also public perceptions, uncertainty, and competing narratives about 
the technology. 

In recent years, policymakers have increasingly recognised that the transition to low-carbon 
heating is not solely a technical or financial challenge, but also a communication and social 
acceptance challenge. Households making decisions about heating systems often face 
complex information environments. Questions about upfront cost, running costs, system 
suitability, reliability, and installation complexity can create uncertainty. At the same time, 
public debate about heat pumps is frequently shaped by competing narratives including 
concerns about cost, claims about performance limitations, or misinformation about 
alternative technologies. In this context, governments and other actors require effective 
communication strategies that can provide clear, credible, and constructive information to 
support household decision-making. 

This research project responds to the Users TCP call for evidence on Constructive Narratives for 
Home Heat Decarbonisation. The project addresses the need for a stronger evidence base on 
how narrative communication strategies can support the adoption of heat pumps and other 
low-carbon heating technologies. In particular, it focuses on how messages about heat pumps 
are framed, who delivers those messages, through which channels they are communicated, 
and how these factors interact with policy design, market conditions, and public trust. 

An important starting point for the research is the recognition that communication 
environments vary significantly across countries. The actors involved in delivering messages 
about heating technologies differ depending on national institutional structures, energy 
markets, and policy frameworks. In some contexts, governments play a central role in 
communicating policy incentives and regulatory changes. In others, installers, manufacturers, 
consumer organisations, or community networks act as key intermediaries. Equally important 
are the channels through which information is delivered, ranging from national advertising 
campaigns and official guidance platforms to local advice services, peer-to-peer learning 
networks, and digital media. Trust in these messengers varies considerably, and who delivers 
the message can strongly shape how credible and verifiable it is perceived to be. Distinguishing 
between the senders of communication and the channels through which messages are 
delivered is therefore essential for understanding how communication strategies influence trust 
and adoption behaviour. 

To explore these issues, the project was structured around three interconnected research 
components. 

First, a Rapid Evidence Assessment (REA) examined academic, policy, and professional 
literature on communication and narrative framing related to heat pump adoption. This review 
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sought to identify which types of messages appear most persuasive, how communication 
channels and intermediaries shape trust, and how narrative campaigns are evaluated in 
practice. The REA also explored how communication strategies vary across policy contexts and 
stages of market maturity. 

Second, the project developed an international case study database documenting real-world 
communication initiatives. These case studies draw on both documentary analysis and semi-
structured interviews with campaign designers and communication practitioners. By analysing 
examples from different countries and organisational contexts, the research examines how 
narrative strategies operate in practice and identifies enabling factors, innovative practices, and 
common barriers. 

Third, the project applied policy-oriented evidence quality criteria, informed by frameworks 
such as the OECD regulatory evaluation framework and the UK Government’s Magenta Book. 
These criteria were used to assess the strength of available evidence and to translate findings 
from the literature and case studies into practical policy guidance. 

Taken together, these research components provide a comprehensive perspective on the role of 
communication in supporting residential heat decarbonisation. Rather than focusing solely on 
individual campaigns or message testing, the project adopts a broader systems perspective. It 
examines how communication interacts with policy instruments, delivery systems, and market 
readiness to influence household decision-making. 

The aim of the project is therefore not to identify a single universal narrative for promoting heat 
pumps. Instead, it seeks to understand how constructive narratives emerge within specific 
policy and social contexts, and how governments and other actors can design communication 
strategies that are credible, context-sensitive, and capable of supporting the transition to low-
carbon home heating. 

2. Research Approach 

The research approach is designed to deliver robust, policy-relevant insights within the six-
month timeframe and with a two-researcher team through a staged, mixed-methods design. 
The study begins with a Rapid Evidence Assessment (REA) of academic and grey literature 
relating to residential heat decarbonisation communication, with a particular focus on heat 
pumps, public engagement, behavioural change, and policy narratives. The REA will employ a 
structured search strategy across academic databases, policy repositories, and practitioner 
sources using predefined inclusion and exclusion criteria to ensure transparency and 
replicability (please review Appendix 1 for an overview of the REA methodology). While the rapid 
review approach necessarily prioritises breadth and timeliness over the exhaustive coverage 
associated with full systematic reviews, it provides a rigorous and proportionate method for 
identifying key themes, evidence gaps, and emerging best practice within the project timeframe. 
Findings from this first phase will directly inform the selection criteria for subsequent case 
studies and interview participants. 

Building on the REA, the second stage involves the development of a structured international 
case-study database examining communication campaigns, policy narratives, and public 
engagement strategies across ten countries. Particular attention will be paid to variation in the 
sources of information, the actors responsible for communication, and the distinction between 
“senders” of messages and the channels through which messages are delivered. This stage will 
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analyse how different governments and organisations frame heat decarbonisation, the extent to 
which messaging is perceived as credible and trustworthy, and how communication strategies 
differ between high-level political announcements and day-to-day public engagement 
activities. The comparative case-study review will enable the identification of transferable 
lessons and examples of effective practice across different institutional and cultural contexts. 

To strengthen and contextualise findings from the secondary research, the third stage 
incorporates primary qualitative data collection through 18 semi-structured interviews 
conducted across ten countries with communication practitioners, industry actors, and 
relevant experts. These interviews are designed both to verify findings emerging from the 
literature and case-study review and to provide deeper explanatory insight into why certain 
communication approaches appear more effective than others in practice. Semi-structured 
interviews allow for consistency across core themes while also providing flexibility to explore 
country-specific experiences and emerging issues. Nonetheless, the research acknowledges 
limitations associated with qualitative interview methods, including potential selection bias, 
differences in national policy contexts, and the challenge of generalising findings across all 
jurisdictions. 

The final stage of the project synthesises evidence from the REA, comparative case studies, and 
interview data to develop a policy evaluation framework against which existing communication 
campaigns and narrative strategies can be assessed. This framework will establish evidence-
quality criteria for evaluating the effectiveness, credibility, inclusiveness, and transferability of 
heat decarbonisation communication strategies. By integrating multiple forms of evidence and 
iteratively linking each research phase to the next, the overall design provides a comprehensive 
and empirically grounded assessment of how governments can most effectively construct and 
evaluate positive narratives for residential heat decarbonisation. 

Figure 1: Research Methodology Overview  

 Disclaimer: Infographic produced with assistance from OpenAI ChatGPT (GPT-5.5). Final content was reviewed and verified by the 
authors; however, minor errors or omissions may remain despite best efforts to ensure accuracy. 
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3. Subtasks 1-3  

This report is organised around three closely linked subtasks that together build a robust 
evidence base on constructive narratives for residential heat decarbonisation. First, the Rapid 
Evidence Assessment (REA) provides a systematic but proportionate synthesis of academic, 
policy, and grey literature on how governments and related actors communicate about heat 
pumps and wider home heating transitions. It examines which narrative framings are used, 
which appear most effective, how intermediaries and communication channels shape trust and 
uptake, and how such interventions are evaluated. The REA also guided the conceptual and 
coding framework used throughout the rest of the project. 

Second, the project develops a structured international case-study database of heat 
decarbonisation communication initiatives. Drawing on the REA, desk research, campaign 
materials, and semi-structured interviews with campaign leads and evaluators, this subtask 
documents how different programmes are designed, delivered, and assessed in practice. The 
database records objectives, target audiences, narrative framings, channels, intermediaries, 
contextual conditions, evaluation methods, and outcomes. This provides the empirical 
grounding for cross-case comparison and allows recurring enabling factors, barriers, and 
innovative practices to be identified. 

Third, the project establishes a tailored evidence-quality framework for judging the design and 
evaluation of narrative communication programmes. Drawing on evaluation standards such as 
the Magenta Book, OECD principles, and NICE guidance, the framework assesses strategic 
clarity, design quality, sender and channel fit, evaluation robustness, outcome measurement, 
and learning. It is then applied across six case-study evidence to identify stronger and weaker 
examples and to derive practical recommendations for policymakers. 

Taken together, the three subtasks produce an integrated account of current practice while also 
providing a practical basis for improving the design, delivery, and evaluation of future heat 
decarbonisation communication strategies. 

3.1. Subtask 1 – Rapid Evidence Assessment (REA) of Literature 

 

3.1.1. Introduction Subtask 1 

Subtask 1 undertook a Rapid Evidence Assessment (REA) to consolidate and critically 
synthesise this emerging knowledge base. The aim was to develop a systematic yet 
proportionate overview of what is currently known about constructive narratives for residential 
heat decarbonisation, with particular attention to heat pump adoption. The REA focuses on the 
role of governments and public actors in shaping communication strategies, coordinating 
intermediaries, and designing narrative campaigns that support behavioural change while 
maintaining public trust. 

The assessment addresses several core questions. These include: 

• How do governments frame heat pump adoption in communication campaigns? 
• Which narratives appear most effective in motivating household action? 
• How do different actors such as installers, energy advisors and community 

organisations function as trusted intermediaries in the adoption journey.  
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The REA also examines how narrative strategies interact with wider policy developments, such 
as subsidy programmes or announcements about phasing out fossil fuel heating systems, and 
how such communications are evaluated in practice. Finally, where available it considers 
lessons that can be drawn from broader low-carbon and net-zero communication efforts, 
including how different senders (for example national governments, regulators, industry actors 
or local intermediaries) and communication channels (such as official campaigns, advice 
services or digital platforms) influence credibility and engagement.  

Methodologically, the REA combined systematic search and screening procedures with 
narrative synthesis (a detailed overview of the methodology employed can be found in Appendix 
I). Searches were conducted across major academic databases alongside policy and grey 
literature sources, ensuring coverage of both scholarly research and applied programme 
experience. The review included peer-reviewed studies, government and NGO reports, and 
evaluations of communication initiatives relating to residential heat decarbonisation and heat 
pump uptake. Purely technical studies without a communication or behavioural component 
were excluded.  

The resulting evidence base brings together insights from diverse methodologies including 
behavioural experiments, surveys, qualitative interviews, modelling studies, campaign 
evaluations and policy analyses allowing patterns and transferable lessons to be identified 
across countries and institutional contexts.  

Findings are synthesised narratively around several cross-cutting themes:  

A) Effective narrative framings 
B) The role of trusted messengers and intermediaries 
C) Contextual influences such as policy design and housing characteristics 
D) Emerging practices for evaluating communication interventions 

An overview of the findings resulting from the RAE are illustrated using NotebookLM in Figure 1. 
The report then provides a detailed account of the RAE finding and this section is completed by 
Table 1 highlighting the main findings in textual format.  
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Figure 2: Illustration of REA findings 

Disclaimer: Infographic produced with assistance from Google Notebook LM. Final content was reviewed and verified by the 
authors; however, minor errors or omissions may remain despite best efforts to ensure accuracy. 
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3.1.2.  Findings for Subtask 1 based on Rapid Evidence Assessment  

 

A) What narrative framings are most effective in promoting heat pump adoption? 

Academic Literature  

Across the reviewed academic, policy and professional literature, the most consistently 
effective heat pump narratives are those that make adoption feel financially realistic, 
technically reliable and practically achievable. While climate and environmental benefits 
remain important, the evidence suggests that they are rarely sufficient as the primary 
conversion hook. Instead, effective narratives tend to combine affordability, performance and 
comfort reassurance, energy security or resilience, peer visibility, and clear guidance through 
the adoption journey. 

 

 

 

 

 

 

Table 1: Summary table highlighting Framing, Strength of Evidence and the Context where 
findings appear most applicable.  

Narrative framing Strength of evidence in reviewed 
material 

Context where it appears 
most applicable 

Financial feasibility, 
affordability and cost 
transparency 

 

Strong. Repeated across academic 
and policy/professional literature, 
including Barnes et al. (2024), 
Hafner et al. (2019), Karytsas (2018), 
Luke (2025), Howick et al. (2023), 
Nesta (2022) and Mikhail et al. 
(2025). 

Particularly important 
where upfront costs, 
payback uncertainty, 
cost-of-living concerns or 
scheme distrust shape 
decisions. 

Performance, comfort 
and “heating that works” 

Strong. Supported by Nesta (2022), 
Howick et al. (2023), Wilkie et al. 
(2025), CIPHE (2024) and Daikin 
(2025). 

Useful where awareness 
is low, cold-weather 
performance is doubted, 
or households need 
reassurance about 
everyday use. 

Energy security and 
resilience 

Moderate to strong. Supported by 
Nesta (2022), Luke (2025), Canadian 
Climate Institute (2023) and Cooling 
Post (2024). 

Relevant where energy 
independence, cost 
stability, resilience to 
extreme heat, or wider 
system security are 
salient. 

Social proof, peer 
examples and 
testimonials 

Moderate to strong. Supported by 
Martens et al. (2025), Corbett et al. 
(2023), Luke (2025), Howick et al. 

Useful where adoption is 
unfamiliar and 
households benefit from 

For communication leaders, this means that narratives must do three jobs at 
once:  

• speak to people’s wallets and practical constraints,  
• reduce uncertainty and hassle, and  
• connect the technology to credible pathways in their own homes and 

communities. 
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(2023), DESNZ (2025), 
Euroconsumers (n.d.) and CIPHE 
(2024). 

seeing relatable users, 
case studies or 
community examples. 

Simplicity, guidance and 
supported customer 
journeys 

Strong as a cross-cutting condition. 
Supported by Barnes et al. (2024), 
Wilkie et al. (2025), Snape et al. 
(2015), DESNZ (2025) and 
Euroconsumers (n.d.). 

Particularly important 
where installation 
journeys are perceived as 
complex, risky or 
administratively 
burdensome. 

Segmented and context-
specific narratives 

Moderate. Supported by Räihä and 
Ruokamo (2021), Poblete-Cazenave 
and Rao (2023), Corbett et al. (2023) 
and Karytsas (2018). 

Important where adoption 
depends on housing type, 
income, climate, region, 
life stage or existing 
heating infrastructure. 

Environmental/climate 
benefits alone 

Weaker as a primary conversion 
framing. Hafner et al. (2019) found 
financial framing more persuasive, 
and Nesta (2022) found emissions-
focused messages had no impact. 

Best used as a supporting 
rationale rather than the 
main adoption hook, 
especially for high-cost 
household decisions. 

 

A core finding across both academic and grey literature is that financial feasibility is central to 
adoption. Barnes et al. (2024), drawing on deliberative workshops with UK policy, industry and 
research stakeholders, emphasise that affordability, installer capacity and simplified customer 
journeys are essential to building public confidence. Their findings suggest that communication 
should move beyond discrete incentives and instead form part of a clear, coherent national 
narrative supported by long-term policy commitments. Fragmented communication and 
inconsistent political signals risk undermining trust in heat pumps as part of a sustained energy 
transition. 

This focus on feasibility is reinforced by Martens et al. (2025), whose study in Flanders finds that 
perceived behavioural control and subjective norms positively influence adoption intention, 
while attitudes unexpectedly correlate negatively with intention. Interviews show that although 
homeowners may express positive views about heat pumps, cost concerns, uncertainty about 
savings and practical constraints prevent action. This suggests that communication must not 
only motivate households, but reassure them that adoption is manageable, affordable and 
supported. Similarly, Karytsas (2018) finds that Greek consumers may be relatively well 
informed about ground-source heat pumps, yet intention to install remains below 10%, with 
high upfront cost and lack of investment capital acting as major barriers. In economically 
constrained contexts, knowledge alone is therefore insufficient; narratives must make visible 
how policies, subsidies and financial tools materially reduce risk and improve payback.  

The policy and professional literature strongly supports this emphasis on affordability. Luke 
(2025) argues that households have been hesitant about net zero technologies partly because 
previous UK schemes underperformed, damaging confidence and reinforcing perceptions that 
“now is not the time” under cost-of-living pressures. Howick et al. (2023) similarly identify 
upfront cost as the key barrier, while subsidies and grants motivate uptake. Nesta (2022) 
provides experimental support, finding that reducing upfront cost is the strongest lever, while 
reduced running costs and financing options materially increase uptake intentions. Industry 
examples reflect the same “make it doable” logic, with the Dutch Hybrid Heat Pump Plan 
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positioning adoption through employer-linked tax benefits, monthly payments and a savings 
calculator (Het Nationale Hybride Warmtepomp Plan, n.d.). 

The importance of financial framing is also supported by Hafner et al. (2019), who provide one 
of the clearest indications that message content may matter more than messenger identity in 
high-involvement heating decisions. In a 2×5 factorial experiment with 493 UK participants, they 
compared financial and environmental message frames alongside five messenger types. 
Messenger type had no significant effect on hypothetical choice or later behavioural intentions, 
even though an industry expert was rated as trustworthy and knowledgeable. By contrast, 
financial framing significantly increased preference for the efficient heat pump and carried over 
into stated real-life intentions. Hafner et al. (2019) explain this through the Elaboration 
Likelihood Model: for large, consequential purchases, people attend closely to message 
content rather than peripheral cues such as who delivers the message. For campaigns, this 
implies that clear information about long-term financial benefits, bills, payback and cost 
stability is likely to be more persuasive than simply selecting a “better” messenger. 

However, financial narratives need to be credible and transparent rather than generic. Mikhail et 
al. (2025), analysing the online marketing of 90 heat pump installers, find that 89% did not 
provide any estimate of total installation cost, while 84% emphasised energy efficiency and 
67% mentioned expected utility bill savings. Only 22% mentioned CO₂ reductions and 10% 
referred to health and safety benefits from reduced indoor gas use. This suggests that installers 
often promote “efficiency” while remaining opaque about what installation will actually cost 
and how large savings might be. For communication, transparency itself becomes a trust signal. 
Campaigns should therefore move beyond broad claims about savings and provide indicative 
cost ranges, realistic saving estimates and accessible explanations of operating costs. 

A second major framing concerns performance, comfort and reliability. Nesta’s message testing 
found “heating that works” among the most effective framings, while emissions-focused 
messages had no impact (Nesta, 2022).  

Figure 3: “Heating that works” (Nesta, 2022) 

 

Howick et al. (2023) explain why this matters: awareness remains low, heat pumps are often not 
“front of mind” during boiler replacement decisions, and doubts about cold-weather 
effectiveness continue to shape perceptions. Manufacturer and industry campaigns therefore 
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often operationalise reassurance through ease-of-use, quality and comfort. NIBE’s “Take the 
Step” campaign focuses on ease of use and quality while addressing myths around noise and 
installation complexity (CIPHE, 2024). Daikin’s Europe-wide campaign foregrounds “invisible” 
comfort and clean air benefits through a wellbeing and health narrative across TV, print and 
digital channels (Daikin, 2025). 

Academic evidence reinforces the importance of setting realistic expectations around use and 
comfort. Wilkie et al. (2025), analysing the lived experience of UK early adopters, show that 
while adoption is often initially motivated by environmental ideology, frustration can arise when 
physical modifications and system complexity do not align with expectations. Trust in installers 
and user education during handover are therefore important determinants of satisfaction. This 
extends Barnes et al.’s (2024) emphasis on the customer journey by showing that 
communication should not end at purchase. It should also prepare households for changes in 
heating practices, normalise adaptation and support long-term engagement. 

Energy security and resilience provide a further effective narrative layer, particularly when linked 
to wider concerns about cost stability and household protection. Nesta (2022) finds that energy 
security messages increase intent to adopt, aligning with Luke’s (2025) emphasis on “carrots 
not sticks” amid sensitivity to “boiler ban” controversy. Policy-led initiatives increasingly 
combine adoption with equity, resilience and market-building framings. The NESCAUM-led US 
states MOU, for example, emphasises market acceleration targets, public-sector leadership, 
data tracking and equity commitments (Cooling Post, 2024). The Canadian Climate Institute 
similarly ties heat pumps to emissions reduction and resilience to extreme heat, emphasising 
cooling as a life-saving adaptation benefit alongside mitigation (Canadian Climate Institute, 
2023). This broadens the proposition beyond heating alone and positions heat pumps as part of 
household resilience. 

A fourth consistent theme is the role of social proof, peer examples and testimonial 
communication. Martens et al. (2025) identify subjective norms as important in shaping 
intention, while Corbett et al. (2023), studying Canadian homeowners, find that perceptions of 
functionality, environmental benefits and technology-oriented lifestyles are stronger predictors 
than policy awareness alone. They also highlight the value of testimonial-based 
communication, suggesting that peer-led narratives may be more effective than traditional 
government messaging. The grey literature mirrors this: Luke (2025) shows that social norms 
messaging can shift behavioural intentions and recommends scaling nudges and collective 
incentives; Howick et al. (2023) find that seeing heat pumps used by others can motivate 
uptake, while negative experiences deter it. DESNZ (2025), Euroconsumers’ CLEAR-HP 
programme and NIBE’s campaign all operationalise social proof through case studies, 
community engagement, real-life examples and supported journeys (DESNZ, 2025; 
Euroconsumers, n.d.; CIPHE, 2024). 

At the same time, peer and testimonial approaches appear most effective when they are 
embedded within a wider support system. Snape et al. (2015), using an agent-based model of 
UK Renewable Heat Incentive uptake, show that “hassle factors” linked to complex compliance 
and inspection processes can sharply reduce adoption despite financial incentives. Their 
findings highlight a tipping point beyond which procedural burden causes potential adopters to 
drop out. This suggests that narratives of simplicity, predictability and “one-stop” solutions are 
important, but only if backed by actual delivery design. If communication promises an easy 
process that households do not experience in practice, credibility will be quickly weakened.  



16 
User-Centred Energy Systems 

Constructive narratives for home heat decarbonisation  Technology Collaboration Programme by IEA 

Finally, the evidence points to the need for segmentation and contextualisation. Räihä and 
Ruokamo (2021), surveying Finnish owners of newly built detached houses, find that adoption is 
affected by age, education, heating mode, location, environmental attitudes and information 
channels. Less-informed homeowners were more likely to reject hybrid heating, underlining the 
value of comparative tools such as calculators and scenario planners. Poblete-Cazenave and 
Rao (2023), using American Housing Survey data, show that adoption likelihood varies by 
climate, urbanity, age, home size, insulation and income. Their findings suggest that 
communication and incentive design must be segmented by housing stock, climate zone and 
life stage. Narratives that ignore structural constraints risk alienating households for whom 
adoption is genuinely more difficult or expensive. 

Overall, the strongest narrative package is not a single message, but a combined proposition: a 
clear financial offer, performance and comfort reassurance, energy security or resilience 
benefits, peer visibility, and trusted guidance through a simple and supported adoption journey. 
Environmental benefits remain important, but the reviewed evidence suggests they are most 
effective when integrated into a wider narrative of affordability, reliability, practicality and 
household benefit. 

Figure 4: Narrative suggestion (Author’s own illustration) 

 

 

 

 

 

 

 

 

 

 

For communication leaders, this means that effective narratives should 
prioritise the benefits people experience directly in their homes.  

In practice, communication needs to do three things: 

• Lead with practical value – emphasise affordability, running 
costs, and financial predictability. 

• Reassure on performance and comfort – address concerns about 
reliability, warmth, and suitability for everyday living. 

• Connect the technology to wider resilience goals – frame heat 
pumps as part of energy security and independence, with 
climate benefits present but not necessarily the primary 
message. 
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B) How do communication channels and intermediaries affect message trust and 
uptake? 

Across the reviewed academic, policy and professional literature, communication channels and 
intermediaries clearly shape trust and uptake of heat pumps. However, the evidence also 
suggests that their influence does not always operate through conventional “best messenger” 
assumptions. Rather than messenger identity alone determining credibility, trust appears to be 
built through the quality, transparency, relevance and usability of the information provided, and 
through the ability of channels and intermediaries to reduce perceived risk, hassle and 
complexity. 

 

 

 

 

 

 

 

 

 

Table 2: Summary table highlighting Channel or intermediary, Role in trust and uptake and 
Strength of Evidence  

Channel or 
intermediary 

Role in trust and uptake Strength of evidence in reviewed 
material 

Message content 
over messenger 
identity 

 

Substantive financial 
information can outweigh 
source identity in high-
involvement decisions. 

Strong experimental evidence from 
Hafner et al. (2019). 

Installer websites 
and online installer 
communication 

Can either build trust through 
transparency or weaken it by 
omitting cost and saving 
information. 

Strong evidence from Mikhail et al. 
(2025). 

Installers and 
tradespeople 

Act as key trust carriers and 
adoption gatekeepers across 
the customer journey. 

Strong support from Wilkie et al. 
(2025), Howick et al. (2023), CIPHE 
(2024) and Euroconsumers (n.d.). 

Digital platforms, 
portals and 
calculators 

Useful for search, comparison, 
quoting and reducing hassle, 
but limited if not connected to 
human support. 

Moderate to strong evidence from 
Räihä and Ruokamo (2021), DESNZ 
(2025), Howick et al. (2023) and 
Het Nationale Hybride 
Warmtepomp Plan (n.d.). 

Government and 
policy channels 

Important for legislative signals 
but less effective when 
communication is generic, low-

Mixed evidence from Corbett et al. 
(2023), Snape et al. (2015), Barnes 
et al. (2024) and Howick et al. 
(2023). 

For communication leaders, it is important to note that the evidence points to 
three main patterns:  

(1) in high stakes heating decisions, message content and transparency 
matter more than messenger identity 

(2) intermediaries such as installers and information platforms can either 
build or erode trust depending on how they communicate 

(3) channels that reduce complexity and “hassle” play a critical role in 
converting interest into adoption 
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salience or administratively 
complex. 

Peer examples and 
testimonials 

Build trust through relatability, 
visibility and normalisation. 

Moderate evidence from Martens 
et al. (2025), Corbett et al. (2023), 
Howick et al. (2023) and wider 
campaign examples. 

Mass-reach and 
brand campaigns 

Build familiarity, category trust 
and normalisation. 

Campaign-based evidence from 
Daikin (2025) and CIPHE (2024). 

Tailored advice and 
usability-tested 
journeys 

Increase engagement by 
reducing complexity and 
making advice personally 
relevant. 

Supported by DESNZ (2025) and 
Euroconsumers (n.d.). 

 

Hafner et al. (2019) provide one of the clearest tests of messenger effects. They compared 
financial and environmental benefit framing alongside five messenger types: neighbour, 
government, industry expert, utility, or no named messenger. Although the industry expert was 
perceived as significantly more trustworthy and knowledgeable, messenger type had no effect 
on technology choice or subsequent self-reported intentions. Only the content of the message 
mattered. A financial frame significantly increased the likelihood of choosing the heat pump 
and this effect carried over to stated real-life intentions. Hafner et al. (2019) interpret this 
through the Elaboration Likelihood Model: for large, consequential purchases, people are highly 
involved and focus on substantive information rather than peripheral cues such as who is 
speaking. This suggests that simply placing the right logo or spokesperson on a heat pump 
message is unlikely to shift uptake if the communication does not provide convincing, concrete 
information, especially around costs and savings. 

At the same time, installer communication shows that intermediaries can strongly influence 
trust through both what they say and what they omit. Mikhail et al. (2025) analysed the websites 
of 90 heat pump installers and found that 89% did not provide any estimate of total installation 
cost. While 84% highlighted energy efficiency and 67% mentioned utility bill savings, only 22% 
referred to CO₂ reductions and 10% mentioned health or safety benefits. This indicates that 
installers often use online channels to promote benefits in general terms while omitting the 
information most critical to risk-averse homeowners: total cost and likely savings. Mikhail et al. 
(2025) argue that this lack of transparency creates “information gaps” that undermine both trust 
and the effectiveness of federal programmes. In communication terms, installer websites, 
which may be a primary channel during the research stage, can therefore function as trust-
weakening rather than trust-building intermediaries when they do not provide practical and 
transparent information. 

The policy and professional literature strongly reinforces the central role of installers and advice 
providers as trust carriers and adoption gatekeepers. Howick et al. (2023) identify tradespeople, 
specialist advice providers and energy suppliers as key messengers. Government may be 
trusted for legislative signals, but other intermediaries may be more influential at different 
points in the customer journey. Nelles et al. (2024) frame this as a mission-governance 
challenge, arguing that the issue is less technological novelty than system alignment, capability 
and norm change. Industry and consumer-facing campaigns operationalise this logic. NIBE’s 
“Take the Step” campaign is designed to generate leads for “NIBE Pro” installers and equips 
them with a portal of marketing tools (CIPHE, 2024). Euroconsumers similarly identifies installer 
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quality as a critical bottleneck and builds installer upskilling and partnerships into the CLEAR-
HP delivery model (Euroconsumers, n.d.). 

Intermediaries also shape trust through face-to-face communication and handover practices. 
Wilkie et al. (2025) find that users who received clear explanations from installers about system 
operation, and were encouraged to adjust settings, reported higher satisfaction and confidence. 
By contrast, users who were told not to “touch” the system or were given minimal guidance 
struggled with comfort and control. Trust is therefore not generated only by abstract 
reputational cues, but through communication during installation: time spent, clarity of 
explanation and an invitation to develop competence. This contrasts with the “thin” online 
communication observed by Mikhail et al. (2025) and indicates that installers operate as crucial 
intermediaries at multiple points in the journey. Campaigns that position installers as trusted 
guides will only be credible if installers are supported and trained to communicate effectively in 
person. 

Digital channels are important for search and initial engagement, but digital-only pathways 
appear limited. Räihä and Ruokamo (2021) find that adoption of supplementary heating 
systems, including air-source heat pumps, is strongly associated with the information channels 
used. Homeowners who engaged with professional literature and web-based comparison tools 
were more likely to adopt, while those less informed about hybrid heating were more likely to 
reject supplementary systems. This suggests that structured, comparative information can 
support uptake by reducing perceived complexity and helping households understand how 
technologies fit their own homes. Comparison tools and professional resources can therefore 
act as credibility-enhancing intermediaries. 

The grey literature similarly finds that online channels are the most commonly used for 
information seeking around zero direct emissions heating systems (Howick et al., 2023). DESNZ 
(2025) provides applied evidence that digital platforms can reduce time and cost and 
streamline early-stage quoting and surveys, but also highlights the limits of digital-only 
journeys. Clarity, intuitive design and continued human interaction remain necessary to 
maintain trust and engagement. Campaign examples mirror this pattern. The Dutch Hybrid Heat 
Pump Plan relies on a portal and calculator to automate parts of the journey and reduce hassle, 
but still includes installer inspection, quotation stages and employer approval steps (Het 
Nationale Hybride Warmtepomp Plan, n.d.). This suggests that digital tools can be effective 
where they simplify the process, but they are most credible when connected to tailored advice 
and human support. 

Policy communication and governmental channels show a more mixed influence. Corbett et al. 
(2023), in a survey of 3,138 Canadian homeowners without heat pumps, find that only 5% can 
recall any supportive policy unaided. Policy awareness without prompts is a positive predictor 
of willingness to adopt air-source heat pumps, but it is not among the strongest drivers of 
intention and does not predict willingness for ground-source systems. Policy awareness with 
prompts has no significant effect. This suggests that generic, low-salience policy 
communication, whether mediated through official websites or wider public communication, 
may do relatively little to shape uptake unless embedded in more concrete and personalised 
channels. 

Snape et al. (2015) add that policy channels can also weaken uptake when they are experienced 
as administratively burdensome. Their agent-based model of the UK Renewable Heat Incentive 
shows that the “hassle factor” associated with compliance checks and complex processes can 
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push adoption below a tipping point, even when financial incentives are attractive. The issue is 
therefore not that government is necessarily an untrusted sender, but that the administrative 
channels through which households interact with policy can feel confusing and burdensome. 
This supports the case for simple, predictable and easy-to-navigate policy pathways, potentially 
delivered through “one-stop shop” intermediaries. 

Tailoring and usability also emerge as important trust mechanisms. DESNZ (2025) finds that 
tailored, non-technical communication increases engagement and that usability testing 
improves navigation and conversion. Euroconsumers similarly foregrounds suitability 
assessment and “heat pump readiness”, including insulation, as a core issue. This implies that 
trusted advice must help households understand not only whether heat pumps are beneficial in 
general, but whether their home is ready and what steps may be required. This is particularly 
important because poorly matched advice or poor installation outcomes may fuel negative 
narratives and undermine wider confidence. 

Social and contextual channels matter, but often more indirectly. Martens et al. (2025) show 
that subjective norms influence intention, suggesting that interpersonal communication, seeing 
what others do, and talking to knowledgeable peers or intermediaries can help create the 
impression that “people like me can do this”. Corbett et al. (2023) similarly find that having a 
technology-oriented lifestyle and knowing a heat pump owner are associated with greater 
willingness to adopt, and they suggest testimonial-based nudges as promising tools. Peer 
channels and social intermediaries therefore build trust not through formal authority, but 
through relatability, visibility and normalisation. 

Finally, the literature suggests that different communication channels perform different 
functions within the wider adoption journey. Mass-reach brand advertising, such as Daikin’s 
pan-European TV, print and digital campaign, can build familiarity and category trust, while 
performance marketing and lead generation funnels, such as NIBE’s targeted Google and social 
advertising to installer connections, focus more directly on conversion (Daikin, 2025; CIPHE, 
2024). Barnes et al. (2024) similarly emphasise the need for a clear national narrative, long-term 
strategy and coherent policy mix across industry, manufacturing, policy and research actors. 
Trust depends on consistency across multiple senders and touchpoints: national governments, 
regulators, manufacturers, local authorities, installers and advice providers need to 
communicate a compatible story over time. 

Overall, communication channels and intermediaries affect trust and uptake less through 
formal identity and more through their capacity to provide clear, transparent, relevant and 
usable support. In high-cost, high-involvement decisions such as heat pump adoption, 
households attend closely to content and process. Channels must therefore help answer 
practical questions: what will this mean for my home, my bills, my comfort and the installation 
journey? Intermediaries, whether installers, comparison tools, peers, advice providers or policy 
schemes, are trusted when they reduce uncertainty and help households move through the 
decision process clearly and confidently. 
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C) How do narrative strategies vary across countries and contexts? 

Across the reviewed academic, policy and professional literature, narrative strategies for heat 
pumps vary according to market maturity, housing stock, climate, economic conditions, policy 
posture, institutional trust and the socio-psychological profile of households. Many of the 
studies are not explicitly designed as communication campaign evaluations, but their findings 
show which narratives are likely to resonate in specific national and contextual settings. Overall, 
comfort, cost, climate and convenience recur across countries, but their relative importance 
and credibility vary considerably. 

 

 

 

 

 

 

 

 

 

 

Table 3: Summary table highlighting country differences, most relevant narrative emphasis and 
country specific implications  

Country/context Most relevant narrative 
emphasis 

Country-specific implication 

UK 
 

Financial logic, simple 
pathways, reliability and fair 
transition 

Avoid relying on environmental framing 
or messenger identity alone; 
emphasise affordability, process 
simplicity and policy stability. 

Scotland Local relevance, peer 
experience, preparedness 
and ongoing support 

Use accessible, property-specific 
guidance and support current users so 
they remain positive advocates. 

For communication leaders, this means that messaging alone is not 
enough. Effective communication must also guide people through the 
decision journey. In practice, this requires: 

• Using trusted intermediaries – such as installers, advisors, or 
community organisations. 

• Reducing friction in the decision process – making information 
clear, accessible, and actionable. 

• Designing communication as a pathway – helping households 
move from awareness to confidence and ultimately to 
installation. 

 

For communication leaders, this means that there is no single universal 
narrative. Effective strategies must be tailored to local conditions. In 
practice, this requires: 

• Adapting messages to context – reflecting local housing, climate, 
and market maturity. 

• Aligning narratives with audience realities – including economic 
pressures and household motivations. 

• Matching storylines to specific segments – recognising that 
different groups respond to different benefits and concerns. 

 



22 
User-Centred Energy Systems 

Constructive narratives for home heat decarbonisation  Technology Collaboration Programme by IEA 

Ireland  Segmented narratives 
combining savings, 
sustainability, comfort and 
reduced hassle 

Target positive segments with financial 
and environmental benefits, while 
addressing disruption and effort. 

Finland/Nordic 
contexts 

Comfort, cold-climate 
performance, technical 
robustness and comparison 
tools 

Link narratives to credible tools, 
guarantees and local performance 
reassurance. 

Flanders Perceived control, practical 
feasibility and social proof 

Show that adoption is doable for 
“people like me” by addressing costs, 
savings uncertainty and practical 
barriers. 

Greece Affordability, subsidies, 
payback and risk reduction 

Environmental narratives need to be 
combined with concrete financial 
support due to economic constraints. 

Netherlands/EU 
multi country 
context 

Hybridisation, collective 
purchase, finance 
mechanisms and 
coordinated support 

Connect communication to practical 
delivery models, portals, financing and 
installer upskilling. 

Cananda Local climate reliability, 
environmental benefit and 
owner testimonials 

Use regional targeting and peer 
examples, especially where latent 
willingness is already higher. 

US Segmentation by climate, 
housing stock, income, 
equity and programme 
structure 

Avoid “average household” narratives; 
link messaging to retrofit suitability and 
federal/state support. 

North America wider Resilience, cooling 
adaptation, equity and 
streamlined support 

Position heat pumps as mitigation, 
household protection and system 
transformation, especially for 
vulnerable communities. 

 

In the UK, several studies underline the need for narratives that make heat pumps feel 
financially sensible, practically manageable and embedded within a coherent national 
transition story. Hafner et al. (2019), in an experiment with 493 UK participants choosing 
between a standard boiler and an efficient heat pump, show that financial framing, particularly 
bill savings, significantly increased selection of the efficient option, whereas environmental 
framing did not. Messenger identity, including government, neighbour, industry and utility, had 
no effect on choice. Barnes et al. (2024), drawing on decision-theatre workshops with UK 
experts from government, industry and research, similarly emphasise the importance of a clear 
and stable national narrative about the role of heat pumps in net zero, supported by long-term 
policy commitment, affordability measures and a smoother customer journey. Snape et al. 
(2015), using an agent-based model of the UK’s Renewable Heat Incentive, add that generous 
subsidy narratives can be undermined if the process feels overly complex. The UK evidence 
therefore suggests that effective narratives need to foreground long-term cost logic, simple 
pathways and reliability, framed within a fair and managed transition, rather than relying on 
green appeals or prestigious messengers alone. 

The policy and professional literature adds an important UK distinction between policy 
postures. Nelles et al. (2024) emphasise differences between England’s incentive-led approach 
and Scotland’s more regulation-forward posture, shaping both narrative tone and perceived 
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coercion risk. Howick et al. (2023) also show strong sensitivity to compulsion and stress the 
need for well-timed preparatory government communication ahead of legislation. This suggests 
that UK narratives need to be especially careful around perceived pressure or “boiler ban” 
framings and should instead emphasise support, preparation and practical readiness. 

Scotland offers a more fine-grained view of place-based communication. Wall and Laing (2024), 
surveying 61 Scottish early adopters, find that adopters are usually driven by multiple 
motivations, including comfort, bills and environmental concerns, and that each installation is 
highly specific to property type, age and user needs. Rather than recommending a single 
storyline, they conclude that potential adopters mainly “want to feel informed and prepared” 
before committing. Scottish narratives should therefore place strong emphasis on 
comprehensive, accessible and reliable information, peer experience, local relevance and 
ongoing user support, rather than generic national slogans. 

In Ireland, where heat pump adoption remains at an earlier stage, Meles et al. (2022) show how 
narratives may need to be segmented across distinct audience types. Using a nationally 
representative survey and discrete choice experiment, they identify four latent classes. Around 
60% of the population fall into groups with broadly positive views, 17% are against and 22% 
neutral. Beyond cost, installation hassle, environmental sustainability and comfort of use 
significantly shape preferences. For the most enthusiastic group, typically higher income and 
higher education, there is willingness to pay for bill savings and environmental benefits, but also 
aversion to hassle. Another group is less keen to change heating system but is motivated by 
environmental sustainability. Irish campaigns could therefore target pro-technology groups with 
combined bill-savings and environmental narratives while addressing hassle, and target more 
reluctant but environmentally concerned groups with sustainability messages linked to minimal 
disruption. Compared with more mature markets such as France or Finland, Irish respondents 
report higher stated willingness to pay for environmental and savings attributes, although Meles 
et al. (2022) caution that stated preferences may overstate real behaviour. 

Nordic evidence emphasises comfort, performance and high-quality guidance. Räihä and 
Ruokamo (2021), in Finland, show that adoption is shaped by education, primary heating mode, 
location, environmental attitudes and information channels. Households using professional 
literature and web-based comparison tools were more likely to adopt. In a cold-climate context, 
narratives therefore need to be backed by credible comparison tools that help households 
understand local suitability and performance. Jager’s (2025) review of mainly European studies 
complements this by identifying comfort expectations, performance uncertainty and disruption 
to daily life as important barriers. Since many owners report increased comfort after adoption, 
Jager (2025) argues that campaigns should explicitly emphasise comfort gains and provide 
guarantees or technical support to reduce performance uncertainty. Nordic-style narratives 
therefore need to foreground warmth, stability and technical robustness as much as climate 
benefits. 

In Flanders and Greece, the evidence highlights the importance of economic realities and 
perceived control. Martens et al. (2025) find that perceived behavioural control and subjective 
norms positively predict intention to adopt in Flanders, while more positive attitudes towards 
heat pumps are unexpectedly associated with lower intention because cost worries, savings 
uncertainty and practical constraints block action. Flemish campaigns should therefore show 
that “people like you can actually do this” by addressing practical and financial barriers and 
using social proof from neighbours or peers. In Greece, Karytsas (2018) finds that awareness of 
ground-source heat pumps is relatively high, but intention to install remains below 10%. High 
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upfront cost, intensified by economic recession and lack of capital, is the main barrier. Greek 
narratives that stress environmental benefits without visibly tackling affordability risk appearing 
unrealistic. Instead, campaigns need to combine long-term savings and climate benefits with 
concrete messages about subsidies, payback and risk reduction. 

In continental Europe more broadly, hybridisation, fiscal instruments and coordinated support 
infrastructures feature strongly in the professional literature. The Dutch employer-based hybrid 
heat pump model uses payroll and tax structures, salary-sacrifice logic and a centralised portal 
to reduce upfront barriers (Het Nationale Hybride Warmtepomp Plan, n.d.). At EU and multi-
country level, CLEAR-HP targets multiple countries with a shared model of advice, financing 
support, collective purchase packages and installer upskilling (Euroconsumers, n.d.). These 
examples suggest that in some contexts, narratives may work best when linked to practical 
finance mechanisms and collective purchasing infrastructures rather than individual 
persuasion alone. 

The Canadian and US evidence further illustrates the importance of climatic, regional and 
structural variation. Corbett et al. (2023) find that around one-third of Canadian homeowners 
are willing to adopt, with higher willingness for air-source systems and in Atlantic Canada and 
British Columbia. Policy awareness is generally low, and only unaided policy awareness 
marginally predicts willingness for air-source heat pumps. Perceptions of functionality, 
environmental benefits, a technology-oriented lifestyle and anticipated financial or 
inconvenience costs are more important. Canadian campaigns should therefore focus on 
demonstrating reliability in the local climate, emphasising environmental benefits and using 
testimonials from existing owners, especially in regions where latent willingness is already 
higher. 

The Canadian Climate Institute also positions heat pumps as both mitigation and life-saving 
cooling adaptation, recommending one-stop shops and streamlined programmes to reduce 
administrative burden (Canadian Climate Institute, 2023). In the US, Poblete-Cazenave and Rao 
(2023) show that adoption is more likely in warmer, urban areas, larger and better-insulated 
homes, and younger households. Willingness to pay varies widely even at similar income levels. 
The US multi-state MOU similarly frames adoption through market share targets, data collection 
and investment in low-income and pollution-burdened communities (Cooling Post, 2024). In 
North America, narratives therefore need to be segmented by climate, housing type, retrofit 
needs, equity concerns and the structure of federal or state programmes. 

Overall, the cross-country evidence suggests that there is no single universal heat pump 
narrative. Effective communication must be rooted in specific socio-economic, climatic and 
institutional realities and show, in believable detail, how heat pumps can deliver comfort, 
affordability and reliability for that type of home, household and policy context. 

 

 

 

 

 

 

For communication leaders, this means that effective narratives must align 
with the wider policy and market context. In practice, communication 
should: 

• Reflect the policy landscape – whether the transition is driven by 
incentives, regulation, or both. 

• Respond to local energy realities – including prices, climate 
conditions, and system reliability. 

• Emphasise the most relevant co-benefits – such as cooling, air 
quality, or energy resilience, depending on what matters most to 
households. 
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D) What evaluation practices exist to measure impact of narrative campaigns? 

Across the reviewed academic, policy and professional literature, very few studies explicitly 
evaluate real-world “narrative campaigns” for heat pumps in the narrow sense of tracking a 
specific campaign over time. Instead, most evidence comes from experiments, surveys, 
discrete choice modelling, content analysis, adopter feedback and programme-level 
monitoring. These methods do not amount to full campaign evaluations, but they provide useful 
tools for testing how different framings, information attributes, policy settings and customer 
journey features affect intentions, preferences, satisfaction or simulated uptake. 

 

 

Table 4: Summary table highlighting evaluation approach, what it measures and the evidence in 
reviewed material  

Evaluation approach What it measures  Evidence in reviewed material 
Experimental message 
testing 

Immediate effects of different 
frames on choice or intention 

Hafner et al. (2019); Nesta 
(2022); Luke (2025) 

Discrete choice/stated-
preference methods 

Relative importance of 
attributes such as cost, hassle, 
comfort and sustainability 

Meles et al. (2022); Räihä and 
Ruokamo (2021) 

Survey-based modelling Links between awareness, 
perceptions, policy knowledge 
and willingness to adopt 

Corbett et al. (2023); Karytsas 
(2018); Howick et al. (2023) 

Agent-based/process 
modelling 

Simulated impact of policy 
design and hassle on uptake 

Snape et al. (2015) 

Content audits Quality and transparency of 
existing communication 
materials 

Mikhail et al. (2025) 

User-experience 
feedback 

Whether guidance, installation 
support and communication 
worked for adopters 

Wall and Laing (2024) 

Journey and operational 
metrics 

Friction, conversion, lead 
quality, site visits, installer 
workload 

DESNZ (2025) 

Programme/system 
tracking 

Uptake, readiness, investment, 
energy savings, emissions and 
equity targets 

Euroconsumers (n.d.); Cooling 
Post (2024); Canadian Climate 
Institute (2023) 

 

The most direct academic example of an evaluative design is Hafner et al. (2019), whose 
outcome measures are stated technology choice in a scenario and self-reported real-life 
behavioural intentions to consider installing a heat pump in future. They find no effect of 
messenger type, but a strong effect of financial framing on both choice and intention. 
Methodologically, this is a classic message test: different narrative frames are randomly 
assigned, and their impact is evaluated through immediate choice and intention metrics. While 
hypothetical, this kind of experimental design offers a clear model for pre-testing heat pump 
campaign messages by comparing alternative framings and assessing changes in stated 
adoption likelihood. 
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The policy and professional literature includes similar message-testing approaches. Nesta 
(2022) uses randomised exposure to test messages and measure impact on intent, while Luke 
(2025) reports a trial on social norms messaging effects. These approaches are useful for 
identifying persuasive frames, but they often stop short of measuring verified installations or 
longer-term behavioural outcomes. They therefore help answer “what persuades in principle”, 
but not necessarily “what causes adoption in practice”. 

Several studies use discrete choice experiments or stated-preference methods, which can also 
function as proto-evaluation tools for narrative elements embedded as attributes. Meles et al. 
(2022), using a nationally representative Irish survey and a discrete choice experiment, estimate 
how installation hassle, environmental sustainability, bill savings and comfort influence 
heating-system choice. Although they do not test specific campaigns, their framework can be 
interpreted as an evaluation of how different storylines, such as “low disruption”, “green and 
comfortable” or “bill savings”, might perform with different audience segments. Räihä and 
Ruokamo (2021), using discrete choice modelling with Finnish homeowners, similarly quantify 
the relative importance of cost, attributes, environmental attitudes and information channels. 
These approaches provide structured ways to measure the likely behavioural weight of narrative 
components before campaign roll-out. 

Large-scale survey studies also provide useful but indirect evaluation models. Corbett et al. 
(2023) and Karytsas (2018) use statistical modelling of adoption willingness to infer the role of 
knowledge, policy awareness, perceptions, socio-demographics and economic concerns. 
These designs are not campaign evaluations, but they could be repurposed for pre/post-
campaign evaluation by measuring changes in awareness, trust, perceived suitability, policy 
knowledge and willingness to adopt after a communication intervention. Howick et al. (2023) 
similarly highlights the value of mixed-method audience research and segmentation, which can 
support evaluation by identifying whether messages are reaching and shifting the intended 
audiences. 

Modelling-based work adds another evaluation perspective, focused on simulated policy and 
process changes rather than narrative framing alone. Snape et al. (2015) develop an agent-
based model of Renewable Heat Incentive uptake for heat pumps in rural, off-gas-grid UK 
settings. By varying the “hassle factor”, linked to application processes, inspections and 
technical requirements, they show that uptake can fall sharply once hassle passes a tipping 
point, even when economic incentives are strong. This does not evaluate communication 
campaigns directly, but it shows that evaluation should include the lived experience of scheme 
complexity, because perceived hassle is often part of the public narrative around adoption. 

Content analysis and adopter feedback offer further diagnostic evaluation tools. Mikhail et al. 
(2025) analyse the websites of 90 North American heat pump installers, coding the presence or 
absence of cost information, efficiency claims, emissions mentions and health benefits. This is 
not an outcome evaluation, but it functions as an audit of current communication practice and 
identifies what improved communication would need to address, particularly cost 
transparency. Wall and Laing (2024), surveying 61 Scottish early adopters, assess motivations, 
concerns and experiences before and after installation. This provides a user-experience-based 
approach to evaluation, where adopters’ feedback is used retrospectively to identify which 
aspects of communication, guidance and support worked or failed. 

The professional literature shows that evaluation is increasingly broadening from 
communication outputs to behavioural, system and journey-performance measures. 
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Programme uptake and delivery outcomes remain common evaluative anchors. Luke (2025), for 
example, draws on conversion and delivery failures in previous schemes, including the Green 
Deal and Green Homes Grant, to show how poor delivery can undermine confidence and 
willingness to adopt. The Canadian Climate Institute similarly stresses that administrative 
burden, complexity and inequity constrain uptake even when lifetime costs are favourable, 
implying that evaluation should capture friction and access barriers, not just headline adoption 
(Canadian Climate Institute, 2023). 

Operational and customer-journey metrics are also becoming more prominent. DESNZ (2025) 
identifies measurable impacts of digital tools and process redesign, including reduced 
duplication, fewer site visits, improved lead quality, reduced installer workload and improved 
conversion. It also stresses the continued importance of human interaction as a trust-
preserving component in digital journeys. This aligns with collective purchase and support 
programme logics, where readiness and pipeline-building are tracked. CLEAR-HP sets 
quantified targets for consumers “ready to act”, projected investments, energy savings and 
emissions reductions, reflecting an evaluation model that combines engagement, economic 
outputs and environmental outcomes (Euroconsumers, n.d.). The US state MOU similarly 
signals a system-level evaluation orientation through shared targets, market data collection and 
progress tracking (Cooling Post, 2024). 

Overall, current evaluation practice remains fragmented and mostly indirect. Few reviewed 
sources report full-scale evaluations of real-world heat pump narrative campaigns using 
longitudinal designs, behavioural outcome data or digital analytics linked to actual installations. 
Most measures remain based on self-reported intentions, hypothetical choices, willingness-to-
pay estimates, content audits, journey metrics or programme uptake indicators. These are 
valuable but limited proxies for actual adoption. There is also a lack of standardised metrics for 
“narrative impact” itself, such as shifts in trust, perceived fairness, confidence in suitability or 
perceived ease of the customer journey. 

The most credible evaluation approach would therefore combine multiple layers: experimental 
message testing to identify persuasive frames; audience research and segmentation to 
understand who responds; operational journey metrics to assess friction and conversion; 
programme uptake and delivery indicators to track implementation; and system-level 
monitoring to assess progress against market, equity and environmental targets. 

 

 

 

 

 

 

 

 

 

For communication leaders, this means that evidence on what works 
in heat-pump communication is growing but remains fragmented. In 
practice, this implies: 

• Use multiple evidence sources – combining behavioural 
experiments, surveys, and qualitative insights to understand how 
narratives influence decisions. 

• Focus on decision drivers – such as comfort, hassle, cost, and 
support needs, which consistently shape adoption intentions. 

• Invest in better evaluation – tracking not only awareness and 
attitudes, but also how communication influences real decision 
pathways over time. 
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3.1.3. Conclusions and implications of the Rapid Evidence Assessment  

 

This Rapid Evidence Assessment (REA) synthesised academic, policy and professional literature 
to examine how narrative strategies, communication ecosystems and intermediary actors 
influence the adoption of heat pumps and the wider transition to low-carbon residential 
heating. Across diverse geographical contexts and research methods, the evidence converges 
on a consistent insight: successful heat pump communication does not primarily hinge on 
raising awareness of climate change or promoting technology in abstract terms. Instead, 
adoption is shaped by whether the transition appears financially credible, practically 
manageable and socially normalised within people’s everyday housing realities. 

Across the literature, economic feasibility, performance reassurance and process clarity 
emerge as the most consistently effective narrative foundations. Financial framing particularly 
transparent information about upfront costs, operating costs and available support repeatedly 
proves more persuasive than purely environmental messaging in high-involvement household 
decisions. At the same time, reassurance around comfort, reliability and system performance 
plays a crucial role in addressing persistent uncertainties about suitability and cold-weather 
effectiveness. These practical narratives are further reinforced by social proof, peer examples 
and visible local adoption, which help translate abstract policy ambitions into relatable 
household experiences. 

The REA also highlights that communication effectiveness depends not only on narrative 
framing but on the wider communication ecosystem through which messages travel. Installers, 
technical advisors, energy suppliers and community networks frequently act as key 
intermediaries in the adoption journey, shaping trust and interpretation at critical decision 
points. Digital platforms increasingly structure the early stages of consumer engagement, but 
the evidence consistently indicates that digital-only journeys are insufficient for high-cost 
decisions such as heating system replacement. Hybrid pathways that combine online tools with 
human advice and installer engagement appear most effective in maintaining trust and enabling 
action. 

A further cross-cutting finding is that narrative strategies are highly context dependent, 
reflecting differences in market maturity, policy design, housing stock and socio-economic 
conditions. Early-stage markets often require narratives that build familiarity and reduce 
perceived hassle, while more mature markets can shift toward normalisation and scaling. 
Similarly, policy announcements such as incentives or future fossil fuel phase-outs shape the 
narrative environment by signalling direction and urgency, but must be accompanied by clear 
communication of support pathways to avoid perceptions of coercion or policy instability.  

The review also reveals important gaps in existing evidence. Although message testing, discrete 
choice experiments and survey modelling provide valuable insights into persuasive framing and 
behavioural drivers, robust real-world evaluation of narrative campaigns remains relatively 
limited. Evaluation practices are increasingly expanding beyond awareness metrics toward 
operational indicators such as customer journey performance, installer capacity and 
programme uptake but systematic integration of communication evaluation with policy 
implementation remains uneven. 

Taken together, the REA demonstrates that narrative campaigns for residential heat 
decarbonisation must be understood as part of a broader socio-technical communication 
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system involving policies, intermediaries, service infrastructures and consumer decision 
pathways. Effective communication is therefore not limited to message design but extends to 
how information, support and trust are structured across the entire adoption journey. 

Importantly, the findings from this REA provide the empirical basis for developing the 
conceptual and coding framework that will guide Subtask 2 of this project. The synthesis 
identifies a set of recurring analytical dimensions such as narrative framing (e.g., cost, comfort, 
climate), communication channels, intermediary roles, policy context, and evaluation practices 
that consistently shape campaign design and outcomes across the literature. These dimensions 
support the systematic documentation and comparison of narrative campaigns on residential 
heat decarbonisation. 

In practical terms, the REA will inform the development of a structured database of 
international narrative campaigns, enabling each case to be coded according to key variables 
including narrative framing strategies, sender and messenger configurations, communication 
channels, policy triggers, target audiences, evaluation approaches and reported outcomes. By 
applying this coding framework consistently across cases, Subtask 2 will enable cross-case 
comparison of how different narrative strategies operate within varying institutional and socio-
economic contexts. This approach will provide an empirical foundation for identifying 
transferable lessons for policymakers, particularly regarding how governments can design 
credible narratives, coordinate communication ecosystems, and evaluate the effectiveness of 
campaigns aimed at accelerating heat pump adoption and residential heat decarbonisation. 
The following Table 1 is a summary of the most relevant findings from the REA.  
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Research question 
 

Key findings  
 

Policy recommendations  

1) What narrative framings 
and communication 
strategies are most effective 
for heat pump adoption? 

Affordability and financial risk dominate adoption 
decisions. Across both academic and policy 
literature, households evaluate heat pumps primarily 
through perceived upfront cost, running costs, and 
financial risk. Financial framing (bill savings, stability, 
payback) consistently outperforms environmental 
framing in high-cost household decisions. Vague 
claims about savings reduce trust; transparency about 
costs and realistic expectations improves credibility.  
 
Comfort, reliability, and performance reassurance 
are highly persuasive. Many households question 
whether heat pumps will provide reliable warmth, 
particularly in colder climates. Messages that 
emphasise “heating that works,” comfort, reliability, 
and everyday usability outperform abstract climate 
narratives.  
 
Security and resilience framing broaden appeal. 
Energy security, price stability, and cooling benefits in 
hot weather provide additional motivations beyond 
climate benefits.  
 
Social proof and peer visibility matter. Seeing heat 
pumps working in real homes and hearing positive 
experiences from others increases confidence, while 
negative experiences spread quickly and can 
undermine adoption narratives. 

Build a clear narrative package combining financial 
realism, performance reassurance, and practical 
benefits. Campaigns should lead with concrete 
financial information (cost ranges, typical bill impacts, 
grant support) and emphasise comfort, reliability, and 
everyday usability. Climate benefits can remain present 
but should typically function as a supporting rationale 
rather than the primary persuasion hook.  
 
Make the proposition concrete and locally credible. 
Narratives should connect benefits to real housing 
contexts (“homes like yours”) and avoid vague claims 
about savings. Transparency about costs, eligibility, and 
system suitability is essential to maintain trust.  
 
Normalise adoption through social proof. 
Governments should support case studies, peer 
testimonials, and local demonstration projects to show 
heat pumps functioning successfully in comparable 
homes and climates. 

2) How do communication 
channels, senders and 

Content quality often matters more than 
messenger identity. Evidence suggests that for high-

Design communications as an end-to-end customer 
journey. Rather than relying solely on broadcast 

Table 5: Highlights of findings and policy implications from REA Subtask 
1 
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intermediaries affect trust 
and uptake? 

cost investments like heating systems, people pay 
greater attention to the substance of information than 
to who delivers the message. However, intermediaries 
still shape trust by influencing how clearly and 
transparently information is presented.  
 
Installers and technical intermediaries play a 
pivotal role. Installers frequently act as both 
information providers and gatekeepers during the 
adoption journey. Their advice, communication 
quality, and installation experience strongly shape 
user satisfaction and word-of-mouth narratives.  
 
Digital channels dominate information search but 
cannot replace human interaction. Many 
households begin the journey online, using websites 
or comparison tools. However, complex and costly 
decisions often require human reassurance and 
tailored advice to maintain trust.  
 
Channels that reduce complexity are particularly 
effective. Comparison tools, structured guidance 
platforms, and advisory services help households 
understand suitability and reduce perceived hassle. 

messaging, governments should support integrated 
pathways that guide households from awareness 
through advice, financing, installation and aftercare.  
 
Strengthen intermediary capacity and alignment. 
Installers, advice providers and energy services should 
be equipped with consistent messaging, training 
materials and communication tools so they can act as 
trusted guides rather than inconsistent sources of 
information.  
 
Develop one-stop-shop service pathways. 
Governments should support trusted entry points—
combining digital tools, advice services and referral 
networks—to simplify the decision journey.  
 
Maintain hybrid channels. Digital platforms should be 
complemented with human advice, phone services, and 
local intermediaries to ensure trust and accessibility for 
diverse audiences. 

3) How do narrative strategies 
vary across countries and 
contexts, and how do policy 
announcements influence 
adoption narratives? 

Narratives are shaped by policy design and market 
maturity. In early-stage markets, communication 
focuses on awareness, reassurance and feasibility. In 
more mature markets, narratives shift toward 
normalisation and scaling adoption.  
 
Economic and housing context strongly influences 
narrative credibility. In contexts where upfront cost is 
high or energy price dynamics are unfavourable, 

Adapt communication strategies to national and 
local context. Governments should maintain a 
consistent national narrative but tailor messaging to 
local housing stock, climate conditions, and energy cost 
structures.  
 
Align communication timing with policy 
development. Preparatory communication should 
precede major policy announcements to build 
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narratives focused on environmental benefits alone 
are unlikely to resonate.  
 
Climate, infrastructure and housing stock shape 
persuasive emphasis. In colder regions, reassurance 
about performance and reliability is essential, while in 
warmer contexts cooling and resilience benefits 
become more relevant.  
 
Policy announcements can trigger both momentum 
and backlash. Regulatory signals such as future fossil 
fuel phase-outs can create clarity and market 
direction but may provoke resistance if perceived as 
coercive or poorly explained. 

understanding and legitimacy before regulatory changes 
are introduced.  
 
Link policy signals with visible support. Any regulatory 
or transition signal should be accompanied by clear 
communication about financial support, advice 
services, and practical pathways to adoption.  
 
Segment narratives across audiences and stages of 
transition. Messaging should reflect market maturity, 
household circumstances, and readiness to adopt 
rather than assuming a single universal narrative. 

4) How are narrative 
campaigns evaluated and 
what lessons emerge for 
effectiveness and durability? 

Formal evaluations of narrative campaigns remain 
limited. Most research evaluates messaging effects 
through experiments, surveys, or modelling rather 
than analysing real-world campaign outcomes. 
Behavioural intention is frequently used as a proxy for 
adoption.  
 
Experimental message testing is increasingly 
common. Randomised experiments and discrete 
choice studies are used to test the relative impact of 
different narrative framings before campaigns are 
deployed.  
 
Programme performance and delivery quality 
influence narrative credibility. When policy 
programmes fail or appear complex, public trust 
declines and adoption narratives lose credibility.  
 
Operational and journey metrics are gaining 

Adopt multi-layered evaluation frameworks. 
Governments should combine experimental message 
testing, audience research, and operational programme 
metrics to understand both communication 
effectiveness and real-world adoption outcomes.  
 
Measure the entire adoption journey. Evaluation 
should track awareness, advice engagement, quote 
generation, installation outcomes, and user satisfaction 
rather than focusing solely on campaign reach.  
 
Integrate communication evaluation with programme 
delivery monitoring. Tracking administrative barriers, 
installer capacity and user experience helps identify 
whether communication narratives remain credible in 
practice.  
 
Establish continuous learning loops. Social listening, 
stakeholder feedback, and data-sharing across 
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importance. Increasingly, evaluations examine 
customer journey indicators such as drop-off points, 
lead times, installer workload and conversion rates 
rather than only communication reach or awareness 
metrics. 

programmes should enable rapid adjustment of 
messaging and campaign strategies over time. 
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3.2. Subtask 2 – Case-Study Database Construction 

3.2.1. Introduction to Subtask 2  

The second subtask develops a structured international database of narrative communication 
initiatives related to residential heat decarbonisation, with a particular focus on heat pumps. 
This work complements the Rapid Evidence Assessment (Subtask 1) by providing empirical 
insight into how communication strategies are designed, implemented, and evaluated in 
practice. The database enables cross-case comparison of campaigns across countries and 
policy contexts, with particular attention to how different actors (“senders”) and 
communication pathways (“channels”) influence credibility, trust, and citizen engagement. 

Case identification draws on insights from the REA, targeted desk research of OECD 
government websites, and contributions from the Users TCP member network. Inclusion criteria 
focus on initiatives that are government-led or government-supported, contain an explicit 
narrative or communication component, address residential heat decarbonisation or heat 
pumps, and provide sufficient descriptive or evaluative information to support analysis. 

A key component of this subtask is the collection of primary qualitative data. In total, 18 semi-
structured interviews have been conducted with communication leads from national 
governments, public agencies, industry associations, and other organisations involved in heat 
pump and home decarbonisation communication across several countries. These interviews 
explore the rationale behind campaigns, narrative strategies, target audiences, communication 
channels, evaluation practices, and perceived successes and challenges.  

All interviews are analysed using thematic coding informed by the topics developed in Subtask 
1. The interview guide can be found in Appendix II. This analysis helps identify recurring 
narrative approaches, the role of trusted intermediaries, and the importance of different 
communication channels across contexts. 

Each case study is documented using a structured proforma capturing key attributes such as 
country, lead institution, objectives, narrative framing, channels, intermediaries, contextual 
conditions, evaluation methods, and outcomes. The interview evidence plays an important role 
in supporting and enriching the case analysis, allowing the database to combine documentary 
evidence with practitioner insight. 

3.2.2. Tabular overview of identified cases for Sub Task 2  

Together, the database and thematic analysis provide an empirical foundation for identifying 
enabling factors, innovative practices, and common barriers across narrative campaigns on 
residential heat decarbonisation. The following Table 2 is an overview of the identified cases.  
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Campaign name Date Lead institution Channels used Framing of the 
campaign 

Target Audience Evaluation/outcomes 
 

Feel All Warm and 
Fuzzy Inside 

2025/2026 UK, DESNZ TV, 
Video‑on‑Demand, 
Digital & Social 
media, EV charging 
point advertising in 
some areas; 
stop‑frame 
animation with 
“knitted 
characters” etc. 
Renewable Energy 
Installer 

Emphasis on “you 
can upgrade your 
traditional boiler to a 
heat pump with a 
£7,500 government 
grant”, environmental 
benefits, carbon 
savings (up to ~70%), 
keeping warm and 
cosy at home. Goal is 
both awareness and 
driving uptake. To 
educate 
homeowners, raise 
awareness of grants 
(Boiler Upgrade 
Scheme), highlight 
environmental 
benefits (up to ~70% 
carbon savings), and 
comfort (“warm & 
cosy”) benefits. 
Framed in an emotive 
way (testimonial style 
animations) rather 
than technical. 

1 - Homeowners: 
People who own their 
homes, rather than 
renters.  
2 - Eligible for the 
Boiler Upgrade 
Scheme: Those with 
homes suitable for 
upgrading to heat 
pumps under that 
grant scheme (£7,500) 
and those who can 
apply.  
 

Because the 
campaign is recent 
(launched in March 
2025) and because 
behaviour change 
and heat pump 
installations are 
long processes, the 
outcomes are early 
and tentative. 
1 - Awareness / 
attitudes: 
The Public Attitudes 
Tracker in Spring 
2025 reports data 
after the campaign 
launch. It tracks 
things like 
self‑reported 
awareness of heat 
pumps, perception 
of their costs, 
comfort etc. (DESNZ 
Public Attitudes 
Tracker (Spring 
2025, UK) 

New Build Heat 
Standard & Heat 
Network Fund 
(Scotland) 

2024 UK, Scottish 
Government  

Through regulation 
(building 
standards), 
funding grants, 
public sector 

To make 
zero‑direct‑emissions 
heating standard in 
new buildings; 
promote communal 

1 - Developers and 
Builders 
2 - Architects, 
Engineers, Building 

It is too early to say 
definitively whether 
NBHS has “worked” 
in terms of 
achieving its goals 

Table 6: Overview of the identified cases in Sub Task 2 
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engagement, 
developer 
communications 
etc. Kensa 

systems (district heat 
/ networked ground 
source) and 
retrofit/public 
projects. Framed via 
regulatory 
compliance, 
emissions reduction, 
fuel poverty 
alleviation.  

Designers / 
Consultants 
3 - Regulatory & 
Planning Bodies 
4 - Supply Chain / 
Manufacturers / 
Installers 
5 - Policy & Regulatory 
Stakeholders 

(emissions 
reduction, 
cost‑savings, 
comfort, etc.). But 
based on what is 
known: Successes / 
positives: 
The regulatory 
change has been 
implemented; new 
builds are required 
to comply, so the 
signal is strong. 
(Scottish 
Government, 2025) 

Take the Step (Hills, 
2024) 

2024 NIBE Energy 
Systems, UK 

Social media, 
videos, real‑life 
case studies; NIBE 
website; 
information 
materials via 
installers 

To educate 
homeowners, dispel 
myths about heat 
pumps (e.g. noise, 
complexity of 
installation), highlight 
sustainability, ease of 
use, quality; build 
trust. (Electrical 
Wholesaler) 

1 - Homeowners / 
consumers who are 
considering heating / 
re‑heating / 
replacement heating 
for their homes —4 - 
Installers / 
professionals are not 
the direct consumers 
but also a secondary 
audience: the 
campaign supports 
NIBE‑Pro installers, 
providing them with 
tools, content, and 
leads. 

No data available to 
evaluate campaign 
 
Strengths: The 
campaign is 
targeting real 
barriers: myths 
(noise, complexity), 
which are known to 
reduce uptake. 
Addressing these 
directly is smart. 
 
Using real case 
studies tends to 
help with credibility 
(people trust seeing 
peers). 
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Clean Heat Europe  
 

2022 Ehpa, European Heat 
Pump Association  

Policy advocacy; 
information 
campaigns; digital 
/ social media; 
working through 
member 
associations to 
national/local 
support. 
(European Heat 
Pump Association) 

Regulatory / policy 
framing; making heat 
transition affordable 
and accessible; 
climate friendly; 
pushing for political & 
regulatory support.  

EU member state 
governments, policy 
makers; building trade 
bodies; also public / 
stakeholder 
community supportive 
of clean heating. 

Outcomes: more 
visibility for heating 
& cooling 
decarbonisation in 
EU policy debate; 
less data on direct 
installs attributed. 
The campaign helps 
shape policy / 
regulatory 
environment (ehpa, 
2022) 

CLEAR-HP 2023-2026 European 
Commission, 
Belgium 
Bulgaria 
Italy 
Portugal 
Slovakia 
Slovenia 
Spain 
 

Online platforms 
(registration 
websites), 
educational 
workshops; 
collective 
purchase offers 
(bundled product + 
installation); 
communication 
via consumer orgs, 
digital media 
(European 
Commission, 
2023). 

Cost‑saving / 
economic framing 
(discounts, simplified 
purchase, lower 
bills); energy 
efficiency; quality 
assurance; 
environmental / 
climate benefits; 
easing process & 
reducing complexity. 
Also social / fairness 
framing (making heat 
pumps more 
accessible). 

Homeowners / 
consumers in several 
European countries 
(Belgium, Bulgaria, 
Italy, Portugal, 
Slovakia, Slovenia, 
Spain etc.); 
particularly those 
considering replacing 
or upgrading heating; 

424 Installation 
triggered, 376.87 
tons of CO2 
emission reduction 
and much more 
(CLEAR-HP, 2026) 

Bring Heat Home 2025 Six European 
associations— the 
European Federation 
of Intelligent Energy 
Efficiency Services 
(EFIEES), the 

Public 
declarations, 
events (e.g. at 
summits), 
advocacy, digital / 
social media, work 

Framed around 
affordability, energy 
security, climate 
action; making clean 
heating & cooling 
accessible 

Households whose 
heating needs to be 
upgraded; policy 
makers; EU 
institutions; building 

Outcomes: 
campaign is 
relatively new; part 
of policy debates. It 
aims to influence 
EU policy; not much 
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European Insulation 
Manufacturers 
Association 
(EURIMA), the 
European 
Geothermal Energy 
Council (EGEC), the 
European 
Association for the 
Consumption-based 
Billing of Energy 
Costs (EVVE), Solar 
Heat Europe (ESTIF), 
and the European 
Partnership for 
Energy and the 
Environment (EPEE) 

with Parliament 
members (Bring 
Heat Home, 2024). 

sector; those affected 
by energy costs. 

published yet on 
direct consumer 
behaviour changes. 

“Always there, 
embracing you with 
air” 
 

2025 DAIKIN, corporate 
brand (DAIKIN, 2025) 

Brand campaign 
across TV, print, 
digital, social; 
visual imagery 
(bubbles 
representing 
warm/cold/clean 
air); across 
multiple Central & 
East European 
markets.  

Product / lifestyle 
framing: comfort, 
clean air, healthy 
indoor environment; 
emotional appeal; 
associating heat 
pump (and related) 
technologies with 
well‑being and air 
purity as well as 
functionality. 

Consumers / 
homeowners; people 
interested in indoor 
climate, comfort, 
healthy air; markets 
where Daikin has 
presence; 

Outcomes: brand 
visibility; may 
improve consumer 
perception of heat 
pumps; measurable 
impact on sales 
likely but info not 
public yet. 

#WARM HOMES 4 
ALL 

2025 CAN Europe & 
member NGOs 
across Europe  

NGO campaigning; 
public awareness; 
policy advocacy; 
reports; 
mobilization of 

Framing: renewable 
heating solutions; 
efficiency; fairness; 
climate + cost + 
social justice (heating 

General public, 
especially those in 
colder climates or with 
high energy bills; civil 
society; policy makers; 

Outcomes: raising 
awareness; 
influencing public 
discourse; helping 
push for national 
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civil society; 
possibly media & 
digital. 

should be 
sustainable, efficient, 
accessible) (CAN 
Europe, n.d.) 

those interested in 
climate justice. 

and EU‑level 
ambition; actual 
installation metrics 
less clearly tied to 
this campaign yet. 

The heat pump in the 
energy rehabilitation 
of buildings 2023 

Association of Air 
Conditioning 
Equipment 
Manufacturers (AFEC) 
for the Institute for 
Energy Diversification 
and Saving (IDAE), 
Spain 

National press, 
government and 
IDAE portals, info 
leaflets (IDEA, 2023) 

Energy efficiency, 
carbon savings, 
financial support 

Residential 
homeowners, low- to 
middle-income groups 

Outcomes not 
known.  
 

Regional Energy 
Advice Campaign Ongoing 

State / Energy Authority 
via funding for regional 
advisers; Motiva Oy 
(government‑
associated energy 
efficiency agency) 
funds and runs the 
scheme (Energy 
Authority, n.d.), Finland 

Free and 
independent advice 
via regional energy 
advisors; 
campaigns, 
websites, outreach; 
local workshops / 
consultations. 

Framed around helping 
households cope with 
high energy costs, 
energy savings, 
switching to 
renewables etc.; the 
practical benefits of 
switching heating / 
improving efficiency.  

Households, housing 
companies, 
municipalities, SMEs 
interested in energy 
savings / renovations. 
Particularly those 
thinking of switching 
from oil heating.  

Outcomes not 
known.  
 

“Show Fossil Fuels 
the Door – Switch to 
a Heat Pump” 

2024 Sustainable Energy 
Authority of Ireland 
(SEAI) 

Website 
information 
campaign, digital 
communications, 
media outreach, 
promotional 
materials linked to 
SEAI grants and 
home upgrade 
services 

Focus on replacing 
fossil fuel heating 
with heat pumps as a 
cleaner, more 
efficient and 
renewable heating 
solution; emphasises 
comfort, health 
benefits, long-term 
savings, and 

Homeowners in 
Ireland with oil or gas 
boilers, particularly 
those considering 
home energy upgrades 

Highlights adoption 
momentum 
(100,000+ homes 
already using heat 
pumps) and 
promotes grant 
uptake; aims to 
increase heat pump 
adoption and 
support Ireland’s 
renewable energy 



40 
User-Centred Energy Systems 

Constructive narratives for home heat decarbonisation        Technology Collaboration Programme by IEA 

government support 
through grants 

and carbon 
reduction targets 
(Irish Tech News, 
2024)  

Future-proof Warmth 
from Nature: Heat 
Pump Support 
Programme 

Not specified 
(programme 
active until 
completion; 
results 
reported up 
to 2024–
2025) 

myclimate 
Foundation 
(supported by the 
KliK Foundation), 
Switzerland  

Website 
information 
campaign, funding 
calculator, 
programme 
documentation, 
installer networks, 
informational 
materials about 
subsidies and heat 
pump benefits 

Financial incentive 
programme 
encouraging 
homeowners to 
replace oil or gas 
heating with heat 
pumps; framed 
around climate 
protection, long-term 
cost savings, energy 
efficiency, and 
reduced CO₂ 
emissions 

Swiss homeowners 
replacing fossil fuel 
heating systems (also 
residential rental 
property owners for 
larger systems) 

By 2024 around 
3,043 t CO₂ saved 
annually and over 
13,811 t saved since 
project start; 
programme aimed 
to reduce fossil 
heating adoption 
and increase 
renewable heat 
generation 
(myclimate, n.d.) 

VERBUND All-in-One 
Heat Pump Solution 

2025 VERBUND AG (in 
partnership with 
Viessmann and 
Raiffeisenlandesbank 
Niederösterreich-
Wien), Austria 

Press releases, 
website 
information, 
partner installer 
networks, 
customer referral 
programme, 
financial partner 
communication 

Promotes heat 
pumps as a 
sustainable and cost-
efficient alternative to 
fossil fuel heating, 
emphasising 
convenience through 
a full-service package 
(advice, installation, 
subsidy processing, 
financing) and 
environmental 
benefits 

Austrian homeowners 
currently using fossil 
fuel heating (oil or gas) 
considering switching 
to renewable heating 
systems (Verbund, 
2025) 

Not available.  

Heat Pump Pool 
(Varmepumpepuljen) 
Subsidy Scheme 

Relaunched 
2024; running 
until 2026 

Danish Energy 
Agency (with 
information support 

Government 
websites and 
application 

Encourages 
households to switch 
from fossil fuel 

Danish homeowners 
with oil, gas, electric, 
or bio-boiler heating 

Grants up to DKK 
27,000; strong early 
uptake with 1,383 
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via SparEnergi), 
Denmark 

portals, digital 
approval system, 
informational 
guides, 
newsletters, and 
media coverage 

heating to climate-
friendly heat pumps 
through financial 
subsidies and 
streamlined digital 
application 
processes 

systems not 
connected to district 
heating 

applications 
submitted shortly 
after the digital 
system launch, with 
930 approved 
automatically; 
programme aims to 
accelerate 
residential heat 
pump adoption and 
reduce emissions 
(Energiestyrelsen 
Spar Energi, n.d.) 

Heat Pump Week 
(Woche der 
Wärmepumpe) 

2024 German Energy 
Agency (dena) with 
~30 regional and 
local partner 
organisations, 
Germany 

In-person events, 
online webinars, 
digital 
presentations, 
exhibitions, expert 
discussions, 
regional 
networking events 

Educational and 
engagement-focused 
campaign promoting 
awareness and 
understanding of 
heat pumps, 
installation 
processes, and 
available funding; 
emphasises 
knowledge sharing 
and expert 
engagement 

Citizens/homeowners 
considering heat 
pumps, as well as 
energy experts, 
installers, and regional 
stakeholders 

Nationwide 
engagement with 
300+ activities 
across all 16 federal 
states and 75 
districts, including 
digital focus events; 
aimed to increase 
awareness, 
knowledge, and 
networking around 
heat pump adoption 
(Woche der 
Waermepumpe, 
2024) 

Investment Subsidy 
for Sustainable 
Energy and Energy 
Conservation (ISDE) 
– Heat Pump Subsidy 

Ongoing 
scheme 
(updated 
January 2026) 

Netherlands 
Enterprise Agency 
(RVO) on behalf of 
the Ministry of 
Economic Affairs and 

Government 
websites and 
online application 
portals, 
informational 

Financial incentive 
scheme encouraging 
homeowners to 
adopt heat pumps as 
part of home energy 

Dutch homeowners 
installing new heat 
pumps in residential 
properties built before 
2019 

Not available.  
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Climate, The 
Netherlands 

guides, subsidy 
lists, and 
homeowner 
advisory platforms 

efficiency and 
sustainability 
improvements 
(Rijksdienst vorr 
Ondernemend 
Nederland, 2026) 

The Hybrid Heat 
Pump Plan (HWP 
Plan) 

Not specified 
(ongoing 
programme) 

The HWP Plan in 
collaboration with 
FiscFree® and 
participating 
employers, The 
Netherlands 

Online portal, 
employer 
partnerships, 
digital calculators, 
informational 
website, 
brochures, and 
employer 
communication 

Promotes hybrid heat 
pumps as an 
affordable and 
accessible 
sustainability 
solution through 
employer-supported 
tax benefits, 
financing options, 
and simplified 
installation 
processes  

Employees of 
participating 
companies and 
homeowners 
interested in installing 
hybrid heat pumps 
(Het Nationale Hybride 
Warmtepomp Plan, 
n.d.) 

Not available  

My Heat (Moje 
Ciepło) Heat Pump 
Funding Programme 

2022–2026 National Fund for 
Environmental 
Protection and Water 
Management 
(NFOŚiGW), Poland 
(Moje Ciepło, n.d.) 

Government 
website and 
application portal, 
social media 
(Facebook, 
Instagram, 
Twitter), 
informational 
pages, helpline 
and advisory 
services 

Financial support 
programme 
promoting heat 
pumps as an 
environmentally 
friendly and modern 
heating solution for 
new homes, 
emphasising reduced 
emissions, 
renewable energy 
adoption, and long-
term economic 
benefits 

Individual 
homeowners/investors 
building new single-
family houses in 
Poland 

Not available 
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Heat Pumps Pay Off 
– Interactive Cost 
Comparison Tool 

2023 
(updated 
March 2024) 

Canadian Climate 
Institute, Canada 

Interactive online 
calculator/tool, 
research report, 
website 
communication  

Frames heat pumps 
as a cost-effective 
and climate-friendly 
heating and cooling 
option by comparing 
long-term costs and 
emissions with other 
heating systems 

Canadian 
homeowners and 
households 
considering heating 
and cooling system 
options 
(Heatpumpcalculator, 
n.d.) 

Not available.  

Residential Cold 
Climate Heat Pump 
Technology 
Challenge 

Launched 
2021 
(development 
and testing 
phases 2021–
2024) 

U.S. Department of 
Energy (DOE) in 
partnership with the 
U.S. Environmental 
Protection Agency 
(EPA) and Natural 
Resources Canada 
(NRCan) 

Government 
websites, 
technical 
factsheets, 
industry 
partnerships, 
research 
collaboration, and 
stakeholder 
engagement 
events (U.S. 
Department of 
Energy (n.d.). 

Promotes innovation 
and adoption of high-
efficiency cold 
climate heat pumps 
by highlighting their 
ability to reduce 
energy use, lower 
greenhouse gas 
emissions, and 
perform effectively in 
colder regions 

Heat pump 
manufacturers, 
utilities, policymakers, 
and homeowners in 
cold climate regions of 
North America 

Collaboration with 
eight major 
manufacturers to 
develop next-
generation cold 
climate heat 
pumps; includes 
prototype 
development, 
laboratory and field 
testing, and 
commercial 
deployment phases 
to accelerate 
market adoption 
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3.2.3. Analysis and findings from semi-structured interviews Sub task 2 

18 Semi-structured interviews have been conducted with campaign managers focusing on 
rationale, challenges, successes, evaluation approaches, and transferability of lessons. 
Interview data has been coded thematically and analysed according to thematic analysis 
(Braun & Clark, 2008). Cross-case synthesis has identified eight themes with up to three sub-
themes in each category. The following themes and sub-themes have emerged and are 
illustrated in Figure 2. Figure 3 shows an illustrated synthesis of the findings.  

 

 

 

 

 

 

 

Theme 1 – Heat pump adoption as a pragmatic, 
multi-benefit choice 

1a. Economic calculus as the decisive driver 

1b. Comfort, cleanliness, and convenience as 
“sticky” benefits 

1c. Energy security and local air quality as more 
persuasive than abstract climate 

 

Theme 2 – Building and leveraging trust in 
contested information environments 

2a. Institutional “honest brokers” (NGOs, TCPs, 
government) 

2b. Peer experience and case studies as social 
proof 

2c. Managing misinformation and incumbent 
pushback 

 
Theme 3 – Targeting the ‘right’ actors and 
tailoring to local context 

3a. Policy makers vs end-users vs intermediaries 

3b. Localisation: housing stock, policy, culture 

3c. Digital literacy and reach: often recognised, 
rarely solved 

 

Theme 4 – Digital-first communication 
ecosystems (with emerging AI) 

4a. Heavy reliance on web, social, and online 
tools 

4b. Experimenting with new formats and 
platforms 

4c. Early, uneven use of AI 

 

Theme 5 – Evaluating ‘success’ in a complex 
policy and media ecology 

5a. Quantitative proxies vs genuine impact 

5b. Attribution is ecosystemic, not linear 

5c. Feedback loops and learning 

 

Theme 6 – Policy-accessibility as 
communications (process clarity as 
persuasion) 

6a. “Access” information is as important as 
“benefit” information 

6b. Communication strategy evolves from 
information to demands depending on context 

 

 

Theme 7 - Tools-as-campaign infrastructure, 
but high maintenance 

7a. Interactive tools reduce “cost confusion” but 
are resource heavy 

 

Theme 8 - Installer-gatekeeper strategy as 
adoption leverage 

8a. Winning installers is winning adoption 

8b. What not to do with end-user messaging 
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Figure 5: Thematic map illustrating themes 

Disclaimer: Infographic produced with assistance from OpenAI ChatGPT (GPT-5.5). Final content was reviewed and verified by the authors; however, minor errors or 
omissions may remain despite best efforts to ensure accuracy. 
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Figure 6: Illustrated synthesis of findings based on semi-structured interviews  

Disclaimer: Infographic produced with assistance from Google Notebook LM. Final content was reviewed and verified by the authors; however, minor errors or omissions may remain despite best efforts to ensure accuracy. 



 
 

User-Centred Energy Systems 
Constructive narratives for home heat decarbonisation  Technology Collaboration Programme by IEA 

   

47 

The following section presents the findings from a series of semi-structured interviews 
conducted between October 2025 and January 2026 as part of this subtask. In total, 18 
interviews were carried out with communication leads and practitioners involved in national or 
regional initiatives related to residential heat decarbonisation. The interviews ranged in duration 
from 35 to 75 minutes and explored the design, implementation, and perceived effectiveness of 
communication campaigns promoting low-carbon heating technologies, particularly heat 
pumps. 

All respondents are quoted anonymously. To protect confidentiality and encourage open 
reflection on campaign design and implementation, participants are referenced only by 
respondent identifiers (R1–R18) rather than by name or institutional affiliation. Table X 
summarises the interview sample. Respondents were selected to capture variation across 
stakeholder positions involved in heat pump communication campaigns.  

Table 7: Respondent table 

Respondent 
ID 

Stakeholder 
category 

Sector/organisation 
type 

Position and 
responsibilities 

Country 

1 Policy 
communication 
intermediary 

Philanthropic-
funded 
communication 
network 

Develop 
communication 
campaigns for 
policy 

Germany 

2 Policy 
communication 
intermediary 

Civil society / non-
profit organisation 

Provides 
regulatory and 
policy 
communication 
support to 
governments and 
policy makers 

Spain 

3 Government 
communication 
actor 

Government-
affiliated policy 
research 
organisation 

Policy and 
regulatory support 

Canada 

4 Policy 
communication 
intermediary 

Policy research / 
think tank 

Research and 
policy advocacy 

Canada 

5 Policy 
communication 
intermediary 

Membership / 
sector network 

EU-level policy 
advocacy 

Belgium/Europe 

6 Policy 
communication 
intermediary 

Local government / 
regional policy 
support body 

Supports regional 
governments and 
policy makers 

Germany  

7 Policy 
communication 
intermediary 

Non-profit 
membership 
organisation 

Policy and 
regulatory 
assistance to 
governments and 
policy makers 

Sweden 

8 Policy 
communication 
intermediary 

Civil society / non-
profit organisation 

Policy and 
regulatory 
assistance to 

US 
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governments and 
policy makers 

9 Policy 
communication 
specialist 

Membership / 
sector network 

Supports regional 
governments and 
policy makers 

US  

10 Policy 
communication 
intermediary 

Science-media 
communication 
intermediary 

Translates 
scientific and 
think tank 
evidence for 
journalists 

Poland  

11 Policy 
communication 
intermediary 

Strategic 
communication 
network / NGO 

UK lead; policy 
communication 
support to 
governments and 
policy makers 

UK, Global 
reach  

12 Policy 
communication 
intermediary 

Charity Policy and 
regulatory 
assistance to 
governments and 
policy makers 

UK 

13 Policy 
communication 
intermediary 

Foundation  Communications 
and media 
management; 
research and 
advocacy 

UK 

14 Government 
communication 
actor 

National 
Government 

Climate change 
communication 
team 

Wales (UK) 

15 Government 
communication 
actor 

National 
Government 

Execution of 
national 
communication 
campaigns 

UK 

16 Policy 
communication 
intermediary 

Membership 
Organisation  

Policy research 
and policy 
communication 

China 

17 Communication 
intermediary 

Consortium / 
membership 
organisation 

Policy and 
consumer 
communication 
support 

Canada + US 

18 Government 
communication 
actor 

National 
Government 

Climate change 
communication 
team  

Wales (UK) 

 

The analysis presented here is based on thematic analysis, following the methodological 
approach outlined by Braun and Clarke (2008). Interview transcripts were systematically coded 
to identify recurring patterns, themes, and subthemes across cases. These themes capture 
both shared experiences and variations in communication approaches across different national 
and institutional contexts. 
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The following sections present an overview of the key themes and subthemes identified in the 
analysis. Each theme is illustrated through selected excerpts from the interviews, providing 
insight into how communication practitioners understand both the opportunities and 
challenges of engaging households in home heat decarbonisation. 

A synthesis of the overall findings including enabling factors, barriers, transferable lessons, and 
remaining evidence gaps is provided in Table 3 at the end of this analysis section. 

 

 

Theme 1 – Making heat pumps feel practical, beneficial and relevant  

The first interview theme shows that effective heat pump narratives are rarely framed around 
decarbonisation alone. Across the interviews, participants described narratives that positioned 
heat pumps as a pragmatic household choice: financially supported, comfortable to live with, 
and relevant to current concerns around energy security, price volatility and local environmental 
quality. This does not mean that climate was absent, but rather that it often worked as a 
background rationale rather than the main persuasive hook. The strongest narratives translated 
the heat pump from an abstract low-carbon technology into something that felt affordable, 
useful and beneficial in everyday life. 

1a. Cost and affordability as the entry point for the narrative 

Across interviews, affordability emerged as the central filter through which heat pump adoption 
is judged. Cost was not described as just one barrier among many, but as the condition that 
determines whether the wider narrative feels credible. Participants repeatedly suggested that 
households may be interested in heat pumps in principle, but that interest only becomes 
actionable when financial support, eligibility and the route to installation are made clear.  

Several participants described subsidy-led messaging as the backbone of campaigns because 
it directly addresses this threshold: 

“…the main narrative that we went with was to consider this purchase and to make good 
use of the subsidies… for lower income households up to 70% of heat pump funding 
could be covered… the cost narrative was one of the key ones… the most convincing to 
consumers…” (R1) 

This quote illustrates how cost narratives do more than communicate price; they make 
adoption appear possible. In this sense, subsidy communication is not just informational but 
legitimising: it signals that households are not being asked to carry the transition alone.  

However, the interviews also show that affordability narratives need to extend beyond headline 
grants. Participants stressed that people need to understand how to access support and 
whether they are realistically eligible. As one participant explained: 

“…it’s not enough to explain… benefits… they really need to know how to get access to 
it… people say… ‘I cannot afford it’…” (R2) 

This suggests that cost narratives are most effective when they combine reassurance with 
practical pathway clarity. A message that says “support is available” is weaker than one that 
shows households what support means for them, how they access it, and what level of 
remaining cost they may face. Tools such as calculators were therefore described as important 
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not because they persuade emotionally, but because they help households establish whether 
adoption is even plausible: 

“…are they even in the ballpark or is this something that they can consider?” (R9) 

The interviews also indicate that communication cannot solve affordability barriers on its own. 
Several participants acknowledged that without material support, campaign narratives lose 
force. As one participant noted, “without government programmes… that really is the barrier 
that needed to be removed” (R4). Another explained that cost barriers were so significant that 
“without this we may not have developed a campaign” (R18). These reflections are important 
because they prevent overclaiming what communication can achieve. They show that 
affordability is both a narrative issue and a structural precondition for adoption.  

Overall, the interviews suggest that economic framing is the entry point for effective heat pump 
communication. Environmental benefits, comfort and innovation may strengthen the 
proposition, but unless households perceive the technology as financially manageable, 
predictable and accessible, the narrative is unlikely to convert interest into action.  

1b. Comfort, convenience and everyday experience as the narrative that makes adoption 
meaningful 

If cost opens the door to adoption, comfort and convenience make the technology feel 
personally relevant. Participants repeatedly described a move away from technical 
explanations toward stories of lived experience. These narratives help people imagine what a 
heat pump would mean not as a policy measure, but as part of everyday household life. 

One participant described a shift toward homeowner storytelling once baseline awareness had 
been established: 

“…starting in 2023… we… pivoted to telling more stories of homeowners that had already 
purchased the heat pump… how they’re making savings, how… the heat pump adds a 
new level of comfort in their home…” (R1) 

This illustrates an important sequencing pattern. Financial feasibility may be needed first, but 
once households can imagine adoption as possible, they then need to understand what living 
with the technology feels like. Comfort narratives therefore act as a bridge between practical 
feasibility and emotional reassurance. They also work as social proof because they are 
grounded in real households rather than institutional claims. 

Several participants suggested that comfort and quality of life can be more mobilising than 
climate messaging: 

“…we discovered that the climate… is not a real factor that mobilise people. So we 
decided to put the focus on… comfort… health… quality of life…” (R2) 

This does not imply that climate narratives are irrelevant, but that they may be too distant or 
abstract to motivate household action on their own. By contrast, comfort, health and quality of 
life translate the energy transition into immediate personal benefit. Other participants 
broadened this lived-benefit narrative to include cooling, filtration and resilience:  

“…the resiliency aspects to heat pumps… you can have cooling… and you can also have 
filters…” (R3) 
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Cleanliness and convenience also appeared as important everyday benefits. Participants 
referred to heat pumps as cleaner than oil boilers and easier than systems requiring manual 
effort, such as pellets. These details matter because they make the narrative tangible. They shift 
attention from the technology as infrastructure to the technology as a way of reducing 
household burden. One participant summarised this clearly:  

“What ‘sticks’ is: Tangible benefits people can feel (comfort, convenience, predictable 
bills)…” (R15) 

The implication is that effective narratives need to show, not just tell, what improvement looks 
like. Emotional storytelling can help with this, as one participant noted: “without an emotional 
kind of story… the message was not that compelling” (R17). However, the interviews also 
indicate the need for caution, particularly around health and air-quality claims, which must 
remain evidence-bound to avoid overpromising (R16). 

Overall, this subtheme shows that comfort, convenience and lived experience make heat pump 
narratives more relatable and durable. They help reposition heat pumps from a technical or 
policy-led intervention to a household improvement that people can imagine, feel and discuss. 

1c. Energy security and local relevance as stronger hooks than abstract climate 

A third pattern across interviews is that abstract climate framing was often seen as less 
persuasive than narratives centred on energy security, price stability and local environmental 
quality. Decarbonisation remained important as a policy backdrop, but interviewees repeatedly 
suggested that household-facing communication needs to connect heat pumps to more 
immediate concerns. 

Several participants described deliberately foregrounding independence and resilience over 
environmental messaging: 

“…the second really relevant narrative was… to become independent from gas imports… 
independent from high prices or… terrible price fluctuations… Environmental concerns 
didn’t really make the cut…” (R1) 

Here, the appeal lies in control: households are being offered a way to reduce exposure to 
volatility, rather than simply asked to contribute to emissions reduction. This makes the 
narrative more concrete and less moralising. Another participant described a similar move away 
from sustainability language: 

“…we have moved our messaging away from [sustainability]… We talk a lot about energy 
security and energy sovereignty and then competitive clean tech and jobs and the 
economy.” (R5) 

This shift suggests that heat pump narratives are being adapted to a more contested 
communication environment. Climate messages may still provide strategic coherence, but they 
can also be politically polarising or too abstract. Energy security, jobs, competitiveness and 
household resilience may offer a more pragmatic and widely acceptable narrative frame. 

Local air quality was another example of making the benefits more immediate. In contexts 
where pollution is visible and experienced, heat pump adoption can be linked to local health 
and environmental improvement rather than global carbon reduction. As one participant noted: 

“…air quality in Poland… the worst in European Union…” (R10) 
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This kind of framing matters because it localises the benefit. It shows that the relevance of heat 
pumps depends on the problems people already recognise in their own communities, whether 
those are coal smoke, high gas prices, unreliable fuel markets or concerns about future cooling. 
Similarly, one participant described health, cost of living, energy security and independence as 
well-tested frames: 

“…frames… health… cost of living… energy security and energy independence… three 
very well tested… frames…” (R11) 

The interviews therefore suggest a hierarchy of persuasive relevance. Bills, comfort, reliability, 
independence and local air quality are more immediate and easier to connect to household 
decision-making than abstract slogans. As one participant put it, “people often feel fatigue 
toward abstract slogans like ‘net zero,’ but respond strongly to messages about bills, comfort, 
and reliability” (R15). Another noted that “carbon emissions savings were very much a 
secondary message” (R18). 

Overall, this theme shows that effective heat pump narratives tend to work by translating 
climate policy into household relevance. The most persuasive communication does not 
abandon decarbonisation, but it reframes it through practical, lived and locally meaningful 
benefits: lower exposure to cost volatility, improved comfort, cleaner homes, better air quality 
and greater energy independence. 

 

 

 

 

 

 

 

 

Theme 2 – Making heat pump narratives trustworthy in contested information 
environments 

The second interview theme shows that heat pump narratives do not circulate in a neutral 
information environment. Participants repeatedly described publics encountering heat pump 
messages alongside commercial claims, political debate, misinformation, technical 
uncertainty and scam concerns. In this context, the persuasiveness of a narrative depends not 
only on what is said, but on whether the message is embedded within a credible trust 
infrastructure. Trust is therefore not a separate communication issue; it is central to whether 
narratives about affordability, comfort, security or climate are believed and acted upon. 

2a. Honest brokers as anchors of credible narratives 

Across interviews, participants suggested that heat pump communication is most credible 
when it is carried by actors perceived as independent, competent and close to practical 
decision-making. Rather than relying on abstract expertise alone, campaigns often draw 

Taken together, Theme 1 shows that effective heat pump narratives work best when they 
translate decarbonisation into practical household relevance. Rather than leading with 
abstract climate goals, successful campaigns frame adoption as financially supported, 
comfortable to live with, and responsive to current concerns such as energy security, 
price volatility and local air quality. The transferable lesson is that campaigns should first 
make adoption feel possible through clear subsidies and procedural guidance, then 
make it feel desirable through relatable stories of comfort, convenience and everyday 
improvement. Security, resilience and air-quality narratives can strengthen this 
proposition, but they need to be tailored to national and local contexts and supported by 
credible, evidence-bound claims. 
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credibility from “honest brokers” who can translate the heat pump proposition into reliable, 
usable guidance. 

One participant described the particular strength of practitioner-based communication: 

“…every time people could put themselves in the shoes of a user or get professional 
advice, but not necessarily from scientists, but real practitioners… those were the 
pieces that we noticed really had the best viewing rates and share rates…” (R1) 

This indicates that trust is not simply attached to high-status expertise. It is relational and 
practical. Audiences appear to respond when information comes from people who understand 
the installation journey, household concerns and real-life trade-offs. In narrative terms, honest 
brokers make the story believable because they connect the promise of heat pumps to the 
conditions under which adoption actually happens. 

Several participants described trust as being distributed across coalitions rather than held by 
one organisation. For example: 

“The main messengers… members of the civil society… Architects, federation of 
consumers, Installers… housing associations…” (R2) 

This kind of coalition-based communication helps reduce the risk that heat pump narratives are 
seen as purely governmental, commercial or ideological. Different intermediaries contribute 
different forms of credibility: consumer organisations signal impartiality, installers and 
architects provide practical competence, and housing associations help connect the narrative 
to equity and lived housing conditions. The campaign therefore becomes a credibility 
ecosystem rather than a single voice. 

Institutional evidence and transparency also strengthen this trust infrastructure. Participants 
referred to peer review, citations, full reports and university affiliation as ways of making public-
facing messages defensible. One participant explained that credibility was supported by the 
fact that the material was “a well researched piece of information” and that “the full report was 
available… with citations” (R4). This suggests a layered model of communication: simple 
messages are needed for public accessibility, but technical depth must remain available in the 
background to protect legitimacy. 

Government can also function as an important trust anchor, particularly where grants or 
subsidies are involved. In these cases, official branding does not only signal authority; it helps 
reassure people that a financial offer is legitimate and not a scam. As one participant explained: 

“…we felt the government logo… was important for authority, credibility and to ensure 
people didn’t mistake for a scam.” (R18) 

The wider finding is that credible heat pump narratives rely on visible chains of trust. Verified 
evidence, recognised institutions, practitioner intermediaries, consumer organisations and 
official public authority all help make claims about cost, performance or support more 
believable. Campaign effectiveness therefore depends less on persuasive creativity alone and 
more on whether the narrative is surrounded by a recognisable and reliable trust structure. 

2b. Peer experience as the narrative bridge from credibility to confidence 

While honest brokers provide legitimacy, peer experience helps translate credibility into 
household confidence. Across interviews, participants repeatedly described real users and 
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case studies as among the most effective ways to make heat pump adoption feel normal, 
relatable and socially possible. 

One participant described peer-to-peer communication as especially effective: 

“Peer-to-peer messengers and messages were definitely the ones that we noticed really 
work best… people giving advice to peers and also telling of their own experience…” (R1) 

This quote highlights a different type of trust from institutional credibility. Peer narratives work 
through identification. They allow potential adopters to see someone “like me” navigating the 
same decision, rather than receiving a message from a distant authority. This is particularly 
important for heat pumps because households often need reassurance that the technology will 
work in their specific home, climate and financial situation. 

Relatability was repeatedly described as central to the success of case studies. As one 
participant explained, what worked were: 

“…relatable stories… people who have already made the change at home… that part 
works well…” (R2) 

The narrative implication is that case studies should not be treated as decorative campaign 
content. They are a mechanism for reducing perceived risk. When they include relevant details 
about home type, location, installation experience, costs or comfort, they help audiences judge 
whether the story is transferable to their own circumstances. This also explains why abstract or 
distant comparisons may be less compelling. As one participant noted, “Scandinavian 
comparison testing wasn’t compelling to drive action” (R17). Evidence from elsewhere may 
support the general case for heat pumps, but household confidence often depends on local 
relevance. 

Some participants described peer proof not only as communication content, but as a form of 
demonstration infrastructure. The “visitor heat pump” model, for example, allows existing users 
to make themselves available to others considering adoption: 

“…if you've got one… you can add yourself to the site… find someone… willing to show 
you…” (R12) 

This “show, don’t tell” approach shifts the narrative from persuasion to experience. It allows 
potential adopters to see and discuss heat pumps in real homes, reducing uncertainty in ways 
that advertising or policy information may not achieve. R12 summarised this as “the most 
powerful way” because it involves “hearing from people who've actually got them… not coming 
from us” (R12). 

However, the interviews also suggest that peer narratives must be credible rather than overly 
polished. Case studies were described as the “gold standard” because they bring the behaviour 
to life (R18), but their value depends on authenticity. If they appear too curated or idealised, 
they risk looking like promotion rather than testimony. Effective case studies therefore need 
enough contextual detail and honest trade-offs to remain believable. 

Overall, peer experience acts as a bridge between institutional credibility and personal 
readiness. Honest brokers may make heat pump claims legitimate, but relatable household 
stories make them imaginable. Together, they help normalise adoption and reduce the sense 
that heat pumps are unfamiliar, risky or only suitable for other kinds of households. 
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2c. Countering misinformation without losing narrative control 

A third pattern across the interviews is that heat pump narratives often compete with 
misinformation, partial truths and incumbent pushback. Participants described a 
communication environment in which sceptical or hostile claims can circulate through social 
media, mainstream media, trade outlets and organised campaigns. This means that narrative 
strategy must include not only positive messaging, but also active protection against misleading 
or distorted counter-narratives. 

At the operational level, participants described misinformation management as requiring 
planning and resources. One participant explained: 

“We developed social media comment guides and rebuttals… lines to take on the key 
questions and concerns… when people clearly… made statements… conspiratory… 
we… decided to hide them…” (R1) 

This shows that contested narratives cannot be addressed only through campaign slogans. They 
require moderation rules, prepared rebuttals and staff capacity. Another participant similarly 
noted that responding to disinformation is “quite time intensive” (R11). This is important 
because it positions misinformation response as part of communication governance, not a 
minor add-on. 

The interviews also draw an important distinction between misinformation and genuine 
uncertainty. Not all negative discourse was seen as false or malicious. Some resistance 
reflected real concerns about affordability, access or government support. As one participant 
explained: 

“I wouldn’t say that it was misinformation… it was a lack of information… ‘what is the 
government doing… I cannot afford it’…” (R2) 

This distinction matters for narrative strategy. If public concern is rooted in affordability or 
procedural uncertainty, the appropriate response is not myth-busting but clearer guidance, 
better service design and more transparent financial information. Misclassifying genuine 
concern as misinformation risks dismissing legitimate barriers and weakening trust. 

At the same time, several participants described more organised forms of pushback from 
incumbent interests. For example: 

“The gas industry trade lobby group… had basically paid for a campaign… ‘to spark 
outrage about heat pumps’…” (R8) 

Another participant described a campaign by a pellet producers’ lobby as a “perfect mixture of 
facts and fake news” (R10). These accounts suggest that heat pump narratives can become 
entangled in broader market and political struggles. Counter-narratives may be persuasive 
precisely because they combine recognisable concerns, such as cost or performance, with 
misleading conclusions. 

Participants also highlighted the difficulty of responding without amplifying the claim. Some 
described monitoring but rarely engaging directly, using a “don’t feed the trolls” approach (R3). 
Others described identifying common myths through media coverage and Google search data 
and then “flipping those” into proactive content (R4). One participant noted that even the term 
“myth debunking” can give too much credit to false claims, leading them instead to use a 
frequently asked questions format (R7). 
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Overall, the interviews suggest that misinformation management must protect the core heat 
pump narrative while avoiding amplification traps. Effective responses include prebunking 
predictable concerns, providing trusted evidence, using FAQs rather than sensational myth-
busting, monitoring high-reach claims, and correcting selectively when misinformation 
threatens to shape mainstream understanding. The wider narrative implication is clear: in 
contested information environments, trust is not achieved once; it must be actively maintained. 

 

 

 

 

 

 

Theme 3 – Tailoring heat pump narratives to the right audiences and local realities  

 

The third interview theme shows that heat pump narratives cannot be designed for “the public” 
as a single, uniform audience. Participants repeatedly described adoption as shaped by 
multiple actors, including policymakers, households, installers, manufacturers, utilities, 
housing bodies and local intermediaries. This means that the narrative challenge is not only to 
persuade householders, but to ensure that the right story reaches the right actor at the right 
point in the adoption system. Across interviews, the most effective narratives were those 
adapted to local policy conditions, housing stock, climate, culture and levels of access to 
communication channels. 

3a. Different actors need different narrative roles 

A defining pattern across interviews is that heat pump campaigns often work through multi-
layered influence strategies. In some cases, households are not the only or even the primary 
audience. Instead, campaign narratives are directed at policymakers, intermediaries or market 
actors whose decisions shape whether adoption becomes possible. 

Several participants described an explicitly upstream communication logic. One participant 
explained: 

“Primary target audience… political decision makers… [and] our secondary audience… 
homeowners…” (R1) 

This suggests that household-facing narratives can also serve a policy purpose. By 
demonstrating public interest or concern, campaigns may strengthen the case for subsidies, 
standards or support measures. R2 described a similar two-step model, where the primary 
audience was policymakers and the secondary audience was a persuadable section of the 
public. This is important because it shows that narratives do not only move individuals toward 
adoption; they can also be used to shift the enabling conditions around adoption. 

Other participants described hybrid strategies, where communication targeted both the policy 
environment and the household decision journey. As one participant put it:  

Theme 2 shows that heat pump narratives become persuasive when they are embedded 
in credible trust systems. Honest brokers provide legitimacy, peer stories make adoption 
relatable, and misinformation governance protects the narrative from distortion. The 
transferable lesson is that campaigns should not treat trust as a generic message 
attribute or rely on a single “trusted messenger”. Instead, they should build layered 
credibility through independent evidence, practitioner guidance, official verification, 
locally relevant case studies and proactive responses to predictable concerns. In 
contested information environments, the most effective heat pump narratives are those 
that are not only compelling, but visibly trustworthy, locally grounded and resilient to 
counter-claims. 
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“You know, it is kind of a weird one because normally it would be decision makers or 
policy makers. You know that they have the levers they're holding on the policy controls 
here. But this one was sort of a hybrid in that we really wanted to target actual 
consumers or people that are considering making these changes. So hence the 
calculator, which is something we've never done before.” (R3) 

Here, the calculator is not just a digital tool; it is part of a narrative of personal relevance and 
feasibility. It helps translate wider policy arguments into household-level decision-making. This 
illustrates a broader finding: narratives become more effective when they connect system-level 
goals with practical household questions such as “what does this mean for me?” 

A second important pattern is the role of intermediaries as narrative gatekeepers. Installers, 
manufacturers, utilities and housing organisations often determine whether positive public 
attitudes can become actual projects. One participant captured this clearly: 

“…the end user is probably not the biggest obstacle… it’s the people who are going to 
install it and offer it to the end user… if… we haven’t won them then we’ll lose.” (R7) 

This reframes the narrative challenge. It is not enough for households to hear that heat pumps 
are affordable, comfortable or climate-friendly if installers are not confident, willing or equipped 
to recommend them. For intermediaries, the relevant narrative may be less about household 
benefits and more about professional confidence, quality assurance, workload, standards and 
market opportunity. R12 similarly framed installers and supply-chain actors as distinct target 
groups whose competence and confidence determine whether consumer interest becomes 
deliverable installation. 

The implication is that effective heat pump communication requires influence mapping. 
Different actors need different narrative roles: policymakers need to see public value and 
system benefits; households need to see affordability and comfort; installers need confidence, 
training and business rationale; and local intermediaries need messages they can adapt 
credibly to their communities. A campaign that speaks only to householders risks missing the 
actors who make adoption possible. 

3b. Localising the narrative: from national message to situated relevance 

A strong cross-case pattern is that heat pump narratives become more persuasive when they 
are translated into local conditions. Localisation was not described simply as geographic 
targeting, but as adapting the story to regional identities, housing types, climate, labour 
markets, policy frameworks and cultural expectations. 

Several respondents emphasised identification as a core mechanism of trust and relevance. 
One participant explained: 

“…we tried to respect these dialects… it doesn’t make any sense… push this video 
across the whole country when there’s a… regional interest.” (R1) 

This shows that local language and regional specificity can help reduce the sense that a 
campaign is distant or centrally imposed. R2 described a similar approach, using regionally 
known content creators while keeping the core message consistent: 
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“I mean, for instance, content creators. So we use some content creator which are very 
well known in Catalonia but not in Madrid, this kind of minor changes, but the core 
messages is remain the same.” (R2) 

This points to a useful “core narrative plus local adaptation” model. The central message may 
remain stable, for example affordability, comfort or energy independence, but the messenger, 
example, tone and practical details need to fit the local setting. This allows campaigns to 
preserve coherence while still feeling close to the audience. 

Housing stock and climate were repeatedly described as especially important. Heat pump 
narratives are only credible if people believe the technology can work in homes like theirs and 
under conditions like theirs. One participant warned: 

“…messaging is extremely local… can’t be simply copied into UK…” (R10) 

This quote highlights the danger of simply transferring narratives from one country or region to 
another. Different insulation standards, building types, fuel systems and climatic conditions 
shape both actual suitability and public perception. A story that feels credible in one context 
may therefore feel unrealistic or irrelevant elsewhere. 

Tools and advisory models further reinforce the need for local parameterisation. One participant 
described the importance of including: 

“…different information about both climate zones and electricity costs and state 
incentives…” (R9) 

This suggests that localisation is not only about communication style; it is also about 
informational accuracy. If advice tools do not reflect climate, tariffs, incentives and housing 
conditions, they risk undermining trust. Data-driven targeting can also support this process. 
R18 described a campaign as “very geographically targeted” around “suitable housetypes”, 
showing how housing suitability can guide where and how narratives are delivered.  

The broader implication is that heat pump narratives need to be spatially and institutionally 
grounded. People are more likely to engage with messages when they recognise their own 
homes, regions, policy context and constraints in the story. One-size-fits-all narratives risk 
weakening credibility because they ignore the very factors that determine whether adoption 
feels feasible. 

3c. Inclusive delivery: ensuring the narrative reaches beyond digital audiences  

The third subtheme concerns how narratives are delivered and who may be excluded by digital-
first communication. Across interviews, digital channels were widely treated as the default 
route for scale, targeting and measurement. However, participants also recognised that relying 
too heavily on digital channels can exclude households with lower digital access, confidence or 
literacy. This matters for narratives because even the most carefully framed message cannot 
build trust or uptake if people cannot access the pathway it points to. 

Many campaigns used a multi-channel mix to extend reach beyond social media. One 
participant explained: 

“Not everyone is on social media… apart from the social media promotion, we also had 
ads on YouTube… banners on regional news sites… and… organic press work… 
[including] radio…” (R1) 
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This indicates that digital-first does not necessarily mean digital-only. Campaigns often used 
multiple touchpoints to increase visibility, reinforce credibility and reach audiences who may 
not be active on a single platform. Several participants also stressed the continued importance 
of traditional and local media. R3 described traditional channels as “a critical part” of their 
work, while R2 emphasised the role of local and regional press. 

However, the interviews also reveal a structural tension. Even where campaigns use offline 
media for awareness, the call to action often returns people to websites, calculators or online 
forms. Some participants acknowledged that access was digital by default. As R13 put it, “by 
default it is digital only”, while R9 noted that “it’s almost always digital”. This means that the 
narrative of support may not be equally accessible to all audiences. If the next step requires 
digital confidence, households already facing cost, housing or complexity barriers may be 
further disadvantaged. 

Some respondents recognised this problem directly. One participant noted:  

“There is a level of digital literacy involved in just getting onto the website.” (R8) 

This highlights an important narrative-delivery gap. Campaigns may tell households that 
adoption is supported and straightforward, but if support is only accessible through digital 
routes, that promise may not hold for all groups. Digital exclusion therefore affects not only 
reach, but also the credibility of the narrative itself. 

The clearest mitigation appeared where digital communication was combined with human and 
offline support. One participant described a campaign that included offline channels and a 
phone line: 

“Channels… included offline (TV and direct mail), and we offered a phone number…” 
(R18) 

This kind of blended approach strengthens the narrative of accessibility because it gives 
households multiple ways to act. Phone-based support, local advice hubs, printed materials 
and intermediary-led guidance can all help bridge the gap between awareness and action, 
particularly for older, lower-income or less digitally confident households. 

Overall, this subtheme shows that narrative tailoring is not only about message content, but 
also about access. Digital tools are efficient, measurable and useful for personalisation, but 
inclusive heat pump communication requires offline entry points and human support. Without 
these, campaigns risk excluding households who may be most in need of financial guidance, 
reassurance and practical help. 

 

 

 

 

 

 

 

Theme 3 shows that effective heat pump narratives must be carefully targeted, locally 
adapted and inclusively delivered. Adoption is shaped by households, policymakers, 
installers and other intermediaries, so campaigns need to identify where influence 
actually sits within each context. The transferable lesson is that heat pump 
communication should combine a clear core narrative with local adaptation: consistent 
enough to build national coherence, but flexible enough to reflect regional identities, 
housing stock, climate, policy instruments and digital access. Narratives are most 
credible when they speak to the realities people recognise in their own homes, 
communities and decision pathways. 
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Theme 4 – Digital ecosystems as the new narrative environment for heat pump 
communication 

The fourth interview theme shows that heat pump narratives are increasingly shaped by digital-
first communication ecosystems. Websites, social media, search, online tools, paid media, 
interactive formats and emerging AI systems are not simply channels for distributing messages; 
they shape how people encounter, interpret and act on heat pump narratives. Across interviews, 
participants described digital communication as essential for scale, targeting and conversion, 
but also recognised its risks: over-reliance on engagement metrics, uneven access, 
misinformation dynamics and reduced control over how official information is summarised or 
surfaced. 

4a. Digital-first systems shape how heat pump narratives are found and acted upon 

Across cases, digital infrastructure was described as the backbone of contemporary heat pump 
communication. Participants repeatedly referred to websites, social platforms, search 
optimisation and online tools as primary interfaces between policy, expert advice and 
household decision-making. This matters for narratives because digital systems do not only 
carry the message; they structure the journey from awareness to action. 

Several participants described performance-driven campaign approaches based on targeting, 
retargeting and funnel optimisation: 

“…we had quite an elaborate targeting and retargeting approach… we went through this 
whole sort of funnel where we then really isolated who the best performing audiences 
were…” (R1) 

This reflects the increasing use of commercial performance marketing logic within public-
interest communication. Heat pump narratives are tested, segmented and optimised according 
to audience behaviour rather than distributed as fixed public information. This can improve 
relevance and efficiency, but it also raises questions about what counts as campaign success. 
Clicks, views and conversions may indicate attention, but they do not necessarily show whether 
audiences have developed a more accurate or trustworthy understanding of heat pumps. 

Some campaigns were described as fully or almost fully digital. R10 referred to an “only online 
campaign”, while R11 described a campaign run “just on Facebook”. This indicates that digital 
delivery is often treated as the operational default. However, the narrative implication is 
broader: if heat pump information is mainly encountered online, then platform logics, search 
visibility and algorithmic recommendation systems shape which benefits, concerns and 
counterclaims people see first. 

Interactive tools were also central to how participants described effective digital 
communication. One participant explained: 

“We paired it with… a consumer tool… a heat pump calculator… instead of it just sort of 
being buried in a PDF” (R3) 

This illustrates a shift from static information to self-assessment. Calculators, eligibility tools 
and comparison resources help translate abstract narratives about affordability, suitability or 
savings into personalised relevance. They allow households to ask: does this apply to my home, 
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my costs and my circumstances? In this sense, digital tools do not just support the narrative; 
they make it actionable. 

Search was another important entry point. Participants described efforts to make resources 
“searchable” and “findable” (R4), alongside work on search optimisation (R16). This suggests 
that heat pump narratives increasingly need to be designed for moments of active inquiry, such 
as boiler replacement, rising energy bills or interest in grants. Search-based communication 
reaches people when they are already trying to resolve a problem, which may make it especially 
valuable for moving from awareness to consideration. 

Paid media ecosystems also support this journey. R18 described the use of “Google Display / 
Search, Meta, YouTube”, showing how campaigns combine search, social, display and video 
platforms to maintain visibility and direct audiences toward next steps. The wider finding is that 
heat pump narratives now operate in always-on digital environments, where messages need to 
be discoverable, usable and connected to clear action pathways. 

However, the interviews also suggest a tension. Digital optimisation can privilege content that 
performs well, but not necessarily content that is most balanced, accurate or trust-building. 
Public-sector and advocacy campaigns therefore face a dual challenge: to use digital targeting 
and optimisation effectively while safeguarding clarity, evidence quality and institutional 
credibility. 

4b. New formats make technical narratives more relatable and navigable 

Alongside digital infrastructure, participants described experimentation with formats, 
aesthetics and platform styles. The purpose of this experimentation was not novelty for its own 
sake, but the translation of complex, high-cost decisions into forms that are easier to 
understand, share and act upon. In narrative terms, format becomes part of meaning: the way 
information is presented affects whether heat pumps feel technical and distant or practical and 
relevant. 

Scenario-based storytelling was one recurring approach. One participant described an 
animated content piece built around a common trigger moment: 

“We did one animated content piece… ‘your gas boiler breaks. What do you do?’… and… 
that had really, really good viewing rates.” (R1) 

This is important because it places the heat pump narrative inside a real decision situation. 
Rather than telling people to care about a technology in the abstract, it asks what happens at 
the moment when a heating decision must be made. The narrative becomes more useful 
because it is tied to a recognisable household event. This suggests that effective digital formats 
should be designed around trigger points such as boiler breakdown, home renovation, moving 
house, or grant eligibility. 

Several participants also described the use of visual translation to make evidence more 
accessible. R3 referred to data visualisations and social animations, showing how complex 
information can be converted into shareable assets. This is important because heat pump 
narratives often depend on technical claims about costs, emissions, performance and comfort. 
Without strong information design, evidence may remain buried in reports and fail to influence 
public understanding. 
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Influencer and creator strategies were also described, but with an emphasis on credibility. R2 
noted that influencers were often linked to architects. This suggests an “expert-adjacent” 
model, where creators provide accessibility and reach while retaining some connection to 
professional expertise. For heat pump communication, this is likely to be important because the 
topic is technically complex and financially significant. Generic lifestyle influence may attract 
attention, but expert-adjacent voices may be better placed to make the narrative both engaging 
and credible. 

Participants also described experimentation with interactive and personalised formats. R10 
referred to interactive videos that asked users about their interests, such as prices or 
functionality. These formats allow audiences to follow different information pathways 
depending on their concerns. This reflects a wider move away from one-size-fits-all explainers 
toward adaptive communication, where people can engage with the part of the heat pump 
narrative most relevant to them. 

Some experimentation involved adopting the visual style or tone of platform-native content. R11 
described material styled in a similar way to disinformation content: “cheap and quick and 
dirty” and “super simple”. This shows an awareness that official communication may struggle 
when it looks too institutional or slow-moving in fast-paced digital environments. However, this 
also creates a balancing act. Campaigns may need to become more platform-native without 
sacrificing accuracy or credibility. 

The interviews also show that narrative innovation is not limited to social media. R12 described 
work with broadcasters and factual entertainment commissioners, suggesting that heat pump 
narratives may be embedded into renovation, home improvement or lifestyle formats. R18 
referred to targeted television and QR-coded direct mail, showing how traditional media can be 
linked to digital conversion pathways. Overall, these examples suggest that the most effective 
innovation connects engaging formats to clear next steps, rather than treating creativity and 
conversion as separate tasks. 

4c. AI is emerging as both a communication tool and a narrative risk 

AI appeared across the interviews as an emerging but unevenly integrated part of heat pump 
communication. It was rarely described as the central creative engine of campaigns. Instead, 
participants positioned AI as a support tool for research, targeting, optimisation and content 
production, while also expressing concern about AI-mediated information environments. 

A key concern was that people increasingly access information through AI-generated 
summaries rather than directly through official sources. One participant explained: 

“…people… drop their query into Chat GPT or Gemini… and then obviously don’t really 
double check the sources…” (R1) 

This represents a significant shift in narrative control. Campaigns no longer only compete for 
attention in search engines or social feeds; they also compete to be accurately represented in 
AI-generated answers. This is particularly important for heat pumps because cost, 
performance, suitability and installation advice are technically complex and context dependent. 
If AI systems summarise outdated, incomplete or misleading information, public understanding 
may be shaped without users ever visiting official guidance. 

Other participants raised similar risks around hallucination and declining click-through to 
source material. R3 noted that people may rely on AI summaries while “clicking those links 
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less”, and also referred to “hallucination” risks. R2 warned that AI responses may draw on social 
media content, describing this as “very dangerous”. Together, these comments suggest that AI 
could amplify existing misinformation if the underlying information environment is polluted or if 
authoritative sources are not sufficiently visible and well-structured. 

At the same time, operational uses of AI were more pragmatic. Participants described using AI 
for search targeting, segmentation and workflow efficiency. R17 noted: “We are using AI in how 
we're targeting our search.” R5 described using AI “to shorten or sharpen a post”. These uses 
suggest that AI is currently more embedded in campaign optimisation and content support than 
in autonomous advice-giving. 

More experimental uses were also described. R10 referred to AI-supported content production 
using a 3D and voice capture of a person to update materials efficiently. R12 mentioned 
qualitative interviews using an AI chatbot via WhatsApp, although automated analysis was 
considered limited and still required human oversight. These examples show potential 
efficiency gains, but also reinforce the need for consent, quality control and accountability.  

The strongest governance-oriented insight came from the view that AI outputs must remain 
grounded in standards and human accountability. As R15 put it, “someone has to ‘own’ the 
advice”. This is particularly important in heat pump communication because poor or misleading 
advice could have financial, technical and reputational consequences. 

Overall, AI is becoming part of the heat pump narrative environment in two ways. First, it can 
support campaign efficiency through targeting, segmentation, drafting and research. Second, it 
may reshape how citizens encounter heat pump narratives by summarising, filtering or 
distorting information. The transferable lesson is that organisations should not treat AI only as 
an internal productivity tool. They also need to prepare for AI-mediated public information 
seeking by ensuring official content is accurate, up to date, clearly authored, source-rich and 
easy for both humans and AI systems to interpret. 

 

 

 

 

 

 

 

 

 

 

 

 

Theme 4 shows that heat pump narratives increasingly live inside digital and AI-mediated 
ecosystems. Digital tools make narratives more searchable, personalised and 
actionable, while new formats help translate technical information into relatable 
decision moments. However, these same environments also create risks around 
optimisation, misinformation, exclusion and loss of narrative control. The transferable 
lesson is that campaigns should design heat pump narratives not only as messages, but 
as connected digital journeys: discoverable through search, supported by interactive 
tools, adapted to platform formats, linked to trusted human support, and protected 
through strong evidence, governance and AI-readiness. 
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Theme 5 – Evaluating whether heat pump narratives are changing understanding, trust and 
action 

The fifth interview theme shows that evaluating heat pump narratives is difficult because 
campaigns operate within a complex policy, media and market ecology. Participants repeatedly 
described using metrics such as reach, clicks, engagement, media coverage and web analytics, 
while also recognising that these indicators do not, on their own, show whether narratives have 
changed understanding, trust or adoption behaviour. The central challenge is therefore not 
simply how to measure campaign activity, but how to assess whether a narrative has 
contributed to confidence, policy traction or movement through the adoption journey. 

5a. From campaign metrics to narrative impact 

Across interviews, evaluation practices often begin with quantitative proxies. These include 
reach, impressions, click-through rates, followers, social engagement and website traffic. Such 
metrics are useful because they are immediate, reportable and allow teams to assess whether 
messages are reaching audiences. However, participants also recognised that these indicators 
can overstate success if they are treated as evidence of real-world impact. 

Some organisations used more layered evaluation models that combined digital analytics with 
audience or perception tracking. One participant described: 

“…we had web analytics… and… we repeated those surveys… three surveys in total… to 
see whether perception levels changed…” (R1) 

This is important because it moves evaluation beyond whether people saw a message toward 
whether the campaign may have shifted how they think about heat pumps. For narrative 
campaigns, perception tracking is especially valuable because the objective is often to change 
meaning: for example, from “heat pumps are risky and expensive” to “heat pumps are 
supported, reliable and relevant to my home”. 

Other participants described evaluation models that combine media monitoring, digital 
engagement and stakeholder or policy response: 

“We look at media coverage… how many of our key messages got picked up… Then… 
metrics for web and social… as well as… government engagement… uptake…” (R3) 

This kind of approach recognises that heat pump narratives may have influence in different 
places. Success may mean public engagement, but it may also mean key messages appearing 
in media debate, being taken up by policymakers, or shaping the language used by partner 
organisations. 

However, many respondents were clear about the limits of short-term digital metrics. 
Engagement can show attention, but it cannot prove that households are moving toward 
installation. As one participant put it: 

“So that is like I say, we have kind of identified the KPIs for our communication and it's 
like the easiest thing is followers on LinkedIn hits on the website on opening up the 
newsletters … How many hits do you get? How many visits do you get? Yeah, that's not 
the impact. But this is the most difficult thing to really measure the impact of 
something.” (R7) 
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This distinction is critical. A campaign may generate visible online activity without changing 
trust, reducing perceived risk or increasing adoption readiness. Similarly, R13 noted that it is 
difficult to know how far communication has moved someone from being informed to 
contacting an installer. This gap between communication exposure and behavioural action is 
one of the main weaknesses in current evaluation practice. 

Where possible, some campaigns attempt to link communication activity to behavioural or 
delivery proxies. Participants referred to monitoring helpline calls, applications to the Boiler 
Upgrade Scheme, and certificates issued after campaign activity (R14; R18). These are more 
meaningful than simple reach metrics because they indicate movement through the adoption 
system. However, they still do not fully resolve attribution: increases in calls, grants or 
certificates may reflect wider policy, media or market developments as well as campaign 
communication. 

Overall, this subtheme shows that evaluating narrative success requires more than digital 
performance reporting. The most useful evaluation approaches combine short-term reach and 
engagement with perception tracking, message uptake, enquiry behaviour, scheme 
applications, installer signals and, where possible, adoption-related data. The key is to avoid 
claiming that attention equals impact. 

5b. Attribution as contribution, not simple cause and effect  

A consistent pattern across interviews is that the impact of heat pump narratives cannot be 
cleanly attributed to a single campaign. Adoption decisions unfold within wider systems of 
policy incentives, media coverage, market conditions, installer availability, political debate and 
misinformation. This means that evaluation needs to move away from simple cause-and-effect 
assumptions and toward a contribution logic. 

Several participants described how campaigns can be overwhelmed by wider media and 
political dynamics. One participant reflected: 

“…we felt we were up against… influential… news media… and… no one campaign 
channel… could have put something against this whole… mobilisation.” (R1) 

This quote illustrates the reality that heat pump narratives compete with much larger 
information flows. Even well-designed campaigns may struggle if hostile media narratives, 
incumbent pushback or political controversy dominate public attention. Evaluation therefore 
needs to ask not only whether a campaign “worked”, but whether it contributed to maintaining, 
shifting or defending a narrative under difficult conditions. 

Timing and media contingency further complicate evaluation. R3 noted that content expected 
to perform well sometimes does not because “a totally unrelated thing was going on”. This 
highlights that campaign performance can be shaped by external salience, news cycles or 
competing public concerns. Poor engagement may not necessarily mean poor narrative design; 
it may reflect timing or context. 

Several respondents explicitly rejected linear attribution. One participant explained: 

“These things always happen in the ecosystem… determining who had the impact… is 
impossible.” (R8) 

Similarly, R16 noted that “you can never prove the counterfactual”. These reflections are 
important because they set realistic expectations for evaluating heat pump communication. In 
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a complex policy and market transition, no single message can be isolated from the broader 
ecosystem. Campaigns may shape the conditions for action without being the sole cause of 
action. 

This does not mean evaluation is impossible. Rather, it requires triangulation. R15 described a 
“before–after + triangulation” approach that cross-checks communication indicators with local 
project data. This kind of evaluation does not attempt to prove a single causal pathway. Instead, 
it looks for aligned signals: shifts in public perception, media narratives, stakeholder language, 
enquiries, applications, installer feedback and market activity. 

The implication is that heat pump narrative evaluation should be framed around contribution 
rather than attribution. Campaigns can reasonably ask whether they increased the visibility of 
certain frames, reduced confusion, strengthened trust, supported policy uptake, or helped 
move people into advice and installation pathways. They should be more cautious about 
claiming that communication alone caused adoption outcomes. 

5c. Feedback loops as the basis of adaptive narrative strategy  

The third subtheme shows that effective evaluation is not only retrospective. Participants 
described heat pump communication as an iterative process in which monitoring, feedback and 
learning are used to refine narratives over time. This is particularly important because heat 
pump debates are shaped by changing policies, media controversies, misinformation, market 
conditions and public concerns. 

Several respondents reflected on the need for better anticipatory monitoring. One participant 
explained: 

“I think I would invest a lot more capacity… into… pre banking monitoring of 
disinformation… targeted mobilisations that are coming up…” (R1) 

This suggests that evaluation should include early warning systems, not only post-campaign 
reporting. If misinformation or opposition campaigns can be anticipated, communication 
teams can prepare evidence, FAQs, partner messaging and response protocols before negative 
narratives dominate. 

Others described narrative refinement as continuous rather than one-off. R2 explained that 
teams worked on talking points and refined them “again and again and again”, stressing that this 
should not be seen as “a one shot campaign”. This matters because heat pump narratives need 
to respond to evolving audience concerns. A message that works before a subsidy change, 
media controversy or price shock may no longer be sufficient afterwards. 

Policy volatility creates particular challenges for digital tools and campaign content. One 
participant noted: 

“…government incentives are important and we've seen a lot of retraction of government 
incentives. So the policy landscape … shifted pretty quickly, …. And that made it less 

useful and we just couldn't really use it, you know it's out of date already.” (R3) 

This illustrates why campaign assets, calculators and advice tools cannot be treated as static 
outputs. If they are linked to grants, tariffs or eligibility rules, they require maintenance and 
update cycles. Otherwise, the narrative of trust and clarity can be undermined by outdated 
information. 



67 

Several participants described rapid optimisation during delivery. For example, R10 explained 
that ads about prices received a larger share of budget when they performed better, while TikTok 
activity was stopped when it did not work. Others described structured reporting, post-by-post 
analysis and monthly social listening (R11; R18). These examples show that learning is 
increasingly embedded into campaign practice, not only added at the end. 

Importantly, feedback loops also extend beyond digital metrics. R15 described tracking 
comments and direct messages alongside feedback from member companies and installers. 
This is important because partners and installers often see confusion, concerns and objections 
before these are visible in headline data. Their feedback can reveal whether a narrative is clear, 
credible and operationally realistic. 

Overall, sustained impact depends on institutionalised learning. Heat pump narratives should 
be monitored, updated and refined as the policy and media environment changes. Evaluation 
therefore needs to support adaptation: identifying which messages are understood, where 
confusion remains, which objections are growing, and whether the pathway from awareness to 
action is working. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Theme 6 – Making policy access part of the heat pump narrative 

The sixth interview theme shows that effective heat pump narratives do not only explain why 
adoption is beneficial; they also need to show how adoption can actually happen. Across 
interviews, participants repeatedly suggested that households may understand the broad 
benefits of heat pumps but still hesitate because the route to action is unclear. In this sense, 
process clarity becomes part of persuasion. A narrative that promises affordability, comfort or 
energy security is only credible if people can see the steps, support and responsibilities that 
make adoption feasible. 

Theme 5 shows that evaluating heat pump narratives requires a move from simple 
campaign reporting toward contribution-based learning. Reach, clicks and engagement 
are useful but insufficient; they need to be connected to perception change, message 
uptake, enquiries, applications, installer feedback, policy traction and longer-term 
market signals. Because adoption happens within a wider policy, media and market 
ecosystem, campaigns should avoid overclaiming direct attribution and instead assess 
whether they contributed to making heat pumps more understandable, trustworthy and 
actionable. The transferable lesson is that narrative evaluation should be designed as an 
adaptive system: combining metrics, qualitative feedback, triangulation and continuous 
learning so that communication can respond to changing public concerns and 
contested information environments. 
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6a. Access information as a persuasive part of the narrative 

A clear pattern across interviews is that “access” information is just as important as “benefit” 
information. Participants described households needing practical clarity about grants, 
eligibility, application processes, installer roles, sequencing and next steps. Without this, 
communication risks remaining aspirational rather than actionable.  

One participant summarised this clearly: 

“…they really need to know how to get access to it… people say… I cannot afford it…” 
(R2) 

This quote illustrates that affordability concerns are not only about the total cost of a heat 
pump. They are also about whether households understand the support available and how to 
use it. If people do not know how to access grants or what the process involves, financial 
support may fail to translate into confidence. 

Several participants therefore positioned policy design and communication as inseparable. As 
one participant explained, “without government programmes… that really is the barrier that 
needed to be removed” (R4). This matters because communication cannot compensate for an 
inaccessible or poorly designed scheme. The heat pump narrative becomes credible only when 
it is attached to a real, understandable support offer. 

Interactive tools were described as one way to translate policy into household-level feasibility. 
R9 described a tool where users could enter details about their heating system and receive an 
indication of switching costs. This kind of calculator functions less as promotional material and 
more as procedural scaffolding. It helps households move from “is this generally beneficial?” to 
“is this possible for me?” At the same time, the tool’s limits need to be clear so that it does not 
replace detailed quotes or professional advice. 

Process clarity also includes explaining how the wider energy system works. R11 referred to the 
need to break down “that gas sets the price of electricity”. This kind of explanation can help 
address confusion around running costs and pre-empt misleading claims. It shows that access 
is not only administrative; it is also cognitive. Households need enough system literacy to 
understand why heat pump economics may look complex or counterintuitive. 

Several cases show that simple, clearly communicated schemes can strengthen the narrative. 
R14 described the Boiler Upgrade Scheme Grant as being “front and centre”, while R18 stressed 
the importance of making clear that the installer applies on the household’s behalf. These 
details reduce uncertainty because they tell people not only what support exists, but who does 
what. 

Overall, this subtheme shows that access information should not be treated as a technical 
appendix to the campaign. Eligibility, responsibilities, sequencing and next steps are central to 
whether the wider heat pump narrative feels believable. The transferable lesson is that every 
claim about benefits should be paired with a clear route to action.  

6b. Communication changes as policy context changes 

The second pattern is that heat pump communication changes depending on policy maturity 
and structural barriers. Participants described narratives moving along a spectrum: from 
providing information, to enabling access, to making explicit policy demands. The appropriate 
mode depends on where the main barrier sits. 
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In advocacy contexts, communication can become more directly political. One participant 
explained: 

“…we try to refine our messages… Linking this message with a clear policy outcome… 
Little by little… transforming to… political demands.” (R2) 

This shows that where incentives, standards or support are missing, narrative strategy may need 
to target policymakers as much as households. In these contexts, communication is not only 
about persuading people to adopt heat pumps; it is about creating the conditions under which 
adoption becomes feasible. R4 captured this more broadly as “trying to create the change”.  

By contrast, where government is the messenger, the tone is often different. Public-sector 
communication tends to avoid overly coercive language, particularly in early market phases 
where feasibility and trust are still fragile. The interviews suggest that premature emphasis on 
mandates or “boiler ban” narratives can risk backlash if households do not yet feel that 
affordable, practical support is in place. In these cases, encouragement, reassurance and 
access guidance are more appropriate than compulsion. 

This points to a wider sequencing principle. As R15 put it: 

“Policy and communications need to be designed together…” (R15) 

The implication is that communication should be calibrated to policy stage. Where policy is 
pending or contested, narratives may need to focus on evidence, feasibility and myth 
correction. When incentives are launched, communication should pivot toward explanation, 
eligibility and access. As markets mature, narratives can gradually normalise transition 
expectations. If this sequencing is wrong, communication can either overpromise before 
support exists or underuse policy moments when households are ready for guidance. 

 

 

 

 

 

 

 

 

Theme 7 – Tools as campaign infrastructure for making narratives actionable 

Theme 7 shows that interactive tools can play an important role in making heat pump narratives 
actionable. Across interviews, calculators, decision aids, searchable guides, interactive videos 
and moderated platforms were described as ways of reducing uncertainty around cost, 
suitability and next steps. However, participants also stressed that these tools are not simple 
campaign assets. They require design work, technical maintenance, policy updates, moderation 
and clear accountability. In this sense, tools are best understood as communication 
infrastructure: they help turn narratives about affordability, comfort and support into 
personalised guidance, but only if they remain accurate, usable and trusted. 

Overall, Theme 6 shows that policy accessibility is itself a communication issue. Heat 
pump narratives become more persuasive when they are tied to clear, navigable and 
credible pathways. The transferable lesson is that campaigns should not separate the 
“story” of heat pumps from the process of adoption. The narrative must explain not only 
why heat pumps matter, but how households can move from interest to supported action. 
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7a. Interactive tools reduce confusion but require sustained maintenance 

Across interviews, interactive tools were valued because they help households move from 
general interest to personal feasibility. Heat pump narratives often promise savings, support or 
improved comfort, but these claims only become meaningful when people can understand 
what they might mean for their own home. Calculators and decision aids therefore reduce “cost 
confusion” by translating broad messages into more specific estimates, scenarios or next steps. 

One respondent reflected on the value and burden of building a calculator: 

“…a heat pump calculator… something we’ve never done before and haven’t since… it 
was actually a lot of work… I’m not sure we’d do it again…” (R3) 

This quote illustrates the central tension of this theme. A calculator can make the narrative 
more useful and credible because it helps users assess whether heat pump adoption is 
financially and practically plausible. However, it also creates significant operational demands. 
Cost assumptions, subsidy levels, tariffs and policy details can change, meaning that the tool 
must be updated if it is to remain trustworthy. 

Other participants echoed this challenge. As one put it: 

“These calculators have turned out to be maddeningly difficult and complicated to do.” 
(R9) 

This matters because tools that are outdated, too complex or poorly explained can undermine 
the very confidence they are meant to build. If a household receives unclear or unrealistic 
information, the wider narrative of support and simplicity may lose credibility. Tools therefore 
need ownership, update cycles and transparent assumptions. 

The interviews also suggest that not all tools need to be highly complex. Some organisations 
opted for simpler digital structures that made information easier to search, share and 
understand. R4 described breaking a larger report down into something “simpler”, “digital”, 
“easy to find” and “easy to share”. This indicates a useful strategic trade-off. Where resources 
are limited, a well-structured searchable guide may be more sustainable than a complex 
calculator, especially if the aim is to address common myths, explain policy or guide people 
toward trusted next steps. 

Other examples show that tools can include interactive videos, moderated platforms and 
matching systems. These formats can personalise the journey and make technical information 
more accessible, but they also require backend work, data verification and human oversight. 
R11 noted that monitoring was “quite a manual job” and “quite time intensive”, while R12 
referred to moderators and filters. This highlights that digital tools are not self-sustaining. Even 
when automated, they often depend on people to maintain quality, manage risk and respond to 
user needs. 

Accountability is therefore central. R15’s emphasis on “Traceability… Human accountability…” 
captures the key governance lesson. Tools need to document assumptions, signal their limits 
and offer routes to human advice where decisions are complex or high stakes. This is 
particularly important for heat pumps because suitability depends on housing condition, 
heating system, local climate, tariffs, grants and installer advice. 

Overall, Theme 7 shows that tools strengthen heat pump narratives when they make claims 
concrete, personalised and actionable. However, they should be planned as long-term 
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infrastructure rather than short-term campaign content. The transferable lesson is to use tools 
where they genuinely reduce confusion, but to keep them simple where possible, resource 
them properly, update them regularly, and ensure that every tool has clear ownership, 
transparent assumptions and human support behind it. 

 

 

 

 

 

 

 

 

Theme 8 – Installers as narrative gatekeepers in the adoption journey 

The final interview theme shows that installers are not simply delivery actors in the heat pump 
transition. They are also narrative gatekeepers. Across interviews, participants described 
installers, engineers and contractors as central to whether household interest becomes 
adoption. This matters because many households encounter the heat pump narrative not 
through a campaign website, but through a trusted engineer, a quote, a site visit, or an urgent 
boiler replacement conversation. If installers are not confident, aligned and equipped to 
communicate the offer clearly, wider public-facing narratives may fail at the point of decision. 

8a. Winning installer confidence as adoption leverage 

A striking cross-case insight is that installer alignment is often a precondition for adoption. One 
participant captured this clearly: 

“…the first person they approach is a local installer and if we haven’t won them then 
we’ll lose.” (R7) 

This quote reframes communication strategy. The most important heat pump message may not 
always be the one seen in advertising, but the one delivered by the person standing in the home, 
interpreting the options and recommending a next step. Installers therefore act as both 
technical advisers and credibility brokers. Their confidence, language and practical guidance 
can either reinforce or weaken campaign narratives around affordability, comfort and suitability. 

Several participants described installers and gas engineers as key messengers because 
households already trust them. R12 referred to installers as the “main channel” and described 
gas engineers as a “key set of messengers”, adding that “people tend to trust their engineers”. 
This trust is relational and often built over time. It cannot be easily replaced by institutional 
messaging. For this reason, one strategy involved encouraging gas engineers to install heat 
pumps in their own homes so they could become advocates from lived experience (R12). This is 
significant because it suggests that installer belief is not only a workforce issue; it is also a 
communication asset. 

Theme 7 shows that tools are most valuable when they help households act on the heat 
pump narrative. Calculators, guides and interactive formats can make affordability, 
suitability and process claims more credible by translating them into personalised 
information. However, they also create maintenance and accountability obligations. The 
transferable lesson is that campaigns should avoid treating tools as one-off digital 
outputs. Instead, they should design them as trusted infrastructure that supports the 
narrative over time, with clear update protocols, transparent assumptions and human 
backstops where needed. 
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Installer quality also shapes the wider narrative after installation. If systems are poorly 
specified, badly installed or weakly explained, those experiences can become negative stories 
that circulate through communities and media. As R15 noted, uneven understanding across 
designers and installers can lead to inconsistent performance and user experience. In this 
sense, training, standards and accreditation are not only technical safeguards. They also 
protect the credibility of the heat pump narrative by reducing the likelihood of poor outcomes 
that reinforce scepticism. 

Other interviews reinforced the importance of eligibility criteria and contractor quality. R16 
noted that programmes determine “what qualifies for a contractor to be eligible to install”, while 
R18 emphasised the need to explain clearly that the installer applies on the household’s behalf. 
These details matter because installers often mediate the administrative journey as well as the 
technical one. They help households navigate paperwork, eligibility, quotes and scheme 
requirements. 

Overall, this subtheme shows that installer-facing communication must be treated as part of 
the campaign architecture. Public demand generation should be paced with workforce 
readiness, installer confidence and clear quality standards. The transferable lesson is that every 
installation is also a communication moment. Winning installers is therefore not separate from 
winning households; in many cases, it is the route through which household confidence is built.  

8b. What end-user narratives should avoid 

Alongside the importance of installers, participants also reflected on what does not work in 
end-user communication. A consistent pattern is that many barriers are cognitive and practical 
rather than ideological. Poorly calibrated messages that are too technical, abstract, absolute or 
coercive can undermine otherwise strong policy offers. 

One participant summarised the need for simplicity: 

“Don’t try to explain to them how it works… say it’s like your fridge…” (R7) 

This is not a rejection of information, but a warning against technical overload. Households do 
not usually need detailed explanations of thermodynamics. They need to understand whether 
the system is reliable, suitable, affordable and manageable in their home. Analogies can reduce 
cognitive friction by making an unfamiliar technology feel more recognisable. 

Several participants also warned against abstract policy language. R14 and R18 both described 
actively avoiding terms such as “net zero” because they were not well understood. This 
suggests that even accurate language may fail if it does not connect with the audience’s 
everyday concerns. For end-user communication, plain-language benefit framing is more useful 
than policy jargon. 

Another important warning concerns overclaiming. R15 advised: 

“Avoid over-promising universal savings or universal applicability.” (R15) 

This is central to narrative credibility. Heat pumps can deliver important benefits, but not every 
property will have the same costs, savings or installation pathway. Claims that ignore housing 
condition, insulation, tariffs, system design or installer quality risk creating disappointment. 
Negative experiences can then become counter-narratives that weaken trust more widely. 
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Tone also matters. R15 warned against language that sounds “compulsory or confrontational”. 
This aligns with earlier findings that coercive or moralising narratives can trigger resistance, 
especially where households do not yet feel that support, affordability and practical guidance 
are in place. In early or contested markets, communication needs to build confidence before it 
normalises expectation. 

Finally, participants cautioned against adding complexity to an already complex decision. R16 
described the process as “just so complicated”. This suggests that end-user narratives should 
simplify rather than multiply choices. Clear next steps, guided journeys and bounded claims are 
likely to be more helpful than dense technical comparison or unrealistic promises. 

Overall, this subtheme shows that effective end-user narratives are as much about restraint as 
persuasion. Campaigns should avoid jargon, technical overload, absolutes, compulsion and 
misaligned messengers. The strongest narratives build confidence through credible simplicity: 
explaining what matters, what support exists, what the limits are and who can help.  

 

 

 

 

 

 

 

3.2.4. Conclusions and policy implications based on the case studies and 
semi-structured interviews  

The analysis has identified enabling factors, innovative practices, and barriers. Table 3 shows an 
overview highlighting best practices, transferable lessons, and evidence gaps. 

Table 8: Overview of findings based on case studies and semi-structures interviews 

 Findings Policy Implications  
1) Enabling 
Factors 

Concrete financial policy levers: 
simple, visible grants/subsidies that 
reduce upfront cost and make 
adoption “actionable,” not 
aspirational. 

Messages should emphasise net 
upfront costs, available grants, 
and typical household 
investment scenarios, rather 
than abstract long-term savings. 

 Process clarity and service 
pathways: step-by-step journeys, 
role clarity (who 
applies/installs/advises), and 
access routes (phone triage, local 
hubs) that turn interest into action. 

Communication strategies 
should therefore clearly explain 
the adoption journey, including 
who provides advice, who installs 
the system, and how funding is 
accessed. 

 Trusted messenger ecosystems: 
government authority cues (official 
domains), standards/certification 
bodies, consumer organisations, 

Campaigns should combine 
government authority with 
independent voices, such as 
certification bodies, consumer 

Theme 8 shows that installers are central to whether heat pump narratives become 
trusted and actionable. They translate campaign claims into household decisions, shape 
expectations, manage access to schemes and influence post-installation satisfaction. 
The transferable lesson is that campaigns should treat installer alignment, training and 
confidence as part of narrative strategy, not merely implementation. At the same time, 
end-user messaging should remain simple, honest and bounded. Heat pump narratives 
are most credible when they avoid jargon, overpromising and coercion, and when they are 
reinforced by trusted installers who can turn public-facing messages into practical 
household guidance. 
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practitioners, and academics 
forming “trust stacks.” 

organisations, academics, and 
installers. 

 Local relevance: housing typology, 
climate zone, tariff/price regime, 
and regional culture/dialect 
matched in stories, guidance, and 
tools. 

Using regionally relevant 
examples and case studies—
such as households in similar 
homes—helps audiences see 
how heat pumps could work in 
their own situation. 

 Installer and supply-chain 
readiness: training, standards, and 
capacity sufficient to meet demand 
without creating negative 
experiences. 

Communication strategies 
should therefore highlight 
installer accreditation, training, 
and quality assurance 
mechanisms to reinforce trust in 
the supply chain. 

 Always-on digital presence: 
searchable, updatable web content 
plus targeted digital distribution and 
earned-media amplification. 

Communication should therefore 
maintain an always-available 
digital information hub with clear 
guidance, up-to-date policy 
information, and answers to 
common questions. 

2) Innovative 
practices 

Performance marketing funnels 
(targeting/retargeting, A/B testing of 
frames) tied to behavioural proxies 
(eligibility checks, advice bookings). 

Communication strategies 
benefit from data-driven 
optimisation. Techniques such 
as audience segmentation, 
message testing, and 
behavioural tracking (e.g., 
eligibility checks or advice 
bookings) can help identify which 
messages and formats are most 
effective. 

 Interactive decision supports: 
calculators, eligibility/suitability 
checkers, branching “choose-your-
path” videos, and structured digital 
myth/FAQ hubs. 

Tools such as eligibility checkers, 
calculators, and guided decision 
pathways help households 
assess whether heat pumps are 
suitable for their homes. 
Integrating these tools into 
campaign journeys can help 
move audiences from awareness 
to decision-making. 

 Peer-demonstration infrastructure: 
“visit a heat pump” models, local 
case libraries indexed by home type 
and context. 

Campaigns should support peer 
demonstration initiatives, such 
as open-home visits or case-
study libraries showing 
installations in comparable 
homes. 

 Format innovation: scenario-based 
animations (“boiler breaks—what 
next”), high-quality data 
visualisation, expert-adjacent 
creators, addressable TV + QR mail. 

Using engaging formats—such as 
scenario-based animations, 
clear data visualisations, or 
collaborations with trusted 
content creators—can make 
complex technical information 
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more accessible. Combining 
digital and offline formats can 
broaden reach. 

 Misinformation operations: social 
listening, tiered response 
frameworks, prebunking content 
banks, and moderation playbooks. 

Communication teams should 
adopt proactive monitoring and 
response strategies to address 
misinformation. Prebunking 
content, FAQs, and clear 
moderation approaches can help 
maintain the credibility of official 
information. 

 Emerging AI uses: audience 
research/segmentation, search 
optimisation, rapid content drafting, 
synthetic updates (with consent), 
experimentation with 
chat/WhatsApp research 

Communication teams should 
use these tools responsibly while 
ensuring official content remains 
accurate, transparent, and easily 
discoverable in AI-mediated 
search environments. 

3) Barriers Upfront cost and bill-risk anxiety 
(including tariff differentials, 
volatility, and fear of higher running 
costs). 

Communication should directly 
address concerns about 
installation costs and potential 
bill impacts. 

 Administrative friction: complex 
eligibility, unclear responsibilities, 
fragmented programme branding, 
and confusing “how-to” steps. 

Communication materials 
should simplify guidance, clearly 
explain eligibility, and 
consolidate information about 
different programmes wherever 
possible. 

 Contested information 
environments: coordinated 
incumbent pushback, 
mis/disinformation, and AI-
mediated summaries that reduce 
source-checking and can 
misattribute claims. 

Campaigns should anticipate 
competing narratives and 
misinformation. Maintaining 
clear, transparent, and easily 
accessible official information 
helps reinforce credibility and 
reduce confusion. 

 Installer gatekeeping and uneven 
quality: shortages, inconsistent 
design/install competence, and 
reputational “blowback” from bad 
cases. 

Highlighting installer 
accreditation, quality standards, 
and complaint mechanisms can 
help reassure households that 
reliable support systems are in 
place. 

 Local mismatch: one-size-fits-all 
messaging failing across housing 
stock, climates, and policy regimes. 

National campaigns should 
include modular messaging that 
can be adapted to local housing 
and policy contexts, ensuring 
relevance across different 
regions. 

 Digital exclusion: digital-only CTAs 
excluding older/low-income/low-
literacy groups; offline conversion 
pathways often weak. 

Digital engagement should 
always be complemented by 
offline access routes, such as 
phone advice services, printed 
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materials, or local information 
sessions. 

 Evaluation constraints: limited 
attribution, offline journey gaps, and 
over-reliance on vanity metrics. 

Campaign evaluation should go 
beyond reach and engagement 
metrics. Monitoring behavioural 
indicators such as advice 
requests or applications 
alongside installation outcomes 
can provide a more realistic 
understanding of campaign 
impact. 

4) Best 
practices 

 

Policy + communications as a 
package: launch campaigns when 
opportunity barriers are reduced; 
keep offers simple and stable. 

Campaigns should be launched 
when financial incentives, 
regulations, and delivery 
mechanisms are already in 
place, ensuring that interested 
households can act immediately. 

 Cost-first, but not cost-only: lead 
with net cost and support; reinforce 
with comfort/convenience; frame 
through security and local benefits. 

Communication should lead with 
net costs and available support, 
while reinforcing additional 
benefits such as comfort, 
reliability, and energy security. 

 Make “access” the core product: 
publish clear journeys, eligibility 
checkers, and “who does what” 
maps; pair digital CTAs with phone 
triage. 

Clear guidance on how to adopt 
heat pumps should be at the core 
of communication strategies. 

 Build trust stacks: official branding + 
independent standards/certification 
+ consumer bodies + practitioner 
messengers; make verification 
visible. 

Combining government authority, 
independent certification, and 
trusted intermediaries helps 
reinforce credibility and reduce 
scepticism. 

 Localise systematically: core 
narrative spine with modular local 
assets; segment by home type, 
climate, tariff, and region; prefer 
“people like me in homes like mine.” 

Effective campaigns maintain a 
consistent national narrative 
while adapting supporting 
materials to local housing types, 
climates, and energy contexts. 

 Treat installers as a primary 
audience: co-designed materials, 
training pathways, acceptance 
criteria, and aftercare scripts; pace 
demand to capacity. 

Communication strategies 
should therefore include 
installer-focused materials, 
training resources, and clear 
messaging about quality 
standards, helping ensure 
consistent and reliable advice. 

 Institutionalise misinformation 
readiness: always-on listening, 
prebunking libraries, tiered 
response, and moderation rules; 
avoid amplification traps. 

Communication teams should 
establish ongoing monitoring and 
response strategies to address 
misinformation. Maintaining 
prebunking resources, FAQs, and 
response protocols helps 
campaigns remain credible in 
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contested information 
environments. 

 Evaluate with contribution logic: 
combine reach/engagement with 
attitude tracking and downstream 
indicators (applications, 
certificates, 
complaints/satisfaction). 

Campaign evaluation should 
combine reach and engagement 
metrics with behavioural 
indicators, such as advice 
requests, eligibility checks, and 
installation uptake. 

5) Transferrable 
lessons 

Credibility is engineered 
(verification, partners, and process 
transparency), not won by 
persuasion alone. 

Trust is reinforced through 
transparent processes, 
independent verification, and 
partnerships with trusted 
organisations, rather than 
through persuasive messaging 
alone. 

 Conversion depends on friction 
removal: clarity about steps, 
eligibility, sequencing, and 
responsibilities often outperforms 
“benefits” messaging. 

Communication should prioritise 
making adoption pathways easy 
to understand and follow. 

 Local fit beats global proof: 
transferable campaigns are 
modular; transferable evidence is 
contextual (home 
type/climate/tariff). 

While overarching narratives may 
be transferable across contexts, 
effective implementation 
requires adaptation to local 
housing conditions, climates, 
and policy environments. 

 Installer quality is communications: 
delivery failures become anti-
campaign narratives; standards and 
training protect reputational 
legitimacy. 

Communication strategies 
should highlight standards, 
training, and quality assurance 
mechanisms to protect trust in 
the technology. 

 Digital-first must still be inclusive: 
every digital pathway needs an 
offline equivalent to avoid unequal 
access. 

Digital-first communication 
strategies must be 
complemented by offline 
channels, ensuring that all 
groups particularly older and 
lower-income households can 
access information and support. 

 AI changes the information 
battlefield: official content must be 
structured, current, and “AI-
discoverable,” with governance for 
misattribution risk. 

As AI tools increasingly shape 
how people access information, 
official communication should 
be structured, regularly updated, 
and clearly sourced so that it 
remains visible and accurately 
represented in AI-generated 
summaries. 

 Success is multi-actor and non-
linear: design campaigns to work 
through ecosystems (media, 
intermediaries, policy nodes), not 
single funnels. 

Behaviour change typically 
occurs through networks of 
actors, including media, 
intermediaries, installers, and 
community organisations. 
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Communication strategies 
should therefore operate across 
these ecosystems rather than 
relying on single campaign 
channels. 

6) Evidence 
gaps and 
follow-up 
research 
priorities 

Comparative effectiveness of 
frames (cost vs comfort vs security 
vs air quality) across segments and 
countries using consistent 
measures. 

Further research is needed to 
determine which frames—such 
as cost savings, comfort, energy 
security, or air quality—are most 
effective for different audiences 
and national contexts. 

 Best counter-misinformation mixes: 
when to prebunk vs FAQ vs myth-
busting hooks; effectiveness of 
tiered engagement strategies under 
different threat levels. 

More evidence is required on the 
relative effectiveness of 
prebunking, myth-busting, and 
structured FAQs, particularly in 
environments where 
misinformation is actively 
promoted. 

 AI-mediated information impacts: 
how LLM summaries shape beliefs, 
trust, and action; how to optimise 
official content for accurate AI 
surfacing. 

Research should examine how 
AI-generated summaries and 
search tools influence public 
understanding and trust, and 
how official communication can 
be optimised for accurate 
representation. 

 Installer-facing interventions: which 
training + comms packages 
measurably improve quality, reduce 
complaints, and increase 
conversions. 

Further analysis is needed to 
identify which combinations of 
installer training, communication 
support, and quality standards 
most effectively improve 
installation quality and consumer 
confidence. 

 Tool ROI and maintenance models: 
when calculators outperform lighter 
“structured guidance” tools; 
sustainable governance and update 
cycles. 

Interactive tools such as 
calculators and eligibility 
checkers require ongoing 
maintenance. Research should 
explore their cost-effectiveness, 
long-term governance, and 
impact on adoption decisions. 

 Equity impacts: which channel and 
support designs reduce digital 
exclusion and improve uptake 
among low-income and 
rental/managed properties. 

More evidence is needed on 
which communication channels 
and support mechanisms best 
reach digitally excluded groups 
and households with limited 
financial resources. 

 Robust evaluation designs: practical 
quasi-experimental approaches and 
triangulation frameworks linking 
comms exposure to uptake and 
satisfaction outcomes. 

Developing robust evaluation 
frameworks, including quasi-
experimental approaches and 
combined data sources, would 
strengthen understanding of how 
communication strategies 
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contribute to adoption 
outcomes. 
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3.3. Subtask 3 – Establishment of Policy Evidence Quality Criteria 

3.3.1. Introduction to Subtask 3 

 

As governments increasingly use communication campaigns to support residential heat 
decarbonisation, there is a growing need to understand whether these interventions are 
effective and how their impact can be assessed. While many initiatives aim to encourage 
households to adopt low-carbon heating technologies such as heat pumps, evaluation 
practices are often inconsistent and the evidence linking narrative strategies to behavioural 
outcomes remains limited. Subtask 3 therefore develops a structured framework to assess the 
quality and effectiveness of narrative communication programmes in this policy area.  

The objective of this subtask is to provide governments with a set of criteria to evaluate whether 
communication interventions are well designed, whether credible evidence of impact exists, 
and how evaluation approaches can be strengthened. The framework also considers the role of 
senders (e.g., governments, regulators, installers, or community organisations) and 
communication channels (e.g., campaigns, advice services, digital tools), recognising that their 
credibility and appropriateness vary across contexts. 

To develop the framework, the project reviewed established evaluation guidance, including the 
UK government’s Magenta Book (HM Treasury, 2020), OECD evaluation principles (OECD, 2014), 
and relevant NICE evidence appraisal frameworks. Key principles such as clear theories of 
change, methodological rigour, proportionality, and transparency were distilled and adapted for 
evaluating narrative communication interventions. 

The resulting framework assesses programmes across six dimensions: conceptual clarity (clear 
theory of change), design quality (appropriate targeting and delivery), evaluation robustness 
(ability to demonstrate impact), outcome measurement (short- and long-term effects), 
generalisability and equity, and transparency and learning. The framework is then applied to 
evidence identified in Subtasks 1 and 2, enabling six campaign cases to be assessed according 
to the strength of their evaluation evidence. 

Finally, the subtask provides practical recommendations for policymakers on how to design and 
evaluate narrative campaigns more effectively. These include guidance on combining 
qualitative and quantitative evidence, improving evaluation design, and using real-world trials 
and behavioural indicators to better assess the impact and durability of communication 
interventions supporting residential heat decarbonisation.  

3.3.2. Narrative Campaigns Evidence Quality Framework  

The following Table 4 provides the designed Narrative Campaign Evidence Quality Framework 
including a proposed RAG-Assessment. The framework can be adjusted to fit the evaluation of 
specific campaigns.  

 

 

 

 



 
  Technology Collaboration Programme by IEA 

81 

Narrative Campaign Evidence Quality – RAG Assessment     

Criterion Diagnostic Questions Evidence Source(s) 
Score (0–
3) 

RAG Notes / Justification 

SECTION A: Strategic Relevance & Theory of Change 

A1. Problem clarity 
& policy fit 

Is the behavioural problem clearly defined & 
aligned with specific policy mechanisms (e.g., 
grant scheme)? 

Problem statements, 
strategy docs 

      

A2. 
Communication 
theory of change 

Is there a clear theory (explicit or implied) 
explaining how the narrative will lead to 
behaviour change? Are intermediate outcomes 
identified (e.g. trust → research → quotes → 
install)? 

Logic models, 
planning docs 

      
SECTION B: Narrative Content & Framing Quality 

B1. Evidence-
based framing 

Were framings (cost, comfort, environment, 
hassle) chosen based on audience evidence? 

Audience research, 
REA, surveys 

      

B2. Accuracy & 
balance 

Are claims accurate, not exaggerated? Are 
limitations acknowledged? Is evidence cited? 

Expert sign-off, data 
sources 

      

B3. Cultural & 
segment relevance 

Does the narrative fit local norms (housing, 
climate, trust), and reflect real audience 
segments? 

Creative briefs, 
focus groups 

      
SECTION C: Sender, Messenger & Channel Quality 
 
 

Table 9: Narrative Campaign Evidence Quality Framework including a proposed RAG-Assessment 
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C1. Sender 
legitimacy 

Is the sender trusted & appropriate? Is funding 
transparent? 

Funding sources, 
branding policy 

      

C2. Trusted 
messengers & 
diversity 

Are householders, installers, experts used 
appropriately? Are there “honest brokers”? 

Campaign content 

      

C3. Channel 
selection & 
targeting 

Are channels aligned with audience media 
habits? Is there optimisation (e.g. dropping 
ineffective channels)? 

Media plans, 
performance reports 

      

C4. Accessibility & 
equity 

Are materials accessible (language, subtitles)? 
Are non-digital options considered if relevant? 

Accessibility plan 

      
SECTION D: Evidence, Evaluation & Learning 

D1. Quality of 
evidence base 

Was the campaign design informed by prior 
research, REA, or pilots? 

Research reports 

      

D2. Evaluation 
design 
(proportional & 
credible) 

Are evaluation methods specified? Are they 
proportionate? (e.g. survey + analytics + 
contribution analysis) 

Evaluation plan 

      

D3. Behavioural 
journey metrics 

Does the evaluation track awareness → trust → 
tool use → quotes → grant applications → 
installs? 

KPIs, dashboards 

      

D4. Learning & 
adaptation loops 

Were lessons used to adjust 
messaging/channels? Is there a feedback cycle? 

Iteration logs, 
version history 
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SECTION E: Context, Ethics & Transferability 

E1. Policy & market 
coherence 

Is the campaign aligned with regulation, prices, 
housing stock, and installer capacity? 

Policy docs, market 
analysis 

      

E2. Ethical 
handling of 
misinformation & 
lobbying 

Is misinformation countered with balanced 
evidence? Is funding transparent? Are scare 
tactics avoided? 

Messaging audit 

      

E3. Transferability 
& scalability 

Are lessons on what is context-specific vs. 
transferable documented? Is the campaign 
modular? 

Lessons learned 

      
OVERALL SUMMARY PAGE 

Dimension Avg. Score (0–3) RAG Strengths Priorities for Improvement 

A. Strategic 
Relevance         
B. Narrative & 
Framing         
C. Sender & 
Channels         
D. Evaluation & 
Learning   

  
    

E. Context & Ethics 
        

Overall Quality 
Rating   
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3.3.3. Case study overview and framework application 

 

To illustrate how the evaluation framework developed can be applied in practice, this section 
presents five short case studies of narrative communication programmes aimed at encouraging 
heat pump adoption. The cases were selected from the interview sample and case study 
overview.  

Together, they demonstrate how narrative strategies, messenger choices, communication 
channels and evaluation approaches operate in different institutional contexts. 

Each case study has been assessed using the Narrative Campaign Evidence Quality Framework 
developed for this project. The framework draws on principles from the UK Magenta Book, 
OECD evaluation guidance, and public health communication evaluation approaches, adapted 
for narrative campaigns in the residential heat decarbonisation context. It evaluates campaigns 
across five dimensions: 

1. Strategic relevance and theory of change – the clarity of the behavioural problem and 
the causal logic linking communication to outcomes. 

2. Narrative framing and content quality – the extent to which framing choices are 
evidence-based, credible and relevant to audiences. 

3. Sender, messenger and channel strategy – the appropriateness and credibility of the 
organisations and individuals delivering the message, and the effectiveness of the 
channels used. 

4. Evidence, evaluation and learning systems – the robustness of the evidence base 
informing the campaign and the methods used to assess its impact. 

5. Context, ethics and transferability – how well the campaign aligns with the policy and 
market context, manages misinformation risks, and generates lessons applicable to 
other settings. 

For each campaign, qualitative evidence from interview transcripts, campaign materials and 
supporting documentation was coded against these criteria. This evidence was then used to 
produce an overall assessment of campaign strengths, limitations and transferable lessons, 
which are summarised in the following case studies. The full scoring framework and detailed 
RAG (red–amber–green) assessments used to inform these summaries are provided in Appendix 
III. 

The purpose of these case studies is not to rank campaigns or determine definitive causal 
impact, but rather to illustrate how narrative communication strategies interact with policy 
instruments, market conditions and audience perceptions. By applying the framework 
systematically across cases, the analysis identifies patterns in what appears to support 
effective communication and where common limitations remain, particularly in relation to 
evaluation and behavioural attribution. 

The following case studies therefore serve as illustrative applications of the framework, 
highlighting both practical design choices and the broader lessons that can inform future 
government communication strategies for residential heat decarbonisation. 
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Case Study 1. Canada – Heat Pumps Pay Off Calculator Campaign 

 

Organisation: Canadian Climate Institute  
Link to campaign: How heat pumps pay off in Canada 
Period: 2023–2024 
Type: Research-led public communication campaign with interactive consumer tool 

The Canadian Climate Institute’s Heat Pumps Pay Off initiative combined a major research 
report with a public-facing online calculator comparing the costs and emissions impacts of 
heat pumps against conventional heating and cooling systems in five Canadian cities. Unlike 
the Institute’s usual policy-facing outputs, this project deliberately introduced a consumer-
facing element to address widespread “cost confusion” around heat pump adoption. 

The campaign responded to a clear policy and communication gap: building emissions 
remained a major decarbonisation challenge in Canada, while households lacked accessible, 
credible information about the comparative costs of heat pumps. The Institute positioned the 
campaign around a pragmatic, evidence-led narrative: heat pumps can pay off, but households 
need clearer information to understand when and how. Cost was the dominant frame, though 
the calculator also included emissions information. Importantly, heat pumps were compared 
not only with gas heating, but with the combined cost of fossil-fuel heating and air conditioning, 
better reflecting their dual function. 

The Canadian Climate Institute was the clear sender and source of authority, drawing legitimacy 
from its role as an independent climate policy research organisation. Traditional media 
amplification was central, including press releases, embargoed briefings, radio call-ins, 
broadcaster coverage, and print follow-up. Social media and visual content were also used, but 
mainly as supporting channels. The calculator itself was the main communication innovation, 
translating complex research into a more usable decision-support tool. The campaign also 
included a small number of homeowner case studies. 

https://heatpumpcalculator.ca/
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Evaluation focused on media coverage, website and social metrics, and stakeholder 
engagement. However, it did not systematically track the full behavioural journey from tool use 
to installer contact or installation. A key lesson was that interactive tools are resource-intensive 
and vulnerable to fast-changing policy conditions. Once subsidies and carbon pricing changed, 
the calculator quickly became partly outdated. 

Strengths: strong evidence base, transparent assumptions, and an effective tool for making 
cost comparisons more accessible. 
Limitations: limited segmentation, weak non-digital accessibility, and little downstream 
behavioural tracking. 
Transferable lesson: research-led communications can reduce consumer uncertainty 
effectively, but interactive tools must be maintained as living infrastructure rather than treated 
as one-off campaign assets. 

 

Case Study 2. Germany – Woche der Wärmepumpe / Week of the Heat Pump 

 

Organisation(s): German heat-pump communication initiative drawing on GSCC-led campaign 
learning; public-facing information week hosted via dena / Gebäudeforum klimaneutral 
Link to campaign: https://www.wochederwaermepumpe.de 
Period: 2022 onward; Week of the Heat Pump held 4–10 November 2024 
Type: Public information campaign combining policy communication, consumer guidance, 
regional events, and digital outreach 

The German case reflects a wider national effort to normalise heat pumps in the aftermath of 
the 2022 gas price crisis. It combined crisis-response explainers, subsidy-focused 
communication, homeowner storytelling, and municipal engagement. Within that wider effort, 
the Week of the Heat Pump in November 2024 created a concentrated public-facing information 
moment, offering local and online events, practical advice, and guidance on installation and 
funding. 

The campaign emerged directly from the disruption caused by Russia’s invasion of Ukraine and 
rapidly rising gas prices. Heat pumps became not only a climate technology, but also a symbol 

https://www.wochederwaermepumpe.de/
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of energy security, affordability, and political controversy. Funding schemes provided an 
important policy backdrop, especially where lower-income households could receive 
substantial support. Later, however, uncertainty over reform of the Building Energy Law 
weakened the surrounding policy environment and contributed to the campaign being paused. 

The narrative strategy evolved with context. During the height of the crisis, cost and 
independence from imported gas were the dominant framings, supported by polling and 
message testing. Environmental messages were much weaker except among already climate-
engaged audiences. As the crisis atmosphere receded, communication shifted towards 
comfort, home value, and lived experience, particularly through homeowner stories. A large part 
of the campaign also involved explanation: why gas prices had risen, how subsidy schemes 
worked, and why certain supposed alternatives, such as hydrogen-for-home-heating narratives, 
were misleading. 

Messengers included heat-pump owners, architects, energy consultants, municipal actors, and 
manufacturers. Peer voices and practitioner experts performed particularly well. Channels 
included social media, YouTube, programmatic advertising, regional sites, radio, LinkedIn for 
municipal audiences, and in-person information events across all German states and more 
than 75 districts. 

Evaluation was unusually strong, combining engagement analytics, web data, repeated surveys, 
and recall testing. The campaign also refined its targeting over time, moving away from highly 
urban audiences where hostility was highest and focusing more tightly on receptive homeowner 
segments. 

Strengths: strong strategic agility, repeated audience learning, and serious attention to 
misinformation and political backlash. 
Limitations: high dependence on unstable politics and limited evidence of direct installation 
outcomes. 
Transferable lesson: in contested environments, effective heat-pump communication requires 
iterative learning, careful targeting, and proactive preparation for misinformation and politicised 
opposition. 

 

Case Study 3. China – Heat Pump Professional Committee of the China Energy 
Conservation Association (CHPA) 

Organisation: Heat Pump Professional Committee of the China Energy Conservation 
Association (CHPA) 
Period: Ongoing 
Type: Continuous policy–industry communication programme supporting heat-pump adoption 

CHPA represents more than 500 organisations across China’s heat-pump supply chain and 
covers over 80% of the domestic market. Rather than running a one-off campaign, it operates an 
ongoing communication and coordination system designed to support heat pumps as a core 
clean-heating technology. Its work combines policy communication, technical training, 
standards, case studies, and user-side information for households and public-sector actors. 

The programme sits within China’s wider “dual carbon” strategy, clean-heating initiatives, and 
equipment-renewal and retrofit programmes. Communication is closely aligned with policy 
cycles: when new regulations, pilots, or subsidy windows emerge, outreach intensifies through 
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briefings, training, and media activity. Between these moments, CHPA maintains continuous 
engagement through WeChat, conferences, technical competitions, and exhibitions. 

Narratively, the programme prioritises practical user benefits over abstract climate language. 
The most effective framings are comfort, affordability, reliability, and user choice. Messages 
typically begin with stable winter heating, better indoor comfort, predictable bills, and fit-for-
place solutions, while environmental and public-benefit narratives are used more with 
policymakers and media. Language is deliberately concrete, favouring terms such as “clean 
heating” and “comfort upgrades” over abstract slogans. 

The sender mix is distributed across policy, industry, and technical actors. Government 
agencies communicate policy direction, CHPA coordinates industry messaging, and standards 
bodies, design institutes, and district heating operators add credibility. Online communication 
is extensive, with roughly 500 WeChat posts per year and substantial annual reach, but this is 
complemented by offline support, printed materials, and local service networks. Messaging is 
adapted for different segments, including homeowners, renters, urban and rural users, and 
lower-income households. 

CHPA treats misinformation as a practical delivery issue rather than a purely narrative one. 
Concerns usually focus on cold-weather performance, noise, electricity bills, and after-sales 
service. Its response combines pre-emptive clarification, verifiable operating data, local case 
studies, and heavy investment in standards and installer training to reduce the number of “bad 
cases” that could damage trust. 

Strengths: deep integration of communication with standards, training, and delivery quality; 
strong practical framing. 
Limitations: dependent on policy stability, installer capability, and wider system readiness. 
Transferable lesson: heat-pump communication is most credible when paired with delivery 
systems, local cases, and continuous background guidance rather than relying only on major 
campaign moments. 

 

Case Study 4. Nesta – Visit a Heat Pump 

 

Organisation: Nesta 
Link to campaign: https://www.nesta.org.uk/project/visit-a-heat-pump/ 
Period: 2023 onward 
Type: Peer-to-peer demonstration and confidence-building service 
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Nesta is an independent UK innovation agency working to reduce household carbon emissions 
through research, experimentation, and service innovation. Within this mission, Visit a Heat 
Pump was launched in 2023 as a service connecting people interested in heat pumps with 
nearby householders who already have one installed. The aim is to make heat pumps more 
visible, build confidence through lived experience, and support more informed consumer 
decisions. 

The service emerged from the recognition that heat pumps remain relatively rare in UK homes 
and that most households have never seen one operating. This lack of familiarity feeds 
uncertainty about cost, noise, comfort, and suitability. Nesta therefore designed the service 
around a simple proposition: people are more likely to trust the technology if they can see it in a 
real home and speak directly with someone who already uses it. 

The narrative strategy is explicitly “show, don’t tell.” Rather than relying on institutional 
persuasion, Visit a Heat Pump uses peer-to-peer learning as its core mechanism. Existing users 
function as trusted messengers, and the very existence of the platform also supports a wider 
narrative that heat pumps are becoming a normal and desirable part of everyday domestic life. 
Nesta has also used this service in media work, where the idea that people are willing to open 
their homes to others has proved especially compelling. 

The main channel is a digital platform, but the project is embedded in a wider ecosystem of 
media outreach and installer engagement. Nesta also works with heating engineers, helping 
some to install heat pumps in their own homes so that they can draw on lived experience when 
advising customers. This recognises that installers and boiler engineers remain highly trusted 
voices in household heating decisions. 

Evaluation is a core strength of the programme. Nesta uses surveys before and after visits, 
website analytics, and follow-up surveys several months later to assess confidence, 
usefulness, and subsequent actions. Early findings suggest visits increase confidence and 
support decision-making, though the service primarily reaches households already somewhat 
interested in the technology. 

Strengths: strong use of peer trust, careful evaluation, and integration with installer 
engagement. 
Limitations: less effective for audiences not yet considering heating change and difficult to 
track from visit to confirmed installation. 
Transferable lesson: peer demonstration can be a powerful complement to grants and 
advertising, particularly when adoption is still low and households need reassurance rather 
than just awareness. 
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Case Study 5. European Heat Pump Association (EHPA) – Heat Pump Day 

 

Organisation: European Heat Pump Association (EHPA) 
Link to campaign: https://ehpa.org/events/heat-pump-day/ 
Period: 2024 onward 
Type: Europe-wide awareness and mobilisation initiative 

Heat Pump Day is a Europe-wide awareness initiative led by EHPA and delivered with national 
associations, member companies, and other partners. First launched in 2024 and repeated in 
2025, it was created to give heat pumps a visible annual communications moment, raise public 
awareness, and provide the sector with a common platform for coordinated activity. It functions 
primarily as a visibility and mobilisation exercise rather than a direct behaviour-change 
campaign. 

The initiative sits within EHPA’s broader advocacy agenda around decarbonisation, energy 
security, industrial competitiveness, and clean heat. It was not triggered by a single policy 
event, but by a broader recognition that heat pumps needed stronger public visibility and more 
accessible communications. The date, 21 October, was chosen to align symbolically with the 
start of the heating season. 

Narratively, the campaign used a deliberately accessible and lighter visual identity to distinguish 
it from EHPA’s more formal policy communications. Content focused on myth-busting, short 
expert interviews, quizzes, a heat pump dictionary, and multilingual explainer materials. 
Messaging often centred on familiar concerns such as noise, cold-weather performance, and 
energy security. EHPA reported that myth-busting content consistently generated the strongest 
engagement. 

Heat Pump Day had a dual audience: wider public audiences and EHPA’s own members, who 
were encouraged to act as multipliers. One of its strongest features was localisation. Materials 
were translated into multiple languages, national associations could adapt them freely, and 
some interviews were produced directly in local languages. The campaign relied heavily on 
digital channels, especially LinkedIn, Instagram, and partner toolkits, but also included physical 
events, presentations, and printed materials. 

Evaluation focused mainly on visibility and participation: social impressions, follower growth, 
partner numbers, event numbers, and member feedback. Between the first and second years, 
the campaign expanded substantially, indicating strong partner buy-in and organisational 
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learning. Branding was refined between years and planning was brought forward in response to 
member feedback. 

Strengths: scalable, multilingual, partner-led, and effective for coalition-building and visibility. 
Limitations: weak linkage to direct behavioural outcomes and limited strategy for digitally 
excluded audiences. 
Transferable lesson: coordinated awareness days can be effective for agenda-setting and 
mobilisation, but they work best when linked to more targeted activity that supports real 
household decision-making. 

3.3.4. Conclusion and implications Subtask 3 

The five case studies illustrate how communication strategies for residential heat 
decarbonisation operate within broader socio-technical systems shaped by policy frameworks, 
market readiness, and public perceptions. The purpose of the analysis was not to determine 
which campaign is most effective, but rather to explore how different communication 
approaches interact with these surrounding conditions. When considered together, the cases 
provide insight into the practical design choices, enabling conditions, and recurring challenges 
associated with communicating about heat pump adoption. 

A central finding across the cases is that communication appears most effective when it is 
closely aligned with clear policy instruments and practical decision pathways. Campaigns that 
are anchored in tangible policy offers such as grants, subsidy schemes, or structured advisory 
services provide households with a concrete point of action. In these contexts, communication 
functions less as persuasion and more as a mechanism for reducing uncertainty and clarifying 
the adoption process. By contrast, where policy frameworks are unstable or ambiguous, 
communication efforts face greater challenges in establishing credibility and sustaining public 
engagement. 

Another consistent pattern concerns the sources of credibility and trust underpinning 
communication. Across the cases, successful initiatives relied on a combination of institutional 
authority, independent expertise, and peer experience. Government branding, independent 
research organisations, installer networks, and homeowner case studies all played 
complementary roles in reinforcing the legitimacy of information. The evidence suggests that 
credibility is not generated through messaging alone but through visible connections to trusted 
institutions, transparent assumptions, and real-world examples of technology in use. 

The cases also demonstrate the importance of context-sensitive narrative framing. While cost 
considerations frequently emerged as a central concern for households, campaigns that 
combined financial messaging with experiential benefits such as comfort, reliability, and energy 
security appeared to resonate more broadly. At the same time, the appropriate narrative mix 
varied according to national circumstances, political context, and audience segment. This 
reinforces the importance of designing communication strategies that are adaptable and locally 
relevant rather than relying on universal narrative frames. 

A further insight relates to the role of intermediaries and delivery systems in shaping 
communication outcomes. Several cases highlight how installers, engineers, peer households, 
and industry associations function as trusted messengers and practical enablers of adoption. 
Communication strategies that engage these actors through training, peer demonstration, or 
stakeholder toolkits appear better positioned to influence real-world decision-making. In this 
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sense, effective communication is embedded within a wider ecosystem of actors rather than 
being delivered solely through centralised campaigns. 

Despite these strengths, the case studies also reveal common limitations, particularly in 
relation to evaluation and behavioural attribution. Most initiatives rely primarily on metrics such 
as media reach, digital engagement, or public awareness indicators. While these provide useful 
insights into campaign visibility, they offer limited evidence on how communication influences 
the full behavioural journey from awareness to installation. Tracking this pathway remains 
challenging due to long decision cycles, multiple decision-makers, and fragmented data across 
policy programmes, installers, and advisory services. 

Overall, the analysis suggests that communication should be understood as one component of 
a broader adoption system for residential heat decarbonisation. Rather than operating as 
standalone campaigns, effective strategies are integrated with policy design, market 
development, and trusted delivery networks. The lessons emerging from the case studies 
therefore point towards communication approaches that prioritise clarity, credibility, and 
practical actionability, while remaining adaptable to local policy environments and evolving 
public concerns. 

In this sense, the principal value of the cases lies not in identifying a single replicable model, 
but in illustrating how communication strategies can support heat pump adoption when they 
are aligned with supportive policies, credible messengers, and clear pathways for household 
decision-making. 

4. Project Conclusion 

This research set out to examine how narrative communication strategies can support the 
adoption of heat pumps as a central technology for residential heat decarbonisation. Through a 
combination of literature review, international case studies, and practitioner interviews, the 
project provides a comprehensive overview of how communication interacts with policy design, 
market conditions, and household perceptions. 

A central conclusion is that communication strategies alone cannot drive large-scale adoption 
of low-carbon heating technologies. Instead, their effectiveness depends on how well they are 
integrated within broader policy and delivery systems. Communication becomes most 
influential when it helps households navigate real decisions understanding costs, assessing 
suitability, accessing financial support, and identifying trusted installers. In this sense, 
communication functions less as persuasion and more as a mechanism for reducing 
uncertainty and enabling informed decision-making. 

Across both the literature and the case studies, financial considerations consistently emerge as 
the dominant factor shaping adoption decisions. Households typically evaluate heating 
technologies through the lens of upfront costs, running costs, and financial risk. 
Communication strategies that acknowledge these concerns transparently, while providing 
clear information about available incentives and realistic expectations of savings, appear more 
credible and persuasive than those relying primarily on environmental framing. 

Alongside cost, reassurance about comfort, reliability, and everyday usability plays an 
important role in shaping perceptions. Many households remain uncertain about how heat 
pumps perform in practice, particularly in colder climates or older housing stock. 
Communication approaches that connect the technology to tangible everyday benefits such as 
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consistent warmth, quieter operation, or cooling capability appear more effective than abstract 
messaging about climate mitigation alone. 

The research also highlights the importance of trusted intermediaries and delivery actors. 
Installers, engineers, energy advisers, and peer households often play a decisive role in shaping 
public perceptions and influencing adoption decisions. Their involvement demonstrates that 
communication is not confined to national campaigns but occurs throughout the adoption 
journey, from initial awareness to installation and aftercare. Effective strategies therefore 
engage these actors as partners in communication rather than treating them solely as technical 
service providers. 

At the same time, the analysis identifies several persistent challenges. Communication 
environments are increasingly contested, with misinformation, politicised narratives, and 
competing claims about alternative technologies shaping public debate. In such contexts, 
credibility must be reinforced through transparent information, visible standards, and 
consistent policy signals. 

Another significant challenge concerns evaluation and evidence quality. Many communication 
initiatives continue to rely on reach and engagement metrics, while robust evidence linking 
communication exposure to behavioural outcomes remains limited. Strengthening evaluation 
practices including tracking customer journeys, integrating programme data, and applying 
quasi-experimental approaches will be essential for building a stronger evidence base in the 
future. 

Overall, the findings suggest that successful communication strategies share several common 
characteristics. They present clear and credible information about costs and performance, 
connect benefits to real homes and local contexts, engage trusted intermediaries, and align 
closely with supportive policy instruments. Equally important, they remain adaptable to 
changing political, economic, and technological conditions. 

The principal implication for policymakers is that communication should be designed not as a 
standalone activity but as an integral component of heat pump adoption systems. Constructive 
narratives emerge most effectively when communication, policy design, and delivery 
mechanisms reinforce one another. When these elements are aligned, communication can play 
a crucial role in building public understanding, trust, and confidence in the transition to low-
carbon home heating. 
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Appendix 

Appendix I Rapid Evidence Assessment Methodology 
Stage 1 Academic Literature  

The first Rapid Evidence Assessment (REA) followed a structured and systematic approach to 
identify, screen, and synthesise academic literature on narrative strategies and communication 
impacts on heat pump adoption and home heat decarbonisation. While not as comprehensive 
as a full systematic review, the REA was conducted in line with recognised standards for rapid 
evidence synthesis to ensure rigour, transparency and relevance to policy application. 

Search Strategy 

The literature search was informed by principles from the PRISMA framework (Page et al., 2021), 
beginning with a scoping exercise to identify key constructs relating to heat pump adoption, 
government-led narrative interventions, behavioural change, communication channels, 
messengers, trust and evaluation. Given the increasing relevance of this topic to climate policy 
and energy transition strategies, the search was limited to literature published from 2015 
onwards. 

Search strings were constructed using Boolean operators, combining three core clusters of 
terms: 
(1) technology and adoption (“heat pump adoption” OR “home decarbonisation”), 
(2) campaigns and narrative (“government campaign” OR “public narrative” OR “behavioural 
change”), 
and (3) communication dynamics (“communication” OR “messenger” OR “trust” OR 
“evaluation”). 
No geographical restrictions were applied to allow assessment of international variation. 

Databases and Search Execution 

Searches were conducted between January and February 2025 in the following academic 
databases: 

• Scopus – initial string returned 8 articles; abstracts screened and 3 studies retained 
(others focused on energy efficiency modelling with limited relevance to consumer-
facing perspectives). 

• Web of Science – broad search yielded 2,809 heat pump-related articles. When refined 
using communication-relevant terms, 19 articles remained; 2 were relevant and 
included. 

• SocINDEX – 4 sequential search strategies produced 1 relevant article. 

• Emerald Insight – narrowed to peer-reviewed journal articles from 2015–2025; 1 
relevant paper retained. 

• ScienceDirect – 26 results identified after timeframe and document-type restrictions; 
none met inclusion criteria following abstract review. 

• Google Scholar – yielded 44 sources, including 4 additional relevant journal papers and 
3 policy reports. Around 8 previously identified articles were discounted to prevent 
duplication. 
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Inclusion and Exclusion Criteria 

Articles were eligible for inclusion if they met all of the following criteria: 

1. Focused on heat pump adoption or residential heating decarbonisation. 

2. Included consumer, behavioural, narrative, or communication aspects. 

3. Involved empirical evidence or critical analysis with practical implications. 

4. Published in a peer-reviewed journal or as a credible policy research output post-2010. 

Studies were excluded if they: 

• Modelled energy use without addressing consumer experience or behavioural factors;  

• Focused solely on technical efficiency without socio-psychological context; 

• Were duplicates or inaccessible full texts; 

• Simulated household behaviour rather than studying it directly (as was the case for 
several climate modelling papers). 

Following initial screening, approximately 44 papers were assessed at abstract stage, and 14 
studies were retained after full-text review, supplemented by selected policy reports. These 
were then synthesised according to thematic relevance to narrative strategy, communication 
effectiveness, adoption drivers and barriers, and intermediary influence. 

Final Selection and Analysis 

The final corpus consisted of studies using diverse methodologies including deliberative 
workshops, discrete choice modelling, behavioural experiments, surveys, qualitative interviews, 
systematic literature reviews and agent-based modelling. Studies were categorised by 
relevance to five predefined analytical domains: 
(1) adoption drivers and barriers, 
(2) communication channels and messenger effects, 
(3) narrative framing (financial, environmental, comfort, hassle), 
(4) contextual differences across countries, 
and (5) evaluation and feedback mechanisms. 

Findings were synthesised narratively and cross-compared to inform policy-directed guidance 
and framework development for communication strategy design and evaluation of narrative 
campaigns. 
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Appendix II Interview guide  
1. Can you briefly introduce your organisation and your role within.  

2. Could you briefly describe the campaign—its aims, timeline, budget, and policy 
backdrop? 

• What triggered it (e.g., subsidy launch, regulation, pilot)? 
• Who were the primary/secondary target audiences? 

2. How did you choose the core narrative framings (e.g., comfort, cost, autonomy, 
environment, etc.)? 

• What audience insight or research informed those choices? 
• Were any framings tested and then dropped? 

3. Who were the main messengers (“senders”), and which channels did you use? 

• How did you split high-level announcements (e.g., bans/subsidies) from ongoing 
advice (e.g., installers, local govt, community)? 

• Do you know which messengers were most trusted by which audiences—and 
why? 

4. How did you tailor content for different segments and equity considerations 
(income, tenure, rural/urban, language, age)? 

• How do you ensure that your sustainability campaigns are inclusive, particularly 
for groups who may lack access to digital resources, or face financial 
constraints? 

• How do you consider differences in citizens’ digital literacy, trust in digital tools, 
or socio-economic conditions? 

• Did you adapt terminology (e.g., “net zero” vs more neutral terms)? 
• Any localization or cultural adaptations that proved decisive? 

 

5. What misinformation or public concerns did you anticipate or encounter? 

• How did you monitor and respond (e.g., rebuttals, pre-bunking, media 
partnerships)? 

• What worked best at reducing confusion or hostility? 
 

6. Technological development are important for any communication campaign. What 
role do you see digital technologies and AI playing in heat pump communication 
campaigns  
• How do you address issues of trust or accessibility in campaigns? 

 

7. Were there any policy initiatives (either heat pump related or other energy transition 
topics) or announcement that triggered your campaign? 
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• Did timing or sequencing (policy first vs comms first) matter? 
• How did you address narratives about compulsion or loss of choice? 

 
8. How did you evaluate effectiveness, both short- and long-term? 

 
• Which indicators did you track (enquiries, installs, web analytics, sentiment, 

equity reach)? 
• What evaluation design was used (before–after, quasi-experimental, 

triangulation)? 
 

9. From your perspective, what makes sustainability messages “stick” and translate 
into everyday practices, rather than remaining abstract intentions? 

 
10. How important do you perceive positive attitudes or previous actions towards 

sustainability to be a deciding factor in people’s adoption of heat pumps?  
 

11. What delivery arrangements enabled or constrained success (governance, 
procurement, budget, data sharing, capacity)? 
 
• Did you use digital tools/AI for audience targeting, creative testing, or 

monitoring? 
• Did you and if so how quickly could you iterate when signals changed? 
• What challenges or trade-offs have you encountered when balancing 

behavioural goals with structural realities such as infrastructure, budgets, or 
political priorities? 
 

12. Looking across contexts, what elements are transferable—and what are the critical 
preconditions? 
• How would your sender/channel mix change in another country? 
• What would you do differently if starting again? 

 
13. What are your top lessons learned—big “dos and don’ts” for constructive narratives 

on heat pumps? 
• Any unintended consequences (positive or negative)? 
• Is there anything else you want to share?  
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Appendix III Application of the Narrative Campaign Evidence Quality Framework to chosen 
case studies 

Case Study 1. Canada – Heat Pumps Pay Off Calculator Campaign 

Organisation: Canadian Climate Institute 
Period: 2023–2024 
Type: Research-led public communication campaign with interactive consumer tool 

 

Criterion 
Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

SECTION A: 
Strategic 
Relevance & 
Theory of 
Change 

     

A1. Problem 
clarity & policy 
fit 

Is the behavioural 
problem clearly 
defined & aligned with 
specific policy 
mechanisms (e.g., 
grant scheme)? 

Interview; 
online tool 
intro; 
associated 
report 

3 Green 

The problem was clearly 
framed as cost 
confusion and lack of 
accessible comparative 
information for 
households and policy 
makers. The campaign 
was directly tied to live 
policy supports and cost 
competitiveness, 
including grants, carbon 
price, and provincial 
incentives. It addressed 
a recognised policy 
challenge in Canadian 
building 
decarbonisation. 

A2. 
Communication 
theory of 
change 

Is there a clear theory 
(explicit or implied) 
explaining how the 
narrative will lead to 
behaviour change? 
Are intermediate 
outcomes identified 
(e.g. trust → research 
→ quotes → install)? 

Interview; 
calculator 
design 

2 
Yellow-
green 

No formal theory of 
change was described, 
but a strong implied 
theory is evident: 
credible cost evidence 
→ reduced confusion → 
greater consumer 
confidence → more 
informed decision-
making and potential 
policy uptake. 
Intermediate steps were 



103 
User-Centred Energy Systems 

Constructive narratives for home heat decarbonisation  Technology Collaboration Programme by IEA 

Criterion 
Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

implied rather than 
explicitly mapped. 

SECTION B: 
Narrative 
Content & 
Framing Quality 

     

B1. Evidence-
based framing 

Were framings (cost, 
comfort, 
environment, hassle) 
chosen based on 
audience evidence? 

Interview; 
report 
framing 

3 Green 

Cost/affordability was 
deliberately 
foregrounded because it 
was perceived as the key 
barrier. The framing was 
research-led, based on 
comparative cost 
analysis in five cities and 
a desire to put heat 
pumps on a “fair footing” 
against gas heating plus 
air conditioning. 

B2. Accuracy & 
balance 

Are claims accurate, 
not exaggerated? Are 
limitations 
acknowledged? Is 
evidence cited? 

Interview; 
online 
disclaimer; 
report 

3 Green 

Strong practice. The 
Institute used 
conservative 
assumptions, cited its 
research, and clearly 
acknowledged 
limitations. The online 
tool explicitly states that 
policy changes after fall 
2023 are not reflected. 
The respondent was also 
clear that they would no 
longer actively promote 
the tool because policy 
changes had made parts 
of it outdated. 

B3. Cultural & 
segment 
relevance 

Does the narrative fit 
local norms (housing, 
climate, trust), and 
reflect real audience 
segments? 

Interview; 
calculator 
design; city 
selection 

2 
Yellow-
green 

The campaign was 
tailored to five Canadian 
cities and allowed some 
customisation, which 
improved contextual 
relevance. However, it 
was still based on city 
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Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

averages and not fully 
segmented by household 
type, tenure, or socio-
economic group. 
Relevance was adequate 
but not deeply 
differentiated. 

SECTION C: 
Sender, 
Messenger & 
Channel Quality 

     

C1. Sender 
legitimacy 

Is the sender trusted 
& appropriate? Is 
funding transparent? 

Interview; 
institute 
role; 
website 

3 Green 

Strong sender legitimacy. 
The Canadian Climate 
Institute is an 
independent climate 
policy research 
organisation. The 
campaign was clearly 
branded as Institute 
research and derived 
credibility from expert 
status, peer review, and 
media recognition. 

C2. Trusted 
messengers & 
diversity 

Are householders, 
installers, experts 
used appropriately? 
Are there “honest 
brokers”? 

Interview; 
case-study 
profiles 

2 
Yellow-
green 

The Institute itself acted 
as the main expert 
sender, and the 
campaign included 
profiles of three real 
householders. However, 
messenger diversity was 
somewhat limited: 
installers and other 
intermediaries were not 
central messengers in 
the campaign itself. 

C3. Channel 
selection & 
targeting 

Are channels aligned 
with audience media 
habits? Is there 
optimisation (e.g. 
dropping ineffective 
channels)? 

Interview 3 Green 

Strong evidence of 
strategic channel choice. 
The campaign used 
traditional media, 
embargoed briefings, 
news releases, social 
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Source(s) 

Score 
(0–3) 
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channels, data 
visualisations, and the 
interactive tool. The 
Institute had also 
adapted broader 
channel strategy over 
time, deprioritising 
X/Twitter and relying 
heavily on traditional 
media and LinkedIn 
where appropriate. 

C4. 
Accessibility & 
equity 

Are materials 
accessible (language, 
subtitles)? Are non-
digital options 
considered if 
relevant? 

Interview; 
online tool 

1 Amber 

Accessibility was only 
partly addressed. 
Traditional media acted 
as an indirect non-digital 
route, but the calculator 
itself was digital-first. 
There was limited 
evidence of deliberate 
inclusion strategies for 
lower-digital-literacy or 
lower-income 
households, beyond 
hoping that 
TV/radio/newspapers 
would extend reach. 

SECTION D: 
Evidence, 
Evaluation & 
Learning 

     

D1. Quality of 
evidence base 

Was the campaign 
design informed by 
prior research, REA, 
or pilots? 

Interview; 
report 
basis 

3 Green 

Very strong. The 
campaign was built on a 
substantial research 
report, peer review, and 
cost modelling. It filled 
an identified evidence 
gap in the Canadian 
context around 
comparative 
heating/cooling costs. 
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Diagnostic 
Questions 
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Source(s) 

Score 
(0–3) 
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D2. Evaluation 
design 
(proportional & 
credible) 

Are evaluation 
methods specified? 
Are they 
proportionate? (e.g. 
survey + analytics + 
contribution analysis) 

Interview 2 
Yellow-
green 

Evaluation was present 
but not highly 
formalised. The team 
tracked media uptake, 
web/social metrics, and 
stakeholder/government 
engagement. This is 
proportionate for a think-
tank campaign, but there 
was no explicit 
evaluation framework or 
strong causal design 
linking the calculator to 
behaviour change. 

D3. Behavioural 
journey metrics 

Does the evaluation 
track awareness → 
trust → tool use → 
quotes → grant 
applications → 
installs? 

Interview 1 Amber 

Some metrics were 
tracked (media coverage, 
web/social engagement, 
stakeholder uptake), but 
not the full behavioural 
journey. No evidence of 
systematic tracking from 
tool use to quotes, 
applications, or 
installations. 

D4. Learning & 
adaptation 
loops 

Were lessons used to 
adjust 
messaging/channels? 
Is there a feedback 
cycle? 

Interview; 
website 
update 
note 

2 
Yellow-
green 

There is evidence of 
learning: the tool was 
updated in March 2024, 
channel strategies 
evolved over time, and 
the team explicitly 
reflected on why they 
would not repeat this 
exact format without 
changes. However, the 
feedback loop was not 
fully institutionalised as 
an ongoing campaign 
optimisation system. 

SECTION E: 
Context, Ethics 
& Transferability 
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Diagnostic 
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Source(s) 

Score 
(0–3) 
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E1. Policy & 
market 
coherence 

Is the campaign 
aligned with 
regulation, prices, 
housing stock, and 
installer capacity? 

Interview; 
online 
disclaimer 

2 
Yellow-
green 

Initially coherent: the 
campaign aligned with 
current incentive 
structures, carbon 
pricing, and regional 
energy contexts. But 
coherence weakened 
quickly as policy 
supports changed, 
making the tool partially 
outdated. This reveals 
both awareness of 
context and fragility to 
policy change. 

E2. Ethical 
handling of 
misinformation 
& lobbying 

Is misinformation 
countered with 
balanced evidence? 
Is funding 
transparent? Are 
scare tactics 
avoided? 

Interview 3 Green 

Strong ethical handling. 
The Institute relied on 
evidence-based 
communication, avoided 
scare tactics, and chose 
not to amplify fringe 
conspiratorial attacks. 
Claims were balanced 
and limitations were 
acknowledged. 

E3. 
Transferability & 
scalability 

Are lessons on what is 
context-specific vs. 
transferable 
documented? Is the 
campaign modular? 

Interview; 
five-city    

 

Overall Quality Rating 

Overall average score: 2.36 

RAG: Yellow-green / upper Yellow 
Interpretation: Good, but needs improvement before scaling. 

This campaign sits just below the “strong, scalable model” threshold of 2.4. It is a high-quality, 
credible and policy-relevant communication intervention, especially strong on evidence base, 
framing quality, and sender legitimacy. What prevents it from scoring higher is mainly the lack of 
a formal behavioural theory of change, limited accessibility/equity design, and relatively weak 
downstream evaluation tracking. It is therefore a promising model, but not yet a fully robust 
template for large-scale transfer without redesign. 
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Case: Germany – Woche der Wärmepumpe / Week of the Heat Pump (blended assessment 
based on interview + online campaign material) 

The evidential basis combines interview evidence from a closely related German heat-pump 
communications campaign with the publicly available Week of the Heat Pump materials. 

Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

SECTION A: 
Strategic 
Relevance & 
Theory of 
Change 

     

A1. Problem 
clarity & policy 
fit 

Is the behavioural 
problem clearly defined 
& aligned with specific 
policy mechanisms 
(e.g., grant scheme)? 

Interview 
transcript; 
online 
campaign 
page 

3 Green 

Very clear problem 
definition: the 
campaign emerged 
from the gas price 
crisis, high confusion 
over heating choices, 
and the need to 
support heat 
decarbonisation. It 
was strongly linked to 
policy debates around 
subsidies, municipal 
heat planning, and the 
Building Energy Law. 
The online materials 
also clearly focus on 
informing citizens 
about installation 
and funding 
opportunities. 

A2. 
Communication 
theory of change 

Is there a clear theory 
(explicit or implied) 
explaining how the 
narrative will lead to 
behaviour change? Are 
intermediate outcomes 
identified (e.g. trust → 
research → quotes → 
install)? 

Interview 
transcript; 
online 
campaign 
page 

2 
Yellow-
green 

The theory of change 
is strong but mostly 
implicit: explain the 
crisis and options → 
increase relevance 
and trust → 
encourage 
homeowners to 
consider heat pumps 
and decision makers 
to strengthen enabling 
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Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

policy. Intermediate 
stages are visible 
(awareness, 
explanation, 
confidence, policy 
support), but not 
formalised as a logic 
model. 

SECTION B: 
Narrative 
Content & 
Framing Quality 

     

B1. Evidence-
based framing 

Were framings (cost, 
comfort, environment, 
hassle) chosen based 
on audience evidence? 

Interview 
transcript 

3 Green 

Strong evidence of 
message testing and 
adaptation over time. 
Initially the campaign 
led with 
subsidies/cost and 
independence from 
gas imports/price 
volatility, based on 
polling and public 
response. Later, as the 
crisis receded, 
comfort and home 
value became more 
salient. Environmental 
framing was explicitly 
found to be weaker 
except with already-
green audiences. 

B2. Accuracy & 
balance 

Are claims accurate, not 
exaggerated? Are 
limitations 
acknowledged? Is 
evidence cited? 

Interview 
transcript; 
online 
material 

2 
Yellow-
green 

The campaign appears 
evidence-led and 
service-oriented, with 
explainers and 
professional voices. It 
also actively 
debunked misleading 
hydrogen/gas 
narratives. However, 
from the materials 
provided, there is less 
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Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

explicit evidence of 
formal published 
citations or visible 
methodological 
transparency on the 
public-facing side 
than in some other 
cases. 

B3. Cultural & 
segment 
relevance 

Does the narrative fit 
local norms (housing, 
climate, trust), and 
reflect real audience 
segments? 

Interview 
transcript 

3 Green 

Very strong. The 
campaign regionalised 
content within 
Germany, using local 
dialects and place-
based messengers, 
and avoided irrelevant 
international 
comparisons. It also 
recognised the 
different decision-
making roles of 
homeowners and 
municipalities and 
tailored accordingly. 

SECTION C: 
Sender, 
Messenger & 
Channel Quality 

     

C1. Sender 
legitimacy 

Is the sender trusted & 
appropriate? Is funding 
transparent? 

Interview 
transcript; 
online 
materials 

2 
Yellow-
green 

The interviewee 
explains that their 
organisation 
intentionally creates 
own-label campaigns 
rather than 
foregrounding the 
parent organisation, 
and that the work is 
philanthropically 
funded. That gives 
flexibility, but can 
reduce immediate 
sender clarity. The 
online event 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

materials, by contrast, 
clearly show 
institutional 
ownership via dena / 
Gebäudeforum 
klimaneutral, which 
strengthens 
legitimacy. Overall: 
adequate but 
somewhat mixed. 

C2. Trusted 
messengers & 
diversity 

Are householders, 
installers, experts used 
appropriately? Are there 
“honest brokers”? 

Interview 
transcript; 
online 
material 

3 Green 

Excellent variety of 
messengers: happy 
heat-pump owners, 
energy consultants, 
municipal actors, 
architects, 
manufacturers, and 
regional experts. 
Particularly strong use 
of peer-to-peer 
voices and 
practitioner 
messengers. The 
campaign also 
showed discernment 
in dropping installer 
routes when they were 
less aligned or less 
effective. 

C3. Channel 
selection & 
targeting 

Are channels aligned 
with audience media 
habits? Is there 
optimisation (e.g. 
dropping ineffective 
channels)? 

Interview 
transcript; 
online 
materials 

3 Green 

Strong evidence of 
sophisticated digital 
targeting and 
retargeting, YouTube, 
social media, 
programmatic 
advertising, regional 
news/lifestyle sites, 
radio features, and 
LinkedIn for municipal 
actors. The online 
event model adds 
face-to-face and 
online information 
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(0–3) 
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events. The team also 
refined geographic 
and audience 
targeting over time to 
reduce backlash and 
improve efficiency. 

C4. Accessibility 
& equity 

Are materials 
accessible (language, 
subtitles)? Are non-
digital options 
considered if relevant? 

Interview 
transcript; 
online 
event page 

2 
Yellow-
green 

The campaign did not 
frame digital exclusion 
as a major issue, 
relying on high online 
penetration. However, 
it diversified beyond 
social media into 
radio, regional 
press/service content, 
YouTube, and in the 
case of the Week of 
the Heat Pump, in-
person and online 
information events. 
Adequate, but not 
especially strong on 
equity design. 

SECTION D: 
Evidence, 
Evaluation & 
Learning 

     

D1. Quality of 
evidence base 

Was the campaign 
design informed by prior 
research, REA, or pilots? 

Interview 
transcript 

3 Green 

Strong evidence base. 
The campaign used 
public polling, 
representative 
surveys, repeated 
message testing, 
funnel learning, and 
observed engagement 
data. Audience 
understanding was 
treated as 
foundational to 
campaign design. 
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Source(s) 

Score 
(0–3) 
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D2. Evaluation 
design 
(proportional & 
credible) 

Are evaluation methods 
specified? Are they 
proportionate? (e.g. 
survey + analytics + 
contribution analysis) 

Interview 
transcript 

3 Green 

Robust for a 
communications 
campaign. The team 
used campaign 
analytics, web 
tracking, repeated 
surveys, recall tests 
using campaign 
visuals/branding, and 
attitudinal tracking 
over time. This is a 
strong mixed-methods 
evaluation design. 

D3. Behavioural 
journey metrics 

Does the evaluation 
track awareness → trust 
→ tool use → quotes → 
grant applications → 
installs? 

Interview 
transcript; 
online 
material 

2 
Yellow-
green 

The campaign tracks 
awareness, 
engagement, brand 
recognition, and 
perception change 
well. It is less clear 
whether it tracks the 
full household journey 
through installer 
contact, subsidy 
application, or 
installation. Because 
the campaign also 
targeted political 
decision makers, the 
behavioural chain is 
more diffuse. 

D4. Learning & 
adaptation 
loops 

Were lessons used to 
adjust 
messaging/channels? Is 
there a feedback cycle? 

Interview 
transcript 

3 Green 

Very strong. The 
campaign evolved 
significantly over time: 
from explainers to 
homeowner stories, 
from broad to tighter 
geographic targeting, 
and from one set of 
framings to another as 
public salience 
changed. The 
respondent explicitly 
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described a test–
learn–refine approach. 

SECTION E: 
Context, Ethics 
& Transferability 

     

E1. Policy & 
market 
coherence 

Is the campaign aligned 
with regulation, prices, 
housing stock, and 
installer capacity? 

Interview 
transcript; 
online 
material 

2 
Yellow-
green 

Strong initial 
coherence with the 
gas crisis and subsidy 
regime, but the 
campaign was later 
paused because 
policy uncertainty 
under the new 
government made 
continued spending 
less justifiable. This 
shows strong 
contextual sensitivity, 
but also fragility to 
policy change. 

E2. Ethical 
handling of 
misinformation 
& lobbying 

Is misinformation 
countered with 
balanced evidence? Is 
funding transparent? 
Are scare tactics 
avoided? 

Interview 
transcript 

3 Green 

Very strong on 
misinformation 
management. The 
team developed 
rebuttal guides, 
community rules, and 
moderation protocols, 
and deliberately 
debunked misleading 
hydrogen/gas 
narratives. The 
campaign avoided 
fear-based messaging 
and emphasised 
positive, empowering, 
service-oriented 
communication. 

E3. 
Transferability & 
scalability 

Are lessons on what is 
context-specific vs. 
transferable 

Interview 
transcript; 

2 
Yellow-
green 

Many lessons are 
transferable—
especially audience 
learning, service-
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documented? Is the 
campaign modular? 

online 
material 

oriented explainers, 
and peer 
messengers—but the 
campaign was also 
deeply shaped by the 
German gas crisis, 
federal politics, and 
municipal heat 
planning. 
Transferability is 
therefore moderate 
rather than 
straightforward. 

 

Overall Quality Rating 

Overall average score: 2.55 

RAG: Green – Strong and scalable model 

This is a strong case with a well-developed audience-learning model, highly adaptive framing, 
and serious attention to misinformation and targeting. It is especially valuable as a model for 
service-oriented heat-pump communication in contested and politicised contexts. Its main 
weaknesses are policy fragility, some ambiguity around sender identity, and incomplete 
behavioural-endpoint tracking. 

Overall, this is a high-quality, strategically agile campaign model, especially useful for 
policymakers seeking to communicate heat pumps in contexts marked by political 
contestation, misinformation, and rapidly shifting energy narratives. 

 

Narrative Campaign Evidence Quality – RAG Assessment 

Case: China – Heat Pump Professional Committee of the China Energy Conservation 
Association (CHPA) 
Evidence base: Interview transcript only 

Criterion 
Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

SECTION A: 
Strategic 
Relevance & 
Theory of 
Change 
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Score 
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A1. Problem 
clarity & policy 
fit 

Is the behavioural 
problem clearly 
defined & aligned with 
specific policy 
mechanisms (e.g., 
grant scheme)? 

Interview 
transcript 

3 Green 

Very clear problem 
definition. The 
communication system is 
designed to address the 
gap between policy 
ambition and practical 
household/professional 
decision-making. It is 
explicitly aligned with 
national “dual carbon” 
goals, clean-heating 
initiatives, equipment 
renewal programmes, and 
local pilot or subsidy 
windows. 

A2. 
Communication 
theory of 
change 

Is there a clear theory 
(explicit or implied) 
explaining how the 
narrative will lead to 
behaviour change? 
Are intermediate 
outcomes identified 
(e.g. trust → research 
→ quotes → install)? 

Interview 
transcript 

3 Green 

Strong implied theory of 
change. CHPA clearly 
describes a pathway from 
practical framing and 
local evidence → 
improved understanding 
and confidence → 
actionable decisions → 
deliverable projects. 
Intermediate steps are 
well articulated, including 
awareness, reduced 
misinformation, improved 
design/install quality, and 
stronger service 
confidence. 

SECTION B: 
Narrative 
Content & 
Framing Quality 

     

B1. Evidence-
based framing 

Were framings (cost, 
comfort, environment, 
hassle) chosen based 
on audience 
evidence? 

Interview 
transcript 

3 Green 

Strong evidence-based 
framing. The interviewee 
cites repeated frontline 
household questions, 
installer and designer 
feedback, and public 
fatigue with abstract 
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Source(s) 

Score 
(0–3) 
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slogans. Framings are 
clearly prioritised based 
on what resonates most: 
comfort, cost certainty, 
autonomy/choice, then 
environment/public 
benefit. 

B2. Accuracy & 
balance 

Are claims accurate, 
not exaggerated? Are 
limitations 
acknowledged? Is 
evidence cited? 

Interview 
transcript 

3 Green 

Very strong. The 
programme explicitly 
avoids over-promising 
and rejects universalised 
claims about savings or 
suitability. It emphasises 
“fit-for-place” solutions, 
practical boundaries, and 
traceability to standards 
and documented case 
data. This indicates a high 
level of balance and 
caution. 

B3. Cultural & 
segment 
relevance 

Does the narrative fit 
local norms (housing, 
climate, trust), and 
reflect real audience 
segments? 

Interview 
transcript 

3 Green 

Excellent segment 
relevance. Messaging is 
tailored by tenure, 
income, rural/urban 
context, home type, 
electricity price, and 
climate zone. The 
programme deliberately 
translates “technology” 
into questions people 
actually ask about their 
own homes and bills. 

SECTION C: 
Sender, 
Messenger & 
Channel Quality 

     

C1. Sender 
legitimacy 

Is the sender trusted 
& appropriate? Is 
funding transparent? 

Interview 
transcript 

3 Green 

Strong sender legitimacy. 
CHPA is an established 
industry platform 
representing most of the 
Chinese heat-pump 
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Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

market and working with 
government, research 
institutes, and 
international 
organisations. Funding 
sources are described 
transparently as 
membership fees, board 
support, and sponsorship 
for activities. 

C2. Trusted 
messengers & 
diversity 

Are householders, 
installers, experts 
used appropriately? 
Are there “honest 
brokers”? 

Interview 
transcript 

3 Green 

Very strong diversity of 
trusted messengers. 
Different groups are 
matched with appropriate 
senders: local cases and 
service providers for 
households, standards 
and testing bodies for 
engineers, and verifiable 
demonstration models for 
policymakers. This is a 
particularly mature 
sender strategy. 

C3. Channel 
selection & 
targeting 

Are channels aligned 
with audience media 
habits? Is there 
optimisation (e.g. 
dropping ineffective 
channels)? 

Interview 
transcript 

3 Green 

Strong channel strategy. 
CHPA uses a well-
developed mix: policy 
briefings, conferences, 
training, case libraries, 
standards, competitions, 
exhibitions, and always-
on WeChat content. The 
“policy-node + always-
on” model is clearly tied 
to audience needs and 
timing. 

C4. 
Accessibility & 
equity 

Are materials 
accessible (language, 
subtitles)? Are non-
digital options 
considered if 
relevant? 

Interview 
transcript 

3 Green 

Very strong. The 
programme explicitly 
addresses digital literacy 
and exclusion through the 
“three-piece set” of short 
videos, visual explainers, 
and offline handouts, 
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Criterion 
Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

supported by hotlines, 
community briefings, and 
local service points. 
Lower-income and 
vulnerable groups are 
also specifically 
considered in content 
design. 

SECTION D: 
Evidence, 
Evaluation & 
Learning 

     

D1. Quality of 
evidence base 

Was the campaign 
design informed by 
prior research, REA, or 
pilots? 

Interview 
transcript 

3 Green 

Strong evidence base. The 
programme is informed by 
frontline user feedback, 
installer and designer 
experience, local pilot 
lessons, complaint 
signals, and public 
sentiment monitoring. It 
also draws on standards 
systems and operational 
case data. 

D2. Evaluation 
design 
(proportional & 
credible) 

Are evaluation 
methods specified? 
Are they 
proportionate? (e.g. 
survey + analytics + 
contribution analysis) 

Interview 
transcript 

3 Green 

Strong and proportionate 
evaluation approach. 
CHPA combines before–
after comparisons, 
triangulation with local 
project data and 
enterprise feedback, and 
in some areas quasi-
comparisons between 
places with and without 
systematic 
communication/training. 
This is unusually robust 
for an industry-led 
communication system. 

D3. Behavioural 
journey metrics 

Does the evaluation 
track awareness → 
trust → tool use → 

Interview 
transcript 

2 
Yellow-
green 

Good but not complete. 
The programme tracks 
short-term metrics such 
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Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

quotes → grant 
applications → 
installs? 

as reads, shares, 
comments, event 
participation, training 
completion, toolkit usage, 
and inquiries, and links 
these to longer-term 
indicators like installation 
trends and complaint 
rates. However, the full 
individual behavioural 
chain is not traced in a 
tightly linear way. 

D4. Learning & 
adaptation 
loops 

Were lessons used to 
adjust 
messaging/channels? 
Is there a feedback 
cycle? 

Interview 
transcript 

3 Green 

Very strong. The 
interviewee explicitly 
states that content can be 
adjusted quickly based on 
high-frequency questions 
and sentiment signals. 
Learning also feeds into 
standards, training, and 
project retrospectives, 
suggesting strong 
institutional feedback 
loops. 

SECTION E: 
Context, Ethics 
& Transferability 

     

E1. Policy & 
market 
coherence 

Is the campaign 
aligned with 
regulation, prices, 
housing stock, and 
installer capacity? 

Interview 
transcript 

3 Green 

Very strong. The 
communication model is 
explicitly built around 
policy windows, local 
building conditions, 
electricity prices, district-
heating realities, and 
installer/service capacity. 
The interviewee also 
notes that awareness 
should not be raised 
faster than delivery can 
cope, showing strong 
coherence thinking. 
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Criterion 
Diagnostic 
Questions 

Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

E2. Ethical 
handling of 
misinformation 
& lobbying 

Is misinformation 
countered with 
balanced evidence? Is 
funding transparent? 
Are scare tactics 
avoided? 

Interview 
transcript 

3 Green 

Very strong ethical 
handling. Concerns are 
monitored systematically, 
and the response model 
relies on pre-bunking, 
verifiable case data, and 
improved design/install 
quality rather than 
aggressive rebuttal or 
scare tactics. The tone is 
constructive and strongly 
evidence-based. 

E3. 
Transferability & 
scalability 

Are lessons on what is 
context-specific vs. 
transferable 
documented? Is the 
campaign modular? 

Interview 
transcript 

3 Green 

Strong. The interviewee 
clearly distinguishes 
transferable elements 
(comfort/cost/autonomy 
framing, policy-node + 
always-on guidance 
model, 
standards/capacity 
building) from critical 
preconditions such as 
electricity pricing, 
subsidies, consumer 
protection, and reliable 
after-sales service. This is 
a highly scalable and 
modular model. 

 

Overall Quality Rating 

Overall average score: 2.95 

RAG: Green – Strong and scalable model 

This is a very strong case of a policy-integrated, system-level heat-pump communication 
model. Its main strengths are the clear practical theory of change, excellent fit between 
communication and delivery realities, strong use of standards and local cases to build trust, 
and sophisticated integration of online and offline support. Its only modest weakness is that, 
like many complex system-level programmes, it tracks behaviour more through triangulation 
and downstream indicators than through a single end-to-end household journey. 

Overall, this is a high-quality, highly transferable model for countries seeking to connect 
narrative change with real implementation capacity. It is especially valuable as an example of 
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how to prevent reputational backlash by making delivery quality part of the communications 
strategy itself. 

Case: Nesta (UK) – Visit a Heat Pump and related low-carbon heating communications 
Evidence base: Interview transcript; Nesta website/project page 

Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

SECTION A: 
Strategic 
Relevance & 
Theory of 
Change 

     

A1. Problem 
clarity & policy 
fit 

Is the behavioural 
problem clearly 
defined & aligned with 
specific policy 
mechanisms (e.g., 
grant scheme)? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Very clear problem 
definition. Nesta 
identifies household 
heat decarbonisation as 
a major emissions 
challenge and frames 
low uptake as a 
behavioural, 
affordability, skills, and 
information problem 
rather than a purely 
technological one. Visit a 
Heat Pump is clearly 
positioned to address 
visibility, confidence, 
and information gaps 
around heat pumps, and 
the installer work is 
linked to the Boiler 
Upgrade Scheme and 
wider market transition. 

A2. 
Communication 
theory of 
change 

Is there a clear theory 
(explicit or implied) 
explaining how the 
narrative will lead to 
behaviour change? Are 
intermediate 
outcomes identified 
(e.g. trust → research 
→ quotes → install)? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Strong and fairly explicit 
theory of change. The 
core logic is: make heat 
pumps visible and 
normal through peer 
visits → increase 
confidence, knowledge, 
and social proof → 
support next steps 
toward installation. A 
parallel logic exists for 
installers: lived 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

experience + training → 
greater confidence in the 
technology → better 
consumer advice and 
stronger downstream 
uptake. The website also 
explicitly states a goal to 
improve information 
quality and shift social 
norms. 

SECTION B: 
Narrative 
Content & 
Framing Quality 

     

B1. Evidence-
based framing 

Were framings (cost, 
comfort, environment, 
hassle) chosen based 
on audience 
evidence? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Strong evidence-based 
framing. Nesta’s 
segmentation work, user 
research, and evaluation 
all inform the approach. 
The interview shows 
strong emphasis on 
“show, don’t tell,” social 
proof, confidence-
building, and reducing 
fear. It also cites other 
research suggesting 
comfort and warmth 
messages perform well. 

B2. Accuracy & 
balance 

Are claims accurate, 
not exaggerated? Are 
limitations 
acknowledged? Is 
evidence cited? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Very strong. Nesta is 
cautious about 
overstating benefits and 
explicitly acknowledges 
that some users decide 
not to proceed after a 
visit. The interview 
shows high awareness of 
the risks of myth-busting 
backfiring and a 
preference for evidence 
through real examples 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

rather than exaggerated 
claims. 

B3. Cultural & 
segment 
relevance 

Does the narrative fit 
local norms (housing, 
climate, trust), and 
reflect real audience 
segments? 

Interview 
transcript 

3 Green 

Very strong. Nesta has 
developed a heat-pump 
readiness segmentation 
using Experian, MCS 
data, and YouGov survey 
data. It recognises 
differences by readiness, 
income, equity 
concerns, housing type, 
and the need to avoid 
making heat pumps 
seem like a technology 
only for affluent 
households. 

SECTION C: 
Sender, 
Messenger & 
Channel Quality 

     

C1. Sender 
legitimacy 

Is the sender trusted & 
appropriate? Is 
funding transparent? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Strong sender 
legitimacy. Nesta is a 
well-established 
independent charitable 
foundation with a clear 
public-good mission, 
and the website is 
transparent about the 
organisation and team. 
The interview explains 
the institution’s role and 
funding model clearly. 

C2. Trusted 
messengers & 
diversity 

Are householders, 
installers, experts 
used appropriately? 
Are there “honest 
brokers”? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Excellent use of trusted 
messengers. Heat-pump 
owners are central to 
Visit a Heat Pump; 
installers/gas engineers 
are treated as crucial 
messengers in their own 
right; Nesta also works 
through media, 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

broadcasters, and 
production teams. This 
is a highly credible and 
diverse messenger 
ecosystem. 

C3. Channel 
selection & 
targeting 

Are channels aligned 
with audience media 
habits? Is there 
optimisation (e.g. 
dropping ineffective 
channels)? 

Interview 
transcript; 
Nesta 
website 

3 Green 

Strong. Nesta uses 
media, TV, online 
advertising, installer 
referrals, and broadcast 
commissioning. It also 
clearly learned that 
broad Facebook 
advertising was less 
effective than installer-
led referrals for Visit a 
Heat Pump and adapted 
accordingly. That is 
strong evidence of 
channel optimisation. 

C4. 
Accessibility & 
equity 

Are materials 
accessible (language, 
subtitles)? Are non-
digital options 
considered if relevant? 

Interview 
transcript; 
website 

2 
Yellow-
green 

Adequate rather than 
outstanding. Nesta 
shows strong awareness 
of equity and inclusion, 
especially in relation to 
lower-income 
households and poor-
quality installs in 
social/low-income 
settings. However, Visit a 
Heat Pump is mainly a 
digital platform and 
there is less explicit 
evidence in the materials 
of tailored accessibility 
measures for digitally 
excluded users. 

SECTION D: 
Evidence, 
Evaluation & 
Learning 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

D1. Quality of 
evidence base 

Was the campaign 
design informed by 
prior research, REA, or 
pilots? 

Interview 
transcript; 
website 

3 Green 

Strong evidence base. 
Visit a Heat Pump began 
as a pilot, with explicit 
learning from hosts and 
visitors before scaling 
nationally. Nesta also 
combines segmentation 
analysis, surveys, MCS 
data, user research, and 
qualitative interviewing 
to inform design. 

D2. Evaluation 
design 
(proportional & 
credible) 

Are evaluation 
methods specified? 
Are they 
proportionate? (e.g. 
survey + analytics + 
contribution analysis) 

Interview 
transcript; 
website 

3 Green 

Robust and 
proportionate. Nesta 
tracks before/after visitor 
surveys, six-month 
follow-up surveys, 
website use and 
interactions, and is 
developing a longer-term 
impact evaluation 
model. This is strong for 
a practical 
communication service. 

D3. Behavioural 
journey metrics 

Does the evaluation 
track awareness → 
trust → tool use → 
quotes → grant 
applications → 
installs? 

Interview 
transcript; 
website 

2 
Yellow-
green 

Good but incomplete. 
The service tracks visits, 
knowledge/confidence 
change, user feedback, 
and some follow-up 
action, but does not yet 
appear to capture the 
full end-to-end journey 
to installation 
consistently. It is 
stronger on confidence 
and decision support 
than verified conversion 
outcomes. 

D4. Learning & 
adaptation 
loops 

Were lessons used to 
adjust 
messaging/channels? 

Interview 
transcript; 
website 

3 Green 

Very strong. Nesta 
clearly iterates: it has 
moved from a pilot to a 
national beta, adapted 
channels away from low-
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

Is there a feedback 
cycle? 

performing Facebook 
acquisition, added 
moderation and platform 
controls, and is using 
follow-up research to 
refine delivery. Learning 
is central to the model. 

SECTION E: 
Context, Ethics 
& Transferability 

     

E1. Policy & 
market 
coherence 

Is the campaign 
aligned with 
regulation, prices, 
housing stock, and 
installer capacity? 

Interview 
transcript; 
website 

3 Green 

Strong coherence. Nesta 
explicitly recognises that 
adoption depends on 
policy, affordability, 
installer capability, and 
equity. The programme 
to support gas engineers 
to install heat pumps at 
home is a particularly 
strong example of 
aligning communication 
with market and 
workforce realities. 

E2. Ethical 
handling of 
misinformation 
& lobbying 

Is misinformation 
countered with 
balanced evidence? Is 
funding transparent? 
Are scare tactics 
avoided? 

Interview 
transcript 

3 Green 

Very strong. Nesta is 
notably cautious about 
myth-busting that could 
reinforce false beliefs, 
and instead prefers peer 
demonstration and 
case-based evidence. 
The approach is 
constructive, non-
alarmist, and strongly 
grounded in avoiding 
unintended backfire 
effects. 

E3. 
Transferability & 
scalability 

Are lessons on what is 
context-specific vs. 
transferable 

Interview 
transcript; 
website 

3 Green 

Strong. Visit a Heat 
Pump is explicitly 
designed as a scalable 
service model and Nesta 
is testing how it works in 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

documented? Is the 
campaign modular? 

multiple UK locations. 
The underlying model—
peer demonstration, 
installer referrals, host 
training, platform 
support—is highly 
transferable, even if 
exact delivery details 
vary by country. 

 

 

Overall Quality Rating 

Overall average score: 2.90 

RAG: Green – Strong and scalable model 

This is a high-quality, highly transferable case. Nesta’s strongest contribution is showing how 
communications can move beyond awareness-raising into service design, social proof, and 
messenger infrastructure. The model is particularly valuable for building confidence in a 
contested technology through real homes, peer learning, and trusted installers. Its main 
limitation is that behavioural conversion is not yet fully tracked to installation at scale, but its 
learning architecture is exceptionally strong. Overall, this is a very strong and scalable model, 
especially for policymakers or organisations seeking to normalise heat pumps through peer-to-
peer trust, real-home visibility, and installer engagement rather than top-down persuasion 
alone. 

Case: European Heat Pump Association (EHPA) – Heat Pump Day 

Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

SECTION A: 
Strategic 
Relevance & 
Theory of 
Change 

     

A1. Problem 
clarity & policy 
fit 

Is the behavioural 
problem clearly 
defined and aligned 
with specific policy 
mechanisms (e.g., 
grant scheme)? 

Interview 
transcript; 
EHPA 
website 

2 
Yellow-
green 

The campaign has a clear 
broad purpose: raise 
awareness of heat pumps, 
support sector visibility, 
and mobilise members 
and partners around a 
shared European narrative. 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

It is aligned with EHPA’s 
wider advocacy on 
decarbonisation, energy 
security, and clean heat, 
but it is not directly tied to 
a specific policy 
mechanism or behavioural 
bottleneck in the way 
some national campaigns 
are. 

A2. 
Communication 
theory of 
change 

Is there a clear theory 
(explicit or implied) 
explaining how the 
narrative will lead to 
behaviour change? 
Are intermediate 
outcomes identified? 

Interview 
transcript; 
EHPA 
website 

2 
Yellow-
green 

The theory of change is 
moderately clear: create a 
European “moment,” 
equip members with 
adaptable assets, amplify 
social/media visibility, and 
normalise heat pumps 
through repeated multi-
actor communication. 
Intermediate outcomes 
such as awareness, 
partner activation, and 
social reach are evident, 
but the path to household 
behaviour change is 
mostly implicit rather than 
formally articulated. 

SECTION B: 
Narrative 
Content & 
Framing Quality 

     

B1. Evidence-
based framing 

Were framings (cost, 
comfort, environment, 
hassle) chosen based 
on audience 
evidence? 

Interview 
transcript 

2 
Yellow-
green 

Some framing choices 
were tested with members 
and adjusted in response 
to feedback, especially 
around tone and visual 
identity. Myth-busting 
content was driven by 
observed public 
misconceptions. However, 
there is less evidence of 
systematic consumer 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

audience research 
underpinning the overall 
framing than in more 
research-led cases. 

B2. Accuracy & 
balance 

Are claims accurate, 
not exaggerated? Are 
limitations 
acknowledged? Is 
evidence cited? 

Interview 
transcript; 
EHPA 
website 

2 
Yellow-
green 

The campaign appears 
broadly accurate and 
avoids sensationalism. 
EHPA relies heavily on 
market data, 
dictionary/explainer 
formats, and expert 
interviews. However, as a 
trade association-led 
initiative, there is less 
visible emphasis on 
limitations, boundaries, or 
uncertainty than in more 
neutral public-interest 
campaigns. 

B3. Cultural & 
segment 
relevance 

Does the narrative fit 
local norms (housing, 
climate, trust), and 
reflect real audience 
segments? 

Interview 
transcript; 
EHPA 
website 

3 Green 

Strong on localisation 
through translation, 
adaptable assets, freedom 
for national associations 
to tailor content, and use 
of local-language 
interviews. EHPA explicitly 
allowed members to adapt 
content to national 
contexts, which is highly 
appropriate for a Europe-
wide campaign. 

SECTION C: 
Sender, 
Messenger & 
Channel Quality 

     

C1. Sender 
legitimacy 

Is the sender trusted 
and appropriate? Is 
funding transparent? 

Interview 
transcript; 
EHPA 
website 

2 
Yellow-
green 

EHPA is a credible and 
established sector 
association with strong 
reach across Europe, and 
the campaign ownership is 
clear. However, as an 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

industry association, it is 
not a neutral public-
interest body; this may 
limit trust for some 
audiences even though it 
is appropriate for sector 
mobilisation. 

C2. Trusted 
messengers & 
diversity 

Are householders, 
installers, experts 
used appropriately? 
Are there “honest 
brokers”? 

Interview 
transcript 

2 
Yellow-
green 

The campaign used 
experts, installers, 
influencers, and members, 
and included accessible 
“dictionary” and interview 
formats. However, the 
strongest messengers 
appear to be sectoral and 
expert-oriented rather than 
household peer 
messengers, and the 
campaign itself seems 
more awareness-led than 
grounded in broad social-
proof storytelling. 

C3. Channel 
selection & 
targeting 

Are channels aligned 
with audience media 
habits? Is there 
optimisation? 

Interview 
transcript; 
EHPA 
website 

3 Green 

Strong cross-channel mix: 
standalone website, 
Instagram, LinkedIn, social 
packs, events, webinars, 
and member 
amplification. Content 
was adapted by platform, 
and the campaign 
successfully grew reach, 
followers, and event 
activity. The use of 
member networks as 
multipliers is a major 
strength. 

C4. 
Accessibility & 
equity 

Are materials 
accessible (language, 
subtitles)? Are non-
digital options 

Interview 
transcript; 
EHPA 
website 

2 
Yellow-
green 

Strong multilingual 
provision and adaptable 
assets, plus some physical 
events and branded 
materials. However, the 
campaign largely assumed 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

considered if 
relevant? 

digital access and did not 
appear to systematically 
address digital exclusion 
or broader equity 
concerns. 

SECTION D: 
Evidence, 
Evaluation & 
Learning 

     

D1. Quality of 
evidence base 

Was the campaign 
design informed by 
prior research, REA, or 
pilots? 

Interview 
transcript 

2 
Yellow-
green 

The campaign drew on 
prior experience from 
other sectors, especially 
Global Wind Day and Solar 
Power Day, and was 
developed iteratively with 
member feedback. 
However, the evidence 
base appears more 
practice-led than formally 
research-led. 

D2. Evaluation 
design 
(proportional & 
credible) 

Are evaluation 
methods specified? 
Are they 
proportionate? 

Interview 
transcript 

2 
Yellow-
green 

Evaluation is proportionate 
to an 
awareness/amplification 
campaign: social media 
metrics, follower growth, 
number of events, partner 
participation, and member 
feedback. This is credible 
for a sector day, but there 
is no stronger causal or 
outcome-oriented 
evaluation design. 

D3. Behavioural 
journey metrics 

Does the evaluation 
track awareness → 
trust → tool use → 
quotes → grant 
applications → 
installs? 

Interview 
transcript; 
EHPA 
website 

1 Amber 

The campaign tracks 
reach, visibility, 
participation, and partner 
activation, but not a 
deeper behavioural 
journey toward heat-pump 
adoption. It is therefore 
weaker on user-conversion 
evidence. 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

D4. Learning & 
adaptation 
loops 

Were lessons used to 
adjust 
messaging/channels? 
Is there a feedback 
cycle? 

Interview 
transcript 

3 Green 

Very strong evidence of 
iteration: branding was 
softened between year 
one and year two, 
materials were refined in 
response to member 
feedback, and the team is 
already considering 
different components for 
year three. This is a clear 
learning-oriented process. 

SECTION E: 
Context, Ethics 
& Transferability 

     

E1. Policy & 
market 
coherence 

Is the campaign 
aligned with 
regulation, prices, 
housing stock, and 
installer capacity? 

Interview 
transcript; 
EHPA 
website 

2 
Yellow-
green 

The campaign aligns with 
EHPA’s wider agenda on 
energy security, 
competitiveness, clean 
heat, and market growth, 
but because it is pan-
European it necessarily 
sits above many concrete 
differences in national 
market and policy 
conditions. 

E2. Ethical 
handling of 
misinformation 
& lobbying 

Is misinformation 
countered with 
balanced evidence? Is 
funding transparent? 
Are scare tactics 
avoided? 

Interview 
transcript 

2 
Yellow-
green 

EHPA avoids direct 
amplification of hostile 
misinformation and 
instead responds through 
separate corrective 
content. The approach is 
cautious and avoids fear-
based tactics. Still, as a 
trade body, it is not fully 
independent, which 
somewhat complicates 
the “honest broker” 
position. 

E3. 
Transferability & 
scalability 

Are lessons on what is 
context-specific vs 
transferable 

Interview 
transcript; 

3 Green 
This is one of the strongest 
aspects of the case. The 
campaign is explicitly 
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Criterion Diagnostic Questions 
Evidence 
Source(s) 

Score 
(0–3) 

RAG Notes / Justification 

documented? Is the 
campaign modular? 

EHPA 
website 

modular, translatable, and 
built for adaptation by 
national partners. It is 
highly scalable as a model 
for coordinated, sector-
wide awareness activity. 

 

Overall Quality Rating 

Overall average score: 2.17 
RAG: Yellow – Good, needs improvement before scaling further as a public-conversion model 

Heat Pump Day is a strong sector-coordination and awareness campaign, especially effective 
as a European mobilisation platform for members and partners. Its biggest strengths are 
modularity, multilingual adaptability, strong channel amplification, and iterative learning. Its 
main limitations are that it is less directly tied to a behavioural conversion pathway, relies 
heavily on industry-led legitimacy, and has lighter evaluation evidence beyond awareness and 
engagement metrics. 

Heat Pump Day is a valuable example of how to run a multi-country, partner-based narrative 
campaign, while also illustrating the limits of awareness-only approaches when stronger 
behavioural and evaluative evidence is needed. 
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