
Beko is a well-known domestic appliances brand. In March 2014,  
EcoSmart, its most energy-efficient range of refrigeration, laundry,  
dishwashing and cooking appliances was launched.
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The challenge
Beko’s aim was to encourage customers to select 
EcoSmart appliances. But consumers are often 
confused by energy labelling and the benefits of 
choosing an energy efficient model. To overcome 
this, Beko wanted to show the value of energy 
efficiency and give consumers more information 
about running costs – enabling them to make 
informed choices about efficient appliances that can 
save money and help to protect the environment. 
Beko also proposed to use this messaging to help 
build trust and loyalty for the brand.

The solution
Energy Saving Trust’s Green Claims Verification 
service helped to demystify energy labelling, and 
provided consumers with appealing reasons why 
they should choose energy efficient models, by 
clearly showing the running costs of appliances and 
adding credibility to the claims. Beko chose to work 
with the Energy Saving Trust because we are 
recognised by consumers for our independent energy 
saving advice.

We verified the energy performance and running 
costs of each EcoSmart model over one and ten 
years, and showed how much money could be saved 
compared with the energy rating of a similar 
appliance which was bought the most in 2012. 
These savings were presented to consumers as 
everyday equivalents, such as how many “free loads” 
can be earned by using an EcoSmart washing 
machine or how many dishwasher tablets can be 
saved by using an EcoSmart dishwasher. This allows 
people to see how energy efficiency relates to daily 
life and to the pound in their pocket.
We also provided practical tips and eye-catching 
facts and figures on energy consumption, which  
Beko presented in EcoSmart’s marketing and 
advertising campaigns.
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“ We know that consumers are worried about 
energy costs and are also keen to help the 
environment. The Energy Saving Trust Green 
Claims Verification service highlights how 
much energy and money can be saved and 
helps consumers to make a ‘smart’ choice. 
There’s never been a better time to upgrade to 
EcoSmart appliances. We’re delighted to help 
people to think about energy in the home.”

George Mead, Beko Marketing Manager.
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The outcome
Beko undertook post-campaign consumer 
research and reports a growing perception 
of EcoSmart appliances as being “energy 
saving” and a “smart choice”. Beko reports 
an increase of over 10 per cent in sales  
of EcoSmart models since March 2014, 
compared with last year. Visits to its 
website are also rising. It is clear that 
consumers find the energy-saving 
statements both compelling and tangible. 

If you have a project you would 
like to discuss, please email 
certification@est.org.uk or 
alternatively call 020 7222 0101.


