
     
 

 

 

 
 

   
 
 
 
 

Goldsmiths Competition Factsheet 

 
Background on RE:NEW and the competition 

 

The Goldsmiths marketing competition was run by RE:NEW, the Mayor of London’s award-
winning programme to help make London’s homes more energy efficient.  
 
RE:NEW has helped some 119,000 homes receive a retrofit, saving around 40,000 tonnes of 
CO2 per year, and cutting £7.9m from fuel bills. While much of RE:NEW’s activity to date has 
focused on supporting social housing providers and boroughs to alleviate fuel poverty and 
reduce carbon emissions, this competition sought ideas to encourage homeowners to invest in 
energy saving measures in their own homes.  

 
What was the brief? 

 

The brief was to define a marketing strategy that could transform the attitudes and behaviours of 
homeowners in a specific London borough to increase the amount of investment in energy 
efficiency measures during 2016.  

 
The students were asked to justify how their strategy could support the long term impact on 
carbon reduction and help meet the Mayor’s 2025 target.  

 
What were the marking criteria? 

 

Students were marked on creativity, the quality of market research planned, clarity and relevance 
of the identified target audience, financial feasibility of the campaign, and replicability of the 
approach across other London boroughs. 

 
What did the students have to consider? 

 

Students needed to demonstrate their understanding of the market including competitors and 
types of energy efficiency measures. They were required to identify tactics to achieve the 
strategy and measures of success. 

 
How many groups entered the competition and how did they perform? 

 

Nine student groups from Goldsmith University entered the competition.  Each group presented its 
marketing strategy to a judging panel comprising representatives from RE:NEW and the London 
boroughs of Lewisham, Sutton and Ealing.  

 
The students impressed the panel with their overall quality and creativity. All entrants embraced 
the competition brief, researched the London homeowner market and identified challenges and 
barriers related to energy efficiency investment. Many groups carried out interviews with officials 
from London boroughs, expert bodies and the general public.  
 



     
 

 
 

 
 

 

 

Who won the competition? 
 

The winning team was made up of Ana Alencar, Tiana Desker, Joshua Greenblatt, Zeinab 
Hammoud and Yu Hsieh. Their entry featured a show home and a series of events within the 
London borough of Lewisham.   
 
What made the winning group stand out? 

 

The winning group convinced the panel with its strong market research which provided a clear 
rationale for both target audience and the campaign itself. The campaign was high-impact using 
posters, videos, a show-home, and a particularly impressive video mock-up explaining how a 
Victorian property can be converted for energy efficiency without losing its character. 

     


