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ABSTRACT
Human misuse  of  environmental  assets  especially energy is  causing environmental  degradation, 

which  hampers  social  and  economic  welfare  for  present  as  well  as  for  future  generations.  A 

worldwide shift to sustainable energy sources is one of the required actions to solve the problem. 

Electricity from such sources is called green electricity and has arose as one of the most motivating 

tools  for  developing  the  sustainable  energy  market.  This  has  resulted  in  the  restructuring  of 

Germany's energy industry with a dramatic change in energy use in electricity. The change has been 

aided by the German renewable energies act (EEG), which is  been criticized for its resulting high 

green electricity prices which consumers have to pay. Green electricity prices seem to call for more 

consumers' attention than threats posed by  conventional energy because only a small  fraction of 

energy is sold as green electricity neccesitating the rethinking of the energy market.

Due to the need for future research on more factors influencing consumers buying behavior in the 

green electricity market, this thesis seeks to investigate the following research  questions: Is green 

electricity price the major influencing factor for its market unattractivess? Does the concern about 

price really calls for more attention than environmental concerns? It specifically aims  to describe 

German consumers' perceptions of factors influencing their green electricity buying behavior.

The research methodology involves the use of secondary and primary data.  The secondary data 

gives  a  background  knowledge  of  Germany and  its  energy  historical  development,  Germany's 

sustainable energy strategies and  strategies for market development (electricity feed-in-tariffs, the 

renewable energy act and problems), green electricity marketing, consumers'  purchasing  behavior 

and factors influencing this behavior. The primary data is gotten through a questionnare survey and 

analysed using both excel and the statistical package for social sciences.  Evidence is taken from 

Germany because of its ambitious goals of  20-30% green electricity by 2020 and 80-100% by 2050. 

The result of the study shows that,  although price is the most influencing factor in choosing an 

electricity supplier and also calls for more attention than environmental concerns, it's not the major 

hindering factor for the green electricity market unattractivess. Most German electricity consumers 

(42%) have no idea about  green electricity prices.  In comparison to  competitors,  27% of  them 

assume the prices  are higher  while  31% say the prices are  thesame and even lower.  All  green 

electricity consumers confirm the prices are moderate and even cheaper. Even when prices are the 

same, most respondents gave other reasons like conviniences before environmental friendliness as 

the  first  motive  for  their  electricity choice.  Despite  Germany's  ambitous  goals,  consumers  self-

interest and ignorance about green electricity prices remain a problem for the market.

Keywords: Environment, Sustainable energy, Green electricity, Price, Consumer buying behavior. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Research Background
Mankind has faced daunting problems in every age but today's generation faces a unique set of 

challenges (IUCN et als 1980).  The present threatening environmental constraint is changing the 

usual way of thinking about business and has pushed environmental protection, economic growth as 

well as societal well-being together using the concept of sustainability leading to a new business 

model (Goodall 2010). Sustainability is defined as humanity's obligation not to use more natural 

resources  than  the  planet  can  naturally  replace  in  order  not  to  jeopardise  the  ability  of  future 

generations (Moll  1991, p.207).  Since the Brundtland report and in 1992 when the UN held its 

conference on environment and development (UNCED) known as the earth summit,  sustainable 

development has been a constant topic of scientific and political debate (Peet 1992, pp 27, 116). 

UNCED showed that social, environmental and economic needs must be met in balance with each 

other for sustainabe future outcomes and made an action's plan for future global partnership to 

achieve concrete goals one of which was Agenda 21 (United Nations 2006; GDRC 2010). 

Energy receives significant coverage within the chapters of Agenda 21 (Srinivas 2010). Finite fossil 

fuels and nuclear power are the world's main primary energy sources for our electricity which  is 

secondary energy carrier gotten from the convertion of primary energy sources. Using fossil fuels 

and nuclear energy as electricity's primary sources is unsustainable because of their environmental, 

societal and economic threats. As the society enters the 21st century, there is increased awareness of 

the burden placed on the planet by conventional energy sources (Hilkert 2003; Energylinx 2010). 

Hence addressing energy needs on a sustainable basis is now a great concern. To save the earth, our 

world is on the brink of one of the greatest paradigm since the start of the industrial revolution: the 

shift from fossil and atomic energy supplies to sustainable energy (Gabriel et al 2007, p.2). 

Sustainable energy is all about the wise use of energy and using energy generated from sustainable 

or renewable sources;  wind, biomass, sun, water etc (Energylinx 2010). These are sources, which 

are  naturally  replenishing  and  inexhaustible  but  often  require  advanced  technologies  for  the 

transition to a sustainable energy economy (National Science Board 2009, p.28). Electricity from 

such sources  is  called green  electricity and has  arose  as  one  of  the  most  motivating  tools  for 

developing the sustainable energy market (Pérez-Plaza and Linares, p.1). This change has heralded 

the  21st century as  the  era  of  sustainability with  governments  and businesses  not  only broadly 

supporting it but also devising strategies for its challenges (Gabriel et al 2007, p.2, pp.2- 3, 14). 
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The  German  government  and  industries  have  been  remarkably  enthusiastic  resulting  in  the 

restructuring  of  Germany's energy industry with  a  dramatic  change in  energy use in  electricity 

(DECC 2010).  This  innovation  has  been  done  with  the  help  of  legislations  such as  the  Kyoto 

Protocol, the EU directives on renewable energy sources and promotion of green electricity (EC 

2008, p.3). As additional incentives, Germany adopted the renewable energies act (EEG) with the 

target of increasing the percentage of its green electricity to atleast 12.5% by 2010, 20-30% by 2020, 

80-100% by 2050 which are some of its sustainable energy strategies (Bundestag 2004; Gärtner 

2010). Despite these, its green electricity market share remains small making the gap between pro-

environmental and green purchase behavior a daunting challenge for green marketers and hence, 

calling for marketing solutions to the commons dilemma (Gupta and Ogden 2009, pp.377-378). 

1.1 Research Problem
The change of the electricity system towards green electricity is undoubtedly a very ambitious goal 

and  great sustainable  energy strategy to save the earth but has to be balanced with other issues 

(Hanson 2010). There is concern that early deployment of sustainable energy sources for electricity 

may  instead  come  at  the  expense  of  present  and  future  generations  because  of  high  cost  for 

consumers (Runci 2005; Newman 2009). Switching to green electricity is economically beneficial 

because the cost is much lower than that of adapting to unmitigated impacts of conventional energy 

sources but the shift is not that cheap and makes the energy world to face what might be its biggest 

challenge since the beginning of electricity in industrial societies (Brine et al 2004; E.ON AG 2010; 

Hanson 2010). No matter the fact, that sustainable energy sources like wind, sun etc are free, getting 

power from them is not free and mandating that a big fraction of electricity must be generated from 

these sources increase electricity cost for consumers (Kreutzer et als 2010). This makes sustainable 

energy  often  economically  unattractive  in  the  private  sector  and  to  lack  market  investment 

incentives than traditional technologies (National Science Board 2009, p.28). 

To achieve strategic goals, citizens need to provide the driving forces through their decisions to 

consume because green electricity absolutely relies on market forces, which are the most powerful 

forces for change but it seems that the concern about energy cost calls for more consumers' attention 

than environmental threats which affect our society and economy and vice versa (IISD et al 1992, 

p.1; Gan 2005, p.51; UN 2006; Adams 2006, p.15). Hence only a small fraction of power is sold as 

green electricity necessitating the rethinking of electricity markets (Woodward 2010). For example, 

in Germany with more than 135 green electricity marketers,  only about 490,000 customers buy 

green power i.e a market share of about 1.3% of residential customers (Wüstenhagen and Bilharz 

2004, p.10). A big task for the industry is to make the cost of green electricity competitive with 

conventional electricity and to grow the market (Mendonça and Corre 2010, p.1). 
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The transition to sustainable energy systems also requires that market incentives be aligned with 

sustainability objectives and above all, the general public must be provided with sound information 

about the choices ahead and actions needed to achieve a sustainable energy future (IAC 2010, p.23). 

The general public often lacks sound information.  Despite that environmental  awareness is very 

important  when  buying  products,  some  consumers  show less  or  no  awareness  that  production 

systems  are  ecologically  constrained  and  belief  in  the  opportunity  to  consume  without  limits 

(Adams  2006,  p.8;  Goodall  2010;  umweltbundesamt  2010).  The  ability to  balance  self  human 

interest in making short-term consumer choices will significantly impact the change to a sustainable 

energy economy, thus a key challenge is how to sell the structural change against immediate short-

term interests of citizens (Adams 2006, pp.14-15). This poses significant research questions.

1.2  Research Questions
The thesis seeks to investigate the following research questions: Is green electricity price the major 

influencing factor for its market unattractivess?  Does the concern about this price really calls for 

more consumers' attention than environmental concerns?

1.3 Objective
The specific purpose of this research is to describe German consumers' perceptions of factors that 

influence their behavior in green electricity buying. This is important because of  the current global 

concern about climate change and the dangers of nuclear power which makes it necessary to know 

about consumers participation in protecting our earth through their electricity buying decisons. 

The general findings will help consumers in getting a better idea of the current green electricity 

price  competitiveness  as  well  as  green  electricity marketers  to  easily find  market  development 

solutions. This also creats a base for future research on green electricity marketing strategies.

1.4 Level of research
Several studies like Watson et al (2002), Perez-Plaza and Linares (2009),  Awan and Raza (2010), 

Anis and Kalair (2010)  and Gerpott and Mahmudova (2010) etc  have analysed consumers'  green 

electricity purchasing  behavior.  All  the  authors  identify a  need  for  future  research  in  this  area 

especially in countries with green electricity programs. Most of the studies have been done in other 

countries with different objectives and research questions. Due to insufficient research on this topic 

in Germany, this study fills the gap with its main focus being  on environmental issues and price. 

16



CHAPTER TWO 

LITERATURE REVIEW

2.0 Introduction 
Mankind has faced daunting problems in every age but today's generation faces a unique set of 

challenges (IUCN et al 1980).  The reliance of industrialisation on conventional energy as major 

energy sources for electricity is causing serious problems to our planet and would cause more if 

there  is  no  change  in  our  consumption  behavior.  Identifying  population,  consumption  and 

technology as the main driving forces of environmental change, Agenda 21 guides business and 

government  policies  into  the  21st century  by calling  on  local  governments  to  adopt  national 

strategies for sustainable development  (GDRC 2010).  Sustainability is now an internal reform in 

organizations and serves as a bridge between business and green with the aim being to make a better 

life for every one now and for future generations (Grant 2007, p.43). 

In the discussions of climate change, further enhancement of electricity generation from sustainable 

energy  sources  is  one  of  the  main  issues  (Schäfer and  Büllesfeld  2007,  p.1).  Following  the 

requirements of the Kyoto commitments, the EU adopted a directive on the promotion of electricity 

from RES with the objective being the contribution of renewables to  electricity production (BWE 

2010; EurActiv 2010). Being part of  the EU and its most populous member state, Germany has to 

comply with EU directives (Burgermeister 2009;  BWE 2010;  Deutsche Welle 2010). Beside the 

transposition  of  European legal  acts  into  national  law,  national  strategies  and  programs  are  of 

growing importance in Germany (Altmann 2002).

2.1 Germany's overview and energy historical development

Figure 2.1 Germany’s Map (source: CIA 2004)
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The federal republic of Germany is located in central Europe, bordering Poland and Czech Republic 

to  the east,  Switzerland and Austria  to  the south,  the Neatherlands,  Belgium,  Luxumbourg and 

France to the West and Denmark, the North Sea to the north (EPRC 2004, p.1).   

Germany is one of the highest social, environmental and economic countries in the world. It is a 

highly industrious country and is Europe's largest economy with a diversified population of about 82 

million  inhabitants,  which  makes  it  the  14th most  populous  country in  the  world  (CIA 2004; 

CountryReports 2010; Mapsofworld.com 2010). Its population is characterised by zero or declining 

growth, with an aging population and smaller number of youths (Life in Germany 2010). 

Due to recent mergers and acquisitions, Germany now has only 4 national electricity companies 

with the two largest being EON and RWE which control 2/3 of the country's power generation 

assets (Bird et al 2002, p.28). The country has limited domestic energy resources resulting in about 

70% of its current primary energy consumption being based on import (Hanson 2010). Most of its 

electricity is  generated from its  fossil  fuels  and nuclear power plants  with coal  being the most 

important  energy resource accounting for  about  49% of  Germany's  electricity while  natural  gas 

power stations only about 8% and nuclear power about 30% (Annutsch 2010; FORATOM 2010). 

Since the 1970s, Germany has been one of the frontrunners in a number of environmental protection 

areas with its overall  environmental  pressure remaining high due to its  high population density, 

industrial level, traffic volumes and its strong dependence on fossil fuels as energy resources (EPRC 

2004, p.3). Its energy development is linked to the early 1970s oil crisis that leds to emphasis on 

reducing its dependency on energy imports, an anti-nuclear movement campaign against a German 

nuclear power plant and the Chernobyl disaster (Wüstenhagen and Bilharz 2004, p.9). 

Figure 2.2 Germany's energy historical development (source: Wüstenhagen and Bilharz 2004, p.3)

The country's  energy sector has a special role to play in climate protection strategy by currently 

accounting for more than 80% of total GHG emissions (Hanson 2010). Within the German energy 

sector, the electricity supply sector is responsible for about 40% of energy related carbon dioxide 
18



emissions making the potentials for reducing emissions in this sector very high (Klaus et als 2010, 

p.12).  Hence  the  change  of  Germany’s  current  dependency  on  unsustainable  energies  to  a 

sustainable energy economy is a critical challenge facing the country and its energy industry. Many 

support  schemes and policies  have been introduced with the aim to stimulate  competition with 

conventional technologies (Pérez-Plaza and Linares, p.1). 

A sustainable development strategy in accordance to Agenda 21 entitled ''prospects for Germany-our 

strategy for sustainable development was adopted in 1998 and approved in April 2002 (EPRC 2004, 

p. 4). The German  national sustainable development strategy (NSDS) is a broad, comprehensive, 

multi-dimensional  strategy whose  strategic  goals  and  targets  are  being  translated  into  concrete 

policy  action  serving  as  a  roof  for  government  as  well  as  industrial  action,  hence  making 

sustainability a key principle in Germany (EPRC 2004, p. 4; BMU 2010). The NSDS consists of 

long-term goals involving issues like fairness to different generations, 21 key indicators, which are 

mostly quantified objectives within a timeframe and are the roof for its sustainable energy strategies 

(Altmann 2002; EPRC 2004, p. 4). 

2.2 Sustainable energy Strategies in Germany
Germany has  pledged  to  reduce  GHGs  by 80-90% by 2050  below  1990  levels(Hanson  2010; 

Ackland 2010).  In order to achieve emission targets, reduce the dangers of atomic energy and its 

dependency on  finite  energy resources,  the  German government  has  sought  to  put  a  long-term 

energy strategy through to 2050 for a sustainable, reliable and affordable energy supply  which pave 

the way towards an era of renewables (Runci 2005; Smith  et al 2010; Grupp 2010; BMU 2010). 

Renewable energy is considered an indispensable basis for sustainable energy systems as electricity 

generation  from  renewable  sources  results  in  low  emissions  of  greenhouse  gases  (GHG)  and 

contributes  to sustainable  development  as compared to fossil  fuel  based electricity (Uddin et  al 

2008, p.1). It ties into sustainability by creating a strategy for producing energy that will not only 

work for current generations but generations to come (Inman 2010). 

In the long-term energy strategy, Germany plans transforming its electricity supply system to 80% 

and if possible, 100% supply from renewables by 2050 (Klaus et al 2010, pp.12, 14;  BWE 2010; 

Ackland 2010 ).  Beside its long-term sustainable energy strategy, there are short-term strategies 

with targets of reducing GHGs  by 21%  between 2008-2012 to meet Kyoto agreements and  40% 

by 2020 against 1990 levels as well as double the share of sustainable energy sources (4.2% target) 

in  primary  energy consumption  by  2010  compared  to  2000  (Altmann  2002;  Umbach  2008  ; 

Schwarze 2009, p.13; Wüstenhagen and Bilharz 2004, pp.6, 9). These ambitious climate change 

mitigation targets have to be accomplished by increasing the share of renewable energies  in the 

electricity market  to 12.5% by 2010, 20-30% by 2020 and continuous increase after 2020 (Altmann 
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2002;  Wüstenhagen and Bilharz 2004, pp.6,  9;  BMU 2010).  The EU target of target of 12.5% 

renewable electricity for 2010 was already surpassed in Germany in 2007 when its RES-E reached 

14% making Germany an EU leader in renewable energy technologies (EC 2007, p.1; BMU 2010). 

Before the NSDS was approved, relevant strategies and programs in environmental protection were 

already introduced  and  the  national  strategy was  later  added  as  a  roof  for  action  e.g  specific 

initiatives  have  been  the  implementation  of  ecological  tax  reforms,  national  climate  change 

program,  promotional  schemes  for  renewable  energies  and  nuclear  power  phase-out  strategies 

(BMU  2005,  p.1;  EPRC  2004,  p.  6).  The  German  government's  decision  to  phase-out  the 

commercial use of nuclear power in consensus with the energy industry arose as a reassessment of 

the  risks  this  technology  posseses,  the  many  unsolved  problems  with  nuclear  waste  and  the 

difficulties of internalizating external costs (Altmann 2002). 

The nuclear energy strategy was also to make an important contribution to climate protection and to 

meet targets of the Kyoto protocol (Altmann 2002). To prevent power supply gap and protect the 

environment, a law was passed in 2002 to develop and phase in renewable energy (Weiss 2010). 

According to Germany's recent updated  strategy, nuclear power remains a bridging technology in 

the energy mix until renewable energies can completely take over (Writers 2010). The aim is to 

assist the gradual replacement of conventional generated electricity with green or renewable energy-

based electricity (Smith 2010). 

In order to achieve the strategic objectives and demonstrate its ongoing implementation, the federal 

government in corporation with the German energy industry has been working on concrete pilot 

projects, which show the innovation potential for sustainable energy development (Altmann 2002). 

2.3 Strategies for market development
According to  Shi  (2010)  in  Awan and Raza  (2010,  p.15),  the renewable energy market  is  still 

growing and governments are making policies for this sector while companies are putting much 

efforts to sell these resources due to rapid climatic change, high oil prices and pollution. Without 

political measures to facilitate access to the market, green energy manufacturers cannot produce the 

required amount to bring down cost and drive technological innovation forward (Mendonça and 

Corre 2009, p.1). Policy support for renewables has been an important driver for the increased green 

electricity generation in Germany putting the country in a better position than most of its peers in 

achieving EU sustainable energy targets (Wüstenhagen and Bilharz 2004, p.2).  Germany's success 

lies in the change of its electricity supply system to  sustainable energy-based electricity, financed 

through feed-in tariffs (Klaus et al 2010, p.7). 
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2.3.1 Electricity feed-in law (StrEG) 
Feed-in law or  feed-in tariffs (FIT) are support mechanisms based on prices per unit of electricity 

that a utility or supplier has to pay for renewable energy from independent generators (Hinrichs et al 

2008, p.7). It can also be defined as a cost sharing mechanism, which equally distributes the costs of 

green energy on to electricity bills of all consumers (Mendonça and Corre 2010, p.5).

Support for renewables in the form of feed-in tariffs is an investment in modern technologies with 

strategic importance for Germany's economic development (Lang and Mutschler 2010). Due to its 

energy security and environmental concerns, in 1991, Germany adopted a federal electricity feed-in 

law known as 'Stromeinspeisungsgesetz' (StrEG) which became the most  important promotional 

instrument for its renewable energy in the 1990s (Runci P 2005). The feed-in law aimed to support 

the  market  development  of  renewable  energy  technologies,  specifically  for  green  electricity 

generation (Mendonça and Corre 2009, p.1). German renewable technologies have been unable to 

compete with conventional energy sources in the past but feed-in law has helped some to be able to 

compete making most German renewable technologies now highly competitive in the world markets 

(EPRC 2004, p.11; Mendonça and Corre 2009, p.2; BWE 2010, p.7). 

The German 1991 feed-in law required utilities to buy renewable power  at a rate of 80% (for small 

hydro,  landfill  gas  and  biomass)  and  90%  (wind  and  solar)  of  the  retail  rate  of  electricity 

(Wüstenhagen and Bilharz 2004, p.3;  Hinrichs et  al  2008, p.5). This  enabled renewable energy 

businesses  like  wind  power  generators  to  be  profitable  but  was  not  sufficiently  high  to  allow 

photovoltaic (PV) plants to profitably operate and didnot include guaranteed tariffs for other green 

energy sources like biomass (Mendonça and Corre 2009, p.3). When the electricity prices started to 

erode in 1999 due to market liberalization, green energy generators faced decreasing income levels 

(Wüstenhagen and Bilharz 2004, p.3). The liberization or deregulation of the German electricity 

market  facilitated  power consumers  to  choose their  electricity supplier  from a broad variety of 

suppliers. As a result of  this and as additional incentives to the Kyoto protocol, EU directives, the 

StrEG was updated in April 2000 to renewable energy sources act (EEG) with fixed prices (Gabriel 

et al 2007, p.2; Mendonça and Corre 2009, p.3).

2.3.2 The German renewable energy act (EEG) and problems
The  EEG  foundation  was  laid  for  selling  green  electricity  in  the  market  resulting  in  more 

competition without which, the strong growth of green electricity production in the German market 

would have been unthinkable (Gabriel et al 2007, pp.4-5, 22). With the goal being to speed up the 

market  development  of  green  electricity,  EEG  obliges  German  public  utilities  or  grid  system 

operators  to  purchase  green  power  from  renewable  energy  producers  at  a  favourable  fixed, 

degressive feed-in tariff rates based on size, site etc (Runci 2005; Gabriel et al 2007, p.2). In StrEG, 
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introduced in the age of regional monopolies, the purchase obligation was on the local monopoly 

utility but when the German electricity market was liberalized in 1998, this had changed making the 

obligation on the local grid company or power providers to buy renewably generated electricity from 

producers as explained below (Wüstenhagen and Bilharz 2004, p.5). 

How the EEG system works

Figure 2.3 How the EEG system works (Source: Gipe 2003, p.3)

The  EEG  is  driving  forward  technological  development  by  means  of  degression  because  the 

industry must react to the annual reductions in fees by continually introducing innovations, hence 

reducing installation costs to market levels (Gabriel et al 2007, p.7). To ensure profitability, tariff 

rates are determined for each renewable type based on generation costs and the extra cost of the 

tariff  rate  is  passed from suppliers  to  consumers  as  a premium on the per-kWh end-user  price 

resulting  in  very small  price  increase  (Mendonça  and  Corre  2009,  p.1).  Under  EEG,  low-cost 

renewable energy producers  are  compensated  at  lower  rates  than higher-cost  producers  proving 

incentives for green energy development (Runci 2005). Since solar energy is still  so costful, the 

degression is  also the highest  (Gabriel  et  al  2007, p.2).  The EEG has been and is  the decisive 

framework for investments in the German sustainable energy industry that has made Germany a 

leader in renewable energy production just within a few decades (Schäfer and Büllesfeld 2007, p.1).

EGG Success

The guaranteed access to the grid, favourable rate per unit and the tariff term guarantee mean feed-

in tariffs make the installation of green energy systems a worthwhile and secure investment for the 

producers, manufacturers, investors and suppliers (Mendonça and Corre 2009, p.1). This introduced 

a fundamental change in energy supply with every citizen being able to become an energy producer 

and hence facilitating the German energy industry to now has many green energy firms generating 

eco-electricity (Bechbergera and Reiche 2004; Runci 2005; Blau 2007; Gabriel et al 2007, p.2). This 

strategy has speed up the growth of Germany's share of renewables in energy supply in the last years 

with  an  increase  of  total  electricity  from  about  11.5%  in  2006  to  16%  in  2009  (Federal 

environmental Ministry 2008; BWE 2010, p.7).  Despite the success, EEG also has problems. 
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EGG Problems

It  is  not  only  important  to  rapidly  expand  renewable energies  and  technologies  but  to  also 

substantially convert the energy system to make it fit  for an exclusive use of renewables in the 

future  (Hanson  2010).  The  German  EGG  feed-in  tariffs strategy is  not  supported  by  leading 

economists  with one reason being its  resulting high cost  for consumers  (Janzing 2010;  Gärtner 

2010). According to Dr. Claudia Kemfert, an energy expert at the German institute of economic 

research Berlin,  there has to be a commitment  to  a sustainable  energy strategy but  the market-

oriented feed-in tariffs e.g. for solar energy is being argued by many as being too high (Blau 2009). 

The  EEG reallocation  for  electricity consumers  in  Germany keeps  on  rising.  According  to  the 

federal association of the electricity and water industry, market prices of green electricity rose by 

2.1% for private households in the first half of the 2010 (Lang and Mutschler 2010). This was due 

to  decreased  prices  at  the  energy exchange  resulting  from  economic  crisis,  increased  cost  for 

balancing intermittent sustainable energy and increased generation of solar power leading to more 

electricity being feed into the grid, for which FITs have to be paid (Lang and Mutschler 2010). It is 

really doubtful  if the high cost of green electricity is the main reason for Germany's small green 

electricity  market  share  or  if  price  calls  for  more  attention  than  environmental  concern.  Price 

shouldn't be a hinderance to the green electricity market, if citizens really know the true advantages.

The urgency of  shifting to a sustainable energy economy requires the development of the green 

electricity market. Past environmentalism has placed much emphasis on government regulation but 

it is being shown that, solutions to a sustainable energy management demands a move beyond both 

business and politics (Adams 2006, pp.14-15). Improvements in environmental protection will not 

only be achieved by introducing more stringent technical standards and limit  values but through 

broad participation of all actors of the society (Altmann 2002; United Nations 2006). Agenda 21 

puts most of the responsibility for change on national governments but says, they have to work in a 

broad  series  of  partnerships  with  local  authorities,  international  organizations,  scientific  and 

technological communities, businesses and industries, NGOs and citizens (GDRC 2010). 

Involvement  of  citizens  in  the shift  to sustainable  energy is  required because they make up the 

market forces.  The market can be a more powerful force for change and is central to the way the 

world works because of its capacity to harness individual human enterprise and self-interest (Adams 

2006, pp.13-15). Through their green electricity buying decisions, citizens could greatly develop the 

green electricity market and contribute to the shift to sustainable energy. Green electricity marketing 

intergrate citizens into the sustainable energy process and provide them an opportunity to express 

their personal preferences and purchasing behavior (Pérez-Plaza and Linares, p.2). 
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2.4 Green electricity marketing
To be supplied with green electricity, consumers have to pay a premium to their electric utility in 

regulated markets and in competitive markets, this is known as green electricity marketing (Perez-

Plaza  and Linares 2009, pp.1-3). Green marketing is defined as a holistic management process 

responsible for identifying, anticipating and satisfying the requirements of customers and society in 

a profitable and sustainable way (Awan and Raza 2010, p.6). As opposed to most green energy 

support instruments, green electricity is not a mandatory policy but rather a voluntary mechanism 

mainly depending on market forces (Pérez-Plaza and Linares, p.2). 

Electricity market's liberalization eased green electricity marketing enabling consumers to form their 

buying behaviors but their  motivators  are less understood and despite  that, the green electricity 

market remains a difficult one (Perez-Plaza  and Linares 2009, pp.2-3). 

2.5 Consumers' purchasing behavior
The actions a person takes in buying and using products and services include mental and social 

processes (ROHAN 2010). These all comprise consumer purchasing behavior and can be defined as 

all  psychological,  social  and physical behavior of potential  customers as they become aware of, 

evaluate,  purchase, consume and tell  others about product and services (MBA Knowledge Base 

2010). To purchase a product or service, consumers go through  a process of  varying complexity 

depending on their decision, with different variables influencing the process at the following stages: 

problem  or  need  recognition,  information  search,  evaluation  of  different  purchase  alternatives, 

purchase decision  and post purchase behavior (Watson et al 2002, p.396). 

Figure 2.4 The Consumer decision model (source: ROHAN 2010)

2.5.1 Problem Recognition or need 

Problem recognition is when a consumer recognises a need for a good or service. For example when 

a  consumer  recognises  the need to  buy electricity,  it  may be due to  disastifaction  with current 

supplier or transfer to a new house etc. After recognising this need, the citizen start searching for 

information about electricity suppliers to help in the buying decision. 
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2.5.2 Information search
Information search helps in suggesting the purchase criteria, brand names and developing consumer 

value  perception  (ROHAN  2010).  The  search  involves  both  internal  factors  like  perception, 

knowledge  etc  and  external  factors  culture,  reference  groups,  advertisement,  sales  people  etc 

(KnowThis LLC 1998) as will partially be explained later. The extent of the search depends on the 

nature of the buying decision and it  is being argued that electricity consumers would only seek 

further information if they are unsatisfied, even if there is an alternative that would  derive them 

greater utility (Watson et al 2002, p.397). Lack of information about green electricity is widespread 

and may greatly explain the low participation rate of consumers buying green electricity (Perez-

Plaza and Linares 2009, p.14). According to Fuchs and Arentsen (2002) in  Perez-Plaza and Linares 

(2009, p.14), consumers are frequently uninformed of their own electricity consumption and of the 

related  cost  and  environmental  impacts.  Thus  Perez-Plaza  and  Linares  (2009)  interestingly 

concludes that any effort to increase consumers awareness will certainly improve the participation 

rate. Information and knowledge consumers receive affect their decision making process towards a 

product or service (Awan and Raza 2010, p.18). Information from reference groups, firms etc could 

easily influence  choice.  After  getting  information  about  many suppliers  for  example,  the  next 

question is which to choose? That is where the buyer starts evaluating different options available. 

2.5.3 Evaluation of alternatives: Assessing value
In this stage, consumers try to match the attributes of  products with their beliefs, needs and try to 

satisfy themselves by trusting their information sources (Awan and Raza 2010, p.20).  Electricity 

market's liberalization enabled competition among suppliers with the hope of increasing consumers' 

buying alternatives, provoke rivalry and reduce price among industrial suppliers(Watson et al 2002, 

p.394). Despite the fact that the greening of electricity creates value, differentiates the product from 

competitors  and is  a major way of indicating environmental concerns, most people consider it  as 

being undifferentiated because it is an intangible good. This makes the  decision in choosing among 

alternatives difficult. Hence factors like lower prices, good services, prestige, environmental issues 

etc  are  being  taken  into  consideration  and  most  consumers  first  take  their  self-interest  into 

consideration before general-interest.  Thus according to Perez-Plaza and Linares (2009),  Awan and 

Raza (2010),  Anis and Kalair (2010) and Gerpott and Mahmudova (2010) consumers first consider 

price when evaluating which electricity supplier to choose. Perez-Plaza and Linares (2009, p.13) 

says '' green electricity is not only about price but also about providing customers with values or 

private benefits which will drive them  to pay more for it''.  

Although some authors say price reduction has been achieved within  green electricity markets 

(Watson et al 2002, p.394), others  say the price of green electricity is still too high for consumers 
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(Janzing 2010; Gärtner 2010). Watson et al (2002, p.397) argued that price is  the key determining 

factor in choosing an electricity supplier among alternatives but lower prices maynot be enough to 

cause  customers  to  change  supplier  unless  the  price  difference  is  much  because  of  the 

inconviniences of changing supplier. Hence conviniences is also an important contributing factor in 

evaluating varied  suppliers. According to Sheth and Parvatiyar (1995, p.4), marketers will try to 

create  an  environment  for  increasing consumer  inertia  by providing  convieniences  and process 

simplification to minimise the desire to seek other alternatives. 

Environmental  issues  and  other  factors  may  also  be  considered  when  evaluating  different 

alternatives.  Some  authors  have  indicated  that when  people  deal  with  public  goods  like  green 

electricity, they may adopt public rather than private preferences  (Perez-Plaza and Linares 2009, 

p.2).  Some first consider environment issues while others have the moral altitude of  of buying only 

products or services that benefit the general public. This is known as  ethical consumerism which is 

the buying of products or services that are not harmful to the environment and society (Harper and 

Makatouni, p. 3). For green power consumers, their objective may either be to make sure that their 

money doesnot support unsustainable energy sources (do their own personal nuclear phase-out or 

contribute  to  climate  protection  and  growth  of  renewables)  through  their  purchasing  decision 

(Wüstenhagen and Bilharz 2004).  Other scholars  have shown situations  where consumers show 

environmental  concerns, support  sustainable energy strategies but when it  comes to real  buying 

decisions, where they have to choose between options that either benefit themselves as an individual 

or the collective whole, they face a social dilemma with their optimal choice being self-interest like 

lower prices over  general gain  (Gupta and Ogden 2009, pp.376, 390;  treepower.org 2010). This 

means  sustainability  has  engaged  their  minds  and  not  their  hearts  but  the  future  demands 

engagement  with the hearts  as well  (Adams 2006, p.14). According to Kotchen et  al  (2001) in 

Perez-Plaza  and Linares (2009,  p.13),  the values  more priced by green electricity are  health  of 

natural  ecosystems,  personal  health,  global  warming  etc.  According  to  Fuller  (1999,  p.322), 

although a consumer is not always attached with  environment needs and hardly recognized them, 

consumers must learn to buy not only on how well products satisfy individual needs but also on how 

these products affect the natural environment. Because every consumer is faced with several choices 

in a  competitive market, this makes buying decision really a confusing and complex process. 

2.5.4 Purchasing decision 
After evaluating the alternatives, the buying decision is taken and purchase done immediately or later.

The solution chosen by the consumer is mostly thesame as the product whose evaluation is highest but 

this may change when it's time to make the purchase for reasons like a competitor offers an incentive at 

the time of purchase, negative view of a reference group's member etc (KnowThis LLC 1998). 
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2.5.5 Post purchase behavior
When the good or service is bought and used, a consumer compares its performance with expectations 

and is satisfied or dissastisfied, which affects consumer value perceptions, communications and repeat-

purchase behavior  (ROHAN 2010). This is called post purchase behavior. This behavior is unlikely 

with a product like electricity because its performance is not questionable but requires providers to 

convince consumers that there is enough service and price differences in their offering to induce the 

need for change (Watson et al 2002, p.398). Consumers' purchasing behavior  is being influenced by 

many complex factors which can be internal and external.

2.6 Factors influencing consumers purchasing behavior

Figure 2.5 Influences on Consumer purchasing (source: KnowThis LLC 1998)

Marketers also play a role in influencing consumer buying behavior through their prices, service 

quality, promotion, advertisement, product's quality or value etc. 

The four major external and internal influences on the buying behavior of consumers are cultural, 

social, personal and  psychological factors. 
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2.6.1 Cultural Factors
Cultural factors are divided into culture, subculture and social class. Culture is defined as ideas, 

values, attitudes and beliefs learned by a member of a society or a homogenous group of people 

through influences from the family, friends or other institutions as they grow up (MBA Notes 2008; 

Learnmarketing.net 2010). This process involves developing automatic responses to situations due 

to repeated exposure to them and this is transmitted to future generations (ROHAN 2010). In each 

culture are subcultures which are groups within larger national culture with unique values, ideas and 

altitudes e.g racial subcultures in the United States (MBA Notes 2008). 

Social classes are ordered divisions within the society with similar values, interests and behavior 

(MBA Notes 2008). Determinants of social classes are occupation, education, source of income etc 

(ROHAN 2010). All these may influence an individual's buying. 

2.6.2 Social Factors
A consumer's behavior is also influenced by social factors such as reference groups, family, roles 

and social status (MBA Notes 2008;  ROHAN 2010 ). According to Gupta et al 2009 as cited in 

Awan and Raza (2010, p.17), a reference group is a person or group that influences another person's 

decision because such groups have important role in spreading information about a product. Some 

of the groups include membership groups, religious groups, family, friends, neigbours, coworkers, 

professional associations etc (MBA Notes 2008). 

People in a group also collective take decisions which influences their general behavior e.g if an 

individual  grew  up  in  a  family  made  up  of  ethical  consumers,  ethical  consumerism  might 

automatically influence the individual's purchasing behavior. Playing the role of a mother at home 

and boss in the office could also influence the buying behavior of the children and coworkers. 

2.6.3 Personal Factors
These includes age and life cycle stage, occupation, economic situation, life style, personality and 

self  concept  (Learnmarketing.net  2010).  Age  and  life  cycle  stage  influences  buying  behavior 

because youths for example have different preferences from people above 60years old. For example, 

a public opinion survey in Germany regarding green energy reveals,  the importance that  people 

attach to green energy is strongly dependent on their age with Germans below 30years old, 45-

59years and above 60years having different views (Wüstenhagen and Bilharz 2004, p.9).

Occupational status could also influence people's buying behavior e.g people with better secured 

jobs would buy differently from homemakers and students. 

Personality and self concept are distinct psychological characteristics of an individual that influence 

his or her buying behavior (MBA Notes 2008). 
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2.6.4 Psychological Factors
These includes factors like motivation, learning, beliefs and altitudes as well as perceptions.

Motivation is the drive to seek satisafaction by meeting a basic need according to Abraham Maslow 

hierachy of needs' theory (Learnmarketing.net 2010). While environmental issues are undoubted the 

key motivators  towards  green  electricity consumption,  ethical,  social  and  other  issues  are  also 

important motivators (Harper and Makatouni, p.3).

Learning is a change in  behavior resulting from  experience (MBA Notes 2008). 

Beliefs and attitudes are a  person's thought and reaction towards something (MBA Notes 2008).

Perception  is  how we see ourselves and the world we live in  (KnowThis  LLC 1998).  It  is  the 

process by which people use information to form a meaningful picture of the world by selecting, 

organizing  and  interpreting  (MBA  Notes  2008).  The  information  is  consciously  filtered  or 

subconsciously filtered  as it is being experienced and stored inside us in a process called perceptual 

filter (KnowThis LLC 1998). The different steps of perception are exposure, attention, awareness 

and retention (KnowThis LLC 1998).  This is very important because people selectively perceive 

what they want and it affects how they buy (ROHAN 2010). According to Perez-Plaza and Linares 

(2009), the general altitude toward environmental or energy policy is not necessarily the same as the 

perception  about  personal  responsibility to  fullfil  environmental  goals.  As  said,  people  support 

sustainable energy strategies but when it comes to buying, their self-interest is their first priority.

To describe German  consumers'  perceptions  of factors influencing  their  green electricity buying 

decision, I will go back to the consumer decision process by adopting the following model; 

Figure 2.6 Consumer decision process (Source; Anis and Kalair 2010, p. 14). 
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CHAPTER THREE

RESEARCH METHODOLOGY

3.0 Introduction 
This chapter explains how the research has been done for example,  how the data was collected and 

analysed. 

3.1 Secondary data
The research began with the collection of all relevant literature relating to the topic. Books, past 

theses, journals, internet publications etc all constitute the secondary data sources. When these were 

exhausted, the work proceeded to primary data.

3.2 Primary Data
The target population includes German residential electricity consumers. Evidence is taken from 

Germany because of its ambitious' green electricity goals.

The primary data was collected using the questionnaire method. The questionnaires were both in 

English and German to avoid language barriers. The questions were partly taken from previous 

questionnares of similar studies in Sweden (Awan and Raza 2010 and Anis and Kalair 2010) and 

some were formulated from the knowledge of my literature review.

The questionnare design includes the following questionnare format:  open and closed questions, 

multiple choice questions and dichotomous questions. The  design of the questionnares included 

demographic questions like residence, nationality, gender, age group and employment status.

Due  to  conviences,  the  primary  data  was  collected  through  a  random  sample  survey.  300 

questionnares  were  printed  and  distributed  physically  and  by  email  to  friends,  neighbours, 

supermarkets  customers,  parents  at  a  children's  dancing  house,  teachers  and  parents  of  a 

kindergarten, train travellers and members of a forum. Some questionnares were answered through 

phone interviews.  The distributed questionnares composed of 23 different questions. To make the 

research valid, 15 questions related to the research questions and objectives of the study are selected 

from the 23 questions. Hence the final questionnare used for the analysis is made up of 15questions. 

English and German versions of the final questionnares are found in the appendix.
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3.3 Data Analysis 
Despite the number of printed and distributed questionnares, only 64 are used for the analysis because 

this was the number available by the time, the data analysis had to be done. 

Quantitative  research  methods  including  both  Excel  and  SPSS (statistical  package  for  social 

sciences)  are  used for  the data  analysis.  Descriptive  statistics  involving simple  percentages  and 

frequencies is used to analysed the responses of the questionnares. 
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CHAPTER FOUR 

FINDINGS AND ANALYSIS

4.0 Introduction
This chapter presents the findings and analysis of the primary data from the questionnare. Before the 

data analysis,  it  is  necessary to get a view of  back-up information like electricity firms of the 

sampled population, participation rate of consumers buying green electricity and the differences in 

green electricity use according to demographics. This easily enables future research or the electricity 

industry in  formulating marketing strategies. After that comes answers to the research questions.

4.1 Electricity firms of the sampled population
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5% 4% 4% 2%

18%
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2%

Figure 4.1 Electricity firms of Respondents

Stadtwerke 
Teldafax 
Rheinenergie 
Vattenfall 
EON 
Entega
Lichtblick 
RWE 

VEW Energie 
West Energie
Stromio 
Naturwatt 
Naturstrom 
Mainova 
naturenergie

As  already  mentioned  in  the  methodology,  the  sample  size  consists  of  64  respondents.  55 

respondents are customers to the above electricity firms while 9 respondents (some women and 

students) didnot know their electricity supplier because another person choosed their supplier for 

them. As can be seen from figure 4.1,  majority of the respondents (36%) are customers  to  the 

German public utility company (Stadtwerke). This is followed by one of Germany's biggest energy 

industry (RWE) with 18%. Next comes Teldafax with 9% while Rheinenergie and Vattenfall both 

have 5% each. This is followed by EON, Entega, Stromio and Naturstrom with 4%. 12% of the 

respondents are customers to the rest 6 firms with each of the 6 firms having 2% of the customers.
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4.2 Participation rate of consumers buying green electricity 
Table 4.1 Buy green electricity 

Frequency Percent Valid Percent
Cumulative 

Percent

Valid yes 14 21,9 25,5 25,5

no 41 64,1 74,5 100,0

Total 55 85,9 100,0
Missing No idea 9 14,1
Total 64 100,0

Most (64.1%)  of the respondents(41) donot buy green electricity while only 21.9% (14) of them 

buy it. This confirms the findings of Wüstenhagen and Bilharz (2004, p.10) about the  market share 

of green electricity in the German residential sector. 9 (14% ) donot know if the electricity they buy 

is  green  but  all  they know is,  that  they are  buying  electricity  because  to  them,  electricity  is 

electricity. They donot even have an idea about electricity differentiation. 

4.3 Difference in green electricity use according to demographics
These findings facilitate future research for easy formulation of marketing strategies. 

4.3.1 Place of residence of the sampled population and electricity use
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Figure 4.3  Residential regions

North Rhein 
Wesfalen
Other regions

49 (77%) of the respondents leave in North Rhein Wesfalen (NRW),  which is Germany’s biggest 

urban  region.  Their  various  towns  are  Mulheim  an  der  Ruhr,  Düsseldorf,  Cologne,  Duisburg, 

Oberursel,  Krefeld,  Neuss,  Mettmann,  Ratingen,  Essen,  Solingen  and Haan.  The  remaining  15 

(23%) leave in other regions in Germany in the following towns: Flensburg, Frankfurt, Oldenburg, 
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Fulda, Berlin, Osnabrück, Dramstadt, München, Landsberg and Göttingen.

Most respondents in NRW (34 out of 49) and 7 out of 15 in other regions were not using green 

electricity. 5 out of the total respondents in NRW (49) and 4 out of the total (15) in other regions 

had no idea if their electricity is green. 

Table 4.2 Green electricity use according to regions

Residence Frequency Percent
Valid 

Percent
Cumulative 

Percent
NRW Valid yes 10 20,4 22,7 22,7

no 34 69,4 77,3 100,0

Total 44 89,8 100,0

Missing No idea 5 10,2

Total 49 100,0

other Valid yes 4 26,7 36,4 36,4

no 7 46,7 63,6 100,0

Total 11 73,3 100,0

Missing No idea 4 26,7

Total 15 100,0

4.3.2 Nationalities/Gender and green electricity use
54 respondents are Germans and only 10 are foreigners with other nationalities living in Germany. 

The sample population composes of 30 females and 34 males. Although the gender difference is so 

small for both groups, there were more foreign females (6) as compared to foreign males (4). It was 

the opposite with Germans, where males dominated the female population.

Table 4.3  Nationalilities and Gender 

Nationalities and Gender Frequency Percent Valid Percent
Cumulative 

Percent

German Valid Female 24 44,4 44,4 44,4

Male 30 55,6 55,6 100,0

Total 54 100,0 100,0

others Valid Female 6 60,0 60,0 60,0

Male 4 40,0 40,0 100,0

Total 10 100,0 100,0
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Figure 4.4 Green electricity use according to Gender

Most  (10)  green  electricity  users  are  males  (29.4%)  and  and  just  4  are  females  (13.3%).  The 

majority (23) of non-green electricity consumers are females (76.7%) and a minority (18) are males 

(52.9%). Although other studies have shown that gender is not so important in green electricity use, 

Kotchen and Moore (2007) as well as Wiser (2007) in Perez-Plaza and Linares (2009, p.12) argued 

that females tend to make more contributions than males. From my findings, the opposite is true.

Apart from gender, green electricity use also differs among nationalities. As shown on table 4.4, 

only Germans buy and use green electricity although just 14 (25.9%) out of all the 54 Germans. All 

the 10 foreigners donot use green electricity. 

Table 4.4 Green electricity use according to nationalities

Nationalilities Frequency Percent Valid Percent
Cumulative 

Percent

German Valid yes 14 25,9 29,2 29,2

no 34 63,0 70,8 100,0

Total 48 88,9 100,0

Missing No idea 6 11,1

Total 54 100,0

other Valid no 7 70,0 100,0 100,0

Missing No idea 3 30,0

Total 10 100,0
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4.3.3 Age groups and green electricity use

Figure 4.5 Frequency of the age groups

Most (28) respondents making up 43.8% are 30-39years old. This is followed by the age group of 

40-49years with 15(23.4%) respondents. Next comes respondents between 20-29years old with a 

frequency of 11(17.2%). 8 of the respondents were above 50years old with 7 (10.9%) being between 

50-59 years and only 1person (1.6%) was between 60-69 old. 2 (3.1%) respondents were less than 

22years old.As explained in the literature review, buying behavior varies with age.

The highest age group using green electricity in this survey is the group of 30-39 years old with 6 

green users. This is followed by the age group of 40-49 with 5 users. Next comes the age group of 

50-59 with 2users and finally, that of 22-29 with one green electricity user. The variation of green 

electricity use among the age groups may be due to the size difference of the groups.

Table 4.5 Green electricity use by age groups

Age group Frequency Percent Valid Percent
Cumulative 

Percent

less than 22 Valid no 2 100,0 100,0 100,0

22-29 Valid yes 1 9,1 12,5 12,5

no 7 63,6 87,5 100,0

Total 8 72,7 100,0

Missing No idea 3 27,3

Total 11 100,0

30-39 Valid yes 6 21,4 27,3 27,3

no 16 57,1 72,7 100,0

Total 22 78,6 100,0

Missing No idea 6 21,4

Total 28 100,0

40-49 Valid yes 5 33,3 33,3 33,3

no 10 66,7 66,7 100,0

Total 15 100,0 100,0

50-59 Valid yes 2 28,6 28,6 28,6

no 5 71,4 71,4 100,0

Total 7 100,0 100,0

60-69 Valid no 1 100,0 100,0 100,0
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4.3.4 Employment status and green electricity use

Figure 4.6 Employment Status

45 (70.3%) of the respondents were employed. 34 (53.1%) were either employed by a company or 

by the government while 11 (17.2%) were self-employed. There were 12 (18.8%) students and only 

6 (9.4%) homemakers while just one (1.6%) respondent was retired.

Occupational status could also influence green electricity buying behavior. As can be see on table 

4.6, workers buy differently from homemakers and students. Most(7) of the green electricity users 

are employed. Next comes self-employees (4 users), followed by 2 students  and 1 homemaker.

Table 4.6 Green electricity use according to employment Status

Employment  Status Frequency Percent Valid Percent
Cumulative 

Percent

student Valid yes 2 16,7 25,0 25,0

no 6 50,0 75,0 100,0

Total 8 66,7 100,0

Missing No idea 4 33,3

Total 12 100,0

employed Valid yes 7 20,6 22,6 22,6

no 24 70,6 77,4 100,0

Total 31 91,2 100,0

Missing No idea 3 8,8

Total 34 100,0

self-employed Valid yes 4 36,4 44,4 44,4

no 5 45,5 55,6 100,0

Total 9 81,8 100,0

Missing No idea 2 18,2

Total 11 100,0

retired Valid no 1 100,0 100,0 100,0

homemaker Valid yes 1 16,7 16,7 16,7

no 5 83,3 83,3 100,0

Total 6 100,0 100
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4.4 Price and other motives of green electricity buying
As has already been seen, the participation rate of consumers buying green electricity in Germany is 

small and it is questionable if price calls for more consumers’ attention than environmental concerns 

and if price is the major hindrance to the market. Hence this section clearifies these.

4.4.1 Current electricity firm sells green electricity
Table 4.7 Company sells green electricity

Frequency Percent Valid Percent
Cumulative 

Percent

Valid yes 28 43,8 82,4 82,4

no 6 9,4 17,6 100,0

Total 34 53,1 100,0
Missing uncertain 30 46,9
Total 64 100,0

Figure 4.7 Current supplier sells green electricity

30 (46.9%) respondents were uncertain if their  current electricity firms sell  green electricity. 28 

(43.8%) accepted, that their suppliers sell green electricity and only 6 (9.4%) refused. Not knowing 

or being uncertain if their suppliers sell green electricity means most of the consumers are unethical 

consumers or have other reasons for their choice of electricity supplier. It is agreable with  Perez-

Plaza and Linares (2009, p.14), that  lack of information about green electricity is widespread and 

may greatly explain the low participation rate of consumers buying it. 
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4.4.2 Main reason for choosing current supplier

Table 4.8 Main reason for choosing current electricity supplier

Frequency Percent Valid Percent Cumulative Percent

Valid low price 26 40,6 53,1 53,1

good services 6 9,4 12,2 65,3

environmental friendliness 9 14,1 18,4 83,7

no other supplier available 8 12,5 16,3 100,0

Total 49 76,6 100,0
Missing other reason 15 23,4
Total 64 100,0

In comparison to the studies of to Perez-Plaza and Linares (2009),  Awan and Raza (2010),  Anis 

and  Kalair  (2010)  and  Gerpott  and  Mahmudova  (2010)  consumers  first  consider  price  when 

evaluating which electricity supplier to choose. This is because majority (26) of the respondents said 

low price was the main reason for their choice of electricity supplier. 15 (23.4%) gave other reasons 

like conveniences to access suppliers. Hence as Watson et al (2002, p.397) argued, price is  the key 

determining factor in choosing an electricity supplier among alternatives but maynot be enough to 

cause customers to change supplier because of the inconviniences.

On the 3rd place comes environmental friendliness with 14.1% (i.e only 9 respondents) meaning, it 

is not the first priority of most of the respondents when choosing a supplier but low prices followed 

by conviences are the determining factors. After environmental friendliness comes lack of another 

supplier available. 8 (12.5%) of the respondents said, there was no other supplier available because 

someone else choosed their current supplier or their electricity bills were being included in their 

rents. So they really had no role to play in choosing the current supplier. Hence the role a person 

play could greatly influence green electricity buying decisions. Only 6 (9.4%) of the respondents, 

said they choosed their current supplier because of good services. According to Watson et al (2002), 

Awan and Raza (2010),  Anis and Kalair (2010) after price comes good services in evaluating the 

choice  of  a  supplier  but  according  to  this  research,  after  price  comes  conviences  before 

environmental issues and good services occupy the fourth place. This means although price calls for 

more concern than environmental issues in Germany, it is the opposite with service quality.

One respondent choose her current electricity supplier because of promotion offered to her by a 

green supplier inorder to enable her know, that in comparison to unconventional electricity, green 

electricity prices  are  now moderate  and  not  high  as  some  citizens  think.  The  green  consumer 

confirmed that green electricity prices are moderate as compared to her former non-green supplier. 

This may be due to the continuous increase in the price of finite fossil fuels, showing conventional 

electricity is also not that cheap as compared to competitors. 
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 Figure 4.8 Motives of green electricity consumers

It was amazing, when 4 green electricity consumers gave low prices of their suppliers (Naturstrom 

and Naturenergie)  as  their  main  reason for  choosing  their  suppliers.  This  shows that  the  main 

hindrance of the green electricity market is not price. Hence it is not agreable with Janzing (2010), 

Gärtner (2010) etc about that too high prices of green electricity. 

Watson et al (2002) say that price reduction has been achieved within  green electricity markets. It 

may be true but it is been shown that the German green electricity prices keep in rising due to FITs 

etc (Lang and Mutschler 2010). I guess the cost of fossil fuels also keep on rising bringing the prices 

of green and conventional electricity in equilibrium. According to Hanson (2010), Germany has 

limited domestic energy resources resulting in about 70% of its current primary energy consumption 

being  based  on  import.  Importation  also  costs  money  and  could  be  the  reason  for  the  price 

equilibrium of both electricity types.The major  hindrance of the green electricity market  may be 

lack of information or knowledge about green electricity, its cost etc as confirmed by Perez-Plaza 

and Linares (2009).

4.4.3 Knowledge about green electricity Prices

17  (27%)  of  the  respondents  said,  that  green  electricity  prices  are  higher  in  comparison  to 

conventional electricity. Although the first reason for the choice of an electricity supplier for the 

sampled population was low price, most respondents (27 or 42%) donot even know about green 

electricity  prices,  which  means  price  couldnot  be  the  most  important  factor  hindering  green 

electricity marketing. This could be due to lack of knowledge or information about green electricity 

and its  cost  in addition to  lack of knowledge about conventional  electricity's  threats.  16 (31%) 

respondents said that green electricity prices are thesame/average and 4 said they are even lower as 

compared to prices of competitors. Despite the fact that 20 respondents said that green electricity 

prices are moderate or even lower, only a few buy green electricity and all of them have different 

views about green electricity prices. These analysis is presented on figure 4.9 to 4.10 and table 4.9.
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Table 4.9 Green electricity prices 

Frequency Percent Valid Percent
Cumulative 

Percent

Valid lower 4 6 10,8 10,8

thesame/Average 16 25 43,2 54,1

higher 17 27 45,9 100,0

Total 37 58 100,0
Missing donot know 27 42
Total 64 100,0

Figure 4.10 Green electricity prices according to the 14 green electricity users

Only one green respondent said green electricity prices are higher and his only reason for buying it 

was due to  his  environmental  friendliness.  Another green consumer didnot  even know if  green 

electricity prices are cheaper, moderate or higher as compared to competitors because environmental 

friendliness was his major motive for buying it. Most (11) green electricity consumers confirmed 

that the prices are moderate (11) and one said green electricity prices are even cheaper. The one 

consumer was a student between 22-29years old. He said in addition to environmental friendliness, 

the low price of his supplier was his first motive for switching to green electricity. He said, he was 

schocked that green electricity prices of his current supplier are lower as compared to those of his 

former supplier (EON). Hence other factors could be the major market hinderance and not price. 
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4.4.4 Awareness of the challenges of non-green electricity 

75%

25%

Figure 4.11 Aware of threats of non-green electricity

Yes
no

48 (75%) respondents are aware of the challenges of unsustainable electricity. Most partially had an 

idea e.g that climate change is mainly as a result of major primary energy sources of our electricity. 

A few knew about the challenges of atomic electricity. It was schocking, that some people including 

some university graduates had no idea about the threats nor electricity sources. This really helped in 

making them aware of non-green electricity sources, their threats and the urgency of sustainable 

energy sources as well as the German sustainable energy strategies. Most respondents who were not 

aware said, they hardly watch politics in TV or educative programs nor do they read anything out of 

their interest. This shows the role ignorance can play and the self-interest of some citizens.

It is doubtful if awareness of the threats of non-green electricity increases its use.

Figure 14.12 Relationship between awareness and green electricity use

All the respondents who were not aware are not also using green electricity which means awareness 

also influences green electricity use to an extent  because all  14 green users are aware of some 

threats of unsustainable energy. Of the 48 awared respondents, only 14 (29.2%) use green electricity 

while 29 (60.4%) don't still  have anything to do with it. This shows their lack of environmental 

ethics  due to  their  self-interest  over  global  interest.  It  can be agreed with Fuller  (1999)  that  a 

consumer is not always attached with  environment needs and hardly recognized them. 

13 respondents gave low prices as their reason for choosing their suppliers. 8 awared respondents 

gave other reasons like conviniences. 6 said, there was no other supplier available and two gave 

good services as their reason for being with their current supplier.
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Figure 4.13 Aware of non-green electricity threats and donot use green electricity

Does this mean that price is the most motivating factor to most of the respondents despite their 

unawareness of the price competitiveness of green and conventional electricity? Or could there be 

another reason influencing their behavior?

Figure 4.14 Aware of the threats of non-green electricity and donot change to green electricity

As can be seen, most (11) of the 29 consumers who are aware of the energy challenge and donot 

switch to sustainable based -electricity gave lack of information as their reason for not changing. 

This can be due to ignorance about green electricity prices since their main motive for the choice of 

their current supplier is low price.  Only 8 respondents say, it is too expensive while the rest 10 gave 

reasons like satisfaction with their current supplier (4), lack of time (1) and other motives (5). This 

means access to green electricity information might likely increase ethical consumerism but the 10 

consumers would likely not still switch due to their different motives.
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4.4.5 Recieved Information about green electricity 
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Figure 4.15 Got information about green electricity 
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23 (35.9%) got information and the rest 13 (20.3%) were uncertain, if they got any information.

Most of the suvey respondents comprising 28 (43.8%) people got neither information about green 

electricity nor its suppliers. It can be agreed with Awan and Raza (2010, p.38), that companies are 

not providing information about green energy.  In comparison to the findings of Awan and Raza 

(2010) and Anis and Kalair (2010), the biggest subgroup of respondents donot receive information 

about green electricity. Hence, as Perez-Plaza and Linares (2009), lack of information about green 

electricity  is  trully  widespread.  Information  has  a  role  to  play  in  the  green  electricity  market 

development as proven by the 7 of the 23 respondents who got information about green electricity 

and use it. It is questionable if lack of information could really be the major hindrance for the green 

electricity market because out of 23 respondents who got green electricity information, only 7 use it.

Figure 4.16 Relationship between green electricity information and use

Most respondents (14) who got information didn't still buy green electricity and 2 had no idea. This 

clearly shows, that lack of information could not be the major hinderance for this market but maybe 

lack of knowledge about green electricity price competitiveness  or lack of environmental ethics.
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4.4.6 Reason for not switching to green electricity

    
  Figure 4.17 Reason for not switching to green electricity

14 (21.9%) respondents were already using green electricity and needed not to switch.  Only 13 

(20%) of the respondents complained, that it is too expensive. It may be these respondents are even 

among those who do not know about green electricity prices. So their reason is not really justifiable. 

5  respondents  (7.8%)  were  satisfied  with  their  current  supplier  and  only 1  (1.6%)  respondent 

complained switching to green electricity is time consuming. 

Lack of information for not switching to green electricity is the major reason given by most (20) 

respondents (31.3%). This  can be compared with the findings of Awan and Raza (2010, p.39), 

where most Swedish respondents gave lack of information as their major reason. This is not the case 

with the findings of Anis and Kalair (2010). According to them, most Swedish respondents (43%) 

gave high prices of green electricity as their major reason for not going green while only 28% gave 

lack of information (2010, p.24). From my viewpoint, lack of information plays a great role than 

high prices because most electricity consumers in my research and that of  Anis and Kalair(2010) as 

well as Awan and Raza (2010) do not know about green electricity prices. Despite that,  lack of 

information for not switching to green electricity cannot really be the major factor hindering the use 

of green electricity in Germany. This is because out of the 23 respondents on figure 4.15 who got 

information about green electricity, only 7 use green electricity. 14 donot use it due to different 

reasons but according to most  of their  responses (4 or 29% ) as shown on figure 4.18, lack of 

information is still being given as their major motive for not switching. This cannot really be true. 

May be they lack information about the prices but if they are ethical consumers, because most of 

them are aware of the threats of conventional energy, they could search and compare the prices with 

those of competitors. Due to self interest and lack of ethical motives, most care less.
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Figure 4.18 Reason for not switching to green electricity although got information

3(21%) of the respondents who got information and didnot switch to green electricity said, green 

electricity is too expensive while another 3(21%) said they were satisfied with their current supplier 

and 1 respondent said, it is time consuming to change. 

Although lack of information about green electricity prices plays a role for its small market share, 

lack of ethical motives is really a problem for for the green electricity market. 

3 consumers who got information about green electricity confirmed, that the prices are moderate but 

gave other reasons for not changing to green electricity with their main excuse being the believe that 

all what concern sustainable energy are big lies and theft. Some complained they were skeptical 

about the whole issue and have not seen any proof of the relationship between climate change and 

energy. They said, they wanted to see a proof of the link before believing. This means, the public 

needs serious education about the whole issue. Even if they do not buy green electricity, they have 

to  believe in  the reliality.  Interdisciplinary education  from kindergarten level  is  one of the key 

solutions to inplant this reality in some German citizens. This might help in reducing the commons 

dilemma and easily facilitate German consumers’ participation in the shift to sustainable energies.

Since  price  is  the  highest  determining  factor  for  electricity  choice,  considering  that  prices  are 

thesame,  can environmental  friendliness  become the most  influencing factor  in  the choice of  a 

supplier?
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4.4.7 Major factor influencing choice when prices are thesame

Table 4.10 Factors influencing choice if prices are thesame 

Frequency Percent Valid Percent
Cumulative 
Percent

Valid environment friendliness 19 29,7 48,7 48,7

Service 12 18,8 30,8 79,5

environmental Information 8 12,5 20,5 100,0

Total 39 60,9 100,0
Missing other reasons 24 37,5

Do not know 1 1,6
Total 25 39,1

Total 64 100,0

Figure 4.19 Factors influencing choice if prices are thesame 

Only 1 (1, 6%) of the respondents did not know what could motivates him or her in such a situation. 

When prices are thesame, environmental or ethical motives are not still the most influential. 

Most respondents (24) gave other reasons like conviences for their electricity choice when prices are 

thesame. In comparison to factors motivating these consumers to choose an electricity supplier in 

order of priority are low prices, conviniences or availability and environmental friendliness, when 

prices are the same, this priority order remains the same because conviniences or availability come 

first before environmental issues (19 responses). Despite the struggle of the German government 

and  energy  industry,  environmental  protection  is  not  the  first  priority  for  German  electricity 

consumers and do not call for more attention.  These consumers  really face a social dilemma with 

their optimal choice being self-interest over general gain. This self-interest is likely due to lack of 

ethical motives to consume green electricity. 

As  Adams (2006, pp.14-15) argued in the research problem, ''the ability to  balance self  human 

interest in making short-term consumer choices will significantly impact the change to a sustainable 
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energy economy''. Hence consumers need not only first think of themselves but also about global 

environmental concerns as well as the consequences for  present and future generations.

After environmental friendliness comes good services with 12 responses. The findings have shown, 

that service quality is not really a great priority for German consumers.

On the fourth place is access to information. 8 (12.5%) respondents complained, they have never 

gotten any information about sustainable energy strategies nor about green electricity. They said, if 

they get environmental  information and are aware of the energy challenges, then environmental 

friendliness would first influence their electricity choice. This can be true to some extent but still 

questionable because it is not certain that when they receive information, environmental friendliness 

will influence their buying decision, when prices are the same. The reason is that, 7 on 14 of those 

who received information about green electricity and did not still buy it (figure 4.18) gave excuses 

such as satisfaction with supplier, time consuming and others reasons. 

Hence price remains the most influencing factor in choosing an electricity supplier in Germany and 

when  prices  are  thesame,  conviencies  takes  over  the  place  of  price  before  environmental 

friendliness.  Although price is not the major hinderance to the green electricity but ignorance about 

green electricity prices and lack of ethical motives among German green electricity consumers, price 

seem to be more important than environmental protection for German electricity consumers.

4.4.8 Comparison of price importance and environmental protection 

Figure 4.20 Is Price more important than environmental protection?

Majority (27) of the respondents (42.19%) partly agreed, that price was more important to them than 

environmental protection. The second largest number made up of 19 (29.59%) of the respondents 

partly disagreed. 9 (14.06%) respondents disagreed and 9 (14.06%) agreed, that  price was more 

important to them than environmental protection. Most of those who agreed or partly disagreed said, 

if they had information and the money, then environmental protection would be strongly agreed 

upon before price. But it all depends on other issues especially their financial situation. Weighing all 

the responses, price is more important and call for more attention than environmental concerns.
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CHAPTER FIVE

CONCLUSION AND RECOMMENDATIONS 
5.0 Conclusion
The stable  energy  policy  framework  in  Germany  has  created  conditions  favourable  for  its 

sustainable energy sources penetration and growth but has not substantially converted the existing 

energy system  to  make  it  fit  for  an  exclusive  use  of  renewables.  The  reason  is  that,  despite 

Germany's  sustainable  energy ambitious  strategic goals,  only a small  number  (14 out  of 64) of 

German  electricity  consumers  buy green  electricity.  Some  consumers   are  not  even  aware  of 

electricity differentiation because of its intangible nature. 

Electricity is electricity to most German electricity consumers and price as well as conviniences is 

more  important  to  them  than  environmental  issues.  Hence  while  environmental  issues  are 

undoubted the key motivators towards green electricity consumption, ethical, social and other issues 

are also important motivators. The analysis of German consumers' perception of factors influencing 

their green electricity buying behavior show that,  price is not the major hindrance for the green 

electricity market but calls for more attention than environmental concerns. The major hindrance for 

the market is self interest and ignorance about green electricity  prices.  Although 48 (75%) of 64 

German consumers are aware of the threats of unsustainable electricity sources, only 14 consume 

green electricity while 29 (60.4%) don't still have anything to do with it. This shows their lack of 

environmental  ethics due to their self-interest over global interest.  Despite their ignorance about 

green electricity prices, price calls for more attention than environmental concerns.  According to 

Awan and Raza (2010, p.39), Anis and Kalair (2010, p.49), in Sweden lower prices followed by 

service quality, availability or conviniences are the major factors before environmental friendliness 

influencing electricity consumers to choose a supplier. Also in Germany, low price is the highest 

motive for consumers to choose an electricity supplier. The result confirms the ideology of Watson 

et al (2002, p.397), Awan and Raza (2010, p.39), Anis and Kalair (2010, p.49) that  price is  the key 

determining factor in choosing an electricity supplier among alternatives. In Germany, after lower 

prices comes other reasons like conveniences to access suppliers before environmental friendliness 

meaning  environmental  issues  are  not  the  first  priority  of  most  German  electricity  consumers. 

Service quality is not so important to German consumers as it is the case in Sweden.

Although price is the most influencing factor for the choice of an electricity supplier in Germany, 

the major factors hindering the green electricity market are ignorance about green electricity prices 

and lack of ethical  motives  for green electricity buying. Even consumers  without  knowledge of 
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green electricity prices complain that the prices are too high but most green electricity users (12 out 

of  14)  confirmed  that  green  electricity  prices  are  moderate  and  even  lower  than  prices  of 

competitors. One of the remaining two green consumers said the prices are higher while the other 

user did not even know with their major reasons for buying green electricity being environmental 

friendliness.  That  means  out  of  the  14  green  electricity  consumers,  only  2  are  really  ethical 

consumers who buy because of environmental issues. Although 9 of the 14 green consumers gave 

environmental friendlines as their major motive for choosing their current green supplier, moderate 

and lower prices must  had also played a role in the buying decision of the 12 green electricity 

consumers  who  know the  prices.  According  to  Hanson  (2010),  Germany has  limited  domestic 

energy resources resulting in about 70% of its current primary energy consumption being based on 

import.  This  importation  and the  finite  nature  of  fossil  fuels  may be  the  reasons  of  the  price 

equilibrium of  green and conventional electricity.

Some consumers of unconventional electricity who even said, green electricity prices are moderate 

or even lower as compared to competitors donot still change their electricity suppliers to go green 

with their reasons being satisfaction with current supplier, inconviences of changing etc. Even when 

electricity prices are thesame, self-interest like conviniences or availability first influences choice 

before environmental friendliness. This self-interest shows lack of  ethical motives. This holds with 

the argument of  Watson et al (2002) that  lower prices maynot be enough to cause customers to 

change supplier because of the inconviniences of changing. Thus although price and availability or 

conviniences are the most influencing factors in choosing an electricity supplier in Germany. This 

means price calls for more concern than environmental concern but it is not the major hindrance to 

the German green electricity market but lack of ethical motives, followed by ignorance about green 

electricity  prices.  Most  German  electricity  consumers  even  partly  agreed,  that  price  is  more 

important to them than environmental concerns which indicates that price calls for more attention 

than environmental issues. Hence despite the ambitious goals of the German government and green 

energy industry to meet international agreements,  most German citizens remain unmotivated due to 

their self-interest over global interest when buying electricity.

5.1 Recommendations
To develop the green electricity market, electricity companies should make more citizens aware of 

the benefits of green electricity and its moderate prices by providing them sufficient information. 

This is because information and knowledge consumers receive affect their decision. Although most 

Germans are aware of the threats of conventional energy, more efforts should be made to increase 

more  consumers'  awareness  because  this  will  certainly  improve  the  green  electricity  market 

participation rate. Awareness is better than ignorance. Action must not be taken immediately but 
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could still be done later. If a consumer is aware, he or she might later be influence by marketers, 

cultural, social, personal and psychological factors to go green.

It  would  also  be  advantageous  if  the  German  government  could  implement  interdisciplinary 

environmental  education  in  all  German  institutions.  It  was  so  schocking,  that  many  German 

university graduates had no idea about green electricity and the threats of conventional energy nor 

had they ever gotten information about green electricity. Additional, there should also be sufficient 

governmental incentives for electricity consumers to go green.

5.2 Recommendations for Future Research
Future research should investigate the marketing strategies required to develop the green electricity 

market especially in this major research region (NRW).  Future Research could also increase the 

sample size and measure the strength of price and ethical motives according to all demographic 

factors  excluding  income level  if  possible.  The reason is  that  most  respondents  donot  want  to 

disclose their incomes and this scare such respondents from participating in a survey.
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Appendices 

Appendix 1.0 English version of Questionnare

The purpose of this questionnare is to investigate some factors influencing green electricity 

buying  behavior  in  Germany.  Your  responses  would  highly  be  appreciated.  Thanks  in 

advance. 

1. Place of Residence...................... 

2. Nationality…………………….. 

3. Gender: Male ( ) Female ( ) 

4. Age group: Under 22 ( ) 22 – 29 ( ) 30 – 39 ( ) 40 – 49 ( ) 50 – 59 ( ) 60 – 69 ( ) 70 and over ( ) 

5. How would you describe your current employment status? Student ( ) Employed ( ) Self-employed ( ) 

Retired ( ) Unable to work ( ) homemaker ( ) 

6. Which electricity company are you using? …………….. 

7. My current supplier provides renewable electricity:Yes ( ) Uncertain  ( ) No ( ) 

8. Are you aware of the dangers of non-renewable electricity? Yes  ( ) No ( ) 

9. I received information about green electricity and its suppliers: Yes ( ) Uncertain ( ) No ( ) 

10. Do you mainly use “green electricity”? Yes ( ) Uncertain ( ) No ( ) 

11. Why wouldn’t you sign a contract with a supplier providing green electricity? The price is too high

 ( ) lack information ( ) It takes time ( ) satisfied with current supplier ( ) Other reasons

12. What was the main reason for choosing your current supplier? Low prices ( ) Good services ( ) 

Environmentally friendliness ( ) No other supplier available ( ) Other ..................... 

13. Compared to its competitors, green electricity prices are: 

Lower ( ) The same/ average ( ) Higher ( ) donot know ( ) 

14. Is the price more important to you than environmental protection? 

Disagree ( ) Partly disagree ( ) Partly agree ( ) agree 

15. If the electricity prices of the companies are same what other factors influence you to switch the 

company?
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Appendix 2.0 German version of Questionnare

Das Ziel dieser Umfrage ist die Faktoren des Kaufverhaltens grünen Stroms in Deutschland 

zu untersuchen. Ihre Antworten  sind willkommen. Vielen Dank im Voraus!

1.Wohnort...............................................................................

2. Nationalität........................................................................ 

3. Geschlecht: weiblich (  ) männlich (  )

4. Altersgruppe: Unter  22(  ) 22 – 29(  ) 30 – 39(  ) 40 - 49(  ) 50 - 59(  ) 60 - 69(  ) 70 und älter

5.   Beruf:  Schüler/Student  (  )   Angestellter/Arbeiter  (  )   Beamter (  )  Selbständiger (  )   im 
Ruhestand (  ) arbeitsunfähig/-los(  )  Hausfrau/-mann (  )

6. Wie heißt Ihr derzeitiger Stromanbieter? ……………..

7. Mein derzeitiger Stromanbieter bietet grünen Strom an : Ja (  ) unsicher (  ) Nein (  )

8. Sind Ihnen die Umweltschädlichen Auswirkungen von nichterneuerbarem Strom bekannt?       Ja 
(  ) Nein (  )

9.  Ich habe Informationen von erneuerbaren (grünen) Strom/anbietern bekommen:
Ja (  ) unsicher (  ) Nein (  )

10. Benutzen Sie  hauptsächlich grünen Strom? Ja (  ) unsicher (  ) Nein (  )

11. Welche Gründe sprechen gegen einen Wechsel zu erneuerbarem Strom?
zu teuer (   )  Mangel an Information (   ) zu zeitaufwändig (   ) mit Stromanbieter zufrieden (   ) 
andere Gründe.....................................

12. Was ist Ihr Hauptgrund für Ihr derzeitiger Stromanbieter entschieden zu haben?
Kosten (  ) guter Service (  ) Umweltfreundlichkeit (  ) Kein anderer Versorger verfügbar(   ) anderer 
Gründ .....................

13. Im Vergleich zur Konkurrenz sind Grüne Stromtarife: günstiger (  ) vergleichbar (  ) teurer (  )

14. Sind Ihnen die Kosten wichtiger als  der Umweltschutz 
stimme  nicht  zu  (    )  stimme  eher  nicht  zu  (    )   stimme  eher  zu  (    )  stimme  zu  (   )

15.  Wenn  die   Stromtarife  gleich  sind,  was  sonst  beeinflußt  Sie  Ihren   Stromanbieter  zu 

wechseln?..................................................................................................................

59


