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Abstract 

Title 

Effects of Demographic Characteristics on Consumer’s Choice of Buying Green Products: An 
Empirical Study of Swedish Electricity Market. 

Purpose 

Purpose of the research to study the consumer behaviour of the Swedish audiences based 
on  different demographic characteristics i.e. age, gender, income status, educational level 
and area of residence. The information will be useful to know that how different target 
groups based on different demographic attributes, perceive and respond the green 
electricity programmes, which will helpful to study the consumer behaviour and marketing 
of green electricity in Sweden.  

Methodology 

This research is mainly based on quantitative research, method which deals with use of 
statistical tools and numbers. A part of this research is also based on qualitative research 
which emphases on in depth analysis of information and finding a conclusion from the 
information gathered. The data have collected through using both primary and secondary 
sources. This research is mainly based on quantitative pattern; hence the data have collected 
using primary sources; the questioners. The questionnaires were distribute among the 
people of different age groups, income status, number of persons living in a household, 
residential status and income status. The aim of this survey was to target the audiences from 
whole Sweden, but due to limited time the data has collected only from the inhabitants of 
Eskilstuna, Västerås, Kvicksund, Södetalje, Köping, Arboga and Stockholm.   

Analysis and findings 

For finding and analysis we have adopted a conceptual model to study the impacts of 
demographic characteristics on consumers’ choice of green electricity. This model leads to 
analysis according to findings from questionnaire and literature. 

Conclusion 

After careful compilation and analysing the results of our findings and with reference to the 
research topic of this thesis we have come to a conclusion that demographic characteristics 
(gender, age, income, education and area of residence) of Swedish consumers can influence 
their decision making to purchase green electricity. 

Keywords 

Green Energy, Consumer Behaviour, Demographic Characterstics.  
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1. Introduction and Background 

This chapter gives a detailed background and introduction of the research topic. 

1.1 Background  

Since early 90s the environmentalists have noted a major change in the climate of earth. 

These environmental changes are increasing in result of human activities of industrialization 

and energy consumption are growing very fast (Dincer, 2000). Fossil fuels are used as 

conventional source of energy, causing lots of greenhouse gas emission in to the 

environment. Reducing the greenhouse gas emission by reducing the dependence on 

conventional fuels i.e. fossil fuel is one of the biggest challenges of this century (The Swedish 

Petroleum Institute, 2007).  

The Swedish Society for Nature Conservation (SSNC), is working for environment labelling of 

electricity delivery contacts in Sweden since 1996 (Kåberger, 2002), from that time several 

energy companies are competing each other to find innovative, sustainable energy resources 

to produce green energy at cheaper rates, to attract and keep the customers. Wide 

completion in energy market allows customer to choose a company of their own choice but 

there is a need to find out how a consumer can make decision to purchase green electricity 

(Wang, 2006). The traditional concept of marketing was only to target more customers to 

increase sales and profitability. However due to increase in environmental concerns and 

legislations about environmental protection during the last two decades, the companies are 

changing their business models by developing sustainable business practices (Prahalad & 

Hamel, 1994). 

1.2 Introduction 

In general people are very concerned and conscious about Green energy. But when they 

have to purchase the green energy there is a gap between behaviour and value-action. It is 

30% difference according to research in behaviour and action. (Young et al. 2009). There are 

number of studies has been made in the past for demographic characteristic towards 

adaption of green energy. Those studies helped the investor and government organization to 

understand the consumer behaviour on the basis of demographic characteristic such as Age, 

Gender, Location, education. Previous research has proved that demographic characteristic 

have influence towards buying green energy (Robert, 1999). 
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Sweden is paying more attention on environment protection and Stockholm has won the 

award of green capital of year 2010 (European commission environment). Consumers are 

getting aware of the importance of green electricity but the choice of green products varies 

consumer to consumer (Peattie, 2001). Electricity consumers in Sweden are becoming more 

aware of environmental protection with this change in consumer behaviour towards green 

energy and green electricity products have a great market potential considering its 

environmental benefits. If this phenomenon prevails and consumers are willing to pay for 

green electricity, the market for sustainable electricity will grow rapidly (Wang, 2006). 

Diamantopoulos et al. 2003 say that the literature on green marketing is employed to profile 

green consumers using variety of variables which includes consumers’ cultural norms, 

personality traits and the last but not the least the characteristics of consumers based on 

demographic.  The authors further argue that a limited research has been conducted so far 

to study the behaviour of environmentally conscious consumers focusing their demographic 

characteristics. According to Jain & Kaur (2006), demographic Characteristics of green 

consumers may include gender, age, educational level, residential status, number of persons 

living in a house hold, income status and occupation; these characteristics can used as 

variables to study the consumers’ behaviour willing to buy environmental friendly products 

e.g. green electricity, bio fuel etc. 

1.3 Problem Statement 

Shifting towards green electricity systems from conventional systems is the aim of the 

sustainable energy strategy, saving the environment of our planet (Hanson, 2010) there is no 

doubt that sources to produce green electricity are cheaper due to their sustainability, these 

sources are wind, water, solar etc which are almost free, but the process of getting energy 

from these sources requires the rebuilding of infrastructure to produce electricity, which 

eventually increases cost of green electricity for its consumers (Kreutzer et al. 2010). Shifting 

to green electricity is not cheap; it is the biggest challenge for energy companies since 

beginning of electricity in industrial societies (Hanson, 2010).  

Although renewable energy produce very little or no greenhouse gases but the higher cost of 

green energy makes it unattractive for the domestic consumers. To cope with this problem 

huge investments in R&D are required to create market conditions which could help to make 

green electricity cost competitive with conventional energy (National Science Board 2009, 
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p.28ff). Hence only a small fraction of power is sold as green electricity in the energy market; 

it requires comprehensive study of consumer behaviour based on consumers’ demographic, 

psychographics or other characteristics for purchasing the green electricity (Bird et al. 2002).  

For marketing of green electricity it is also necessary to create awareness in different 

demographic target groups, about environmental concerns and target the customers based 

on their environmental awareness and knowledge (Fuches & Arentsen, 2002). 

1.4 Strategic Question 

How demographic characteristics, could be helpful for energy companies while marketing 

green electricity? 

1.5 Research Question 

Can demographic characteristics (gender, age, educational level, residential status and 

income status) of Swedish consumers, influence the choice of green electricity over 

conventional electricity? 

1.6 Research Background 

Several studies in the past are conducted in the field of green electricity marketing and 

consumer behaviour. Watson et al. (2002) has studied the consumer behaviour towards 

buying utility products including green electricity.  

Perez-Plaza & Linares (2009) has studied the strategies for marketing green electricity and 

concluded that green tariff programs are effective in development of sustainable energy. 

They also concluded that premium should be between zero to 30% and bilateral contracts 

between green energy providers and consumers can help to reduce the cost.  

Raza & Awan (2010), Anis & Klair (2010) of Mälardalen University have studied the factors 

which could affect the buying behaviour of the green electricity. Their research concludes 

that price is the most important factor when a consumer selects an energy provider; they 

recommended creating awareness in the general public.  

Gerpott & Mahmudova (2010) have studied the determinants of adoption green electricity 

in German consumers.  
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1.7 Purpose of Study 

This paper is written to analyse that how demographic characteristics of a consumer could 

influence their choice of green electricity. Raza & Awan (2010) worked to find out the 

important factors to buy green electricity in Swedish consumers; finally they concluded that 

price is more important factor in Swedish customers to make decision for buying electricity. 

For future research they recommended that “The future researchers can continue this study 

by comparing the effect of demographic on consumers’ choice, which will help the electricity 

companies to make marketing strategies on demographic basis”. Our aim is to continue our 

research on the topic recommended by Awan & Raza (2010).  

This paper investigates the consumer behaviour in two directions: 

a. What are the impacts of environmental awareness and knowledge on the choice of 

electricity suppliers in different demographic groups of Swedish Consumers? 

b. What is the major determinant to buy electricity in Swedish customers; price or 

environment friendliness? 

This paper studies the consumer behaviour of the Swedish audiences based on above two 

dimensions of different demographic characteristics i.e. age, gender, income status, 

educational level and area of residence. The information will be useful to know that how 

different target groups based on different demographic attributes, perceive and respond the 

green electricity programmes, which will helpful to study the consumer behaviour and 

marketing of green electricity in Sweden.  

1.8 Benefits of this Research 

This information will be useful for environmentalists, researchers finding new markets for 

green electricity, policy makers and energy companies. It would be also useful for 

Government organizations and regulatory bodies whose concern with environmental 

protection and green production. This study might also be helpful for the NGOs working on 

green energy and students who carries on research for green environment and green 

production. 
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2. Literature Review 

2.1 Importance of Green Electricity for Environmental Protection 

 
Green energy is referred as the energy generated from renewable resources e.g. wind, 

geothermal heat, bio mass and sunlight is called “sustainable energy” or green energy. 

Energy produced through conventional resources is not only polluting the environment but 

also the prices of fossil fuels are rising and their reservoirs are running out quickly, 

governments are making policies to promote green energy and companies are investing to 

commercialise the sustainable energy resources, such efforts have grown the share of green 

energy significantly in energy sector (Shi, 2010). 

Government agencies and environment friendly NGOs are also creating awareness in general 

public about the environmental concerns of our planet, by telling them the advantages of 

green energy over conventional energy. Most of the developed countries already been 

stepped forward by starting to produce green energy in a sufficient amount without harming 

the climate of the earth. 

2.2 Green Marketing 

 

Green marketing is part of the corporate strategies of every firm, along with the 

conventional marketing mix (people, price, product, place and promotion), which also 

requires detailed market research. Green marketing ties industrial ecology and environment 

protection altogether with business strategy, public policy and business model of the 

company. A firm can be labelled as green at 3 levels, firm level by providing value addition 

processes, go green at management level, product level by providing green products (RH, 

1998). According to Peattie (2001) “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”. Ottman (2006) defines green 

marketing is the combination of environment protection and friendliness along with 

customer satisfaction. Green marketing is the willingness of the customers to purchase, and 

sometimes to pay a premium for environmental protection to save the future generations. 
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Nevertheless, in-fact not all green products gain success in the market. Most of the customer 

surveys and researches overestimate the demand of green products than its actual demand. 

It is required that green products must overcome conventional marketing challenges to 

increase the demand of green products by informing the consumers about environment 

protection and narrowing the gap between intended demands of green products and 

consumer behaviour (Wiser, 1998).  

 

In order to adopt green energy the consumers have to pay a little extra amount to pay for 

their electricity utility supplied by renewable source. It will increase the contribution of the 

consumer in renewable energy systems. Green energy may have several renewable sources 

(wind, hydro, geothermal, wave or tidal). The consumer response may be different on types 

of sources of green energy. Conversely, most renewable electricity support instruments. 

green energy marketing should not a mandatory policy but matter of awareness of 

consumers, how they respond to market forces by volunteering themselves to adopt green 

electricity. Liberalization of energy markets has made green electricity marketing easier, 

enabling consumers to develop their purchasing behaviour. Hence it is required to study 

their motives to buy green electricity (Perez-Plaza & Linares 2009, pp.2-3).  

2.3 Green Energy Market in Sweden 

The competition in energy market started in 1996 in Sweden. The early customers were only 

the large companies as they were required to install hourly meters to change their energy 

suppliers, which was unaffordable for domestic users. After 1999 the hourly meter 

requirement was put an end to normal meters and after that time domestic customers 

switched to new energy suppliers rapidly (Bird et al. 2002)  

There are more than 50 energy suppliers in Sweden providing green energy to their 

customers. Most of these suppliers produce their own green energy but about one third of 

such companies acquires green energy from other energy producers and resells it to their 

customers. According a report of SSCN Swedish Society for the Conservation of Nature (a 

leading green certifier of suppliers in Sweden) the sales of green energy has increased 32% 

since 2000, which is 6% of overall energy sales in Sweden. Commercial and industrial 

customers contribute a significant share in sales of green energy (Bird et al. 2002). 
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As discussed above that green electricity is not cheap the residential customers in Sweden 

would have to pay only 1,5 öre/kwh as premium to buy green electricity, hence a customer 

living an apartment consumes 2500 kWh (averagely) has to pay only 38 SEK extra annually to 

purchase green electricity and to protect environment. Similarly the customers living in 

heated villas have an average annual consumption of 25000 kWh; these customers have to 

pay only 380 SEK annually to purchase green electricity (SSCN Bra Miljöval, 2010). Therefore 

if the Swedish consumers choose the environment protection while selecting green 

electricity supplier, showing their willingness to pay a slight premium for the green energy, 

the market of the sustainable electricity is expected to increase (Ek, 2005).  

Due to constant technological progress the prices of wind power have reduced significantly 

in Sweden, but the prices are not commercially profitable until economic subsidies are 

provided. There are many different subsidies in Sweden such as tax exemptions and 

investment subsidies provided on green power generation through wind. In most of the EU 

countries including Sweden, the public opinion towards green electricity is very positive (Ek, 

2005). 

2.4 Green Marketing strategy 

Strategy is the process “coherent decisions and actions taken to create relative advantage 

against competitors and increase relationship with client” using available resources with 

better allocation.  (Daniell, 2006). In simple strategy is the roadmap for the business which 

keeps concern with the dynamic environment in the world. (Olsen, 2007). 

In the current emerging competitive environment  the companies have realize that the 

environmental issue is important and it  is required to adopt environmental strategies for 

survival (González-Benito & González-Benito, 2006).  

McDaniel & Rylander (1993) have proposed two approached for green marketing strategy. 

Reactionary strategy or Defensive – in the scenario companies are not interested in green 

strategy adoption. But they adopt just to avoid negative consequences such as government 

action, penalties, consumer dislikes; therefore they meet the minimum standard of green 

marketing. 
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Aggressive strategy or assertive – these companies becomes role model. They adopt the 

green marketing more than the expectation of the government and consumer.  

Similarly Vaccaro (2009) proposed two main strategies in responding to external 

environment. The first one is “Proactive strategy” and second is “Reactive strategy”. This 

strategy is quite similar as proposed by McDaniel & Rylander (1993). 

Nobody can deny the importance of the print media and electronic media. Green energy 

companies can use it to aware their consumer about green energy and its benifits on 

environment, which can help the companies to influence the consumer decision towards 

green energy.  (Glaser, 2009; Ottman, 2006). 

  Ottman (2006) proposed the marketing strategy for green energy according to him the 

marketing strategy always required to convince the consumer which is achieved by providing 

the basic product features. Following strategy was proposed by Otman (2006).  “ Consumer 

value positioning”, “Calibration of Consumer knowledge”, “Credibility of Product Claim “ 

 

2.5 Demographic Characteristics of Green Consumers 

There are number of studies made in the past to research on the demographic characteristic 

toward buying green energy.  Fuches & Arentsen (2002) have made a good client analysis 

based on demographic of the general customers segments may have potential to buy green 

electricity. They have divided these target groups in to four main groups (Appendix II). The 

study of consumers’ demographic helps the investors to understand the market trend and 

consumer behaviour based on age, gender, income and education which could affect the 

consumer decision to buy green electricity (Robert, 1999). Jain & Kaur (2006) studied 

behaviour of the demographic attributes of 206 Indian green customers, based on age, 

gender, education, type of school studied, occupation and income. Parker et al. (2003) 

studied demographic characteristics of Canadian green consumers based on age, gender, 

income and education, in the scenario of restructured electricity market. Diamantopoulos et 

al. (2003) studied the demographic of British consumers to study their green behaviour. The 

demographic characteristics they used for the study were gender, marital status, age, 

number of children, educational level and social class. Mainieri et al. (2010) studied the 
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influence of environmental concerns on the behaviour of American consumers’ by studying 

their demographic characteristics. The abovementioned researchers studied the impacts of 

demographic characteristics in awareness and knowledge of environment protection, that 

how this knowledge can influence the purchasing decisions of green consumers.  

Table below summarizes the empirical literature of demographic variables, that whether 

these variables have impact on the consumers’ knowledge of environmental consciousness 

and their purchasing behavior of green products or not. 

Table 1: Demographic characteristics of Green Consumers. Source: Authors 

Demographic 
Variables 

Has Impact on Consumers’ Choice of Green Products? 

Yes No 

Gender 
Robert (1999), Jain & Kaur (2006), 
Parker et al. (2003), Diamantopoulos 
et al. (2003), Mainieri et al. (2010) 

 

Age 
Robert (1999), Jain & Kaur (2006), 
Parker et al. (2003), Zarnikau (2003) 

Diamantopoulos et al. (2003), 
Mainieri (2010) 

Income 
Robert (1999), Jain & Kaur (2006), 
Parker et al. (2003), Zarnikau (2003) 

 

Education 
Young et al. (2009) Robert (1999), 
Jain & Kaur (2006), Mainieri et al. 
(2010) 

Diamantopoulos et al. (2003), 

Residence 
Robert (1999), Mainieri et al. (2010) 
Kennedy 2009 

Berenguer (2005) 

 

Following demographic characteristics will be used as variable in this research: 

2.4.1 Gender: 

Many researchers have argued that women are more consistent and attractive towards 

green energy (Robert, 1999). Number of researchers e.g. Jain & Kaur (2006), Parker et al. 

(2003), Diamantopoulos et al. (2003), Mainieri et al. (2010), found that gender has a direct 

impact on consumers’ choice of green products and the female have more sense and 

knowledge for environmental issues. The women are found more willing than men with 

respect to willing to purchase green energy, in most of the studies. 
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2.4.2 Age:  

 There are number of theories supports the argument that younger are more concern 

towards green energy, especially those who are grown up in environment where green 

energy was a salient feature are more conscious to this issue (Robert, 1999). Younger people 

are more interested to pay more for green electricity as compare to older. Older age 55-65 

years, are willing to pay less amount $3.33 (per month) for green energy, similarly older than 

65 years can pay less amount $6.79 for green energy Zarnikau (2003). Jain & Kaur (2006) 

found that the audiences belong to age group of 18-35 years are more aware of 

environment protection and friendliness. Similarly Parker et al. (2003) reveals that the 

consumers of young ages play a vital role in choice of green products while purchasing and 

the people of young age are enthusiastic and willing to change their existing electricity 

supplier with a supplier provides green energy. 

On the other hand Diamantopoulos et al. (2003) and Mainieri et al. (2010) states that age 

plays no significant role in awareness of environmental issues and in consumers’ choice of 

green products.  

2.4.3 Area of Residence: 

Place of residence might have effect the decision making for green energy. As research 

shows people belongs to urban area are more concern towards green energy (Robert, 1999). 

Mainieri et al. (2010) argues that the people living in urban areas of USA were more aware of 

environmental issues and willing to pay premium for green electricity. Similarly Kennedy et 

al. (2009) elaborates that the Canadian population living in urban areas are more concerned 

of environmental issues than the people living in rural areas.  

On the other hand Berenguer et al. (2005) studied Spanish people and found that place of 

residence has no impact on consumers choice of green products 

2.4.4 Income: 

Income level is much related to consumer behaviour while taking purchasing decisions. 

Justification for this belief is that consumers with higher income levels can bear the marginal 

cost associated towards green electricity (Robert, 1999). Zarnikau (2003) concludes that 

consumers with higher salaries are more willing to adopt green products even if they have to 
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pay little extra. Parker et al. (2003) and Jain & Kaur (2006), argue that the consumers 

belonging higher income groups respond positively to the green energy programmes; 

moreover they are also willing to pay more for green energy. 

2.4.5 Education: 

Level of education is tightly concerned with green behaviour. Customers with higher levels 

of education are more aware of the environmental issues and they are more willing to buy 

green energy regardless its high prices (Robert, 1999). Consumers’ knowledge towards the 

green energy and environmental issues help them to make decision to buy green energy. 

Consumer can get this knowledge by watching TV, talking to friends, browsing on internet 

and can make better choice of green products (Young et al. 2009). Zarnikau (2003) 

statistically proved that level of education is correlated to wiliness to pay for green energy 

(Zarnikau, 2003). 

Jain & Kaur (2006), Parker et al. (2003) and Diamantopoulos et al. (2003) concluded that a 

higher level of education puts a positive impact of consumers’ choice of green products. As 

people having higher levels of education have more knowledge of environmental issues and 

green products. Conversely the study of Mainieri et al. (2010) reveals that level of education 

has no impact on the choice of the green products in the consumers. 

2.5 Consumer Behaviour towards Green Energy 

According to Peattie (2005) most of the survey reports reveal that a large number of 

European consumers are interested to adopt green products and especially green electricity. 

These consumers are well aware of environment protection programmes and hence they are 

willing to pay extra for green energy. It is also observed that European consumers are more 

active to adopt environmental sustainability programmes as 92% of EU consumers are 

already taking part in such programmes.  

 

Green consumers adopt and support the products actively which not only fulfil their needs 

but those are also environment friendly. Behaviour of every person is developed in 

childhood as “Habits are decided in early life” (Ottman, 2006). Previous researches show 

that there is a direct and positive influence of the green label of a product on consumers’ 

behaviour if he/she is educated and well off (Joseph & Kredler, 2009).  
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2.6 Stages of Green Consumer Purchasing Decision Process 

A consumer goes through number of several social and psychological stages before taking 

the decision to purchase a product or service (Fuller, 1999). Young et al. (2009) discussed a 

model for green consumer. To make a decision for purchasing a product or service 

consumers go through series of different stages depending on the complexity of product or 

services they purchase.  There are different variables which could influence the buying 

decision of a consumer, the buying process have five different stages, problem recognition, 

information search, analysis of different alternatives of purchase, making a decision to 

purchase and behaviour after purchase (Watson et al. 2002, p.396) 

Young et al. 2009 elaborated the buying behaviour of the green consumers that a green 

consumer has values and knowledge of environment friendliness which let him/her to make 

green criteria of a product or service to be purchased. The green consumer takes purchasing 

decision keeping in view this green criterion.  

 

 

 

 

 

 

Fig 1: Green Consumer purchasing model (Source: Young et al. 2009) 

A classical model presented by Fuller (1999) defines that how a person makes a buying 

decision before purchasing any product of service available in the market. Firstly a consumer 

feels need of a good or service and finds information by analysing the pros and cons of it. 

S/he further searchers if it is available in better quality and at lower price, after this process 

the consumer decides to make purchase. If consumer satisfies after purchase s/he 

recommends his/her friends about that product showing the post purchase behaviour. 
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Fig2 : Classical consumer decision model (Source: Fuller, 1999) 

Below is the detailed description of the steps involved in purchasing decisions of a customer: 

2.6.1 Problem Recognition 

When a consumer is in need of a good or service, this urge to buy is actually problem 

recognition. For example when a consumer needs to purchase electricity from a company (or 

wants to change its current supplier for any reason), it might be due to the consumer is not 

satisfied with the current supplier or the consumer has changed residence. On recognizing 

this need the consumer searches for the information based on several factors to support the 

buying decision. Such factors may include price, environment friendliness etc. 

Fuller (1999), explains that it is not necessary that a consumer always attached with 

ecological needs rather it is hardly recognised or even not expressed by the consumer at all. 

Young et al. (2009) argues that green values of a customer influence the customer to 

recognize his problem in context of searching its solution in the form of a green product. 

2.6.2 Information Search - Green Values and Knowledge 

Information searching helps to make purchasing criteria, price, brand, quality, durability are 

the main factors about which a consumer collects information before making a buying 

decision (Fuller, 1999). The scope of search depends upon the product or service a consumer 

is going to buy. The electricity consumers only seek information if they feel unsatisfied from 

their current suppliers, to look for an alternative (Watson et al. 2002, p.397). The consumers 

have lack of information about green energy due to low rate of participations. Even they 

have less information about their own energy supplier, cost and environmental impact of 

the energy they are consuming (Fuchs & Arentsen, 2002). Creating awareness about 

environmental impacts in consumers may result higher participation rates of consumers in 

green energy programmes (Perez-Plaza & Linares, 2009). Fuller (1999) evaluates that 

environment friendly attribute of a product is a major factor in consumers’ choice. The 

consumer looks information in two ways “sustainability needs” and “impacts on 

environment”. 

Purchasing behaviour of a green consumer is dependent on his/her green values and the 

previous experiences of the purchasing of green products. The consumer searches for the 
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green properties of a product by talking to friends, browsing the retailers or searching on the 

internet (Young et al.,2009). 

2.6.3 Green Criteria - Evaluation of Alternatives 

At this stage the consumers match the different attributes of the same products with all the 

available products in the market to testify their information sources (Fuller, 1999, p.322). 

Liberalization in the energy market has created a healthy competition among suppliers to 

attract more consumers by reducing prices and offering wider range of green products 

(Watson et al. 2002, p.394). 

Young et al. (2009) argue that a green consumer always calibrates the green criteria of a 

product or service before taking any buying decision. The information searched in later stage 

helps the consumer to make green portfolio of a product or service before taking buying 

decision.  

Watson et al. (2002, p.397) concluded that price is the major factor to choose a electricity 

supplier in most of the consumers’ segments. Perez-Plaza & Linares (2009, p.13) argues 

“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”.  

Labelling the electricity; green, surely creates value by differentiating it from environmental 

concerns but still most of the consumers consider it as undifferentiated as electricity is an 

intangible item, which makes ambiguities in consumers’ mind to choose among different 

suppliers. Therefore the factors like lower price, improved services, environmental concerns 

should be taken into consideration to attract customers (Watson et al. 2002,p. 394). 

Environmental concerns could also be considered to evaluate alternative among different 

energy suppliers (Perez-Plaza & Linares 2009, p.2). Hence according to Perez-Plaza & Linares 

(2009), Gerpott & Mahmudova (2010), Anis & Kalair (2010) price is the most important 

factor to choose an electricity supplier. 

2.6.4 Purchasing Decisions – Purchase 

According to Fuller (1999) purchasing decision is made on two aspects (i) Purchase patterns, 

which include location, quantity to buy, and the time when to buy and (ii) Purchasing 

outcome, the benefit of the purchase to its consumer.  
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Whereas a green consumer takes buying decision based on green criteria of a product or 

service defined at previous stage (Young et al. 2009). 

2.6.5 Post Purchase Behaviour – Feed Back 

In case of electricity the post purchase behaviour of a consumer is different from other 

products. As performance is not an issue, the consumers are convinced by price differences, 

environmental concerns and enough service differences in offerings (Watson et al. 2002, 

p.398).  

A green consumer might gain post purchased information or knowledge about the 

purchased green product after experiencing the pros and cons of the green product. This 

behaviour helps the consumer to make purchasing decisions of green products in future and 

to recommend this product to others (Young et al. 2010). 

2.7 Conceptual Model 

 

 

 

 

 

 

 

 

Fig 3: Process of decision making of green consumer (Source:  Authors) 

Using the above two models we have derived our conceptual model to study the impacts of 

demographic characteristics on consumers’ choice of green electricity. This model is derived 

from the purchasing decision models defined by Fuller (1999) and Young et al. (2009). This 

model evaluates that how demographic characteristics of a green consumer could influence 

their purchasing keeping environment friendliness issues in consideration. 

Fuller (1999) defines problem recognition as when a consumer requires a product or service 

s/he finds for the information about the product. The consumer investigates the attributes 

of the product, compares prices by browsing the internet or asking the friends. Fuches & 
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Arentsen (2002) elaborates that demographic characteristics play a vital role in consumer 

choice of a good or service. In case of a selecting a green product different demographic 

groups of the consumers behave differently as studied by the Fuches & Arentsen (2002). The 

authors has used their concept that how different demographic groups of consumer will 

respond differently, to an environment friendly good or service.  

Young et al. (2009) elaborates that these demographic characteristics would also be helpful 

to study green values of a consumer and to make green criteria of the product or service to 

be purchased. This criterion may vary in different demographic groups as each demographic 

group of consumers may have different preferences and priorities. Green criteria is the key 

to make purchasing decision and to look for alternatives, it also gives following detail of a 

green product service: 

 Is it environment friendly? 

 Does it fulfil all the customer’s requirements? 

 How much a customer has to pay extra for the “green”? 

 Is supplier reliable and is the product really green? 

 Are there any other suppliers in the market offering same product at lower price? 

According to Fuches & Arentsen (2002), Jain & Kaur (2006), Parker et al. (2003), 

Diamantopoulos et al. (2003) different demographic groups of the consumers will analyse 

the a green product or service differently. Hence female responds differently than male, 

people living in urban areas may have different opinion than people living in countryside and 

so on to other demographic characteristics. 

Young et al. (2009) concludes that after keeping above considerations of a green product or 

service in mind, a green consumer takes purchasing decision.  

 

2.8 Usage of Demographic Variables in Research 

Demographic characteristics play a vital role in defining consumer behaviour, to study this 

behaviour in this research five demographic characteristics are used as variable. These are 

age, gender, residential area (urban, rural), income, education.  
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Jain & Kaur (2006) concluded that gender plays a vital role in consumers’ decision process 

for purchasing green products. They found that women are more concerned in 

environmental issues than men. In our research we asked specific questions that how the 

male and female audience respond to the choice of green electricity and what is the 

difference between their perceptions of green electricity programmes? In our research male 

and female Swedes are asked about if their electricity supplier is providing green electricity 

or not, and what is the reason to choose their electricity supplier, whether they are using 

green electricity or not, if not then what is the reason, how male and female differently 

define green criteria of a electricity supplier while purchasing electricity? Moreover they are 

also asked question if they know about green electricity and its benefits for the environment 

or not? Question 11 is about consumers’ knowledge of green electricity whether they know 

about what is green electricity or not. In Q14 respondents are asked the reason to choose 

their current supplier and in Q15 is about whether  the current supplier(s) of the 

respondent(s) is/are providing the green electricity or not? Refer to questions 2, 11, 14 and 

15 in the questionnaire in Appendix I.   

The people of different age groups have different needs and preferences, and they perceive 

a same thing differently according to their choice (Solomon et al. 2006 p.456). The previous 

studies show that age plays a vital role in consumers’ choice of green products (Robert, 

1999). Jain & Kaur (2006) found that young people are more concerned in environmental 

friendly products. In this research we will see that how the people of different age groups in 

Sweden respond to purchase green electricity, that which are the motives of youth to adopt 

green electricity? What are the preferences of people of different age groups price or 

environment friendliness and what their motive towards environmental conservation is? In 

Q19 the respondents are asked which factor among price and environment friendliness, they 

consider most important while buying electricity and in question 20 they are asked that how 

much they are willing to pay as premium per month to save the environment, by using green 

electricity. Rest of the questions (from 21 to 23) are about to know consumers’ green 

attitude, these questions are added just to involve interest of the respondents in the survey. 

Refer to the questions 3, 14, 19 and 22 in the questionnaire in Appendix I. 

Area of residence also influences the consumers’ choice of green products. People living in 

urban areas are more aware of environmental issues (Mainieri et al. 2010). This research 
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reveals that how people living in urban or rural areas of Sweden respond to the green 

electricity programmes? Q12 is asked to know that if they receive information about the 

green electricity supplier in their area or not. Question 13 is about the name of the 

electricity companies of the respondents. Q16 is about reason not to choose green 

electricity i.e. due to high price, lack of information or lack of time to get information about 

green electricity. Whereas Q17 again discuses about the consumers’ knowledge that do they 

know that using conventional electricity is a danger for environment or not. Refer to the 

questions 4, 5, 12, 13, 16 and 17 in the questionnaire. 

Most of the researchers found the direct influence of income on the consumers’ choice of 

green products and the consumers belong to higher income group were found highly 

motivated and willing to pay extra for green energy programmes (Robert, 1999, Zarnikau 

2003, Parker et al. 2003 and Jain & Kaur 2006). In this research the people are divided into 

six income groups from under 10.000 SEK to over 50.000 SEK and they are asked that what is 

important for them from price and environment? They are also asked how much they could 

pay extra in a month to protect environment. Refer to questions 8, 19 and 20 in the 

questionnaire. 

The education is one of the major characteristic which influences that how a green 

consumer define his/her problem how to define the green criteria of a product (Young et al. 

2009). The research reveals that how level of education could impact the consumers 

knowledge about green electricity and how they use this knowledge to adopt green 

electricity. Q18 is about users’ knowledge of prices of green electricity whether they know if 

it is higher, lower or same as the price of non-green electricity.  The next three questions are 

very important to understand consumer behaviour to get information about their main 

determinant to choose green electricity. Refer to questions 10, 11, 17 and 18 in the 

questionnaire. 
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3. Research Methodology 

This chapter covers the methods we used to conduct our research. Firstly we have discussed 

the types of research and the data collection methods and secondly the data reliability and 

research limitation issues are discussed.  

3.1 Choice of Topic 

Referring to Fisher (2007), Fisher advocates that the topic should be chosen as per interest of the 

researchers. 

In this Master’s thesis the authors are investigating that how knowledge and awareness of 

environment friendliness can influence the consumers’ choice of green electricity among 

different target groups of Swedish consumers based on their demographic. The research also 

reveals the fact that what is the most important determinant either price or environmental 

concerns, among the Swedish audiences when selecting an electricity supplier.  

3.2 Research methods 

More than 75% of this research is based on quantitative research method which deals with use 

of statistical tools and numbers. The remaining part of this research is based on qualitative 

research which emphases on in depth analysis of information and finding a conclusion from the 

information gathered (refer to Fisher 2007, p.62). 

3.3 Data Collection Methods 

Generally there are two types of data collection techniques; primary and secondary data 

collection methods. In this research we have used the both methods to collect data to attain 

best possible outcome of our research efforts. 

3.4 Primary Data Collection 

Our research is mainly based on quantitative pattern; hence the data have collected using 

primary sources; the questioners. The questionnaires were distributed among the people of 

different age groups, income status, number of persons living in a household, residential 

status and income status. The aim of this survey was to target the audiences from whole 

Sweden, but due to limited time the data has collected only from the inhabitants of 

Eskilstuna, Västerås, Kvicksund, Södetalje, Köping, Arboga and Stockholm.   
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3.5 Questionnaire Design 

As our target audience is mainly Swedish so language of our questionnaire is Swedish but we 

also printed a few of them in English. According to Fisher’s (2007) instructions in the 

questionnaire multiple choice questions, dichotomous questions, open questions, and 

checklists are included.  

 

To design the questionnaire, the questions are selected to address the five demographic 

groups of customers and to get information that how they perceive environment friendliness 

while choosing electricity suppliers. The questions are grouped in the questionnaire into 

three categories, i.e. knowledge of green electricity (questions 11, 12 and 17), reasons to 

choose of their electricity suppliers and (questions 13, 14, and 15) and the last but not the 

least, the questions about the main determinant to buy electricity i.e. price or environment 

friendliness (questions 16 to 21). 

 

Question 1 to 10 address the demographic of the consumers as discussed in literature. We 

will analyze that how different demographic sections of Swedish customers respond to the 

purchase of green electricity. 

Question 11 not only provides information about green electricity to the respondents of this 

survey but also helps us to collect data that how many people are aware of green electricity. 

Questions 12 to 15 discuss about the consumer’s information about their electricity supplier 

and whether it provides green electricity or not and main reason to choose the current 

supplier and also corresponds to the consumers’ information about the green electricity and 

awareness of its environment friendliness. 

Questions 16 to 20 are based on totally consumers choice that why a consumer choose 

green electricity if prices are high, or same as non-green electricity. Does a consumer regard 

environment friendliness over price or not (it is very important to know).  

Questions 20and 21 addresses the consumers’ willingness to pay a little premium per month 

to save environment. Answers of this question is very much important to the energy 

companies, policy makers and green electricity marketers that how much a Swede care 

about environment and willing to pay extra?  
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Questions 22 and 23 will help to study the consumers’ attitude towards green products and 

environmental conservativeness which will help market research of green products in future. 

(See questionnaire at Appendix I). 

3.6 Sampling the Population – Convenience Sampling  

Aim of this research is to study how demographic can affect the Swedish consumers’ choice 

of buying green electricity. The sampling technique used for this study is convenience 

sampling. The sample selected for this study is 400 Swedish audiences living in cities having 

different age, gender, educational level, residential status, income status and occupation, 

and then collect data from them distributing about 500 to 600 questionnaires. It was 

expected that at least 350 questioners would return and about 397 questionnaires were 

received but some of them were incomplete and some questionnaires were not filled paying 

much interest so 78 of them were rejected and 319 were selected  for this research. On the 

basis of data collected through those questionnaires the authors tried to analyse the 

behaviour of different demographic groups of our sampled population that how 

environmental concerns play a vital role in consumers’ choice of green electricity and which 

determinants they consider most important for choosing the energy provider. 

3.7 Distribution of Questionnaires 

120 questionnaires were distributed in Eskilstuna randomly on train/bus stations, city 

Centrum. Another 130 questionnaires were be distributed in Västerås city and 150 

questionnaires in Stockholm 100 questionnaires in Kviksund, Södertälje and Arboga.  

Secondary Data 

As secondary data for this research is collected through research articles from the 

University’s E-database, library books and publications and internet. A conceptual 

framework is designed to analyze the literature, questionnaires results which helped us to 

conduct the research in greater detail and depth.  

3.8 Data Reliability 

About 75% of the data is collected through primary source, directly from the respondents of 

different background, field of life, age groups etc. The authors tried their best to generate 

the results from valid data only. The data is analysed carefully and the questionnaires filled 
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with contradictory answers and suspicious responses were sorted out and only 319 

questionnaires were evaluated out of 400 questionnaires filled for this research.  

3.9 Limitations of Research 

Authors faced several difficulties during data collection like a few people were hesitant to 

disclose their personal information especially about monthly income. Some respondents 

incompletely filled the questionnaires or selected contradictory options to reply a questions. 

Most of the elderly people flatly refused to reply the questionnaire.  

During distribution of questionnaires in trains the staff of SJ restricted us to distribute 

questionnaires in SJ’s trains with prior permission of the SJ’s management. But besides all 

such hurdles and limitations we are happy that we have got very healthy response and have 

learned so much during this survey and being the students of international marketing 

motivating people to fill up our questionnaire has surly improved our marketing skills. 
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4. Findings and Analysis 

Our sample population is mainly Swedish people of all walks of life. About 500 

questionnaires were distributed among the Swedish people living in Eskilstuna, Västerås and 

Stockholm etc, and 400 questionnaires were returned. After careful analysis of returned 

questionnaires 319 questionnaires are found valid for this research. Rest of 81 

questionnaires were incompletely filled or the respondents might have not paid much 

interest to fill them seriously. The findings of our research will provide an over view of 

backup information for data analysis about the rate of participation of different 

demographic groups of consumers; in green electricity programmers. The findings of this 

research will help future researchers and electricity companies to formulate a 

comprehensive marketing strategy for green electricity. 

 

4.1 Empirical Findings: 

Detailed overview of this research in the light of facts and figures gathered during research 

will be analyzed below by comparing the results with secondary data.  

 

4.1.1 Information about green electricity production: 
 
Out of 319, 303 people are informed about green electricity production and 16 people are 

unaware about green electricity production. Most respondent are aware about green 

production in Sweden. 

 

 

 

 

 

 

 
 

 

 

Fig4 : Information about green electricity production (Source: Authors) 
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4.1.2 Information about green companies and supplier in area:  
Out of 319 respondent , 83 respondent answered that they have no information about 

supplier and companies which provide green electricity. 108 respondent they are not sure 

about the supplier and green electricity companies in their area. 128 respondent reply they 

have information about supplier and companies which provide green electricity in their area. 

Most respondent  have information about green electricity supplier and companies in their 

area. 

 
 

 
 
 
 
 
 
 
 
 

Fig5 : Information about green companies and suppliers in area (Source: Authors) 

4.1.3 Why choose Current electricity supplier:  
 
Out of 319 respondent 41 responded that the choose the current supplier due to good 

services, 61 choose due to low price, 55 choose due to environment friendly , 57 choose 

because no other supplier available. Most respondent 103 reply there is another reason for 

using current supplier. 

 

 

 

 

 

 

 

 

Fig6 : Why choose current electricity supplier (Source: Authors) 
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4.1.4 Why do not choose green electricity: 

Out of 319 respondent, 56 gives the reason due to high price, 182 gave the reason due to 

lack of information. 13 gave the reason due to time taking , 25 are satisfied with the 

supplier, 34 reply due to other reason. Most respondent 182 reply that  lack of information is 

the main reason not to choose the green electricity. 

  
 
 
 
 
 
 
 
 
 

 

 

 

Fig7 : Why do not choose green electricity (Source: Authors) 

4.1.5 Is price more important than environment: 
Out of 319 respondent , 89 are disagree that price is important , and 86 are partially 

disagree, 122 respondent are partially agree with that price is important ,and only 22 

respondent are agree that price is important. Lowest respondent are 22 who are agree that 

price is important. 

 

 
 
 
 
 
 
 
 
 

Fig8 : Is price more important than environment (Source: Authors) 
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4.1.6 Willing to pay extra in favor of green Electricity: 
 
Out of 319 respondent 137 respondent want to pay extra between 40-60, 72 want to pay 

between 61-80, 76 want to pay between 81-100, 24 want to pay more than 100, only 10 

respondent reply that they do not want to pay extra for green energy. Most respondent 

population want to pay between 40-60.  

 
 
 
 
 
 
 
 
 
 
 
 
 

 

Fig9 : Willing to pay extra in favour of green electricity (Source: Authors) 

4.1.7 Should I take Steps for environmental protection:  
Out of 319 respondent 251 reply that they should take steps for environmental protection, 

26 reply they should not take steps for environmental friendly. 42 respondent did not reply 

the question. Most respondent 251 are willing to take steps for environmental friendly. 

 
 
 
 

 

 
Fig10 : Should I take steps for green environment (Source: Authors) 
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Male
47%

Femal
53%

Gender

4.3 Findings and Analysis of Demographic Characteristics of Sample 

Population 

Detailed analysis of demographic characteristics of consumers are given below: 

4.3.1 Does gender influence the consumer’s decision to buy green electricity? 

Out of 319 respondents 149 were males and 170 were females. This means 47% of our 

respondents are male and 53% are female.  

 

 

 

 

 

 

Fig11 : Gender  (Source: Authors) 

 

Looking at findings shows that in most of the cases males show more positive attitude 

towards green electricity than female.  

The findings show that both male and female respondents have sufficient knowledge of 

green electricity and majority of them replied positively that they know about what is green 

electricity. On the other hand in the response of question about receiving information of 

green electricity 70 male and 58 males replied that they receive information about green 

electricity suppliers in their area rest of 79 male and 112 female respondents have no 

information about green electricity providers in their area.  

In response of the Q14 the reason to about reason to choose current electricity supplier; 46 

male as compared with only nine female respondents chose their company due to the 

reason the company was environment friendly and in most of the cases those supplier also 

provides green energy.  

Whereas main reason to choose current supplier of 32 males and 29 female was low price. In 

response to the awareness of dangers of using green electricity 120 males out of 149 and 
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102 females out of 170 replied positively.  This gives an idea that Swedish male are more 

aware of environmental hazards than women.  

There are 47 male and 64 female think that prices of green electricity are high and in reply to 

the question determinant is price or environmental protection important for consumers to 

buy green electricity 49 males and 95 females agreed that price is important, whereas 100 

males and 75 females disagreed with the statement. The answer of this question contradicts 

with the results of Jain & Kaur (2006) that female are more conscious of environment than 

male.  

The detailed findings of male and female demographic groups testifies the statements of 

Jain & Kaur (2006), Parker et al. (2003), Diamantopoulos et al. (2003), Mainieri et al. (2010), 

that gender has a direct impact on consumers’ choice of green products and this can be used 

as a variable to target Swedish consumers for the marketing of green electricity. Detailed 

findings of the survey of male and female are given in Appendix IV Table A: 

4.3.2 Does age difference of Consumer’s age has impact on buying decision of green 

electricity? 

The 319 respondents are divided into four sub groups according to their ages. Age under 18 

years is invalid for our research. These groups are 18 to 35 years, 36 to 45 years, 46 to 55 

years and 56 years and above. We got 146 responses from the first group, 111 responses 

from the second group, 58 responses from the third group and no response from the last 

group.  

 

 

 

 

 

 

 

Fig12 : Age groups  (Source: Authors) 
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These findings show a close relationship between age and choice of green electricity. The 

respondents of younger ages belong first age group, are more willing to buy green 

electricity, even almost all of them (except 10) are willing to pay minimum premium for 

green electricity. This supports the statement of Zarnikau (2003) that younger people are 

show deep concerns for the environmental protection.  

These findings also testify the statement of Jain & Kaur (2006) that the consumers belong to 

age 18 to 35 are more enthusiastic for environmental protection. On the other hand this 

group also considers that price of green electricity should be lower and they consider price 

as a major determinant for purchase of green electricity. Similarly all the respondents of 

other two groups are willing to pay premium for green electricity.  

The respondents of second group consider environmental friendliness over the price as a 

major factor of choice of electricity, where the half of respondents from third group consider 

environmental friendliness as a major factor while rest of them consider price as a major 

factor of choice of electricity. In response to pay extra for green electricity 100% consumers 

of second and third age groups want to pay an extra amount of 40 SEK to more than 100 SEK 

per month. This testifies the statement of Fauches & Arentsen (2002) that people of age 36 

and above have good financial position and willing to pay more for the sake of 

environmental protection.  

These findings reveals the fact that age difference plays a vital role in consumer’s choice of 

green products, hence different strategies are required for marketing of green electricity in 

different age groups of the consumers.  

The detailed findings of different age groups are mentioned in the table B Appendix IV. 

 

4.3.3 Does consumer’s income levels have impact on buying decision of green electricity? 

Most of the researchers are agreed that income has a direct influence on consumer 

behaviour while taking decisions for buying . In this research the respondents are divided 

into six income groups based on their monthly income in Swedish Kr, the chart is shown 

below: 
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Fig13 : Income groups  (Source: Authors) 

Almost half of our respondents belong to a lower income group and rest belong to average 

to higher income groups. This variety of income grades of respondents will be quite helpful 

to study the purchasing behaviour of the several income groups. Taking a close look on the 

detailed findings shows that almost 95% respondents of all income groups have the 

knowledge of green electricity, but most of them did not receive information about the 

green electricity suppliers in their area. 

In the response to reason to choose their current electricity supplier very little number of 

respondents from all the income groups chosen their electricity supplier due to lower price. 

About 83% respondents having monthly income above 41 thousand Kr selected their 

electricity supplier due to the reason that their electricity companies were environment 

friendly, which shows a direct connection between income and green behaviour of a 

consumer. These findings validates the statement of Zarnikau (2003), that consumer with 

higher salaries are more willing to adopt green electricity. 

In response to the how much premium a consumer can pay per month for green electricity 

all the respondents having monthly income higher than 21 thousand Kr per month selected 

to pay for green electricity. The result of this finding validates the statement of Parker et al. 

(2003) and Jain & Kaur (2006) that higher income groups have more positive response 

towards green energy and higher income groups also willing to pay more for green energy. 

The detailed findings are shown in table C Appendix IV. 

  

Under 10K, 
152

10 to 20K, 
57

21 to 30K, 
46

31 to 40K, 34

41 to 50K, 30

50K and 
above, 0



  
31 

 
  

4.3.4 Does education has impact on purchasing behaviour of consumers, buying green 

electricity? 

Education also plays a vital role to define consumer behaviour. Education is also a major 

characteristic of an individual which portrays the individual’s concerns towards  

environmental conservativeness. The 319 respondents of the survey are divided into four 

subgroups according to their levels of education as shown in below chart: 

 

 

 

 

 

 

Fig14: Level of Education (Source: Authors) 

Almost all of the respondents have basic knowledge of green electricity and aware of its 

benefits to the environment. About more than half of the respondents who has finished 
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groups are willing to pay different amounts ranging 40 SEK to 100 and above monthly, this 
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towards environmental issues and more willing to adopt green energy programmes which 

support our survey results as well.  

Similarly the research of Robert (1999) shows that people having higher level of education 

are more willing to pay for green energy as compare to lower level of education.  

The detailed findings are shown in the tabled Appendix IV. 

4.3.5 Does Area of Residence Have Impact on Consumer Decision for Purchasing Green 

Electricity? 

Previous studies show that people living in urban areas has more environment friendly 

behaviour than people living in countryside. To conduct this research the questionnaires 

were distributed mainly in Eskilstuna, Västerås, Kvicksund, Södertälje, Stockholm, Köping and 

Örebro to get the maximum response from the both groups. Finally we got 217 respondents from 

urban areas and 102 respondents from rural or countryside.  Taking a quick look on findings 

reveals that almost 95% residents of both urban and rural areas have sufficient knowledge 

about green electricity. But on the other hand a large majority of these respondents; about 

71% of urban residents and 55% of rural residents are unaware of the fact, whether their 

electricity supplier provides green electricity or not? 

 

 

 

 

 

Fig15 : Area of Residence  (Source: Authors) 

This result negates the research of Mainieri et al. (2010) who argued that urban are more 

informed about green production than rural consumers.Whereas 70% of both urban and 

rural respondents are aware of environmental hazards due to usage of green electricity. This 

survey result supports the Berenguer et al. (2005) who believed that residence has no 

impact on consumer choice of green energy. 

Urban
68%

Rural
32%

Area of Residence



  
33 

 
  

The findings show interesting outcomes regarding respondents consider price or 

environment friendliness as important factor to choose their supplier, 54% urban and 52% or 

rural respondents consider environment friendliness as a more important factor to purchase 

electricity. This result again supports the Berenguer et al. (2005) research that residence has 

no impacts towards green adoption.   

The detailed findings are shown in the table E Appendix IV. 
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5. Conclusion and Recommendations 

5.1 Conclusion 

After careful compilation and analysing the results of our findings and with reference to the 

research topic of this thesis we have come to a conclusion that demographic characteristics 

(gender, age, income, education and area of residence) of Swedish consumers can influence 

their decision making to purchase green electricity. 

The data gathered in the survey during this research is analysed in 5 different contexts 

according to the demographic characteristics of our respondents, which were used as 

variables for the research. The results show that every demographic group and also the 

subgroups within a demographic group have different preferences. Most of the people 

belong to all groups showed their interest in green energy programmes and a large number 

of our respondents is also willing to pay a minimum amount of 40 to 60 SEK in lieu of 

environmental protection but electricity companies are required to inform people that why 

should they pay extra per month and what will be the benefits of using green electricity over 

conventional electricity on the climate of earth. Young people especially students have 

shown deep concerns to save the environment and most of them have selected to pay extra 

for green electricity which means that the young people can easily spend up to 60 SEK per 

month for the green electricity. 

According to the difference in opinion of male and female respondents we have come to the 

conclusion that Swedish male are more socially responsible and aware of environmental 

hazards than female. And more male are willing to pay extra for the green energy. Similarly 

the people of different educational backgrounds have different perceptions about green 

electricity. About 98% of the people belong to the group have university education at Maters 

or PhD level are willing to pay extra for green electricity. But most of the people belong to all 

levels of education in our sample population have lack of information about green electricity 

programmes and green electricity providers in the area, it requires proper campaign to 

provide information to the people of different walks of life about green electricity . 

Most of the researchers argue that income is a major determinant that defines consumer 

behaviour of purchasing. This research also reveals the facts that people belong to higher 

income groups are more socially responsible than the people from lower income groups. 
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About all of the respondents of our survey having monthly income more than 30 thousand 

SEK per month were willing to pay extra per month for the green electricity. Similarly the 

almost 80% people having higher monthly income agrees that saving environment has more 

importance than money. 

Looking at the overall findings of our survey shows that about 97% of the audience are 

willing to pay the minimum premium per month for the green energy. Whereas 78% people 

are motivated to take practical steps for the conservativeness environment. While 55% says 

that price is not important as compared to environmental hazards. This gives us a slight idea 

that about half of the Swedish electricity consumers think that saving the environment is 

also necessary by spending a small premium per month which could become a 

investment/saving for the future generations. 

So if we summarise all of our findings and analysis we can say that demographic 

characteristics have a major impact on consumers’ purchasing decision. The preferences of 

different demographic groups are different but almost all of them willing to take practical 

steps to save the environment. In case of purchasing the green electricity problem 

recognition depends on the needs and green values of the consumer on the basis of these 

values the consumer make a green criteria in his/her mind and searches for appropriate 

electricity supplier like if it is environment friendly or not how much the consumer has to 

pay extra for green electricity. Finally the consumer takes decision of purchase. So, replying 

to our research question that the findings and analysis of this research depicts that 

demographic can play a vital role in marketing of green electricity in Sweden. Although price 

is the main priority of 46% of our population but on the other hand almost all of them are 

willing to pay extra if they are well informed about the fact that green electricity is not that 

much expensive as they think. They are motivated that by paying less than 100 SEK per 

month they can save the environment purchasing the green electricity, which solves the 

problem. 

5.2 Recommendations 

The facts brought forward in above research, reveal the truth that more than half Swedish 

people do consider environment as main factor to choose electricity supplier over price. But 

it requires to create proper awareness among electricity consumers about green electricity; 
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that it is not very expensive as people thinks and they only have to pay little amount per 

month for it. In this way they will happily pay without any hesitation. The green energy 

companies should target their customers based on their demographic characteristics. As the 

results of findings of this research shows that there is a clear difference in the consideration 

of buying green electricity among different demographic groups of Swedish consumers. 

The companies should advertise green energy in context with environment friendliness and 

should create awareness in the Swedish consumers that how only paying a small amount per 

month as a premium, they can save the environment. The companies should advertise in an 

effective way that by paying this small extra amount will serve as a premium investment for 

saving the environment of planet earth for their future generation. 

Local governments should also invest in the green electricity programmes to encourage 

electricity companies to produce more green electricity at affordable cost. The central 

government should also provide subsidy on green electricity to lower the prices and to 

secure the environment. Saving the environment is not only the responsibility of 

government or energy companies, consumer participations are must in these programmes. 

It is recommended that companies should create more awareness in people about carbon 

foot prints and involve people that how can they participate in environmental conservative 

programmes to save the climate of the earth by minimizing the emission of green gases and 

carbon dioxide. Advertising should be in an effective way that creating awareness in people 

that by paying only 40 to 100 SEK per month in lieu of safe environment is not a big deal for 

the people of a rich country. 

5.3 Future Research 

In this academic research authors found that demographic characteristic have  a big 

influence on consumers’ choice for green electricity. Authors have concluded from the 

survey that the most of the (about 98%) Swedish people are willing to pay the minimum 

amount of 40 SEK to 100 SEK per month as a premium to save the environment by 

purchasing green electricity. On the other hand there is a large number of consumers who 

do not  have proper information of green electricity providers in their area. Further research 

can be continued with the study that how effective marketing strategies could be adopted 
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by the companies to gain the consumer trust for marketing green electricity based on 

different demographic characteristics of consumers. 

In this survey, the authors have also found that the graph of green electricity consumers is 

rising day by day, shifting from conventional electricity to green electricity, so authors also 

suggest that the future research could also be continued with the study of the market scope 

of the green electricity in near and far future based on knowledge and green behaviour of 

consumers.  
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7. Appendixes 

7.1 Appendix I 

Declaration: This survey is anonymous, the gathered information will only be used for 
academic purposes by the students of Mälardalen University and none of its contents will 
be given to any other party or company. 
 
1. Nationality…………………………………………… 

2. Gender: Male ( ) Female ( ) 

3. Age group: Under 18 ( ) 18 – 25 ( ) 26 – 35 ( ) 36 – 45 ( ) 45 – 55 ( ) 56 and over ( ) 

4. Area of Residence: Urban (   )   Countryside (  ) 

5. In which city or town do you live ………………………………….. 

6. Type of Residence: Own apartment ( ) Rented apartment ( ) Villa ( ) 

7. How many people live in your house (a) Adult …………. (b) Children ………….  

8. Your current employment status is: 

   Student ( ) Employed ( ) Self-employed ( ) Unemployed ( ) Pensioner ( ) 

9. What is your monthly household income?  

under 10.000 kr  � 10.001-20.000 kr  � 20.001 – 30.000 kr � 

30.001 – 40.000 kr � 40.001 - 50.000 kr  � 50.001 – or high � 
 

10. What is your maximum level of education? 

Some school ( ) completed high school ( ) college or technical diploma ( ) some university ( ) 

university (Bachelor) degree ( ) second level graduate degree ( ) Masters or PhD ( ) 

11. Do you know that the electricity can be produced by natural resources like wind, solar, 

bio mass etc, (called green electricity or renewable energy) which has no harmful impact on 

natural environment?  Yes ( )   No ( ) 

12. Do you receive information about green electricity and its suppliers in your area?  
Yes ( )  Not sure ( )  No ( ) 
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13. What is the name of the company currently supplying you the electricity? 

…………………………………………………………………………………………………………………………………………… 

14. Why did you choose your current electricity supplier? 

Good services ( ) Low prices ( ) Environmental friendliness ( ) No other supplier available ( ) 

Other reason……………………………………………………................... 

15. Does your current electricity company provide green electricity: Yes ( ) Not sure ( ) No ( ) 

16. Can you please give the reason not to use green electricity?  

The price is too high ( ) lack information ( ) It takes time ( )  

Satisfied with current supplier ( ) Other reasons ………………………………………………………. 

17. Are you aware of the dangers of non-renewable electricity?  Yes ( )  No ( ) 

18. According to my knowledge, green electricity prices as compared to non green electricity 

are: Lower ( ) The same/ average ( ) Higher ( ) do not know ( ) 

19. Is the price more important to you than environmental protection? 

Disagree ( ) Partly disagree ( ) Partly agree ( ) agree 

20. If prices of green electricity are high how much are you willing to pay a little extra in your 

monthly electricity bill? 40-60 kr ( ) 61-80 kr ( ) 81 – 100 kr ( ) more than 100 ( ) 

21. If the prices of electricity of the different companies are same what other factors 

influence you to change the company? 

………………………………………………………………………………………………..... 

22. Do you think that you should take step for environmental protection?  Yes ( ) No ( ) 

23. What practical step you have taken so far to save the environment? 

……………………………………………………………......................................................................................

.....................................................................................................................................................  
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7.2 Appendix II 

Target Group 1: The environmentally oriented 

The organized eco-families: it includes the families having one or more 
children, they have issue of shortage of time, as most often the couple is 
employed, they have strong intentions towards conveniences in life, car is 
necessary. This group has higher educational levels and good financial status. 
They have good orientation towards environment, especially the health of the 
children which can be observed by their consumption behaviour 

 

The creatives: this group includes the people of middle class with young to 
middle aged, having low income, they have sufficient free time. Mainly these 
have some creative or artistic jobs. They have clear environmental orientation 
their behaviour depicts the sympathy with nature.  

 

Target Group 2: The overwhelmed 

The young uninterested: these are mainly students having less income, living 

by themselves, having good interest towards action, excitement, convenience 

and short-term consumption. 

The consumption-unnerved: these people are in the middle phase of life. This 

group mainly includes men having good financial backgrounds, but with 

pressure to lose the job or loss in business. This group has strong intentions to 

get conveniences in life, but they do not care towards environmental 

directions, they are partly dissatisfied from the life. 

The badly positioned overwhelmed: this group includes the people with low 

income; most of them have no jobs and have less education. They have 

shortage of skills and social resources; their buying behaviour is “cheap and 

lots/big” needed to save money. They have no interest in environmental 

directions, the women of this group has shortage of time and bigger work-load. 

Target Group 3: The traditionals  

The rural traditional: this group includes the families living in rural areas with 

grown up children, with medium educational levels, living in their own houses. 

The men are self employed and women of this group are housewives having 

strong orientation towards quality of life, ownership and security.  

The inconspicuous families: this group includes the families of all age groups 

belongs to middle class with medium income, having strong orientation 

towards prices, family oriented conveniences and cars. 

The active elderly: people of elderly ages, have medium to higher levels of 

education. Having plenty of ample time as children have left the home, like 
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travelling. They have strong intention for environment concerns and are health 

conscious. 

Target Group 4: The privileged 

The childless job-oriented: these are successful people includes couple with no 

children or singles, having high income, successful and  privileged life, 

household help, like long distance travelling, dislike towards the environmental 

theme. 

The status-oriented privileged: people of this group are wealthy and rich with 

high consumption levels. They have strong orientations towards status, 

ownership and family.  

7.3 Appendix III 
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7.4 Appendix IV 

Table A : Detailed findings of Gender groups. ( Source Authors) 

Q.No. Description of the Question Responses 

Gender 

Male (149) Female (170) 

11 
Have knowledge of green 
electricity 

Yes 137 167 

No 12 3 

12 
Receive info about green 
electricity suppliers in area 

Yes 70 58 

No 35 48 

Not sure 44 64 

No reply 0 0 

13 Name of the Company       

14 
Reason to choose current 
electricity supplier. 

Low price 32 29 

No other sup   23 35 

good service   11 30 

other reasons 37 66 

Environment Friendly   46 9 

No reply 1 1 

15 
Does current supplier provide 
green electricity? 

yes  43 38 

No  16 5 

Don’t know 91 127 

16 
Reason not to use green 
electricity. 

other reason  19 16 

Lack of info  88 95 

Price is high  16 40 

Satisfied  13 13 

Takes time  10 3 

no reply 3 2 

17 
Have aware of the dangers of 
non-renewable electricity? 

Yes 120 102 

No 29 68 

18 
Prices of green electricity as 
compared to non green 
electricity are? 

High 47 64 

Low 15 0 

Same 32 23 

Don’t know 55 83 

19 
Is price more important than 
environment friendliness? 

agree  9 13 

partly agree  40 82 

disagree  62 28 

partly disagree 38 47 

20 
How much a consumer is willing 
to pay extra per month for green 
electricity? 

40-60  46 91 

61-80  37 35 

81-100  44 32 

100+  16 8 

do not want to pay 6 4 

22 Socially responsible? 

Yes 134 117 

No 15 14 

No reply 0 18 
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Table B : Detailed findings of Age groups. ( Source Authors) 

Q.No. Description of the Question Responses 

Age Groups 

18-35 36-45 46-55 

199 52 67 

11 Have knowledge of green electricity 
Yes 191 45 64 

No 8 7 1 

12 
receive info about green electricity 
suppliers in area 

Yes 67 21 40 

No 52 9 21 

Not sure 80 20 6 

No reply  0 2  0 

13 Name of the Company         

14 
Reason to choose current electricity 
supplier. 

Low price 45 16 0 

 No other sup   33 0 23 

 good service 22 9 10 

 other reasons 77 9 17 

 Environment 
Friendly   20 10 17 

No reply 2 8 0 

15 
Does current supplier provide green 
electricity? 

yes  41 15 25 

No  6 5 10 

Don’t know 152 32 32 

16 Reason not to use green electricity. 

other reason  23 4 7 

Lack of info  110 35 37 

Price is high  34 5 15 

Satisfied  19 0 5 

Takes time  7 3 3 

no reply 6 5 0 

17 
Have aware of the dangers of non-
renewable electricity? 

Yes 117 40 65 

No 82 12 2 

18 
Prices of green electricity as compared 
to non green electricity are? 

High 83 3 24 

Low 0 2 12 

Same 17 12 10 

Don’t know 65 35 21 

19 
Is price more important than 
environment friendliness? 

agree  21 1 0 

partly agree  93 6 22 

disagree  32 30 27 

partly disagree 53 14 18 

no rep 0 1 0 

20 
How much a consumer is willing to pay 
extra per month for green electricity? 

40-60  92 13 32 

61-80  49 16 6 

81-100  40 17 19 

100+  8 6 10 

do not want to pay 10  0  0 

22 Socially responsible? 

Yes 151 49 50 

No 16 1 9 

No reply 32 2 8 
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Table C : Detailed findings of Income groups. ( Source Authors) 

Q.No. Description of the Question Responses 

Under 
10  

10 to 
20 

21 to 
30 

31 to 
40 41-50 50+ 

152 57 46 34 30 0 

11 
Have knowledge of green 
electricity 

Yes 148 55 37 33 30 

N
IL 

No 4 2 9 1 0 

12 
receive info about green 
electricity suppliers in area 

Yes 45 17 19 21 26 

No 45 22 5 10 1 

Not sure 62 18 22 3 3 

13 Name of the Company             

14 
Reason to choose current 
electricity supplier. 

Low price 28 14 18 0 1 

No other sup   22 9 17 7 2 

good service 20 6 1 14 0 

other reasons 66 25 5 5 2 

Environment 
Friendly 14 3 5 8 25 

No reply 1 0 0 0 0 

15 
Does current supplier provide 
green electricity? 

yes  30 10 19 10 12 

No  4 2 5 2 5 

Don’t know 118 45 22 19 13 

16 
Reason not to use green 
electricity. 

other reason  22 4 0 6 3 

Lack of info  79 40 24 17 22 

Price is high  26 9 15 6 0 

Satisfied  16 4 0 1 4 

Takes time  5 0 7 1 0 

no reply 4 0 0 3 1 

17 
Have aware of the dangers of 
non-renewable electricity? 

Yes 98 30 32 33 29 

No 54 27 14 1 1 

18 
Prices of green electricity as 
compared to non green 
electricity are? 

High 68 11 21 10 1 

Low 0 1 0 3 11 

Same 18 10 7 6 14 

Don’t know 66 35 18 15 4 

19 
Is price more important than 
environment friendliness? 

agree  14 7 1 0 0 

partly agree  74 34 2 6 6 

disagree  29 4 14 23 19 

partly disagree 35 12 29 4 5 

no rep 0 0 0 1 0 

20 
How much a consumer is willing 
to pay extra per month for 
green electricity? 

40-60  73 24 15 7 18 

61-80  36 11 19 3 3 

81-100  28 17 7 15 9 

100+  7 3 5 9 0 

do not want to 
pay 8 2 0 0 0 

21               

22 Socially responsible? 

Yes 110 46 46 23 26 

No 15 2 0 5 4 

No reply 27 9 0 6 0 
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Table D : Detailed findings of Education groups. ( Source Authors) 

Q.No. Description of the Question Responses 

Education 
School 
/ High 
School 
(121) 

College 
Grad 
(50) 

BA/BSc 
University 

(90) 
Masters / 
PhD. (58) 

11 Have knowledge of green electricity 
Yes 117 47 81 58 

No 4 3 9 0 

12 
Receive info about green electricity 
suppliers in area 

Yes 33 23 30 42 

No 33 9 27 14 

Not sure 55 18 33 2 

13 Name of the Company   
 

 
 

  

14 
Reason to choose current electricity 
supplier. 

Low price 27 3 26 5 

No other sup   22 2 16 17 

good service 13 5 12 11 

other reasons 56 11 25 11 

Environment 
Friendly 2 28 11 14 

No reply 1 1 0 0 

15 
Does current supplier provide 
green electricity? 

yes  19 14 16 32 

No  5 6 10 26 

Don’t know 97 30 64 0 

16 Reason not to use green electricity. 

other reason  16 6 10 3 

Lack of info  68 32 48 34 

Price is high  22 7 14 13 

Satisfied  10 2 7 6 

Takes time  3 2 8 0 

no reply 2 1 3 2 

17 
Have aware of the dangers of non-
renewable electricity? 

Yes 16 35 59 52 

No 45 15 31 6 

18 
Prices of green electricity as 
compared to non green electricity 
are? 

High 46 14 32 19 

Low 0 5 1 9 

Same 18 12 15 10 

Don’t know 57 19 42 20 

19 
Is price more important than 
environment friendliness? 

agree  12 3 6 1 

partly agree  59 18 31 14 

disagree  18 20 28 23 

partly disagree 32 9 25 19 

no rep 0 0 0 1 

20 
How much a consumer is willing to 
pay extra per month for green 
electricity? 

40-60  59 18 27 33 

61-80  27 14 24 7 

81-100  25 14 19 18 

100+  3 3 18 0 

do not want to pay 7 1 2 0 

21     
 

 
 

  

22 Socially responsible? 

Yes 85 47 73 46 

No 14 0 12 5 

No reply 22 3 5 7 
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Table E : Detailed findings of area of residence groups. ( Source Authors) 

Q. No. Description of the Question Responses 

Residential Area 

Urban 217 Rural 102 

11 Have knowledge of green electricity 
Yes 207 95 

No 10 6 

12 
Receive info about green electricity 
suppliers in area 

Yes 83 45 

No 57 26 

Not sure 77 30 

No reply     

13 Name of the Company       

14 
Reason to choose current electricity 
supplier. 

Low pr   47 13 

 No other sup   37 20 

 good services  26 15 

 other reasons 67 36 

 Environment Friendly   39 16 

No reply 1 1 

15 
Does current supplier provide green 
electricity? 

yes  46 35 

No  14 7 

Don’t know 156 59 

16 Reason not to use green electricity. 

other reason  26 9 

Lack of info  130 51 

Price is high  28 27 

Satisfied  21 4 

Takes time  6 7 

no reply   5 

17 
Have aware of the dangers of non-
renewable electricity? 

Yes 154 67 

No 63 34 

18 
Prices of green electricity as 
compared to non green electricity 
are? 

High 72 39 

Low 15 0 

Same 41 14 

Don’t know 89 48 

19 
Is price more important than 
environment friendliness? 

agree  20 2 

partly agree  77 45 

disagree  69 19 

partly disagree 50 35 

no reply 0 0 

20 
How much a consumer is willing to 
pay extra per month for green 
electricity? 

40-60  104 33 

61-80  49 22 

81-100  41 35 

100+  16 8 

do not want to pay 7 3 

22 Socially responsible? 

Yes 166 84 

No 21 6 

No reply 30 11 

 

 


