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Consumer behaviour regarding energy products
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Abstract: The population increase along with its orientation towards consumerism,
economic growth and the reduction of debts, determined by each individual’s intention to
progress all represent an interesting challenge if one considers achieving them sustainably.
That being said, the present paper gives emphasis to some theoretical and practical
information regarding the consumer behaviour regarding energy products. The first part
presents some theoretical concepts related to consumer behaviour, both the individual and
the organisational one, followed by the second part, which shows the concern for managing
energy resources in the case of the top 50 companies from Romania.
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1. Introduction

The first articles about the promotion of renewables appeared during the energy
crisis of 1973, when alternative energies were becoming interesting for specialists in
the field. After this time, the issue of such resources has been increasingly unveiled.
In treatises, the first article was that of Nakarado, in 1996, i.e. ”A marketing
orientation is the key to a Sustainable Energy Future”, which proposes the analysis
of consumer preferences as a success parameter in promoting renewable energy
resources.

In the ‘60s, the theme of consumer behaviour started to be discussed as a
distinct field, with strong influences and contributions from other specific fields
such as psychology, sociology, anthropology, and so on. There are various
definitions in treatises: for example, The American Marketing Association describes
it as “a dynamic interaction on impression and perception, behaviour and common
situations in which people conduct their exchange activities”.

All of this behaviour is based on the receptivity of information by the
consumer, which, in the opinion of Stigler, the Nobel laureate for economics, “is not
an easy or pleasant task for most people”.
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Up to the decision to purchase, all this information processing involves the use of
intelligence in choosing the best option. The psychologist Howard Gardner argues
that there are several types of intelligence, different from those that help people do
well in school. They help people solve various situations that occur in life. On this
basis, Goleman approaches the contemporary term of ecological intelligence, which
”allows us to apply what we learn about how human activities affect ecosystems, so
that they do less harm and lead to a sustainable livelihood - now extended to the
entire planet”.

As regards energy products, which represent the focus of the present paper,
Devine-Wright believes that there are three areas in which different technologies of
renewable energy sources and principles of energy efficiency can be applied: the
micro level, which requires a single building, household, etc; the meso one, which
involves a region, community, and the macro one, which involves their use on a
large scale, such as energy parks.

Numerous successful initiatives can be seen on all these three plans, both
worldwide and in Romania, which confirms consumers’ orientation towards
sustainability. Moreover, by their concern for this type of products and services, the
development of sustainable and interesting businesses can be determined. In
Romania, for example, a town in the county of Maramures, Seini, known as one of
the most polluted places, is now producing electricity for itself, through a biogas
plant which converts waste into heat and electricity.

2. Theoretical aspects regarding consumer behaviour regarding energy
products

According to Kotler, marketing represents a social and managerial process by which
individuals and groups of individuals, having a certain value, get what they need and
want by creating, offering and exchanging products. There are no two ways about
simple products that serve a population mass, or mass resource exploitation, or about
consumers who do not inform themselves. In this respect, competition has increased
and has become tougher, consumers are informed and look for quality, cooperation
between production and the market is more complicated in that it takes into
consideration the available resources and the environmental protection.

In this context, marketing involves the strategic planning of production geared
not only to achieve short-term profit, but also to generate long-term value. Thus,
considering the circumstances, the same author argues that “green opportunities will
arise for companies and marketers that can create new solutions related to prosperity
through environmental protection”. From the point of view of the focus on value, he
identified four market segments based on ecology:
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Table 1. Market segmentation

Conformists are those who hold the majority and represent the part with the greatest
interest in marketers. This is because they are customers who can be easily
influenced to make responsible decisions, and so marketing people ought to keep
them away from inappropriate choices.

Pragmatic people are the most difficult ones, because their decisions are based
on reason, so it will be very difficult to determine them to change, as they are rigid,
especially if additional costs are involved. This category could include most of the
electricity consumers who have the possibility to invest in energy efficiency on the
long term.

The originals, characterised by fanaticism for nature, are those who must be
taken into consideration by the innovators who will be presented later in the present
paper; they are interested to take part in the process of making products that are
offered. Therefore, the consumer behaviour of the present needs to be analysed
considering the transition from the classical relationship company-consumer to the
prosumers-company relationship, driven by the new wave of technology based on
sustainable development.

Prosumers are actually ordinary consumers who are engaged in a productive-
creative process and become aware of their value. This change requires a sustained
effort from the part of the companies which want to use such innovative techniques
in order to motivate simple consumers to become producers at the same time. Godin
believes that business success is not possible without the support of communities. It
is easy to understand that the benefits are shared: on the one hand, consumers are
involved in creating the product that will meet their needs, and, on the other hand,
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companies are encouraged to direct resources towards those products that bring the
highest benefit to their clients. But how to do that in renewable energy?

Whether we are talking about industrial consumers or householders, they will
always be interested in obtaining a product at the lowest costs and corresponding in
terms of quality. However, in recent years, awareness of how mankind’s energy
needed for living affects the environment has become of real interest, the
beneficiaries being increasingly interested in how the energy consumed by people is
obtained. Therefore, their involvement in the process of innovating in renewable
energy, by identifying requirements, can represent a catalyst for progress in this
area. There are already examples related to this “awareness”, if we refer to
electricity and heat produced by solar panels mounted on houses, wind energy
exploited independently in households and/or enterprises, small hydro plants
installed in favourable areas in order to serve neighbouring municipalities.

3. Organisational consumer behaviour

It is important to analyse the organisational consumer behaviour: firstly, because it
is a field related to sustainable development and also because nowadays individual
consumers are more interested in what is “embedded” in the products or services
they get.

Between 1973 - 1981, after the increase of energy prices, many companies
appointed supervisors among employees to monitor energy consumption. “The
business market”, as it is called by Kotler, is characterized by a large volume and
value of goods, both sold and purchased, compared to the consumer.

Given that we deal with a large volume of products, services and complex
decisions involved in the buying process, long-term relationships between the
players of the market become of capital importance. Apart from the field of activity,
the environmental challenges for sustainable development should be taken into
consideration, together with the waste and pollution management, the procurement
and resource management, including the energy.

In the decision making process of organisational consumers, economic factors
should be the most important; however, there are a lot of other aspects which are
conducive to the decision of buying products/services, like: environmental factors
(demand, economic climate, interest rate, technology challenges, political
challenges, competition, considerations of social responsibility), organisational
factors (objectives, politics, procedures, organisational structures, systems),
interpersonal factors (interests, authority, statute, empathy, persuasion) and
individual factors (age, income, studies, position in company, personality, attitude
towards risk, culture).

From an environmental point of view, depending on the overall economic
condition, the process of buying could be encouraged or not. Assuming that an
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economic recession exists, no matter the field in which the company operates, it will
avoid investments in energy efficiency equipment because they involve some
considerable initial costs; it will always prioritize other important investments for its
current activities.

If we consider interpersonal factors, the personal interest of every decision
maker becomes important, should it be transferred to the organisation. The benefits
for the company would be that different personalities can interact so that the
decisions being taken are the most favourable possible. In a company there may be
decision makers oriented towards energy solutions, sustainability, for example.

The last category of factors comes together with the interpersonal one, so that
the diversity of participants in the buying process in terms of age, income, education
etc. leads to different opinions and different styles in the buying decision.

4. Qualitative research regarding energy sustainability in the top 50 companies
in Romania (by annual turnover)

The sample used for this research comprised 50 companies ranked in terms of their
annual turnover, as shown on the web site www.doingbusiness.ro, based on 2015
financial reports submitted by the companies operating in Romania. These
companies are operating in various fields of the Romanian economy, with a
cumulated turnover of about 44 billion euros in 2015 (about 27% of 2015 GDP). We
are dealing with companies that operate mainly in industry and commerce, domains
with a significant contribution to Romania’s GDP.

Sample structure by economy branch

AGRICULTURE:
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Fig. 1. Sample structure by economy branch
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The purpose of this marketing research is to determine the extent to which the
largest companies operating on the Romanian economy consider sustainability in
their operations, with emphasis on energy and its environmental impact.

To do this, we first analysed a number of features regarding the reports
published by those companies (in the cases where they exist), as follows:

- Report availability

- Report reference year

- Report availability in Romanian

- COP21 partnership

It was revealed that 72% of the companies subject to this research had a
sustainability report (or a similar document), corresponding to a number of 37
companies out of 50. Furthermore, only 7 out of the 37 reports available were
published in Romanian, 2 in German, and the rest in English.

The reference year was also taken into account to see how companies
considered updating their information regarding sustainability: 46% of the available
reports were from 2015, 49% from 2014 and 5% from 2013.

The analysis followed also the engagement in supporting and promoting
environmental policies, using as a benchmark the active involvement in the
conference COP21 held from 30 November to 12 December 2015 in Paris, under the
aegis of the United Nations, with the topic of global climate change. Based on the
information available on the official conference site, it could be determined that 6
out of the 50 companies considered were involved in this major conference The
number, though it seems small, is quite important for a country the size of Romania.
In this respect, we can mention Orange, Carrefour, Michelin, Enel and Renault
Group (present in our country through Dacia and by its division of sales of
commercial vehicles).

After analysing the characteristics of the reports and the importance given to
the publication of this kind of information, emphasis was given to the sustainability
analysis of the actual data regarding energy and the environment, as follows:

- Concern for reducing CO2 emissions and energy consumption

- Use of renewable energy

- Optimisation of logistics to minimize environmental impact

4.1. Concern for reducing CO2 emissions

The analysis of the data available in the sustainability reports revealed that almost
all companies declared a serious concern for reducing CO2 emissions and energy
consumption. The situation is somewhat normal since reducing energy consumption
implies lower CO2 emissions (to a greater or lesser degree, depending on the field of
activity). This goal is especially important in energy-intensive domains, both
through the production process and the product itself, such as the automotive
industry.
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Fig. 3. Concern for reducing energy consumption

For example, the two giants of the automotive industry present in Romania, Ford
and Renault, both show in their sustainability reports data on reducing CO2
emissions and the types of investments made to achieve these results. Thus, the
Renault group, present in Romania through Dacia Automobile and directly through
its division of sales of commercial vehicles declares a target of 3% annual reduction
between 2010 and 2016 of its global carbon footprint, impact deriving both from
vehicle emissions during their lifespan and from the manufacturing process. For its
operations, the manufacturer gives examples such as investments in LED lighting,
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heat energy recovery contained in the hot exhaust air from the process of production,
and new installations of painting that are more efficient in terms of energy usage.
Although it lacks a sustainability report of its own, Dacia Automobile publishes on
its website a series of similar measures meant to reduce energy consumption and
limit carbon dioxide emissions.

US giant Ford, present in Romania through the factory in Craiova, presents a
series of similar measures with the same aim: to reduce emissions of greenhouse
gases and energy consumption. For example, the group globally invested about 25
million dollars in 2014 only in LED lighting, expecting savings of about 7 million
dollars per year from reduced electricity consumption.

The Volkswagen Group only present in Romania through its subsidiary, the
Porsche Romania group, which sells vehicles in our country, has similar policies to
reduce emissions and energy consumption. For example, it states in its report that it
involved its employees in providing solutions to save energy. An example would be
to apply labels in factories to encourage energy saving. The group also replaced
worldwide obsolete IT equipment with high energy efficiency equipment (notably
monitors).

4.2. Use of renewable energy

The data available showed that only 43% of the companies promote the use of
renewable energy.

Use of renewable energy

Fig. 4. Use of renewable energy

From all the areas of activity present in the sample, a good representation is held by
the automotive industry, telecommunications and energy production. Regarding this
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one, the most significant representative for the Romanian market is the Austrian
group OMV, present in Romania through Petrom. The company’s 2014 report
focuses on its strategic vision related to future fuels (called Eco-Innovation), giving
as examples investments in promoting hydrogen as an alternative fuel both through
its distribution (for now only in Austria) and its sustainable production. It also
sought alternative fuels with a lower environmental impact such as Syngas (fuel
made from water and carbon dioxide) or fuel produced from micro-algaec and
agricultural products.

Considerable investment in renewable energy has also been made by the
German group E.ON, present in Romania through its subsidiary with the same
name. Thus, in the 2015 report, it states that, starting from 2007, it has spent over 10
billion euros for using renewable energy, recording a percentage of 14% of
renewable energy in the total energy produced by the company (mainly from wind
power, with a 3391 MW installed capacity in 2015).

The Italian group Enel (also present in our country) has invested heavily in
the production capacities of energy from renewable resources: for example, about
31% of its production of electricity in 2015 and the percentage increases to 41% if
we refer to production capacities.

4.3. Optimisation of logistics to minimize environmental impact
Regarding the optimisation of logistics to minimize the impact on the

environment, a relative balance could be noticed between the companies that took
this aspect into consideration and those which did not.

e N
Optimization of logistics to minimize

environmental impact

g J

Fig. 5. Optimisation of logistics to minimize its environmental impact
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Although logistics is an indispensable part of any economic activity, regardless of its
scope, the business impact is different. Thus, among the fields present in our
hierarchy, logistics plays a key role for the retail segment, and again the automotive
industry. It is indeed gratifying that for the overwhelming majority of actors
operating in these two areas, there is a real concern for efficient logistics in terms of
the environmental impact, as shown by their reports. Thus, the French retailer
Carrefour plans to reduce CO2 emissions by 30% from logistics operations by 2025,
rethinking them in order to reduce distances between warehouses and stores and
optimise trucks loads. It also tries to use cleaner fuels for its transport vehicles.
Similar lines of action were followed by Coop, the Swiss group present in Romania
through Selgros cash & carry, by investing in environmentally friendly transport
vehicles worldwide and moving certain transports from road to rail. Also, the
German group Metro, also present in Romania, aims to reduce the distances between
stores and warehouses (this also involves purchasing products from local suppliers),
the use of a fleet of vehicles that is as environmentally friendly as possible, and the
optimisation of loading transport vehicles, including creating special packaging
designed to achieve this goal.

5. Conclusions

No matter the type of consumer taken into consideration, it is obvious that there is
an increasing interest in the energy resources that are being consumed, and most of
all, in the impact these resources have on the environment. Organisations on the
other hand attach increasing importance to this aspect, as they have become aware
that, irrespective of the more or less severe environmental regulations, protecting the
environment is a must if we want to have a future on our planet.
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