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Abstract 
Course/ level: Master thesis is Marketing, 5FE00E 
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Tutor: Assistant professor, Rana Mostaghel 

Examiner: Assistant Professor, Sarah Philipson  

Title: The current need for energy efficiency in residential and commercial buildings; a 

qualitative study on the situation for energy efficiency in properties is today, from a consumer 

perspective. 

Key words: Energy efficiency, energy efficiency services, efficiency needs, property 

managers, property owners,  

Background: Energy efficiency is something that could help preserve the resources we have 

and to get maximum output from the efforts put in. Sweden has as a member of the EU goals 

of rationalization the energy use and reducing the emissions, CO2 in particular. The 

objectives for Sweden are a reduction in greenhouse gas emissions with 40 percent, a share of 

renewable energy by 50 percent, a more efficient energy use by20 percent and a share of 10 

percent of renewable energy in the transport segment. These objectives are to be met by 2020 

and will be related to the levels of 1990. The market of commercial and residential properties 

is large and could with the right tools help with improving energy efficiency and reduce 

emissions in society. As all organizations have their activities in some type of building, they 

are all concerned with this. 

Research question: How is the situation of the need for energy efficiency on the market for 

residential and commercial properties, from a consumer’s perspective? 

How should the offer from energy consultants be designed from a consumer’s perspective? 

Methodology: Interviews have been carried out with 28 participating respondents managing 

or owning properties on the market for residential and commercial buildings in Sweden. The 

respondents were chosen with a convenience sample from the total population. The collected 

empirical information was analyzed through interpretation of words and patterns were 

identified. 
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Result: The need for energy efficiency on the market for residential and commercial 

buildings is rather strong. Organizations are interested in the potential savings that can be 

made by working with energy efficiency questions and are therefore investing to a large 

extent in this field.  

First and foremost the clients emphasize that the social factor is very important when doing 

business with any company. The social aspect of a service should definitely be handled with 

great caution and be adaptable to each consumer with specific needs. Other than that of course 

the competence of the consultant company is a significant feature in a service, if not the most 

essential one.  
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1. Introduction 
 

In the following chapter an introduction and background to the subject of the thesis will be 

presented. After the background section a problematization will follow where the emphasized 

problem is discussed. The chapter will be concluded with a purpose of the thesis. 

 

1.1 Background 
Environmental issues have grown in importance the last decades. One explanation is that our 

planet does not have unlimited natural resources. These are crucial for the survival of 

mankind and as a consequence the prices have increased and seem to follow the uprising 

trend. The industrialization started only in the middle of the 1800s and thereafter the evolution 

has gone faster and faster (www.historia2.se, 2013-01-18). New equipment and new machines 

were invented and since there was a very limited knowledge of the environmental 

consequences at the time, these were not good for the environment. Environmental awareness 

has become more important in the last 50 years or so, but even if many countries work hard to 

lower the use of energy consumption and make energy production and consumption more 

efficient, there is still a long way to go. (www.historia2.se, 2013-01-18) 

According to IEA (www.iea.org, 2013-02-23) it is still problematic to create sustainable 

energy. The report also mentions how energy efficiency investments affect the energy 

security, the environment economic growth, and the possible gains of it. The report also 

argues that the global energy demand will increase with almost one third of what it is now by 

2035. The energy efficiency program should become clearer in informing the public about the 

economic gains that can be achieved and that the issue becomes a decision - making topic in 

industry and government, as well as in society at large. (www.iea.org, 2013-02-23) 

Herring (2006) argue that energy conservation and energy efficiency have two very different 

meanings. Energy conservation is when the consumption of energy is decreasing, because of 

lower quality of energy services. This is accomplished to a large extent through regulations 

and for example life style changes, and thus basically diminishes costs and energy (Herring, 

2006). Energy efficiency is the relation between energy services and the energy input, hence 
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getting the most out of the energy that is bought. It could also for example be to replace old 

and inefficient equipment for new more energy effective (Herring, 2006).  

Energy efficiency could help preserve the resources we have and maximize the output from 

the efforts put in. Sweden has as a member of the EU goals of rationalizing the energy use and 

reducing the emissions, CO2 in particular. The objectives for Sweden are a reduction in 

greenhouse gas emissions with 40 percent, a share of renewable energy by 50 percent, a more 

efficient energy use by 20 percent and a share of ten percent of renewable energy in the 

transport segment. These objectives are to be met by year 2020 and will be related to the 

levels of year 1990. (www.ec.europe.eu, 2013-02-16) The Swedish government is in turn 

forcing companies to engage in energy efficiency development by constituting rules and 

directives to be able to meet this goal. A common incentive to make companies interested and 

willing to invest in energy efficiency is the economic gains that can be made and possibly 

decrease the need for maintenance of machines and equipment. Companies strive to be 

environmentally responsible since it might help them increase competitiveness, as green 

thinking is increasing in importance for the end consumer. There might also be a possibility of 

lowering costs for the organization, for example modernizing the machines or simply 

changing the light bulbs to energy saving versions. Another possibility for companies to 

reduce energy costs and save energy is to consider the energy consumption in the 

organizations properties. (www.energimyndigheten.se, 2013-02-14) 

The rising ambition of being more environmental friendly and energy effective is beneficial 

from an environmental perspective as the increasing importance of it also affects companies 

and organizations to increase their work with energy. Since the demand among private 

consumers for greener products and services are increasing also, companies have even higher 

incentives to change and innovate their organization to a greener standard.  

 

1.2 Problem discussion 
The market of commercial and residential properties is large and could with the right tools 

help with improving energy efficiency and reduce emissions in society. As all organizations 

have their activities in some type of building, they are all concerned with this. As the prices 

on different types of energy are increasing, improving energy efficiency in the properties 

might be a rather easy way of saving energy and money (www.scb.se, 2013-02-16). The need 
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among consumers of energy efficiency services might have increased as it has become an 

important subject in society, governments and in the business world.  

According to Chwieduk (2003), and as mentioned above, there are large benefits and 

potentials to gain for organizations owning residential and tertiary buildings, by improving the 

energy efficiency. The author argues that energy technologies that are environmental friendly 

need to be implemented to achieve the reductions set out for energy consumption in the 

building sector. Chwieduk (2003) presents a three step method of coming closer to energy 

conservation and environmental protection; the first is focused on basic energy efficiency 

solutions, the second is supporting energy saving measures, and the third tries to find the 

equilibrium between future and present needs of energy and requirements of the environment.  

The energy consumption in buildings is growing according to Lombard et al. (2007). This is 

due to growth in population and the level of comfort and related services have improved, 

which consequently made the energy consumption level of buildings increase to the same 

position as transport and industry. Lombard et al. (2007) argues that the energy is mostly 

spent on heating, ventilation and air conditioning (HVAC) in buildings, both residential and 

non- residential. The HVAC use has increased especially in the non- domestic buildings as the 

commercial area is growing faster than others, and it represents almost half of the energy use.  

Office buildings are the commercial buildings with the highest energy use and largest CO2 

emissions. (Lombard et al. 2007) 

Högberg et al. (2009) are in their study investigating how real estate owners reason when 

dealing with energy efficiency investments for renovating large scale housing projects. The 

authors give different suggestions of improvements for how to increase the efficiency of 

energy in residential buildings; close leaking’s in the façade of the building, recover energy 

by for example installing ventilation with a heat recovery, and lastly limit the energy 

distribution. Companies can be divided into four different groups as they are working with 

energy and energy efficiency based on the “level of ambition in relation to energy- efficiency 

measures”, Högberg et al. (2009: 1357). The strict profit maximizing company (SPMC) is 

only operating with solutions that are strictly profitable in the short and medium run. The little 

extra company (LEC) is performing more than just above the profitable limit to show 

environmental responsibility. The policy led ambitious company (PLAC)gives energy 

efficiency high priority and is seen as something very good, and the administration led 

ambitious company (ALAC) is striving to improve energy efficiency but the staff is the 
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drivers in the process, and making profit is not where the focus lies but rather the contribution 

to the environment and other advantages. The authors draw the conclusion that based on these 

different approaches to work with energy efficiency in residential buildings, it is not possible 

to expect a mutual way for the companies to act. Högberg et al. (2009) present some factors 

that could imply how a real estate company´s energy strategy would look like; what the 

economic situation and the building stock in the company is at present,  and how fluctuating 

the governmental decisions and regulations are. Depending on what classification the 

company has been assigned, they will probably handle the situation differently. An SPMC 

company for example will only be marginally affected by governmental regulations since they 

will only make marginal investments to gain as much profit as possible. However, companies 

labeled PLAC are taking a larger risk as they will be more vulnerable to governmental 

regulations due to larger investments and deliveries.  (Högberg et al. 2009)   

There are companies that offer energy services to organizations on the market for residential 

and commercial properties. The demand for services in this area might be increasing due to 

the large interest of governments, society and in the private sector, however what 

organizations really think about energy efficiency from their own perspective is not clear. 

There is yet a growing acknowledgment that improving energy efficiency will help using the 

energy in a more effective way, which will lead to cost savings. According to Mahapatra et al. 

(2011) advice services in energy are approximately 40 years old, and were introduced after 

the oil crisis in the seventies. The Swedish government at the time gave subsidiaries to 

municipalities to be able to provide these services to primarily homeowners. The energy 

advice services came to decrease in supply for a couple of years, which later the government 

tried to overcome with new subsidiaries and the target group was this time also extended to 

local companies and organizations. Mahapatra et al. (2011) This type of services is a 

forerunner to today´s energy service consultants who still aims at decreasing the energy 

consumption and in the long run save money for the company.   

 

1.3 Purpose  
Due to the given information in the background a purpose have been developed.T 

The purpose for this thesis is to investigate the consumers need for energy efficiency and 

energy efficiency services in the commercial and residential property market.  
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1.4 Delimitations 

The thesis has got some constraints. One limitation is that the researcher only interviewed 

respondents that were located in or close to the city where the research was conducted. This 

was due to a lack of time and economical resources, however the result should not be affected 

as many of the respondents were active in other parts of the country as well and therefore the 

generalizability will not be lost. Another limit is that this thesis is focusing the consumer 

perspective and has therefore not taken the companies providing the energy services. Lastly 

the researcher has only researched the area on a basic level, and have not emphasized on the 

details brought up in the collected empirical material.  
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1.5 Outline 
In chapter 1 the background will be outlined. A problem discussion will 

also be presented to discuss and emphasize the problem which will be 

focused on in the thesis. The chapter will be concluded with a purpose.  

Chapter 2 presents the theoretical framework which will be followed by a 

section about the State- of- the- art. This information will be funneled 

down to two research questions.  

 

In chapter 3 the chosen methodology for the thesis will be introduced. 

The chapter ends with sections discussing validity and reliability. 

 

In chapter 4 the gathered empirical data will be presented. Clear patterns 

will be identified, and prepare the material for the imminent analysis.  

 

Chapter 5 presents the analysis of the collected empirical material. The 

analysis is conducted through interpretation of the answers given by the 

interviewed respondents. The patterns identified in the previous chapter 

will be analyzed. 

Chapter 6 will introduce the conclusions and findings and will summarize 

the results from the study. The research questions will be answered in this 

chapter.  

 

In chapter 7 implications for future research will be presented based on 

the experience from the researcher when writing this thesis. Suggestions 

will be made for further investigation in the subject. 

 

 

 

1. Introduction 

2. Theory 

3. Methodology 

4. Empirical data 

5. Analysis 

6. Conclusions 

7. Implications for 
future research 
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2. Theory 
 

In the second chapter the theories will be presented. The theoretical framework that will be 

discussed is Service development and service marketing, Consultancy services, Consumer 

behavior and Consumer needs for energy efficiency. The chapter will be concluded with two 

research questions and a section about the State- of- the- art. A section presenting the 

connection between the theories will also be introduced.   

 

Energy efficiency in buildings is one area where much energy can be saved and used more 

effectively. Approximately 40 percent of the final energy demand is used on the market for 

commercial and residential buildings. Most often it is changing building requirements that 

helps bringing the development forward in this segment, both for new constructions and for 

existing buildings in need of renovation. However, the use of warm and cold water and 

electricity is not in the regulations, which make it an individual decision to make today. 

(Chwieduk, 2003) An energy efficient building today has a good outside cover, good thermal 

properties, all equipment are working efficiently, and heating configuration is an ongoing 

process. Chwieduk (2003) however argues that it is chosen fuel for production of energy, how 

energy conservation is carried out, and how much the environment is polluted that affect the 

environment the most.  

 

2.1 Service development and service marketing 

To keep consumers in a long term commitment the service quality is becoming more 

important. Service providers need to understand how consumers evaluate the services they 

offer (Kandampully, 1998). Kandampully (1998) argues that finding out how the consumers 

chooses company providing the services, and on what basis they decide to stay with them 

long term, are important aspects for service providers to take into account. The consumer’s 

experience of the service company and how it is perceived is often associated with 

interactions with the personnel involved. Hence, the human relations between the consumer 

and the service provider need to be emphasized. However, Kandampully (1998) argue that 

there is a misconception in management that efforts to attract new consumers should be 

emphasized, but instead they should focus on maintaining and developing the current 

consumer relationships. Consumer loyalty benefits both the consumer and the service 
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provider and the provider should aim at attaining loyalty. One advantage is that the consumer 

to some extent becomes a part of the organization and contributes with valuable input in the 

development of the provider organization (Kandampully, 1998). The author claims that to 

attain a loyal relationship, the organization needs to connect with the consumer on an 

emotional level, and this is achieved if the commitment of the provider’s employees are 

committed to offer superior services.   Kandampully (1998) further argues that consumer 

loyalty creates satisfaction but also demand full interaction from the consumer.  

In consuming services the consumers’ need to be involved to a large extent in the buying 

process, as a service is flexible and demand control from the buyer. Grönroos (1984) 

discusses how to use product quality in marketing services. The author claims that the 

consumer evaluates the perceived service against the expected service which becomes the 

perceived quality of the service. Hence the perceived quality is dependent of two variables; 

perceived service and expected service. The consumer will in the perceived quality weigh in 

the perception of the marketing of the service, previous experiences etc. (Grönroos, 1984). 

The performance of the service provider can also be divided into two processes; instrumental 

and expressive. The instrumental performance refers to the technical characteristics of the 

service and the result of them, i.e. if the service the consumers are paying for actually works. 

The expressive performance focuses on the psychological result of a service, i.e. the 

interaction between buyer and seller and also performed activities during the process. 

Grönroos (1984) came to the conclusion that it is more important for consumers how he or 

she receives the service than what they receive. Functional quality, which is the actual 

functional qualities of a service, is connected to expressive performance, since both speak to 

the psychological demand of the consumer, hence the perception of the interaction with the 

service employee. Considering the marketing efforts for services, Grönroos (1984) mentions 

that trying to influence the image of the company is not very useful since it is mainly the 

result of the perceived service. On the other hand Grönroos (1984) emphasizes the importance 

of word- of- mouth among possible consumers.  
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Figure 1: Adapted from Grönroos (1984). 

Grönroos (1984) also identifies two variables that are important for service suppliers when 

trying to keep the gap between expected and perceived services as small as possible; the 

offering marketed to consumers must not be unrealistic compared to the perceived service, 

and the managers of the service supplier need to understand the differences in technical and 

functional qualities of a service and how the consumers perceive it. These objectives will help 

service companies in making their consumers satisfied and by that increasing the possibility 

of long term commitment.  

Prahalad and Ramaswamy(2004) discuss that consumers have become more and more 

involved in the process of creating value. The authors claim that the process to a great extent 

depends on the individuals participating, as the uniqueness of them will affect the outcome as 

well as the experience. Prahalad and Ramaswamy(2004) argue that quality is reached by 

assuring that making the structure of the interaction between consumers and suppliers work 

and that the firm has the capability of creating new and valuable experiences. The service 

supplier needs to create experiences that enable co creation environments. Hence the process 

will create unique experiences for the consumer which will be beneficial for both parties.   
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2.2 Consultancy services in energy service companies 
Patterson (2000) mentions in his article that there is a big dissimilarity between services in 

terms of characteristics. Some are for example based on the experience around the service, 

such as theatre or a sports event, and other services as management consultancy services are 

much more complex, expensive and highly customized. Another difference is that the 

consumer buying an experience service is able to evaluate the service right after the purchase, 

which is not the case with a management consultancy service. Patterson (2000) further 

mentions that earlier studies have shown that performance has affected the consumers’ 

satisfaction or dissatisfaction in high involvement services, but that disconfirmation and 

performance both affected a low involvement situation. Consultancy services might be 

difficult for companies to evaluate from a performance perspective, so they tend to base the 

assessment on prior experience. Patterson (2000) comes in his study to the conclusion that in 

services with low complexity, performance has a large impact on the satisfaction from the 

consumer. Therefor Patterson (2000) emphasizes the importance for the service supplier to 

focus on the performance rather than the preusage phenomena when the consumer is 

experienced, perceive the situation as less complex and have high personal stakes connected 

to the outcome. However for a service with high complexity, disconfirmation has the largest 

impact on consumer satisfaction, and in this situation expectations play an important role. 

Since the consumer in this case does not have enough knowledge in a complex situation, 

satisfaction is based on prior expectations. (Patterson, 2000) 

Bertoldi et al. (2005) is studying the current status and development potential for energy 

services companies (ESCO´s) in the EU. They come up with propositions for how to make the 

development of ESCO´s continue further, however they are not mentioned in this paper. The 

authors’ first suggestion is to increase energy managers and financial institutions knowledge 

and information about energy efficiency, financial opportunities and the services offered by 

ESCO´s. Bertoldi et al. (2005) argue that consumers with a need for energy efficiency could 

be located this way and thereafter be referred to a service provider. To be able for ESCO´s to 

provide qualitative and reliable services, another suggestion is to introduce an accreditation 

system where the services are controlled. This is basically to be able to keep a high standard 

of energy services and keep the demand high. Governments should according to Bertoldi et al. 

(2005) be a fore runner in using energy services through energy performance contracting 

(EPC) to develop and up- date public buildings. EPC is a method of conducting energy 

efficiency measures with a guarantee of savings to be made during the time of refunding. This 
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has been successful in Germany and Austria, where projects of this type have shown to 

minimize the transaction costs and risks for the Government. However, countries may have 

laws and regulations against enabling the Government to do this type of procedure, hence it 

might need some looking into before implementing this idea. (Bertoldi et al., 2005) 

Lindgren Soroye and Nilsson (2010) argue that EPC could help Sweden save between 12,6 

and 14 TWh in residential and commercial properties owned by the public sector, which is 

about 8,7 percent of the total energy use in properties. Yet only some measures are 

implemented, about 15 percent of profitable actions proposed, which creates a gap between 

the possible and actual reduction. Lindgren Soroye and Nilsson (2010) mention in their study 

that there has been a rapid growth of ESCO`s on the Swedish market, and multinational 

ESCO´s have commented that the growth rate in Sweden have been among the fastest in 

Europe. The role of consultants have also been growing and been important for the market. 

The authors are focusing on consultants as helping mostly public organizations (Lindgren 

Soroye & Nilsson, 2010). However it is important to know that they are also active on the 

market for private companies, but to a lesser extent. Consultants were both seen as speeding 

up the process for the client and on the other extreme as influencing the process to much. 

Respondents in the study that offer both products and services were not requiring the 

consumers to buy and use their equipment and products. On the contrary the companies did 

only as much as the client demanded. Lindgren Soroye and Nilsson (2010) argue that working 

after this structure was key to the success of the consultant company, and at times also a 

requirement from the client. Another factor to consider for a consultancy company is that 

there are many stakeholders involved in a project.  

Vine (2005) identifies some barriers made clear from other literature that might hinder an 

ESCO industry to develop in countries. In spite of differences between countries, some 

barriers were corresponding;  

 companies providing energy efficiency services compete over limited financial 

resources from the consumers 

 energy efficiency projects are often seen as more risky the investments are non- asset 

based 

 some energy efficiency projects are too small to attract larger companies 

 laws and regulations are not compatible with energy efficiency investments 

 few financial institutions have experience from financing energy efficiency projects 
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 utility companies negative response to ESCO´s due to fear of decreased profits 

 Governments are not supporting energy performance contracting, which makes for 

example the residential sector.  

Vine (2005) argues that although all barriers are important, the financial barrier is the one 

creating largest problems. Trends can also be spotted that is similar in all participating 

countries in the study; subsidy removal, privatization, international competition, constrained 

power supply and environmental concerns. Even though these trends were all identified ten 

years ago, they are still to date. (Vine, 2005) 

2.3 Consumer behavior in energy consultancy companies 
Paladino and Pandit (2012) investigated how companies can compete with branding and 

services in the energy sector. They primarily came to the conclusion that consumers think of 

energy purchases as being a low involvement buying process and that purchases of 

environmental products and services are seen as high involvement. The respondents 

participating in the study were not interested in engaging to a larger extent in energy 

purchases since they felt that it was just a necessity.  

Mainieri et al.(2010) discusses this and argue that there is some uncertainty about to what 

consumers are willing to do and pay to improve the environment. The authors’ claim that 

studies shows that consumers are still reluctant to purchase green products and services. Other 

studies have shown that private consumers that claim they are acting in an environmental 

friendly way in fact are not. Mainieri et al. (2010) came to the conclusion that consumers that 

had stronger convictions about the importance of pro-environmental thinking and actions 

were more likely to purchase products with an environmental direction, to consider what was 

best for the environment when purchasing a product, and engage in other consumer actions 

such as switching products for more environmental friendly ones. The demographics of 

consumers did not have a large impact on the purchase decision, however women were more 

likely to support environmental thinking and were more concerned about it than men.  

2.3.1 Word- of- mouth 

Philipsson (2013) explains that word- of- mouth is a phenomenon that is created in the 

consumers weak and strong network ties. The reputation of a company is mostly 

communicated in the target group among consumers. Philipsson (2013) argues that one 

challenge for companies is to reach the weak ties in the consumer network through 

communicative messages. Gremler et al. (2001) reason in their article that scholars agree on 
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the fact the word- of- mouth is especially important for companies providing services to be 

able to succeed on their market. They further claim that an important feature of the offer is the 

interpersonal interaction between the employees and consumers. Scholars have proposed that 

consumers having a close personal relationship with a service provider, are more likely to 

engage in a word- of- mouth behavior. Companies have struggled with developing approaches 

for encouraging word- of- mouth behavior among consumers. Many of them are also 

supposing that delivering a service which will satisfy the consumer will be enough to 

stimulate positive word- of- mouth behavior. However that does not have to be the case. 

Gremler et al. (2001) instead suggest that boosting the interpersonal relationship between the 

consumer and the service provider might be worth considering as it is increasing the 

possibility of positive word- of- mouth behavior. Gremler et al. (2001) give some concrete 

suggestions for service providers to succeed on this field; designing the environment where 

the service takes place to increase the opportunity for interaction. This could for example be 

having dress codes that will resemble with consumers’ clothes to remove status barriers, and 

therefore stimulate interpersonal interaction. Companies might also implement technology in 

order to allow more interaction between consumers and employees as it might give 

information about consumers´ characteristics and therefore may increase their perception of 

caring from the service provider. Another strategy Gremler et al. (2001) bring forward is to 

give the employees some freedom to on their own initiative initiate relationships with 

consumers and also vice versa. The authors suggest that this type of initiatives from both sides 

should be encouraged and rewarded. Gremler et al. (2001:56) conclude that “word- of- mouth 

(WOM) communication from an existing consumer to a potential consumer is often the most 

creditable method of stimulating new business for firms”.  

2.4 Consumer needs for energy efficiency 
Herrmann et al. (2000) argue that the intrinsic as well as the extrinsic attributes are important 

in evaluating the quality. Herrmann et al. (2000) claim that research confirmed that the 

perception of attributes controls the purchase behavior of a consumer. Based on this the 

authors claim that it is reasonable to say that a product or a service is not only seen as 

attributes, but rather as something that creates utility for the consumer. This set of utilities is 

connected to the consumers’ values which lay the foundation to what he or she might find 

attractive and desirable. The perceived quality is the key factor to honor the expectations and 

make the consumer satisfied with the delivered product or service.  Fulfilling the consumer 
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needs and making them satisfied with the product or service, may lead to consumer loyalty 

which helps to contribute to a permanent sales basis for the company (Herrmann et al., 2000).  

De Brentani (1991) further discusses two factors that describe the company´s ability to market 

new services. The first is how well the company performs the launch of the service i.e. staging 

events before the launch, conducting market research, idea screening, financial analysis, pre 

testing the service etc. The second factor is measuring the effectiveness of the management of 

the new service development; what expertise is imbedded and used in the organization during 

the process. De Brentani (1991: 44) argues “management additionally plays a key role in 

creating an innovative corporate environment and in planning, implementing and internally 

marketing the new service project”. These two factors are important for the success of the 

service and de Brentani (1991) comes to the conclusion that if services that identify the needs 

of the consumer and that are attractive to a broad public the success possibility of the service 

is high. However the company also needs to be good at implementing the new service 

development process. De Brentani (1991) argues that a key element of successful service is 

management’s ability to distribute the company´s resources in the best way. The possibility of 

success is higher if a company would improve and update services that are already known to 

the consumers, since the company already has the knowledge of producing and marketing 

such services but also since the consumers can relate to already established services. (ibid)  

Walsh et al. (2005) studied consumer motivations to switch energy supplier. In Germany, the 

switching cost for dissatisfied consumers is rather low due to large competition amongst 

suppliers and that there is no scarcity of energy. Walsh et al. (2005) comes to the conclusion 

that consumer satisfaction has a substantial impact on consumers switching objective, thus 

that consumers who does not feel satisfied have no problem with switching supplier. A 

dissatisfied consumer that has an economic interest is more likely to switch energy supplier. 

However, the results also showed that consumers that were relatively satisfied with the 

supplier and had no economic interest to switch were still considering that option. This is 

challenging the concept that satisfied consumers will increase the possibility of becoming 

loyal to the supplier. (Walsh et al. 2005)   
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2.5 State-of-the-art 
Chwieduk (2003) that is used to introduce the reader to energy efficiency in different 

properties is not a dominant theory. The article has only 82 citations, and the article´s 

validation is low since the researchers citing it have not made any independent empirical 

investigations. Hence the theories in Chwieduks (2003) proposed theories can only be 

considered as a proposal.   

To the theories studying the area of service development, the author has used research from 

Kandampully (1998) with 218 citations, Grönroos (1984) with 3251 citations and Prahalad 

and Ramaswamy (2004) with 1320 citations. From the citations on Kandampullys (1998) 

article approximately less than half of the citing researchers have not made any independent 

research, and that together with the rather low number of citations, Kandampullys (1998) 

theories could probably be classified as emerging. The validation of Grönroos (1984) article is 

rather strong but since the article is cited by over 3000 other researchers the theories could be 

categorized as dominant. Grönroos (1984) is accepted as a competent researcher on his field, 

where he is specializing on service quality and work in service and relationship marketing. 

Prahalad and Ramaswamy (2004) is well cited with its 1320 citations, however the article is 

not well validated since the majority of the researchers citing the article have not made 

independent empirical researches. Hence the theories that Prahalad and Ramaswamy (2004) 

bring forward is emerging, even if the number of citations is rather large.  

For theories in the area of consultancy services researchers such as Patterson (2000), Bertoldi 

et al. (2005), Lindgren Soroye and Nilsson (2010) and Vine (2005) have been used. Patterson 

(2000) have 64 citations, Bertoldi et al. (2005) have 75 citations, Lindgren Soroye and 

Nilsson (2010) have fourteen citations and Vine (2005) 161 citations. This shows that none of 

the used articles could be dominant which means that their theories are still to be considered 

as proposals. Lindgren Soroye and Nilssons (2010) article is published later than the others 

and that could be one reason for their low number of citations. When it comes to validation of 

the articles, Pattersons (2000) is well validated with many of the researchers citing it 

conducting an independent empirical study, however with the low number of citations the 

theories are probably considered to be emerging and should be considered speculation. The 

article written by Bertoldi et al. (2005) is not validated. Hence the theoretical concept from 

Bertoldi et al. (2005) is still to be considered speculation. Lindgren Soroye and Nilsson 

(2010) is only cited by fourteen other researchers, most of the citing researchers have made 

own empirical researches but due to the low number of citations it cannot be considered 
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dominant but rather as a proposal. Vines (2003) article is the one with the most citations 

however the number of citations is low and it is therefore not validated or dominant, but rather 

categorized as emerging theories.  

Writing about consumer behavior Paladino and Pandit (2012), Mainieri et al. (2010) and 

Gremler et al. (2001) have been used. Paladino and Pandit (2012) only have one citation, 

Mainieri et al. (2010) have 300 citations and Gremler et al. (2001) have 202 citations. It is 

evident that Paladino and Pandits (2012) article is not accepted among fellow researchers and 

has no empirical foundation. The one researcher citing Paladino and Pandit (2012) have made 

an independent empirical study but the article must still be considered a proposal. Therefore 

the theories are not accepted and still on a speculative basis and should be viewed as a 

proposal. The article written by Mainieri et al. (2010) is not well validated and based on that 

and the number of citations the theories should be categorized as proposals. Gremler et al. 

(2001) article is well validated, however with the low number of citations the presented 

theories cannot be considered more than speculations at present.  

In the section about consumer need for energy efficiency the following research have been 

used; Herrman (2000), de Brentani (1991) and Walsh et al. (2005). Herrman (2000) has 133 

citations, de Brentani (1991) has 298 citations and Walsh et al. (2005) have 20 citations. None 

of these articles are well validated and hence not dominant and brings forward theories that at 

present are proposals to academia.  

When studying articles for this thesis, it becomes evident that research in this area is only in 

its incipience. Some of them are written recently and have also therefore not gotten the 

validation which might come after a couple of years. However others is just not validated and 

therefore there is a knowledge gap in the area of the need for energy efficiency on the 

property market.  

 

2.7 Theoretical framework 
In relation to the written theories a connection between them will be presented, to give the 

reader an overview of the material and the chosen area of study. These areas are meant to give 

a solid foundation for the study and will aim to be a tool to be able to follow the purpose and 

answer the research questions.  
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Figure 2: Description of the connection between the theories used. By Matilda Danielsson 

(2013).  

The areas chosen to investigate have with the comprising theories created the theoretical base 

for the study. They will all contribute to the conclusion in that they offer background and 

guidance towards a solid result. Together with the gathered empirical material new theories 

will be created. As the researched area do not have much investigation done yet, the 

researcher had much leeway in designing the study. However this has also been the challenge. 
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perceives the importance of energy in general. The word- of- mouth behavior of course also 

affect the consumers perceived need as they get feedback fast from other companies and their 

experiences. As word- of- mouth is affected by consumer satisfaction, how the energy 

services is developed and marketed is an important feature. One of the aim for this thesis is to 

find out how a beneficial energy service offer could be designed from a consumer perspective 

and based on this together with the other research aim the theories brought up will contribute 

to the study by giving useful input.  

 

2.6 Research questions 
How is the situation of the need for energy efficiency on the market for residential and 

commercial properties? 

How should the offer from energy consultants be designed from a consumer’s perspective? 
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3. Methodology 
 

In the following chapter the methodology for the thesis is introduced. The choices made in the 

research design are argued for and discussed. This is followed by a presentation of the 

choices made in population and sampling, data analysis, validity and reliability. A section 

about operationalization will also be introduced with a corresponding model.   

 

3.1 Research design 

3.1.1 Quantitative and qualitative research 

There are three different research approaches: quantitative, qualitative and a mix of the two 

(Bryman & Bell, 2010). Alvesson and Sköldberg (2008) distinguish quantitative and 

qualitative methods depending on the used perspective to approach the phenomenon. The 

qualitative research process described by Bryman and Bell (2010) involves more open 

questions, and the interpretations of words and pictures are the main objectives. According to 

Jensen (1991) qualitative research is used for research focusing on a deeper understanding by 

already existing theories. Ely et al. (1993) argue that a qualitative method creates an 

understanding for the phenomenon when incidents are added in a proper context. 

 

A qualitative approach has been chosen for this study, as the collected data were analyzed by 

interpretation of words. The data collection was conducted by interviews and it was analyzed 

through interpretations of patterns and keywords from the respondents’ answers. A model of 

this can be viewed in the appendix section 9.4.  

3.1.2 Research approach  

Deduction and induction are two common ways to approach a study. The deduction starts in 

the theory, given that theory hypotheses are formulated, they test the hypotheses and the result 

generates theory. In the induction the theory is a result of the research effort. You make some 

generalized conclusions based on the observations made. (Bryman & Bell, 2010) But there is 

also a third approach that mixes deduction and induction, this approach is called abduction. 

Abduction means that you start in the theory and then go to empiricism and then go back to 

the theory again. This is done since there is a pre-understanding of the theory. (Johansson 

Lindfors, 1993) According to Johansson Lindfors (1993), with an abductive approach, you are 

open to revise the theory after the empiricism. 
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An abductive approach has been used in this thesis. The research started in the theory where 

the foundation for the study was constructed. Thereafter the empirical data was collected and 

the researcher went back and forth between the theory and the empiricism to be able to 

convey the best result possible. The theory chapter was altered as the work evolved and 

information was added. This procedure was ongoing through the process of doing the study. 

3.1.3 The research data collection 

All information for the empirical chapter has been collected from primary sources, and will be 

presented in chapter four. The area researched is not extensively investigated and therefore 

there is a lack of secondary information, which led to the decision of using primary data. 

Primary data is information that have been collected by the researcher him or herself, by using 

techniques such as observations, interviews, and surveys etc.  (Christensen et al, 2008) 

3.1.3.1 Interviews 

Conducting interviews is an oral collection form, where the respondents can answer the 

questions with their own words. This form of data collection is positive if the researcher aims 

to get a deeper understanding and a broader scope of the respondents’ answers. There are two 

major methods of interviews; unstructured and semi- structured. In an unstructured interview 

the researcher has only prepared subjects that could be interesting to discuss during the 

session. There could actually just be one question and thereafter the respondent gets to answer 

freely. Semi- structured interviews have an organized interview guide to follow, but the 

respondent has a large freedom in choosing what and how they answer. (Bryman & Bell, 

2010) Some aspects to take into account are that the interviewer has to be well prepared and 

that the process after the interviews is time consuming, as the interviews should be transcribed 

and thereafter analyzed. There is a risk that the interviewer is influencing the respondent and 

the answers, which will need to be diminished in the process.  At times the answers cannot be 

trustable as the respondents feel pressured from the interviewer, and therefore do not answer 

what they really think. It is important that the interviewer conduct the interview in a way that 

the respondents feel is secure and familiar, to get as accurate and true answers as possible. 

(Bryman and Bell, 2010)  

The collected data in the study have come from interviews. They have been conducted 

through semi- structured interviews, which gave the respondents an opportunity to answer the 

questions freely and without interference. This type of interviews was chosen to be able to get 

a deeper understanding for what the respondent think. The theories used were chosen and 

processed before the data was collected, which means that the background knowledge and 
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aim for the study was well thought out prior to meeting with respondents. The interviews 

were in most cases made face- to- face, but occasionally when this was not possible telephone 

interviews were conducted instead. In a few cases the respondents did not have time for a 

face- to- face interview or an interview over the telephone, which led to the concerned 

respondents emailing the answers. Consequently the responses were not as advanced as 

interviews made in face- to- face meetings, however the aim of the question was still fulfilled. 

The same questions were asked and the interviews were ongoing for the approximate same 

time. Question number four and 20 yielded quantitative answers which was not the intention 

from the beginning, however it seemed as an important feature in the responses and the 

researcher left it that way to get as accurate answers as possible.   

Interviews were made with 28 persons representing different companies in the commercial 

and residential property market. The answers were analyzed and interpreted through 

keywords and patterns which eventually led to a conclusion.  

 

3.2 Population and sampling 
There are two types of sampling, random and non- random. For this study non- random 

sampling was used. Therefore some companies had a greater chance to participate in the study 

than others. (Bryman and Bell, 2010) A convenience approach has been used along with the 

non-random sample, because of limited resources in form of time and money. Even so the 

generalizability of the result is quite high since the respondents were divided into seven 

groups to be able to have an even participation from different types of buildings, as the 

hypothesis is that the answers might differ depending on what type of building the companies 

own or manages. This way the result can apply to all categories of companies managing and 

owning different types of properties. Companies based in Sweden were used to be able to 

meet them for the interviews, however some of the respondents are international companies 

based in other countries as well.  

3.2.1 Population 

The population for this study was all companies in Sweden that are managing or owning 

commercial and residential properties and the estimated total number of these are 77 305 

according to www.allabolag.se (2013-05-22). Within this market there are several types of 

buildings, and this study will focus on seven of them; hospitals, residential buildings, schools/ 

kindergartens, offices, arenas, shopping centers, hotels and industry buildings. These have 
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been chosen based on www.eubac.org (2013-03-13) that listed building types with a large 

potential of saving energy and money and hence with a good potential of being consumers of 

energy service suppliers. The aim was to get the same number of respondents in each groups, 

however difficulties in reaching respondents in some groups did make the number of 

participators in the groups vary. 

3.2.2 Sampling 

The sample consists of 28 respondents, representing different companies on the commercial 

and residential property market.  The companies have been chosen based on the fact that they 

have a large market share and because they might differ in needs and requirements due to 

their different interests in varied types of properties. The researcher tried to mix larger and 

smaller companies, and also companies owned privately and by the local government. The 

first step in the sampling process was that the researcher was given information about possible 

participants from a contact, who works at a large producer of process and industry automation 

and power transmissions. The contact had taken a course in facility management and therefore 

had a list of interesting persons who in companies active on the market. Using this list the 

researcher decided what companies that were suiting participants in the study, and they were 

contacted. The second step was to search the web for companies and organizations that fit one 

of the seven groups and were located in or close to Västerås, and the area around Mälaren. It 

was of course essential that the chosen companies were active on the market of commercial 

and residential properties. After that the chosen companies were contacted by phone to 

schedule an appointment.  

 

3.3 Operationalization 
The interview guide contained of 28 questions. Two of the questions were control questions, 

eleven of them were about the need of energy efficiency for the organization, nine questions 

were about the consumer service and the offering, four questions were about the knowledge 

about energy efficiency in the organization and three questions were about contact 

information and responsibilities of energy issues in the organization. Following is a model of 

the questions and to what theory they are connected. 
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Nr Question Theory connection Purpose 

Q1 
What is your position in 

the company? 
Control question 

To determine the 

respondents work title.  

Q2 
On what markets is the 

company active? 
Control question 

To find out on what 

markets the company is 

working.  

Q3 

How central is the subject 

about energy in your 

organization? 

Consumer needs for energy 

efficiency (Herrmann et al., 

2000: 78; de Brentani, 1991: 

44; Walsh et al, 2005: 433), 

Consumer behavior 

(Paladino & Pandit, 2012: 

379; Mainieri et al., 2010: 

192) 

To investigate how 

much the organization 

focuses on energy 

efficiency and how 

involved the subject is 

in projects.  

Q4 

What is the goal for your 

organization when it 

comes to energy 

efficiency? 

Consumer behavior 

(Paladino & Pandit, 2012: 

380; Mainieri et al., 2010: 

193) 

To understand the 

organizations goal with 

energy efficiency. 

Q5 

How do you work with 

energy efficiency and 

saving energy in the 

company today? 

Consumer needs for energy 

efficiency (Herrmann et al., 

2000: 79); de Brentani, 1991: 

45) 

To investigate how the 

organization work 

hands on with energy 

efficiency. 

Q6 

Have you made any kind 

of analysis of the energy 

consumption of the 

buildings recently?  

Consumer needs for energy 

efficiency (Herrmann et al., 

2000: 79; de Brentani, 1991: 

44; Walsh et al, 2005: 433) 

To find out how long 

ago the organization 

made an analysis of 

their properties.  

Q7 

What factors are drivers 

to start an energy 

efficiency process in the 

properties? 

Consumer behavior 

(Paladino & Pandit, 2012: 

379; Mainieri et al., 2010: 

194) 

To investigate why 

they are doing energy 

efficiency measures.  

Q8 

What type of energy is 

most consumed in your 

buildings today? 

Consumer needs for energy 

efficiency (de Brentani, 

1991: 45) 

To understand where 

the expenses of energy 

costs lie. 

Q9 

How do you think your 

need for energy efficiency 

services will look like in 

the future? 

Consumer need for energy 

efficiency (de Brentani, 

1991: 45; Walsh et al, 2005: 

424) 

To investigate what the 

organizations think 

about their future need 

for energy efficiency.  
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Q10 

Do you work with any 

partners in energy and 

energy efficiency? 

Service development and 

service marketing 

(Kandampully, 1998: 433; 

Prahalad & Ramaswamy, 

2004: 5), Consultancy 

services (Patterson, 2000: 

140; Lindgren Soroye & 

Nilsson, 2010: 243; Vine, 

2005: 692) 

To investigate if the 

organization have 

recurrent cooperation’s 

with some actors.  

Q11 

What do you think about 

the organization’s 

economic potential to 

implement energy 

efficiency measures? 

Consumer needs for energy 

efficiency (Herrmann et al., 

2000: 80; de Brentani, 1991: 

46) 

To investigate how 

willing the 

organizations are to 

invest in energy 

efficiency measures.  

Q12 

What kind of economic 

improvements would you 

like to receive doing 

energy efficiency 

measures? 

Consumer needs for energy 

efficiency (Herrmann et al., 

2000: 78; de Brentani, 1991: 

45) 

To understand how 

important the payback 

time of the investment 

is for organizations.  

Q13 

What is your view about 

energy performance 

contracting (EPC)? 

Consultancy services 

(Bertoldi et al., 2005: 1820; 

Lindgren Soroye & Nilsson, 

2010: 238; Vine, 2005: 693) 

To investigate if an 

EPC solution would be 

interesting for the 

organizations.   

Q14 

On what factors do you 

choose to cooperate with 

a company selling 

consultancy services? 

Consumer behavior 

(Paladino & Pandit, 2012: 

379; Mainieri et al., 2010: 

193; Gremler et al., 2001: 

45) 

To investigate what is 

valuable for an 

organization when 

choosing partners to 

cooperate with.  

Q15 

What do you think a 

consultancy service for 

energy efficiency should 

offer? 

Service development and 

service marketing 

(Kandampully, 1998: 436; 

Prahalad & Ramaswamy, 

2004: 6) 

To investigate what 

organizations think is 

important features of a 

consultancy service in 

energy efficiency. 

Q16 

What is the best way for 

you to notice an offer 

about a consultancy 

service in a certain 

company? 

Service development and 

service marketing 

(Kandampully, 1998: 438; 

Grönroos, 1984: 39; Prahalad 

& Ramaswamy, 2004: 5) 

To investigate what 

channels the 

organizations usually 

use to become aware of 

an available 

consultancy service.  

Q17 

Where and how would 

you like to get 

information about these 

services? 

Service development and 

service marketing (Grönroos, 

1984: 39; Prahalad & 

Ramaswamy, 2004: 5) 

To investigate how 

organizations would 

like to receive 

information about 

consultancy services in 

energy efficiency.  
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Q18 

How would you like to be 

approached and treated as 

a consumer of energy 

services? 

Service development and 

service marketing 

(Kandampully, 1998: 436; 

Grönroos, 1984: 39; Prahalad 

& Ramaswamy, 2004: 6) 

To investigate how 

organizations wants to 

be treated as 

consumers to 

consultancy 

companies.  

Q19 

Are there any particular 

problems you would need 

help with today, by 

energy consultants? 

Consultancy services 

(Patterson, 2000: 141; 

Bertoldi et al., 2005: 1821; 

Lindgren Soroye & Nilsson, 

2010: 244; Vine, 2005: 693), 

Consumer needs for energy 

efficiency (Herrmann et al., 

2000; de Brentani, 1991: 44; 

Walsh et al, 2005: 425) 

To investigate if there 

is anything the 

organizations need 

help with today.  

Q20 

What time perspective do 

you think is reasonable 

for an analysis of a 

building´s energy usage? 

Consultancy services 

(Patterson, 2000: 141; 

Lindgren Soroye & Nilsson, 

2010: 244; Vine, 2005: 693) 

To investigate how 

long the organizations 

think it is reasonable 

for an analysis of the 

buildings energy usage 

to take.  

Q21 

What would get you 

interested in an offer from 

an energy consultancy 

company? 

Service development and 

service marketing 

(Kandampully, 1998: 438; 

Grönroos, 1984: 40; Prahalad 

& Ramaswamy, 2004: 5) 

To investigate what 

organizations are 

interested in when i 

comes to offers from 

consultancy services 

companies in energy 

efficiency. 

Q22 

After an analysis of the 

buildings have been 

made, would a package 

deal be interesting for 

you? 

Service development and 

service marketing 

(Kandampully, 1998: 438; 

Grönroos, 1984: 39; Prahalad 

& Ramaswamy, 2004: 6) 

To investigate if 

organizations are 

interested in package 

deals, or rather choose 

for themselves what 

implementations to 

focus on.  

Q23 

What actors have you 

cooperated with and who 

would you choose to work 

with today in the event of 

an energy efficiency 

measure? 

Consumer behavior 

(Paladino & Pandit, 2012: 

380; Mainieri et al., 2010:  

193; Gremler et al., 2001: 

55) 

To understands what 

consultants on the 

energy market that are 

most frequently used 

by consumers.  
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Q24 

What kind of knowledge 

do you have today in the 

organization about energy 

efficiency? 

Consumer needs for energy 

efficiency (Herrmann et al., 

2000: 79; de Bentani, 1991: 

44; Walsh et al, 2005: 423) 

To understand what 

knowledge about 

energy efficiency that 

is present in 

organizations.  

Q25 

Do you have any 

restrictions, such as laws 

and regulations, when 

making your organization 

more energy effective?  

Consultancy services 

(Patterson, 2000: 142; 

Bertoldi et al., 2005: 1827; 

Lindgren Soroye & Nilsson, 

2010: 246; Vine, 2005: 693) 

To investigate if there 

is something 

organizations are not 

able to do due to 

restrictions.  

Q26 

What kind of information 

and knowledge do you 

think you need to have, 

before a discussion and 

perhaps an analysis of the 

organization can begin? 

Service development and 

service marketing 

(Kandampully, 1998: 436; 

Grönroos, 1984: 40) 

To investigate what 

information the 

organizations need 

about a consultancy 

company to be able to 

start discussions about 

a possible cooperation. 

Q27 

Who are the person to 

contact about questions 

concerning energy and 

energy efficiency? 

Service development and 

service marketing 

(Kandampully, 1998: 436; 

Grönroos, 1984: 39; Prahalad 

& Ramaswamy, 2004: 5) 

To find out who to 

contact in the 

organization about 

energy. 

Q28 

When initiating a contact, 

do you want the supplier 

to contact you or vice 

versa? 

Service development and 

service marketing 

(Kandampully, 1998: 438; 

Grönroos, 1984: 40; Prahalad 

& Ramaswamy, 2004: 5) 

To ascertain how the 

organization wants to 

be approached.  

 

3.4 Data analysis 

3.4.1 Qualitative data analysis 

The collected qualitative data was analyzed through interpretation or words. After all 

interviews had been performed, they were transcribed and after that interpreted through the 

use of patterns in the answers. A matrix was conducted to find the patterns in respondents’ 

answers after a model created by Philipson (2012). This can be found in the appendix chapter 

9.3.  
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3.5 Validity  
Validity is the relevance and trustworthiness of the research made in the study (Bryman and 

Bell, 2010).  It is thus important to be careful that the research is actually studying what is 

supposed to be studied. If this is not the case the validity is low.  

Face validity is the measurement that the study is covering the subject it is supposed to cover. 

It refers to the significance of a test as it appears to the respondents. However, the test only 

needs to be interpreted as validated by the respondents, which thereby will achieve face 

validity. Construct validity measures that the observations made in a study actually measures 

the construct that is supposed to be measured. This type of validity is an important part of the 

study´s total validity. External validity is the validity of generalized conclusions made in the 

study, hence the degree of the generalizability to other situations and scientific studies. 

(Mitchell & Jolley, 2001) 

The questions in the interview guide have been reexamined several times to achieve face 

validity. The interview guide was emailed to the respondents prior to the meeting to prepare 

the respondents and through that also increase face validity. The risk of the interviewer 

affecting the respondent during the interview session is a risk for lower validity, and to 

minimize it the researcher was well prepared and had extensive knowledge in the subject. 

However the researcher was of course helping the respondent to get on the right track and 

understand the questions correctly, when needed. Since the respondents are active in different 

segments of the commercial and residential property market, they might interpret the 

questions differently, and this was also a reason for the interviewer to have a good knowledge 

in the subject. The researcher has also taken into consideration differences in culture, 

language, age, gender etc. between the interviewer and the respondent and it has not been 

affecting the result of the study.   

To increase the level of construct validity the subject was well defined and formulated with 

theories supporting the aim of the study, before the interviews were initiated. This way the 

observations were made sure to follow the purpose of the study and to gather information for 

the eventual conclusion.  

A stronger external validity could be attained by the researcher always having in mind the aim 

with the study, and to make it as general as possible. It was also increased when analyzing the 

empirical data through directing the conclusions to a broad audience. As mentioned above a 

convenience sample have been used, which is suitable in this case as not all companies on the 
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market could participate in the study. Based on this fact the generalizability might be lowered. 

However the number of respondents is rather large and is managing and owning different 

types of properties, which might be able to counter that fact that the generalizability is low. 

 

3.6 Reliability 
Reliability is according to Denscombe (2002) correlated to the evaluation of methods when 

collecting data and the assurance that it is accurate. It means that research results should not 

vary among researchers or from occasion to occasion. Research need to be consistent 

according to Denscombe (2002) and therefore researchers apply the logic that if other factors 

are not interfering and nothing has changed, the research should yield the same result. 

The respondents used are chosen through a convenience sample. The participants have been 

selected based on accessibility geographically and already established contacts in the 

companies. The goal was to get 40 respondents to participate but due to difficulties to come in 

contact with some of them time were running out and eventually the researcher had to settle 

for 28 respondents. The respondents requested to be anonymous which will create difficulties 

if researchers would like to do the same investigation again, hence the reliability decreases.  

Using a qualitative study where interpretation of words has been chosen for the analysis, 

might lower the reliability. As an interpretation is highly personal the patterns might not be 

the same from one researcher to another. This is something that needs to be taken into 

consideration and processed during evaluation of keywords.  

The function of the individual participant in the organization varied which affect the answers 

as the knowledge of the subject might vary. The researcher was directed to the participating 

person by the organization, which could be a reason for the different titles. Not all 

respondents chosen could participate, and therefore others were contacted to take their place. 

To limit the risks of conducting the interviews in different ways, a structural plan was 

designed to make sure that the no larger deviations were made from the interview plan. All of 

the respondents have been asked the same questions, since a comparison and patterns between 

the answers were searched for in the analysis process. The interviews have been recorded to 

get as accurate answers and transcriptions as possible. Hence the reliability is strengthened, 

since important statements and key words are unlikely to be missed.  
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4.0 Empirical data 
 

In this chapter the gathered empirical data from the interviews is presented. The patterns are 

given under each heading applied from the theory chapter to easily find the connections. 

Found patterns will be introduced on this chapter to in the next chapter be ready for analysis. 

A matrix of the keywords and hence the patterns will also be presented in the appendix 9.4.  

 

4.1 Global Patterns 
Some global patterns can be detected in the collected empirical material, pattern number 25 

and pattern number 26. We can see that respondent number one to fourteen have rather 

consistent response patterns, especially in the middle of the table where questions about 

economy and about the offer to consumers are being discussed. These organizations do not 

have similar characteristics in terms of functional market etc. which is rather interesting as the 

organizations do not seem to answer the questions based on their background or the 

participating person’s title. Respondents 24- 28 are also answering the questions similarly 

which therefore creates a pattern. This cohesive pattern is stronger even if it differs on some 

questions. These organizations are also different when looking at their characteristics, as it 

seems that they have not influenced the responses. From question 20 to question 25 there 

were no patterns to be found between respondents. Overall global patterns that have a strong 

connection to each other were rather hard to visualize, and could not be found.  
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4.2 Local patterns 

4.2.1 Service development and service marketing 

Pattern number one is very clear and gives a strong indication that organizations think that 

technical elements and skills are the most important features in an energy consultancy service.   

Pattern number two show that organizations often notice offers from energy consultancy firms 

using different types of social factors. What is interesting here is that the organizations giving 

this answer are consistent with the former pattern.  

 

Pattern number three is showing that organizations use different kinds of medias when finding 

information about services and companies in energy. The fourth pattern is indicating that 

organizations would like to be treated with good social characteristics from the energy 

consultants. This pattern is strong and organizations seem to think that this is important 

features when collaborating with consultants.  

 

Pattern number five is not very strong, however it indicates that technical solutions is what 

companies on the market for residential and commercial properties are interested in when 

searching for possible partners. The pattern might also show that social characteristics also are 

important for clients as they seem to value these aspects of a professional relationship. Pattern 

number six is showing that organizations are not today interested in a package deal.  
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Pattern number seven is indicating that clients to energy consultants wants to have 

information about the energy consultants experience in the field before entering a contract 

with them.  

Pattern number eight explains that organizations would like the consultancy companies to 

contact the person participating in the study for questions or discussions about energy. This 

pattern is not very strong which will be discussed in the analysis. 

Pattern number 9 is rather strong that companies on their own wants to be the initiator of 

contact with energy consultants.  

 

 

4.2.2 Consultancy services  

Pattern number ten shows that organizations are in need of help in their work energy. A 

majority of them want help with a technical nature to formulate technical solutions that could 

help the companies in their strive for diminished energy consumption and lower costs. 

Number eleven could indicate that organizations want an energy analysis in a building should 
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take between two and six months. However a majority of the respondents answered that up to 

one month would be a suiting time period for an energy analysis, but there is no clear pattern 

as evidence to this.  

 

 

Pattern number twelve shows that organizations on the market for residential and commercial 

properties do not think they have any restrictions when working with energy and energy 

efficiency.  

 

 

4.2.3 Consumer behavior 

Pattern number thirteen indicates that most organizations are working towards diminishing the 

energy consumption with a certain percentage over a period of time. This period could be 

from one to five years. A majority of the organizations had these kinds of measurable goals to 

be certain that the plan of action was followed and monitored the right way.  
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Looking at pattern number fourteen there is a clear pattern that the strongest driver for 

organizations to work with energy and energy efficiency is financial. Hence the organizations 

primarily want to save money, and the environment is secondarily prioritized.  

 

 

 

Pattern number 15 shows that companies on the market for residential and commercial 

properties choses to collaborate with energy consultants based on their professional grounds. 

The pattern is rather strong and the second most common answer, cannot choose freely, were 

not at all as frequent in responses.  

 

 

Viewing pattern number 16 indicates that organizations have used external consultants in 

cooperation’s around energy to the largest extent.  
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4.2.4 Consumer needs for energy efficiency 

A clear however not cohesive pattern is that organizations seem to think that energy is a very 

important subject which is very central in their work and processes. As shown the responses 

are rather scattered and it is therefore hard to detect a pattern, nonetheless the organizations 

have a relatively consistent view of energy.  

 

 

Pattern number 18 indicates that a majority of the organizations work with energy in the way 

that they monitor the consumption, evaluate the outcome and eventually comes up with an 

action plan. The organizations think that this is an easy way to work with energy as it gives a 

clear view of what needs to be done.  

Looking at pattern number 19 most of the respondents have made energy analyzes recently, 

but only by using internal resources. Some organizations have used external consultants but 

not at all as many as the pattern.  
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Pattern number 20 shows that heating is the largest source for energy. As indicated this 

pattern is not very strong and the responses are rather spread, however the majority is still 

clear on that they consume heating the most.  

Next pattern, number 21, is showing that the first eleven respondents have a pattern of 

thinking that their need for energy efficiency might increase. However pattern number 22 

shows that the last part of the respondents thinks that their need will be as it is today, hence 

the same. This result is rather interesting and will be further discussed in the analysis chapter.  

 

 

 

Pattern number 23 is a very strong indication that organizations think that their financial 

ability to invest in energy efficiency is good.  

Pattern number 24 is also significant and shows that organizations have the economic goal of 

lowering the costs with implementing energy efficiency measures. The majority were 

overwhelming on the favor of that response.  
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Pattern number 24 shows that organizations think that the knowledge they have in- house 

about energy and energy efficiency is good. As mentioned above many organizations us their 

internal resources in many energy processes.  
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5. Analysis 
 

In this chapter the presented data from the previous chapter will be analyzed. The data will 

be analyzed after the same structure as in the empirical data chapter, thus under each 

theoretical area. The first section in the chapter will discuss the overall pattern, hence if the 

respondents’ answers might be similar over the whole interview, and thereafter the local 

patterns will be analyzed. The analysis will be the basis for the conclusion chapter.  

 

5.1 Global patterns 
The global patterns that could be found were that respondent number one to fourteen that have 

given the approximate same answers and that respondent number 24 to 28 have also a similar 

response pattern, which is shown in pattern number 25 and 26. None of these patterns seems 

to be based on consistent organizational characteristics as respondents with the same for 

example functional market have not answered the questions similarly. The title of the 

participant in the study did not either seem to have any effect on the responses given by the 

respondents. This is an interesting outcome as the participants have different knowledge in the 

subject and therefore could be anticipated to answer some questions differently. Another 

predicted result of the analysis was that there could be a difference in the responses between 

private and governmental companies as they have diverse conditions and background to work 

with during the process of energy efficiency. However as discussed this prediction was not 

met even here. This is rather interesting as it indicates that whatever characteristics 

organizations on the market for residential and commercial properties have, they might not 

have the same demands. The reasons for this result could be many and to find out exactly why 

more research on the matter must be initiated. The result could make it harder for energy 

consultants when approaching new consumers as they do not have the advantage of pre 

understanding based on the type of company. It means that consultants would have to 

approach new consumers with an open mind to be able to adapt quick and easy to their 

requirements. On some questions the organizations differed to a large extent even if they had 

similar response patterns. Again this did not seem to have anything with to do with the 

characteristics if the respondents.  
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5.2 Local patterns 

5.2.1 Service development and service marketing 

Pattern number one was that organizations think an energy efficiency service primarily should 

offer the technical knowledge and elements needed to conduct a qualitative analysis. This 

result is not unexpected since good knowledge and technical tools is needed to make a 

successful project. One aspect that could be useful for organizations but were not mentioned 

very much is the importance of the consultants being a part of the process after measures have 

been implemented, and to monitor the development. This is a beneficial way to see if the 

measures are working as they should and to see that the consultant company can delivered 

what was promised. This pattern is hardly surprising, however energy consultancy companies 

needs to have a high standard of their technical knowledge and tools to be competitive which 

of course should be a priority when designing the service.  

Pattern number two showed clearly that organizations mostly use social contacts as a way to 

discover offers from consultancy firms. This shows how important it is for energy consultants 

to make a good impression right from the first encounter with consumers because the word- 

of- moth travels fast on the market. Many of the possible actors on the market for residential 

and commercial properties have contact with each other and therefor use this system to 

understand what consultants are good and who are not. Consultants might need to focus even 

more on the relationship with the consumer and the social approach that they have against the 

client. Noticing an offer through different kinds if medias was the second most common 

response, however the number was only about half of the respondents that answered social 

contacts. Different kinds of media are a great tool to be able to reach a broad audience both 

geographically and functionally. However advertisement in magazines, posters, fairs etc. are 

expensive and at times the benefit from it is hard to measure. Social media cost less but there 

could be difficulties in breaking through the noise. The best way to market energy 

consultancy services could perhaps be a mix of different tools, however emphasize should be 

on conveying a good image through social contacts with consumers and thereto have 

successful reference cases. Fairs could be another way for a consultancy firm to come in 

contact with possible consumers, however also here the utility is hard to measure. On the 

other hand consultancy companies are able to show off and socialize with consumers at these 

types of events which could lay the foundation for possible future collaborations. It could also 

be beneficial to see and meet competitors active on the same market to see who they are and 

what they are offering the consumers. Conferences are another tool to gather consumers under 
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more formal circumstances and perhaps arrange some kind of seminar with different themes, 

which could also yield discussions and a beginning of a possible business relationship.  

Looking at this pattern, number three, the respondents answered that they would like to get 

information about energy services from different kinds of media. It is rather interesting since 

pattern number two was that organizations most often notice offers from consultancy 

companies through social contacts. An explanation to this inconsequence could be rather hard 

to detect, however one argument could be that a majority wants to search on their own to get a 

basic knowledge about the supply before turning to contacts and ask for their opinion. 

Another could be that it is through media the first encounter with an energy consultancy 

company is initiated and thereafter social contacts are used. Quite a large share of the 

respondents said that they did not need to find any information about energy consultancy 

companies. These respondents were all municipal organizations which are under the Public 

Procurement Law. The reason for the reply is probably since they cannot choose entirely free 

what partner they want to cooperate with based on this law. 

Pattern number four shows that the social factors are crucial for a relationship between a 

buyer and seller. Organizations say that they want to be treated with a qualitative social 

interaction. The pattern here was very clear and a large majority thus answered that social 

approach from a consultancy company is the most important factor. As mentioned above the 

social relationship is very important and demands careful attention throughout a process. This 

could be a factor that needs more attention than it gets today. Companies might have a 

tendency of focusing too hard on the technical side of a service and not take social factors into 

consideration as much as needed. To facilitate and ease a relationship with a consumer, 

companies might benefit from designing some kind of document of how to approach and 

handle a consumer both technically and socially. This could also diminish the risk of losing 

possible consumers in an early stage based on poor treatment. Some respondents said that 

they wanted the consultant to fulfill the agreements that had been made in the beginning of 

the partnership. Basically the respondents wanted to be treated with professionalism and that 

the consultant delivered what was expected which could also be linked to the social factors of 

a service.  

The clear pattern number five was that organizations are mostly interested in the energy 

consultancy company´s technical solutions they can bring forward. This result were somewhat 

expected as companies in all markets hope to engage partners that are experts on the specific 
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field which the project is concerned, and the aim is to develop the properties to become as 

energy efficient as possible for the money invested. As the technical solutions are the factor 

that changes the conditions in the properties, it is of course important to find the consultant 

that develops the best ones. Also here the social factors were also a common answer among 

the respondents. As mentioned many times above the social factors are important ingredients 

in a successful business relationship.  

Pattern number six was not evident however the organizations do not think that a package 

deal would be interesting today. Even though this is something that is not demanded on the 

market at present, package deals could probably be worth thinking over. Some energy 

consultancy companies offer different kinds of products to be able to complement the actual 

service being performed in properties. This could make the offer to the consumer stronger as 

the consultant can offer a total contract to the client. However many of the respondents were 

only interested in implementing the measures necessary at the moment or what would yield 

the largest cost savings. The respondents that answered no could be affected by having bad 

experiences in the past with consultants suggesting action plans that would make themselves 

earn more money. Thus suggesting taking more action than needed, for example replacing an 

entire property automation if changing a few sections really would be enough. Consultant 

companies that have the resources to offer products and technical systems might benefit from 

having that type of service. It is however important for them to primarily offer energy 

services, and then if the client is interested, products and systems can also be included in the 

contract. It is understandable that consultants having products and systems in their range 

would want to sell as much as possible, but caution should be taken to push that on the 

consumers to early in a process. It is also important to understand the individual need and 

situation to be able to find the best solutions for each consumer, which also reflects on the 

package deal which can be designed in many different ways.  

Pattern number seven indicates that organizations want to have information about the energy 

consultant company´s experience in energy. Organizations appear to think that the knowledge 

the consultants holds is an important factor for a successful result of the project. Most of the 

respondents wanted to see reference cases the consultants had worked on earlier. A reference 

case is an effective tool for energy consultants to show clients who also get the ability to 

contact the purchaser in the reference case to find out more about the project and the energy 

consultancy company. This result is not very surprising since in most cases a first step 

towards purchasing services is to search for the right competence for a specific project. The 
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price for the service and other details is certainly important but are likely to be discussed 

when the contact is initiated between the parties.  

A majority of the respondents answered that the person participating in the interview should 

be the one to contact in energy questions, as can be seen in pattern number eight. This 

depended on where on the organization map the participant were placed and most often the 

contact person were someone working specializing on energy end energy efficiency. If not, 

other persons in the organizations were given.  

Pattern number nine show that the organizations want to contact energy consultants on their 

own initiative and when they had a need for that kind of service. Many of them said that they 

were very often getting calls from energy consultants who wanted to sell their services, and 

that in the end got tiring and also took time away from their actual work. Therefor to avoid 

having to many companies contacting them, the organizations wanted to be the initiator of 

contact. Primarily telephone sales might not be the most effective tool when approaching 

consumers. However if the seller and buyer already has a relationship to each other, telephone 

meetings could be beneficial for both parties. If the initial contact on the other hand is over 

the phone, it is easy to make the client annoyed and to not get any further. Other ways of 

contacting clients is probably more efficient, for example through social media and fairs etc.  

5.2.2 Consultancy services 

Pattern number ten shows that organizations need help with technical solutions today in their 

properties. The exact problem varied from respondent to respondent however there were 

technical elements for all. This also shows that the demand for energy efficiency consultants 

is rather large. The positive need for energy services does not seem to be larger in any field of 

specific types of properties but are similar over the whole sample.  

Pattern number eleven was not very clear and cohesive, it shows that organizations prefer an 

analysis of a building should take between two and six months. Despite this the majority of 

the organizations want an analysis that should take up to one month in time. This is not 

designed as pattern visually and is therefore not clear. Up to one month is a rather short period 

of time if the consultants are to do measurements in the buildings, perform financial estimates 

through calculations and eventually develop an action plan. If the building is fairly normal 

equipped and is for example not very old this time period might be enough, but if unforeseen 

things emerge there needs to be flexibility in the time schedule. It is important to adapt the 
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analysis to each property the consultant is focusing on, just because of the differences in age, 

equipment etc.  

Pattern number twelve is not clear pattern however organizations think that they do not have 

any restrictions in their work with energy and energy efficiency. This could of course ease the 

work with energy, however there are always factors to consider in this process. Not finding a 

clear visual pattern to this question could indicate that companies value different kinds of 

external impact on the organization differently, and might also affect how they choose to see 

and handle the situations. As an energy consultant knowing the client and its background 

before the beginning of a collaboration is crucial to be able to do a good job. Every client has 

different requirements and potentials which will influence the work needed to be done. Not 

being prepared enough could in the long run cause damage on the reputation.  

 

5.2.3 Consumer behavior 

Pattern number thirteen detects that many organizations have percentage goals either yearly or 

during a longer period of time. This might be because it is beneficial to have measurable goals 

since they are easy to monitor during the time period. It would also push the organization to 

take the steps necessary to be able to save the energy that is set up. What could be interesting 

on this question is that the second most common answer is that the organization does not have 

any particular goal when it comes to energy. What could also be interesting is that it is not the 

same respondents except one that answered that energy is not a very central subject on the 

former question who also said that they did not have any specific goals for energy. Actually 

most of these respondents said that the energy question was important in the organization. To 

facilitate the energy work in organizations, goals would be beneficial to have something 

tangible to work with that is also measurable. That some respondents answered that they 

wanted to decrease the energy in general, does not seem like an actual goal and could 

probably need a more detailed definition. A few respondents said that they worked primarily 

with eliminating the fossil fuel that was still in use in the properties. Both of these respondents 

were municipalities which seemed to be the actors having the largest share of older fuel left in 

the organizations. The pattern was evident on this question and a majority of the respondents 

answered that the financial incentives are the reason for working with energy efficiency. 

Some of them even said that companies that do not admit this lie. Since there are economic 

savings that can be made if implementing energy efficiency measures, it is not strange that 

companies think it is interesting, since they are after all profit making organizations. If they 
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also can contribute to improve the environment that is a bonus, and of course organizations 

work with energy could also fortify their image. Hence, if the consumers are aware of the 

organizations work in the energy field, this might favor them the companies in the decision 

process of a purchase.  

Pattern number fourteen indicates that their largest driver for organizations to invest in energy 

efficiency was the financial gains that can be made. As the private companies main function is 

to be profitable this is an expected answer as they can see the possible savings. Many 

organizations also mentioned that the environmental issues was an important driver, however 

the interest in energy efficiency would probably not be as big if the financial opportunity 

would not be present. Most of the respondents that gave this answer were almost all municipal 

organizations who either worked with health care or managing facilities for the municipality. 

This is quite interesting and an argument for this could be that the staff working with these 

questions might not be as profit oriented as in a private company, and can therefore focus 

more on the objective of their work.  

Looking at pattern number fifteen it shows that organizations choose partners to cooperate 

with based on their professional skills. Basically they are interested in consultancy companies 

knowing the craft and who has the tools to do a good job. This is a rather anticipated result, 

since without the knowledge a project will probably not be successful. It is therefore 

important for the consultant company to be able to convey their abilities to consumers through 

the right channels and for the client to be receptive for it. The second most common answer 

was that the respondents did have the opportunity of choosing partners completely 

unrestricted. All of these respondents were municipal organizations and are under the Public 

Procurement Act. Due to this law the organizations have other financial limits than private 

companies since over a certain cost limit, the project will be subject to a process of public 

procurement. Eventually the consultant that meets the requirements within the financial 

framework, will get the project. However, even though this is the reality for municipal 

organizations, they do still have freedom in choosing partners but it is only limited to some 

extent. Consultants that do fulfill the economic requirements are different and the client does 

of course choose the best out of the ones applying. Social factors also seem to be important 

for organizations when choosing a partner to work with. This is an important feature that 

cannot be treated lightly. The relationship between the two parties is very important and might 

sometimes not receive the care it should. The organizations apparently think it is a very 

important feature and consultants should have this in mind when approaching consumers. 
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They should also mind that different consumers demand different things and consultants need 

to be sensitive to this change.  

Pattern number sixteen showed that organizations work with external consultants for the most 

part, which is consistent with the organizations answering that they had used external 

consultants as partners when doing energy efficiency projects. There is as mentioned 

previously indications that energy services are demanded for in the market for residential and 

commercial properties which is also emphasized here.  

5.2.4 Consumer needs for energy efficiency 

Pattern number seventeen shows that most organizations think energy is a very central subject 

for them. Energy and energy efficiency is a topic that is discussed currently by actors in 

business, society and also on governmental level. The financial reasons for working with 

energy efficiency are big as savings can be made from implementing measures that will make 

the energy production and control of it more effective. The respondents that said that the 

energy question was not very central, all had a reason for saying that. Two of these 

respondents had not yet started to work with these types of questions. They said that it was 

due to a to small interest in former management and staff, however that was about to be a 

change since the persons participating in the study in both organizations also were responsible 

for the process, and wanted to start develop the work with energy. The pattern presented is 

showing that business organizations follow the trends and since there are economic gains to 

be made the interest will not fade in a near future. The centrality of the energy subject is also 

seen to be affecting how the organizations’ work with energy. If energy was not a central 

subject, not much emphasize were put on it. However, these respondents aimed for the 

centrality of energy to increase.  

Pattern number eighteen show that most of the organizations are working with energy by 

monitoring the energy consumption, discussing the outcome and thereafter in some situations 

implement energy efficiency measures. It is also common among these respondents that they 

manage the process with in- house resources, which we will discuss later on. This seems to be 

a plan that works for many organizations, however it could be beneficial for the companies to 

also implement some kind of evaluation after measures have been performed. This way the 

organization could learn from their past experiences and see what will work best for the 

particular situation they are looking at. Some respondents answered that they work mostly 

with the behavior of the staff and collaborators who work in the buildings. These were only 
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organizations that did not own the properties where they are active. They explained that since 

they cannot affect the large technical systems in the properties, they can at least influence the 

energy they have control over, such as lighting. This is a good way to begin lowering the 

energy costs, however since these respondents are tenants they could exercise pressure on the 

landlord and discuss improvements that could or should be made. Yet, it is not always that the 

organizations that rent their premises have enough incentives to be the driver in an energy 

efficiency process. They pay what they are expected and if the amount is not more than the 

organization expect, the incentives might default. However from a landlord perspective it 

should also be in their interest to keep their consumers satisfied and continually work with 

how they can lower the costs for them.  

Looking at pattern number nineteen it indicates that the organizations have made energy 

analyzes and most of them have used in- house resources in the process. Basically they have 

on their own discussed and implemented energy measures in different properties. Depending 

on if the people in the organization have got the specialized knowledge needed in the subject 

the result probably varies. The companies that have used external consultants were only a 

third of the respondents using internal resources. Why the organizations use internal resources 

to a larger extent is however not clear, but economic reasons could be one factor. They might 

basically think that they can do as good of a job as energy consultants for less money. Some 

respondents also gave a reason that when committing to a contract with an energy consultant, 

they must need help with accessing drawings over the properties, numbers etc. to be able to 

make an evaluation as accurate as possible. This is of course time consuming for the client, 

which means that using in- house resources, they already have the background knowledge 

needed to work with possible energy efficiency measures.  

Pattern number twenty is evident and the energy type that is consumed the most in 

organizations properties today is heating. This is probably since many of the organizations 

warm up their properties with district heating. Organizations that answered that electricity and 

heating were approximately equal in consumption, most likely have more machines and 

equipment which is operated by electricity and therefore it will increase. The respondents that 

answered that cooling was their largest expense, one was on the grocery store market with 

need of many refrigerated display counters and the other one owned a facility with sports 

arenas where ice hockey rinks were included. This pattern is hardly surprising just since 

properties needs to be warmed up ad many organizations use district heating as a tool for this. 
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Some organizations also have restrictions on how warm the facilities should be and therefore 

monitors this to a larger extent than others.   

Pattern number twenty one shows that the organizations think their future need for energy 

efficiency will be as it is today. The reason for this pattern is rather unclear. Quite a few 

respondents mentioned during the interviews that the large savings of costs are only made in 

the beginning of an energy efficiency process in a building. After some time when the large 

measures have been made the organization will have a harder time finding measures that are 

economically justified, and eventually it will cost more than it will save money. Based on 

these statements the need eventually will decrease. On the other hand the development of 

technical equipment and solutions will keep evolving and new ways to become more energy 

efficient will probably emerge. The respondents that said that their need for energy efficiency 

would increase, might think that their work to implement measures in all properties had only 

began. Since all these organizations manage, own or rent a rather large stock of properties 

which probably most of them have not yet been worked on this also means that their need for 

energy efficiency will increase.  

Pattern number twenty two is evident and organizations think that their economic potential to 

invest in energy efficiency is good. As some companies might be careful with investments 

due to today’s crisis in the economy in Europe, this is positive information, however since 

energy efficiency processes will save money for the company after a couple of years the 

organizations are probably sure to receive their money from the investment after the payback 

time. This pattern show that organizations are willing to invest in energy efficiency and that 

management understands the importance of it. Of course they understand that investing in this 

type of measures will yield some kind of payback which could make them easier to convince.  

Pattern number twenty three indicates that organizations want to lower the costs as they are 

investing in energy efficiency. This is strongly connected to that the respondents also thought 

that the financial incentives are good, but that investments will only be made if they will pay 

back after a certain time period. Therefore almost all of the respondents conducted LCC 

calculations to be able to predict how long the payback time would be etc. An interesting 

factor here is that the organizations connected to the municipality are tolerating longer 

payback time in general. This might be due to that private companies are more profit oriented 

and therefore want the payback time to be shorter. However the municipalities should be 
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interested in lowering the costs quickly as the money they spend on the investments are paid 

through taxes and other costs by the population.  

Pattern number twenty four was evident and showed that organizations think they have a good 

knowledge about energy efficiency. This pattern is also showing on earlier questions as 

organizations often use internal resources when working with energy efficiency. Some 

respondents mentioned that the knowledge can always be better, and of course learning is a 

never ending development. If the knowledge in organizations with a lower degree of 

knowledge would increase, the cooperation with consultants could be improved in the sense 

that the two parties speak the same language and would optimize the outcome. A good 

knowledge in the client organization could also decrease the risk of misunderstandings and 

making bad choices.  
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6. Conclusions 
 

In this question the researcher will present the answer to the research questions. Conclusions 

will be given shortly and the most important findings will be presented.  The research 

questions will first be presented and then the conclusions will follow.  

 

For this thesis the following research questions were formulated; 

RQ 1. How is the situation of the need for energy efficiency on the market for residential and 

commercial properties? 

The need for energy efficiency on the market for residential and commercial buildings is 

rather strong. Organizations are interested in the potential savings that can be made by 

working with energy efficiency questions and are therefore investing to a large extent in this 

field. Energy seems to be a central subject in organizations which will help developing the 

working process of energy even more. As organizations also think their need will continue 

with the same intensity in the future, there are big opportunities for consultants to approach 

this market. Organizations on this market also seem to have the financial resources needed 

and are willing to invest in this field. As long as the investments pay off in a certain period of 

time, there were no problems to get the money needed for a project.  

RQ 2. How should the offer from energy consultants be designed from a consumer’s 

perspective? 

First and foremost the clients emphasize that the social factor is very important when doing 

business with any company. The social aspect of a service should definitely be handled with 

great caution and be adaptable to each consumer as they have specific needs. Other than that 

of course the competence of the consultant company is a significant feature in a service, if not 

one of the most essential. Therefore energy consultant companies need to make sure that the 

level of knowledge is high. Reference cases are a tool that could be useful for energy 

consultants to show possible future clients the result of previous projects, and it also gives the 

possible client a chance to contact the purchaser. Package deals do not seem to be of a great 

interest among the organizations today, however this concept could be developed into 

something that would satisfy the consumer and fit their exact need.  If energy consultants are 

engaged to do energy analyzes in a property, organizations do not want the process to take 
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more than up to one month and what should be included is; monitoring the energy 

consumption, perform financial estimates through calculations and construct an action plan.  
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7. Implications for further research 
 

In this section implications for future research will be made based on the findings made in the 

thesis.  

 

This thesis has been focusing on finding the need for energy efficiency on the market for 

residential and commercial buildings. When examining the already existing studies in the area 

it is indicated that the research is still in its precursor. There are big opportunities to research 

this area and there are many subjects that could be further investigated. One field for research 

could be to further explore what kind of package deals that would be interesting for 

consumers using energy services. This could be examined by gathering focus groups who will 

discuss and eventually form the best possible product package from consumers’ perspective. 

It would also be interesting to see what would be the best way of approaching the consumers 

on the market for residential and commercial properties. Hence if there is any particular 

marketing channel that works better than others when conveying a message from an energy 

consultant. As global patterns were hard to find, this could also be an interesting aim for a 

study, to see why organizations on this market answer the way they did.  
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9. Appendix 
 

9.1 Interview guide 
Control questions  

1. What is your position in the company? 

2. On what markets is the company active? 

3. How central is the subject about energy in your organization? 

4. What is the goal for the organization when it comes to energy efficiency? 

5. How do you work with energy efficiency in the company today? 

6. Have you made any kind of analysis of the energy consumption of different parts of the 

buildings? 

7. Are you interested of making an analysis any time soon? 

8. What factors are driving in an energy efficiency process for you? 

9. On what basis do you choose suppliers to cooperate with when buying services? 

10. Where do you think energy is most consumed today? 

11. What do you think the need for energy efficiency in your organization will look like in a 

couple of years? 

12. What do you think energy efficiency would look like in the future on the market you are 

active on? 

13. Do you have any partners that you cooperate with in energy questions and energy 

efficiency? 

14. How do you think a consultancy service in energy efficiency should be designed / 

contain?  

15. What would you like to acquire in such a service? 

16. What is the best way of making you aware of a company offering consultancy services in 

energy efficiency? 

17. How do you want to be approached and treated as consumers? 

18. If you were to decide, what could an offer in energy efficiency look like? 

19. What kind of help and equipment would you need in your organization today? 
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20. What period of time for the analysis of the organization would be reasonable according to 

you? 

21. Would a package deal be interesting to you, and how could it in that case be designed? 

22. What would make you interested in a company, offering consultancy services to? 

23. Would any kind of follow up after implementing the service be interesting for you? 

24. What other actors have you used earlier supplying energy efficiency services, and who 

would you use in the future? 

25. What knowledge is the company having today about energy efficiency? 

26. Do you have any restrictions (laws and regulations) affecting energy efficiency in your 

organization? 

27. Who is the person to contact in your organization with questions concerning energy 

efficiency? 

28. Would you like to be contacted by potential constituents, or would you rather contact 

them? 
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9.3 Analysis model in total 
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9.4 Analysis model showing keywords 
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with local society. Linnaeus University offers an attractive knowledge environment characterised by high 
quality and  
a competitive portfolio of skills. 

 

Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 
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