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Sav EEHA Savings 

SC Spatial Characteristics 

SE Socioeconomic Characteristics 

SI Social Influence 

TC Total Cost 

UB Use behaviour 

W Wellbeing 

WA Consumer willingness to adopt renewable energy sources within their residence 

 

DEFINITIONS 

CONCEPT DEFINITION 

Items 

Items are directly measured observations, also referred as indicators. Each item 
represents a single separate aspect of a larger abstract concept ς the construct. By 
combining several items to form a scale, it is possible to indirectly measure the 
overall concept ς the construct. 

Construct Constructs or latent variables measure concepts that are abstract and not directly 
observed.  Thus, several items are used to measure a single construct. 

Context 

Context is the used term to reflect the set of constructs that are theoretically related 
through their impact in the behaviour intention to change to an EEHA, namely: 
triggers, barriers, engagement, house characteristics, co-benefits and 
communication channels. 

Partial least 

squares 

structural 

equation 

modelling (PLS-

SEM) 

PLS-SEM is a variance-based method used to estimate structural equation models. 
This method simultaneously analyses relationships among measured variables and 
latent variables (constructs) as well as between latent variables. The goal is to 
maximize the explained variance of the endogenous latent variables. 

Factor analysis 

Factor analysis is a dimensionality reduction technique. From a large number of 
variables, this technique extracts a lower number of factors, each of them explaining 
the common variance of variables. As such, the observed variables are modelled as 
linear combinations of the created factors. 
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PROJECT SUMMARY  

The HARP project, Heating Appliances Retrofit Planning, aims at raising consumers awareness to the 

opportunities subjacent to the planned replacement of their old and inefficient heating appliance. This 

endeavour will be done by supporting the consumer in the identification of the energy (in)efficiency 

of their current heating equipment and the savings opportunities that derive from its replacement 

with a more energy-efficient solution. The mission is to accelerate the European replacement rate for 

heating systems, actively contributing to the reduction of energy demand in buildings, in line with the 

energy efficiency targets set by the EU.  

 

bƻǿ ƛǎ ǘƘŜ ǘƛƳŜ ǘƻ ŀŎǘ ŀƴŘ ǊŀƛǎŜ ŎƻƴǎǳƳŜǊǎΩ ŀǿŀǊŜƴŜǎǎ ŀōƻǳǘ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ƻŦ ŀ ǇƭŀƴƴŜŘ 

replacement. By taking advantage of the energy label for space and water heating appliances, we can 

mainstream the labelling concept to the installed heating stock, allowing the use of a well-known 

support decision tool to communicate and motivate consumers to replace their heating systems with 

modern, high-efficiency and renewable solutions. HARP accompanies the consumer decision process, 

providing an impartial message, based on the energy label and presents technological solutions that 

ǊŜǎǇƻƴŘ ǘƻ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ƘŜŀǘƛƴƎ ƴŜŜŘǎΣ ǇǊƻǾƛŘƛƴƎ ŀ ǉǳŀƴǘƛŦƛŜŘ ŀǇǇǊƻŀŎƘ ŦƻǊ ŜŎƻƴƻƳƛŎ ŀƴŘ ƴƻƴ-

economic benefits and bridging the gap with market providers and available national incentives. HARP 

is promoted by knowledgeable key partners in the fields of consumer behaviour, energy efficiency, 

heating solutions and business models, working directly with consumers, or indirectly via professionals 

who are critical multiplying agentsτpromoting dynamic, efficient heating communities, where all 

agents, from the supply to the demand side, are committed to an efficient heating market, supporting 

consumers to make smarter choices. 
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EXECUTIVE SUMMARY  

The present work was carried out by a NOVA IMS team within the scope of the HARP project, 

supported by the European Horizon 2020 programme. The focus of this work, documented in this 

report, is task 2.1, whose objective is the definition of the consumer behaviour change model 

regarding the adoption of efficient heating appliances.  

 

This report details the model with the factors that may influence consumers to change to an Energy 

Efficient Heating Appliance (EEHA), presenting also the obtained results of the questionnaire that was 

made. The target of this project are consumers equipped with old and inefficient heating systems. The 

presentation of this model reveals the perceived factors that influence consumers decision to change 

to an EEHA (both at a European level and for each country considered within the HARP project - 

Portugal, Spain, France, Italy and Germany). The goal is to motivate consumers to replace their old 

and inefficient heating systems. Thus, the knowledge that is created in this task will be used in the 

definition of the HARP National Action Plans, within WP4 ς Engagement Initiatives. The model findings 

will suggest what to promote in the HARP countries, highlighting, as well, the most effective 

communication channels to attend this topic. 

 

The present work intends to accomplish the following tasks:  

¶ ¦ƴŘŜǊǎǘŀƴŘ ŎƻƴǎǳƳŜǊǎ ΩƛƴƴŜǊ ƳƻǘƛǾŀǘƛƻƴǎ ǘƻ ŀŘƻǇǘ energy efficient heating systems;  

¶ Identify important factors for explaining the energy efficient heating equipment diffusion 

process in participating countries;  

¶ Treat and exploitation of the data.  

To accomplish these tasks, an online questionnaire was developed and distributed across all European 

countries considered in the HARP project. The questionnaire was built based on an extensive literature 

review on the topic (where the main constructs that should be part of the created model were 

identified) and on a discussion with experts in the heating topic, partners in the HARP project. The 

questionnaire was validated with a pilot test. It was then translated into the languages of the partner 

countries (Portuguese, Spanish, French, Italian, German) and disseminated widely until enough 

answers were collected to carry out the analysis. The data collected was analysed using a partial least 

squares structural equation modelling (PLS-SEM) and the consumer theory of change model was 

created. Subsequently, this model was validated using specific criteria and methodologies that are 

presented in detail in this document. This work presents the overall results, and the specificities 

observed for each country involved in the project.  

The study revealed the engagement context, the co-benefits context and organizational 

communication channels as the greatest predictors of consumer intention to change to an EEHA. The 

results are similar in all countries, presenting some variation, either in significance or magnitude of 

the impact in the consumer intention. Figure 1 describes the process and timeline of the whole task.  
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1 INTRODUCTION 

Climate change is one of the most pressing topics in our society. Actions are needed to mitigate the 

impact of our lifestyle options in the environment and the energy sector is one of the most relevant 

sectors to address. ²ƘƛƭŜ ōŜƛƴƎ ŀ ŎǊƛǘƛŎŀƭ ǎŜŎǘƻǊ ǘƻ ŜǾŜǊȅ ŎƻǳƴǘǊȅΩǎ ŜŎƻƴƻƳȅ, the intensive use of 

energy, still mostly from fossil fuels, makes the energy sector a key priority in the climate change 

mitigation plan.  ¢ƘŜ ōǳƛƭŘƛƴƎ ǎŜŎǘƻǊ ƛǎ ǊŜǎǇƻƴǎƛōƭŜ ŦƻǊ пл҈ ƻŦ ǘƘŜ 9¦Ωǎ ŜƴŜǊƎȅ ŎƻƴǎǳƳǇǘƛƻƴ ŀƴŘ ур҈ 

of that energy is used for space heating and domestic hot water production. From the 126 million 

space heaters installed in the EU, 59% perform as C or lower energy class. This value is even higher 

when looking into HARPΩǎ ŎƻƴǎƛŘŜǊŜŘ ŎƻǳƴǘǊƛŜǎΣ ǿƘŜǊŜ the estimate for C class or lower performing 

ŜǉǳƛǇƳŜƴǘΩǎ is approximately 70%.  

 

Obviously, one of the easiest solutions to implement is to moderate energy consumption or make it 

more efficient. In this context, the concept of EEHA assumes particular relevance. Currently, the use 

of household appliances represents about 85% of energy consumed in the residential sector (Gaspar 

& Antunes, 2011). As such, it is imperative to moderate this behaviour. One way is by changing to an 

EEHAs since residential space heating systems are responsible for a significant fraction of the energy 

demand of private households (Michelsen & Madlener, 2013). Therefore, this work presents an exact 

model that identifies the factors that influence consumers decision to change to an EEHA. In that way, 

this model and its conclusions can help each country customize their communication and interaction 

strategy to motivate consumers to make this change. 

 

Therefore, this document reports everything that was performed to achieve those results:  

¶ Definition of a survey and the choice of the most relevant variables based on the literature 

and some discussion with the project partners.  

¶ Analysis of the sample performing an exploratory factor analysis.  

¶ Estimation and validation of the model, careful analysis and interpretation of the results. 

This allowed us to understand the main drivers of consumer intention to change to an EEHA. 
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2 SURVEY AND SAMPLE SIZE 

2.1 Survey 
In order to study the factors that influence most consumers to change to an EEHA, an extensive 

ƭƛǘŜǊŀǘǳǊŜ ǊŜǾƛŜǿ ŀōƻǳǘ ǘƘŜ ǘƻǇƛŎ ŀƴŘ ƛƴŘƛǾƛŘǳŀƭǎΩ behaviour was performed. Table 1 describes each 

construct as well as their respective context and source. All items were based on literature review and 

adapted to this topic. Also, several presential and online meetings were conducted with project 

partners in order to validate the constructs already chosen and add others that, from their experience 

in the area would make sense, (e.g. the co-benefits context).  

The contexts tested in the model were: triggers, barriers, engagement, co-benefits, communication 

channels, house characteristics, general characteristics and behaviour change.  

The ǘǊƛƎƎŜǊǎΩ context intends to assess what can trigger/motivate the decision to change to an EEHA. 

The barriers are constituted by the variables that can compromise the decision of changing to an 

EEHA. In the engagement context, it is possible to assess the interest that people have in renewable 

energies and efficient equipment. This paradigm includes both personal and third-party opinions. Co-

benefits allows assessing the importance of potential additional benefits that an EEHA may provide, 

either to the consumer or the building. The communication channels context intends to assess the 

influence of communication channels in the ŎƻƴǎǳƳŜǊΩǎ intention to change to an EEHA. House 

characteristics include items related to the characteristics of the respondentsΩ residences which can, 

in some way, influence or restraint the change to an EEHA. General characteristics encompasses 

socioeconomic data about respondents and some spatial characteristics about the geographical area 

where respondents live. The behaviour change context includes the variables targeted in the study: 

attitude regarding the use of heating equipment and intention to change. Attitude refers to the 

evaluation made by consumers regarding the use of heating appliances. Intention refers to the 

consumer intention to change to an EEHA. 

 

Context Construct Construct meaning Source 

Triggers 

Energy efficiency (EE) 
Possibility of increasing the 
houseΩǎ energy efficiency 

(Venkatesh, 
Thong, & Xu, 

2012) 

Savings (Sav) 
Awareness of the monetary and 
energy savings potentiated by 

the use of an EEHA 

(Michelsen & 
Madlener, 

2012) 

Label (Lab) 
Relevance of EEHA energy label 

to the decision process 

(Sammer & 
Wüstenhagen, 

2006) 

Performance Expectancy 
(PE) 

The degree to which using an 
EEHA will benefit consumers in 
performing certain activities 

(Venkatesh et 
al., 2012) 

Relative advantage (RA) 
The degree to which the change 

to an EEHA is perceived to be 
superior to current practice 

(Franceschinis 
et al., 2017) 

Facilitating Conditions (FC) 
/ƻƴǎǳƳŜǊǎΩ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ǘƘŜ 
resources and support available 

to perform a behaviour 

(Venkatesh et 
al., 2012) 

Wellbeing (W) 
Level of wellbeing (physical and 
psychological) induced by the 

used of an EEHA 
Consortium 
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Context Construct Construct meaning Source 

Conditional Value (CV) 

Is the utility of an EEHA in the 
face of a specific situation or set 

of circumstances that the 
consumer may face 

(Sangroya & 
Nayak, 2017) 

Price Value (PV) 

/ƻƴǎǳƳŜǊǎΩ ŎƻƎƴƛǘƛǾŜ ǘǊŀŘŜ-off 
between the perceived benefits 
of an EEHA and their monetary 

cost/value 

(Venkatesh et 
al., 2012) 

Barriers 

Operation and 
maintenance (OM) 

The degree to which an EEHA 
requires work related to its 
operation and maintenance 

(Sopha & 
Klöckner, 2011) 

Total cost (investment and 
operational cost) (TC) 

The degree to which an EEHA is 
affordable 

(Sopha & 
Klöckner, 2011) 

Engagement 

Engagement (EG) 

(Conscious Attention) The 
degree of interest the person 

has or wishes to have in 
interacting with an EEHA 

(Vivek, Beatty, 
& Morgan, 

2012) 

Social influence (SI) 

Is the extent to which 
consumers perceive that 

important others (e.g., family 
and friends) believe they should 

change to an EEHA 

(Venkatesh et 
al., 2012) 

Green Self-Identity (GSI) 
Evaluates the level of individual 

environmental concerns 

(Barbarossa, 
Beckmann, De 
Pelsmacker, 
Moons, & 

Gwozdz, 2015; 
Sparks & 

Shepherd, 
1992) 

House 
characteristics 

House age (HA) 
Age of the house since the last 

renovation 

(Michelsen & 
Madlener, 

2012) 

House' energy class (HEC) The energy class of the house 
(Michelsen & 

Madlener, 
2012) 

General 
characteristics 

Spatial characteristics (SC) 
Spatial characteristics of the 
area where respondents live  

(Michelsen & 
Madlener, 

2012) 

Socioeconomic 
characteristics (SE) 

Socioeconomic characteristics of 
respondents 

(Kowalska-
Pyzalska, 2019) 

Co-benefits 

Co-benefits (CB) 
Possible benefits that an EEHA 

may provide 
Consortium 

Co-benefits investment (CB 
inv) 

Willingness to pay for additional 
benefits that an EEHA may 

provide 
Consortium 

Communication 
channels 

Communication channels 
media (CCM) 

Media communication channels 
(Radio, TV, Newspapers, Mobile 

Applications, Websites) 

(Franceschinis 
et al., 2017) 

Communication channels 
organisations (CCO) 

Organisation communication 
channels (Installers or related 
professionals, EEHA stores, 

Organisations (local associations 
and energy agencies) and people 
that I know who own an EEHA) 

(Franceschinis 
et al., 2017) 
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Context Construct Construct meaning Source 

Communication channel 
web media (CCW) 

Web and mobile communication 
channels (Websites and Mobile 

Applications) 

(Franceschinis 
et al., 2017) 

Behaviour 
change 

Attitude on heating 
equipment use (Att) 

Attitude on heating equipment 
use in general and regarding 

EEHA 

(March, 
Hernández, & 
Saurí, 2015) 

Behaviour intention to 
change to EEHA (BIC) 

IndividualǎΩ intention to change 
to an EEHA 

(Venkatesh et 
al., 2012) 

Use behaviour (UB) 
Related to the frequency and 

intensity of use (traditional/non-
efficient heating systems) 

(Goncalves, 
Oliveira, & 
Cruz-Jesus, 

2018; 
Venkatesh et 

al., 2012) 

Continuance intention (CI) 
Users' intention to continue 
using their actual heating 

appliance 

(Bhattacherjee, 
2001) 

Table 1. Description of the constructs 

 

The questionnaire was created after choosing the variables where it would make sense to measure 

their importance regarding consumerǎΩ intention to change. Due to the questionnaire size and to 

ensure its wider distribution, it was decided to make it available online. Adapting from the literature, 

most of the questions have a seven-point numerical scale (1 ς completely disagree; 7 ς completely 

agree). The questionnaire was defined in Portuguese and English, reviewed by academic researchers 

and university staff in order to validate both questionnaires. Then, the questionnaire was translated 

into the other four languages of the project countriesς French, German, Italian and Spanish ς available 

in the Appendix A1 to A6. This was possible with the help of the members of Consortium from each 

country. Several versions were reworded from each language to English and vice versa, to guarantee 

that the questions were equivalent and had the same meaning (Cha, Kim, & Erlen, 2007). A pilot survey 

was also performed, gathering approximately 200 responses. This pilot demonstrated that some of 

the items were not perceptible, so they were rewritten in order to be more comprehensible. Some 

questions were also withdrawn, based on the feedback from specialists in the area and the responses 

obtained. Thus, after these steps, described in Figure 2, the final survey was launched and, from the 

obtained results, it proved to be valid and reliable. The survey was disseminated in the five countries 

as an online questionnaire and was available for three months (November 2019 ς February 2020). This 

questionnaire was disseminated with the help of the project partners. Jointly, some initiatives were 

adopted in order to achieve a higher number of responses, namely disseminating the questionnaire 

using social media networks and through the definition and exploitation of appealing online flyers. 
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Figure 2. Survey creation process 

2.2 Sample size 

 

The first step regarding the sample is to calculate the sample size. Assuming a random sampling 

methodology representative by country, for the primary outcome and (1-₫ύ ҈ ŎƻƴŦƛŘŜƴŎŜ ƭŜǾŜƭΣ 

different sample schemes can be obtained. If the population size is known, the sampling is based on a 

finite population approach; otherwise, it is based on an infinite population. Formulas for sample size 

are given by: 

¶ The sample size for a finite population 

ὲ
ὤὴz ήz ὔ

Ὠ ὔ ρ ὤὴȢή
 

¶ The sample size for an infinite population 

ὲ
ᶻ

=
Ȣ ᶻȢz Ȣ

Ȣ
=385 

where Z is the standard normal distribution for the (1-ʰκнύ ƭŜǾŜƭΣ Ř ƛǎ ǘƘŜ ǇǊŜŎƛǎƛƻƴΣ Ǉ ƛǎ ǘƘŜ ǇǊŜǾŀƭŜƴŎŜΣ 

and q=(1-p). 

 

Since the exact number of ŎƻƴǎǳƳŜǊǎΣ άthe populationέΣ owning inefficient heating appliances is 

unknown, an infinite population size model was considered for this study. Therefore, the second 

formula was chosen. At the beginning of the study, there was no information about the prevalence of 

the characteristic (p). p stands for the proportion of the population that evidences the characteristic 

under evaluation. In this case it refers to the proportion of population that is willing to change their 

heating system. In absence of information, a pessimistic hypothesis is used. This means that we will 
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calculate the sample size for the worst-case ς the case of no information ς assigning 0.5 for the 

prevalence. Therefore, the first sample size estimation required 400 survey responses per country. 

Regarding the level of precision (d), a precision of 5% was used. The margin of error of 5% is 

appropriate if the prevalence of a disease is between 10% and 90% (Naing, Winn, & Rusli, 2006). A 

disease is a sensitive scenario in which the margin of error should be wisely considered. Thus, using 

5% as the level of precision is adequate, considering that the rates of prevalence in each country are 

within the referred interval.  

 

However, after consulting a study conducted by EUROGAS όά9ǳǊƻƎŀǎ Υ 9ƴŜǊƎȅ {ǳǊǾŜȅ hŎǘƻōŜǊ нлмфΣέ 

2019), it was possible to estimate the prevalence and recalculate the sample in the non-pessimistic 

scenario. The available information was about the willingness to change heating systems in each 

country. Portugal was not included in the EUROGAS survey, so the prevalence rate was based on the 

average of the rates of the other four countries. This allowed adjusting the number of survey 

responses needed per country. As represented in Table 2, all countries achieve the minimum number 

of complete responses. Moreover, the number of total responses was high. Furthermore, even for 

complete responses, some countries largely surpassed the number of required answers in the 

pessimistic scenario (400). The used complete responses were randomly selected from individuals 

whose characteristics were similar to the respective population in certain variables. The Spanish case 

is particular since the number of complete responses was extremely higher when compared to the 

other countries. After selecting the number of valid, complete responses, a random selection of 450 

valid individuals was performed. This way, the Spanish sample would not overlap the results. 
 

Country 

Z 

(standard 

Normal 

distribution for 

the (1-
♪
) level) 

p (prevalence) *  q (1-p) d (precision) 

N 

(the 

necessary 

number of 

complete 

responses) 

Number of 

total 

responses 

Number of 

complete 

responses 

Number of  

randomly 

selected 

responses 

France  1.96 0.19 0.81 0.05 237 453 411 363 

Germany  1.96 0.12 0.88 0.05 163 300 179 179 

Italy  1.96 0.22 0.78 0.05 264 649 387 357 

Portugal  1.96 0.18 0.82 0.05 227 519 331 262 

Spain  1.96 0.19 0.81 0.05 237 9531 4736 450 

All      1128 11452 6044 1611 

Table 2. Calculation of sample size 

Source: https://eurogas.org/website/wp-content/uploads/2019/12/Eurogas_Energy-

Report_ComRes.pdf  EUROGAS: Energy Survey, October 2019; accessed in January 2020 

  

https://eurogas.org/website/wp-content/uploads/2019/12/Eurogas_Energy-Report_ComRes.pdf
https://eurogas.org/website/wp-content/uploads/2019/12/Eurogas_Energy-Report_ComRes.pdf
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3 EXPLORATORY ANALYSIS 

In the next subsection, the descriptive statistics on sampling individuals, comparing some parameters 

with the population and understanding if the target population was indeed achieved is calculated. A 

factor analysis will be presented in section 3.2, which allowed the creation of a division between the 

different types of communication channels and co-benefits. Descriptive statistics will allow to 

understand the characteristics of the sample individuals. The exploratory factor analysis will be 

applied over the co-benefits and communication channels contexts, allowing to understand latent 

dimensions within the several types of co-benefits and communication channels. 

 

3.1 Descriptive statistics 
The survey was disseminated in all the five countries under analysis. As such, five subsamples were 

collected. The response rate had some variation from country to country, as represented in Appendix 

B - Table 10. In total, the selected sample is composed of 1611 individuals. Age is one the most used 

variables of comparison with the population in many studies in the area of efficient energy and 

consumer energy choices and behaviours (e.g. Vogiatzi et al., 2018; Chen, 2016; Nie, Vasseur, Fan, & 

Xu, 2019). This element means that the sample was captured in order to be the most similar to the 

population in terms of age. Hence, the target population was divided into two age classes: from 18 to 

39 years and above 40 years old (see Appendix B ς Table 14). None of the samples have significant 

differences in age from the origin population, except for Portugal that presents a younger sample. A 

Chi-Squared test was performed in order to test any significant differences between the age classes 

from the sample and the populations. When comparing the sample individuals with the population, 

the target population for the questionnaire taken into consideration were only individuals equal to or 

above 18 years old.  

 

Although the Portuguese sample is younger compared to the other countries, the gender dimension 

is very similar, evidencing a deviation of only 1% of the total population in both cases. In fact, in most 

of the countries, the gender dimension is similar to the respective population. 

 

As represented in Table 3, most of the respondents were the owners of the house and the ones 

responsible for the decision regarding the heating equipment. These are individuals with more power 

and interest to change their heating appliance. As so, the target population of this study was 

successfully achieved. Moreover, in several studies focused on the energy topic, the sample is mainly 

composed by homeowners (e.g. Wilson, Crane, & Chryssochoidis, 2015; Koirala et al., 2018; Musti, 

Kortum, & Kockelman, 2011). 

  



 

  

19 
Deliverable 2.1: Consumer behaviour change model regarding the 
adoption of efficient heating systems 

 

Descriptive statistics of all sample 

Sample characteristics (n=1611) Descriptive statistics 

Age  

        18-39 31% 

        җ пл 69% 

Gender  

        F 41% 

        M 59% 

Responsible for the decision to change to an EEHA 77% 

Houseowner 78% 

Children (1 = have children; 0 = don't have children) 40% 

Number of years of education 15.3 

Country  

        France 23% 

        Germany 11% 

        Italy 22% 

        Portugal 16% 

        Spain 28% 
Table 3. Descriptive statistics for all samples 

 

As represented in Appendix B - Table 14, regarding the number of children, this is a little smaller than 

in the actual population. However, this variable was used as a control in the model; this means that 

the results will be valid regardless the presence of children or not. Moreover, the same happens with 

education. The average number of years of education is approximately 15, which is somewhat higher 

than in the general population. In fact, the questionnaire being online, which was the best option 

given its size, also contributes to having responses from individual with higher education. Thus, the 

years of education was also used as a control variable. This means that the model was tested, 

controlling the effects of education and number of children. Also, the binary variables that identify the 

country were used as controls ƛƴ ǘƘŜ ƻǾŜǊŀƭƭ ƳƻŘŜƭ ǿƛǘƘ ŀƭƭ ŎƻǳƴǘǊƛŜǎΩ ǎŀƳǇƭŜǎΦ IŀǾƛƴƎ ǘƘŜǎŜΣ the 

results are valid, regardless of the years of education or the presence of children. 

 

Figure 3 and Appendix B (Tables 12 and 13) summarize information about energy consumption as well 

as energy source. Regarding the monthly energy consumption per household, in euros, Portugal and 

Spain are the countries with the lower energy bills. Of course, this measure differs due to different 

energy prices in each country. Also, generally in the sample, the southwestern countries present lower 

energy bills when compared with the sample countries of central Europe, what may be justified with 

lower space heating needs. 
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Figure 3. Monthly energy consumption of household (in euros) per country 

 

 

3.2 Exploratory factor analysis 
As discussed, communication channels and co-benefits are relevant dimensions to be measured in the 

model. However, each dimension of those includes many different items that translate different 

communication channels and even co-benefits. In order to capture the relation between the items of 

each dimension, a factor analysis was performed. A factor analysis is a widely used technique to 

understand latent dimensions responsible for the correlations between variables. This technique will 

help in the division of communication channels and co-benefits variables into more detailed variables, 

according to their type. 

 

Figure 4 represents the four steps followed in conducting this factor analysis. First, it is essential to 

assess the suitability of data using the Kaiser-Mayer-Olkin (KMO) procedure. Secondly, the number of 

factors is extracted based mainly in three criteria to choose the number of factors:  

¶ Kaiser criterion: every factor with an eigenvalue higher than 1 should be retained; 

¶ Pearson criterion: all factors should be retained until 70-80% of the variance is explained; 

¶ Scree plot criterion: all factors should be retained until the first big elbow in the plot is 

achieved 

 

Finally, the factors are rotated and interpreted based on factor loadings. 

 

 

 

 
 
 

Figure 4. Factor analysis process 
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of factors
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3.2.1 Exploratory factor analysis for communication channels 
Concerning the communication channels, the KMO is 0.807, ensuring the suitability of data. Then, 

based on the Kaiser and Pearson criterion, three factors were chosen. After the three factors 

extractions, a Varimax rotation was performed, that provides more interpretability to the factors, 

based on the factor loadings represented in Table 4. These factors explain 56% of the initial variance 

of the variables. Interpreting the factor loadings, communication channels media (CCM) can be 

defined as the first factor, because they include the usual media channels, namely television, radio 

and newspaper. The second factor is communication channels organisations (CCO) since they include 

the professionals related with EEHA, as well as organisations, agencies and stores. Although the item 

representing someone an individual may know and own an EEHA is not correlated with any factor ς 

the highest loading is with factor 2 ς it makes more sense that this item remains in the second factor. 

The third factor is communication channels web media (CCW), since this includes mobile applications 

and websites, reflecting the communication by technological means.  

 

 

Factor 1 ς Commun. 
channels media 

(CCM)  

Factor 2 ς Commun. 
channels organisations 

(CCO) 

Factor 3 ς Commun. 
channels web media 

(CCW) 

Radio 0.899 0.171 0.158 
TV 0.763 0.245 0.189 
Newspaper 0.705 0.215 0.279 
Installers and/or related professionals 0.090 0.912 0.104 
Stores of EEHA 0.157 0.678 0.217 
Organisations (local associations, 
energy agencies) 

0.301 0.504 0.119 

People that I know and have an EEHA 0.191 0.336 0.181 
Websites 0.128 0.200 0.695 
Mobile Applications 0.321 0.159 0.534 

     
Explained variance  2.166 1.859 1.012 
Explained variance (%) 24.1% 20.7% 11.2% 
KMO 0.807 

Table 4. Rotated factor model for communication channels 

 

Figure 5 summarizes the results for the communication channels factor analysis, representing the 

communication channels in each box within the respective type of communication ς media, 

organisations and web media. 

 

Figure 5. Factor analysis results for communication channels 

 

Media

ωRadio

ωTV

ωNewspaper

Organisations

ωInstallers and/or related 
professionals

ωStores of EEHA

ωOrganizations (local 
associations, energy agencies)

ωPeople that I know and have 
an EEHA

Web media

ωWebsites

ωMobile Applications



 

  

22 
Deliverable 2.1: Consumer behaviour change model regarding the 
adoption of efficient heating systems 

 

3.2.2 Exploratory factor analysis for co-benefits 
Regarding co-benefits, the KMO is 0.899, representing reliability of the factors. Based on the Kaiser 

criterion, two factors should be retained. As explained earlier, the factors were rotated in order to 

interpret them better. These two factors explain 53.6% of the initial variance. Based on factor loadings 

represented in Table 5, the first factor corresponds to co-benefits (CB), including variables that 

measure the importance of co-benefits in general. The second factor corresponds to co-benefits 

investment (CB inv) since it captures the variables measuring the willingness to pay for specific co-

benefits.  

 

 

Factor 1 ς Co-benefits 
investment 

Factor 2 ς Co-
benefits 

Have better indoor air quality 0.802 0.080 
Lower indoor noise level 0.797 0.086 
Operate the EEHA more easily 0.795 0.084 
Achieve a comfortable indoor temperature during the heating season more easily 0.787 0.033 
Lower external noise level 0.777 0.074 
Be more independent to energy prices 0.758 0.085 
Have more useful living area 0.740 0.132 
Have a reduced environmental impact 0.714 0.105 
Have a more aesthetically pleasing EEHA 0.687 0.165 
Value the dwelling in the real-estate market 0.667 0.233 
It allows me to be independent from energy price fluctuations 0.072 0.757 
It allows me to have a reduced environmental impact 0.160 0.669 
It values the dwelling in the real-estate market (I will sell the house for a higher 
price if it is equipped with an EEHA) 

0.121 0.655 

Condensation, humidity and mould-related problems are avoided 0.091 0.618 
Lǘ ǿƛƭƭ ƴƻǘ ǊŜŘǳŎŜ Ƴȅ ƘƻǳǎŜΩǎ ǳǎŜŦǳƭ ŦƭƻƻǊ ŀǊŜŀ 0.020 0.570 

      

Explained variance  5.739 2.301 
Explained variance (%) 38.3% 15.3% 
KMO 0.899 

Table 5. Rotated factor model for co-benefits 

 

Figure 6 summarizes the results for the co-benefits factor analysis, representing the co-benefits 

elements in each box within the respective type of co-benefits ς co-benefits and co-benefits 

investment. 

 

 

 

 

 

 

 

 

 

Figure 6. Factor analysis results for co-benefits 
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4 BEHAVIOUR MODEL 

4.1 Initial model 
The first step to build the model was to include all the identified constructs in a single model and 

estimate it with the results obtained after two months of the survey release. After this first estimation, 

the constructs that were statistically significant for each of the dependent variables were identified. 

This allowed realizing the most significant variables that would possibly be chosen to include in the 

final model. Not all variables have a significant impact on the dependent variables (regardless of 

whether they are positive or negative), and as such, they are ideally the ones to exclude, as they do 

not explain anything. Thus, the final variables to be included in the model were selected: operation 

and maintenance, engagement, energy efficiency, social influence, savings, energy label, co-benefits, 

co-benefits investment, communication channels, house energy class and house age. As dependent 

variables, the attitude regarding the use of heating equipment and intention to change to an EEHA 

were selected, since these are the ones that really capture ŎƻƴǎǳƳŜǊǎΩ willingness and intention to 

change to an EEHA. 

 

4.2 Final conceptual model 
After the selection of the variables to include in the model, the final conceptual model was created. 

This model allows understanding what drives people to change their behaviour about the heating 

appliance they have. Based on the ǊŜǾƛŜǿŜŘ ƭƛǘŜǊŀǘǳǊŜΣ ŜȄǇŜǊǘǎΩ ŘƛǎŎǳǎǎƛƻƴΣ ŀƴŘ ǎƻƳŜ ƛƴƛǘƛŀƭ ŀƴŀƭȅǎƛǎ, 

Figure 7 represents the conceptual model. 

The study of consumer behaviour is controlled usually by some variables, especially socio-

demographic parameters and, in the particular case of energy, house demographics (e.g. Erell et al., 

2018; Davis, 2011; Mills & Schleich, 2009; Yang & Zhao, 2015). The years of education, the presence 

of children in the household and the country were used as control variables in the model. These 

attributes will preserve the impacts on explanatory variables.  
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Figure 7. Final conceptual model 

 

4.3 Results 
The partial least squares (PLS) technique was used for this study. This method is a variance-based 

technique, as discussed in this investigation since:  

I. not all items in our data are distributed normally (p<0.01 based on Kolmogorovς

{ƳƛǊƴƻǾΩǎ ǘŜǎǘύΤ 

II. the research model has not been tested in the literature; 

III. the research model presents formative constructs; 

IV. the research model is considered as complex. 

 

This method was considered the best one since it fits the available data and meets the purpose of this 

study based on the information mentioned above. SmartPLS 3.0 (Ringle, Wende, & Becker, 2015) was 

used to estimate the model, verify its validity and reliability and to analyse the model results, steps 

described in Figure 8. 
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Figure 8. Steps for achieving the correct model in PLS-SEM 

 

4.3.1 Measurement model 
Structural equation modelling (SEM) and Partial least squares (PLS) which is a variance-based 

technique, was the method used to estimate the conceptual model. This method was chosen since all 

the requirements are present. Using this technique, firstly the measurement model should be 

analysed, and then the structural model may be tested. Several measures need to be analysed to 

assess the measurement model. Table 6 shows the mean and standard deviation of the reflective 

constructs, as well as the composite reliability (CR) and the average variance extracted (AVE). All 

constructs should present a CR higher than 0.7, showing and an AVE higher than 0.5 to guarantee the 

reliability of scales and convergent validity (Hair, Ringle, & Sarstedt, 2011; Fornell & Larcker, 1981). As 

such, these measures are verified.  

 

Then, it is necessary to assess the discriminant validity. The Fornell-Larcker criterion, the cross-

loadings and the Heterotrait-Monotrait Ratio (HTMT) were used to measure this. Concerning the first 

criteria, the diagonal elements, representing the squared-root of AVE are higher than the correlation 

between the constructs (Fornell & Larcker, 1981). This factor is also verified. Table 7 represents the 

loadings and cross-loadings, showing that all loadings are higher than the cross-loadings, satisfying the 

needed criteria (Chin, 1998). The other measure, HTMT, is represented in Table 8, showing diagonal 

values lower than 0.9, which establishes discriminant validity. 
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 Construct Mean STD CR EE Sav Lab OM EG SI HA HEC Att BIC 

EE 6.104 1.356 1.000 1.000          

Sav 5.952 1.201 0.894 0.489 0.861         

Lab 6.132 1.135 0.927 0.452 0.491 0.900        

OM 3.162 1.625 0.938 -0.247 -0.143 -0.157 0.914       

EG 4.355 1.541 0.960 0.233 0.120 0.218 -0.184 0.961      

SI 3.710 1.741 0.974 0.195 0.153 0.215 -0.088 0.601 0.962     

HA 4.305 1.924 1.000 0.094 0.066 -0.029 -0.072 -0.026 0.027 1.000    

HEC 3.332 2.600 1.000 0.016 -0.074 0.020 -0.078 0.306 0.249 -0.239 1.000   

Att 3.984 1.725 0.884 0.314 0.263 0.304 -0.159 0.314 0.311 0.056 0.023 0.890  

BIC 4.875 1.660 0.925 0.430 0.320 0.360 -0.287 0.457 0.439 0.084 0.121 0.680 0.897 

Notes: (EE: efficient energy; Sav: savings; Lab: label; OM: operation and maintenance; EG: engagement; SI: social 
influence; HA: house age; HEC: house energy class; Att: attitude on heating equipment use; BIC: behaviour 
intention to change to an EEHA) 

Table 6. Mean, standard-deviation, CR and Fornell-Lacker table. The diagonal elements are the square-root of AVE 

 

 Item EE Sav Lab OM EG SI HA HEC Att BIC 

EE 1.000 0.489 0.452 -0.247 0.233 0.195 0.094 0.016 0.314 0.430 
Sav1 0.311 0.708 0.325 -0.050 0.057 0.114 0.047 -0.102 0.186 0.188 
Sav2 0.491 0.936 0.482 -0.168 0.139 0.172 0.065 -0.048 0.265 0.340 
Sav3 0.435 0.920 0.441 -0.128 0.100 0.102 0.056 -0.058 0.220 0.274 
Lab1 0.385 0.433 0.887 -0.073 0.137 0.161 -0.038 -0.025 0.263 0.276 

Lab2 0.385 0.420 0.927 -0.136 0.225 0.222 -0.013 0.027 0.262 0.320 

Lab3 0.443 0.466 0.884 -0.201 0.219 0.195 -0.028 0.045 0.291 0.366 

OM1 -0.221 -0.118 -0.140 0.891 -0.187 -0.089 -0.013 -0.094 -0.131 -0.237 

OM2 -0.206 -0.134 -0.126 0.903 -0.116 -0.034 -0.087 -0.036 -0.133 -0.242 

OM3 -0.246 -0.138 -0.161 0.946 -0.196 -0.112 -0.090 -0.083 -0.167 -0.300 

EG1 0.252 0.161 0.266 -0.164 0.967 0.575 -0.027 0.270 0.329 0.465 

EG2 0.192 0.063 0.145 -0.192 0.955 0.580 -0.021 0.322 0.270 0.409 

SI1 0.179 0.136 0.199 -0.085 0.594 0.957 0.026 0.251 0.303 0.424 

SI2 0.177 0.143 0.202 -0.065 0.566 0.969 0.031 0.227 0.290 0.408 

SI3 0.205 0.163 0.220 -0.103 0.574 0.961 0.022 0.239 0.304 0.435 

HA 0.094 0.066 -0.029 -0.072 -0.026 0.027 1.000 -0.239 0.056 0.084 

HEC 0.016 -0.074 0.020 -0.078 0.306 0.249 -0.239 1.000 0.023 0.121 

Att2 0.325 0.287 0.311 -0.164 0.282 0.255 0.060 0.009 0.894 0.640 

Att3 0.233 0.180 0.229 -0.118 0.276 0.299 0.039 0.033 0.885 0.569 

BIC1 0.413 0.299 0.342 -0.257 0.437 0.405 0.067 0.126 0.614 0.927 

BIC2 0.449 0.358 0.368 -0.258 0.351 0.370 0.108 0.054 0.579 0.908 

BIC3 0.294 0.205 0.258 -0.256 0.438 0.405 0.053 0.144 0.635 0.853 

Notes: (EE: efficient energy; Sav: savings; Lab: label; OM: operation and maintenance; EG: engagement; SI: social 
influence; HA: house age; HEC: house energy class; Att: attitude on heating equipment use; BIC: behaviour 
intention to change to an EEHA). 

Table 7. Loadings and cross-loadings 
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 Construct EE Sav Lab OM EG SI HA HEC Att BIC 

EE           
Sav 0.530          
Lab 0.478 0.567         
OM 0.259 0.155 0.169        
EG 0.241 0.128 0.234 0.201       
SI 0.199 0.170 0.232 0.092 0.640      
HA 0.094 0.072 0.031 0.073 0.027 0.028     
HEC 0.016 0.089 0.038 0.082 0.322 0.254 0.239    
Att 0.365 0.334 0.374 0.192 0.379 0.370 0.065 0.027   
BIC 0.459 0.368 0.405 0.320 0.506 0.478 0.090 0.129 0.845   

Notes: (EE: efficient energy; Sav: savings; Lab: label; OM: operation and maintenance; EG: engagement; SI: social 
influence; HA: house age; HEC: house energy class; Att: attitude on heating equipment use; BIC: behaviour 
intention to change to an EEHA). 

Table 8. Heterotrait-Monotrait ratio (HTMT) 

 

Concerning the formative constructs, here, it is necessary to assess the collinearity, significance and 

relevance of indicator weights (Hair et al., 2011). A Variance Inflation Factor (VIF) lower than 5 is 

required to guarantee no collinearity issues. Through Table 9, it is observed that that condition is 

ensured. Also, it is necessary to guarantee the relevance and significance of indicator weights. The 

analysis of Table 9 allows concluding the relevance of indicator weights, since all indicators that do 

not have a significative weight, have a loading higher than 0.5. 

 

 Construct  Item Mean STD Weights Loadings VIF 

Co-benefits 

CB1 5.623 1.737 0.274***  0.589***  1.516 

CB2 5.277 1.675 -0.214***  0.227***  1.395 

CB3 5.312 1.696 0.261***  0.591***  1.537 

CB4 5.782 1.476 -0.148* 0.501***  1.819 

CB5 6.081 1.354 0.854***  0.946***  1.634 

Co-benefits investment 

CB6 252.943 236.461 0.403***  0.801***  2.674 

CB7 249.765 234.095 -0.089 0.699***  2.897 

CB8 218.981 223.278 0.028 0.658***  3.137 

CB9 209.052 222.694 0.125 0.637***  3.077 

CB10 195.953 207.858 -0.150 0.611***  2.681 

CB11 262.967 242.853 -0.042 0.671***  2.356 

CB12 186.082 200.868 0.343***  0.652***  2.238 

CB13 223.899 223.320 -0.230** 0.550***  2.378 

CB14 270.643 236.566 0.134 0.677***  1.982 

CB15 297.098 246.125 0.634***  0.902***  2.268 

Communication 
channels organisations 

CC1 4.627 1.894 0.481***  0.768***  1.207 

CC7 5.061 1.814 0.573***  0.854***  1.426 

CC8 4.975 1.653 0.019 0.595***  2.143 

CC9 4.538 1.691 0.226** 0.577***  1.908 

Communication 
channels web media 

CC2 4.979 1.575 0.624***  0.868***  1.243 

CC3 3.577 1.802 0.553***  0.829***  1.243 

Communication 
channels media 

CC4 3.672 1.762 0.320* 0.848***  2.144 

CC5 3.344 1.784 0.295 0.904***  3.046 

CC6 3.608 1.871 0.498***  0.926***  2.478 

Note: The items descriptions are in Appendix D. 
Table 9. Mean, standard-deviation, weights, loadings and VIF of formative construct indicators (* p-value <0.10; ** p-

value<0.05; *** p-value<0.01) 



 

  

28 
Deliverable 2.1: Consumer behaviour change model regarding the 
adoption of efficient heating systems 

 

In conclusion a good measurement model for both reflective and formative constructs is achieved. As 

so, for reflective constructs, construct reliability, convergent validity, indicator reliability, and 

discriminatory validity are confirmed. Also, for the reflective ones, no collinearity issues and the 

significance and relevance of indicator weights were verified. The measurement model was tested for 

all countries individually. All the results from the measurement model of each country are in Appendix 

C (from C1 to C5). Having all these tested and validated for the whole sample and each country 

individually, it is possible to estimate the structural model, presented in the next sub-section. 

 

4.3.2 Structural model 
In Figure 9, the total effects of each variable are represented. Total effects include the direct effects 

over behaviour intention plus the indirect ones. The indirect ones are the direct effects over attitude 

times the direct effects of attitude over intention (Henseler, Ringle, & Sinkovics, 2009).  

 

 
Figure 9. Structural model for behaviour intention to change. Total effects (* p-value <0.10; ** p-value<0.05; *** p-

value<0.01) 

 
From Figure 9, the most critical drivers for consumers to change to an EEHA can be evidenced. The 
model explains 31.1% of the variation in attitude on heating equipment use. From the triggers context, 

energy efficiency ( =0.135; p<0.01) and label ( =0.061; p<0.05), are both statistically 
significant. Thus, H1a and H3a are supported, and H2a is not supported. From the barriers context, 

operation and maintenance is a barrier and statistically significant ( =-0.042; p<0.1), H4a. From 

the engagement context, both engagement ( =0.208; p<0.01) and social influence ( =0.160; 
p<0.01) are statistically significant. Thus, H5a and H6a are supported. From the house characteristics 
context, neither hypotheses (H7a and H7b) are supported. From the co-benefits context, co-benefits 

investment is statistically significant ( =0.171; p<0.01), supporting H10a. From the 

communication channels context, the organisation ( =0.098; p<0.01) and web media 

( =0.045; p<0.1) channels are statistically significant. Thus, H12a and H13a are also supported. 
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The model explains 62.2% of the variation in behaviour intention to change to an EEHA. From the 

triggers context, energy efficiency ( =0.160; p<0.01) and label ( =0.067; p<0.05), both are 
statistically significant. Thus, H1b and H3b are supported. From the context of the barriers, it 

confirmed the hypothesis of a negative effect of operation and maintenance ( =-0.090; p<0.01), 
designated by H4b. From the engagement context, both engagement (̡total=0.198; p<0.01) and social 

influence ( =0.163; p<0.01) are statistically significant. Thus, H5b and H6b are also supported. 

From the co-benefits context, both co-benefits ( =0.083; p<0.01) and co-benefits investment are 

statistically significant ( =0.110; p<0.01). Thus, H9b and H10b are supported. From the 

communication channels, the organisation ( =0.121; p<0.01) and web media ( =0.048; 
p<0.1) channels present statistically significant and positive effects for behaviour intention, supporting 

H12b and H13b. Finally, attitude on heating equipment use ( =0.506; p<0.01) is statistically 
significant to explain behaviour intention to change to an EEHA, supporting H14. 
 
The model supported 9 out of 13 established hypotheses to explain behaviour intention to change to 
an EEHA. 
 

4.4 Results of the final conceptual model ς total effects per country 
After testing the model with the whole sample, the model was tested individually per country. 
Appendix E (Table 36) describes the total effects of each country. The next sub-chapters present the 
results by country. 
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4.4.1 Conceptual model for France 
 

 

Figure 10. Final model ς France. Total effects (* p-value <0.10; ** p-value<0.05; *** p-value<0.01) 

Observing Figure 10, the model for France explains approximately 78% of the behaviour intention to 

change to an EEHA (R-Squared), being the country with higher R-Squared. Figure 11 describes the most 

significant effects in behaviour intention to change to an EEHA. As so, these are the main consumer 

drivers in France. 

Figure 11. Results for France 

  

1

ωCommunicationchannels,organisations(+) - More communicationfrom organisations
andenergyagenciesaugmentsconsumersintention to changeto anEEHA

2

ωEngagement(+) - Consumersthat pay attention and are interestedin EEHAspresenta
greaterintention to changeto anEEHA

3

ωSavings(+) - Individualwho are awareof the savings(in terms of energyand money)
presenta greaterintention to changeto anEEHA

4

ωCo-benefits investment(+) - Individualswho are more willing to spendextra moneyto
achievesomeco-benefits,presenta greaterintention to changeto anEEHA

5

ωLabel (+) - If the new heating equipment is identified with a άǇƻǎƛǘƛǾŜέenergy class
(aboveC),then theŎƻƴǎǳƳŜǊΩǎintention to changeto anEEHAwill increase

6
ωHouseage(+)- Theolder the house,the greaterthe intention to changeto anEEHA
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4.4.2 Conceptual model for Germany 
 

 

Figure 12. Final model ς Germany. Total effects (* p-value <0.10; ** p-value<0.05; *** p-value<0.01) 

Observing Figure 12, the model for Germany explains approximately 75% of the behaviour intention 

to change to an EEHA (R-Squared), being the second country with higher R-Squared. Figure 13 

describes the most significant effects in behaviour intention to change to an EEHA.  

Figure 13. Results for Germany 

1

ωCo-benefits (+) - If consumersare aware of the co-benefits that an EEHAprovides,
then they are more likely to changeto an EEHAςthe specificco-benefits shouldbe
promotedto increasethe intention of individualsto changeto anEEHA

2

ωCommunicationchannels,organisations(+) - More communicationfrom organisations
andenergyagenciesaugmentsconsumersintention to changeto anEEHA

3

ωCo-benefitsinvestment(+)- Individualswho aremore willing to spendextramoneyto
achievesomeco-benefits,presenta greaterintention to changeto anEEHA

4

ωHouse'energyclass(-) - Individualswith a low energyperforming houseare more
willing to changeto anEEHA

5

ωSocialinfluence(+) - If people they know and value,think that they shouldadopt an
EEHA,then consumersintention to changeto anEEHAwill increase

6

ωOperationand maintenance(-) - The intention to changeto an EEHAis greater if an
individualconsidersthat the maintenanceandoperationof the equipmentiseasier
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4.4.3 Conceptual model for Italy 
 

 

Figure 14. Final model ς Italy. Total effects (* p-value <0.10; ** p-value<0.05; *** p-value<0.01) 

Observing Figure 14, the model for Italy explains approximately 43% of the behaviour intention to 

change to an EEHA (R-Squared). Although it is the country with the lowest R-Squared, 43% is still a 

satisfactory percentage of explained variance, especially when compared with other studies. Figure 

15 describes the most significant effects in behaviour intention to change to an EEHA. As so, these are 

the main consumer drivers in Italy. 

  

Figure 15. Results for Italy 

1

ωCo-benefits investment (+) - Individuals who are more willing to spend extra 
money to achieve some co-benefits, present a greater intention to change to 
an EEHA

2

ωEnergy efficiency (+) - The perception that having an EEHA improves the 
house's energy efficiency is important for people to change to an EEHA

3

ωSocial influence (+) - If people they know and value think that they should 
adopt an EEHA, then consumers intention to change to an EEHA will increase

4

ωEngagement (+) - Consumers that pay attention and are interested in EEHAs 
present a greater intention to change to an EEHA
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4.4.4 Conceptual model for Portugal 
 

 

Figure 16. Final model ς Portugal. Total effects (* p-value <0.10; ** p-value<0.05; *** p-value<0.01) 

Observing Figure 16, the model for Portugal explains approximately 63% of the behaviour intention to 

change to an EEHA (R-Squared). Figure 17 describes the most significant effects in behaviour intention 

to change to an EEHA. As so, these are the main consumer drivers in Portugal. 

 

Figure 17. Results for Portugal 

  

1

ωCo-benefits investment (+) - Individuals who are more willing to spend extra money 
to achieve some co-benefits, present a greater intention to change to an EEHA

2

ωOperation and maintenance (-) - The intention to change to an EEHA is greater if an 
individual considers that the maintenance and operation of the equipment is easier

3

ωCommunication channels, organisations (+) - More communication from 
organisations and energy agencies augments consumers intention to change to an 
EEHA

4

ωHouse age (+) - The older the house (or its renovation), the greater the intention to 
change to an EEHA

5

ωEngagement (+) - Consumers that pay attention and are interested in EEHAs 
present a greater intention to change to an EEHA
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4.4.5 Conceptual model for Spain  

 

 

Figure 18. Final model ς Spain. Total effects (* p-value <0.10; ** p-value<0.05; *** p-value<0.01) 

Observing Figure 18, the model for Spain explains approximately 63% of the behaviour intention to 

change to an EEHA (R-Squared). Figure 19 describes the most significant effects in behaviour intention 

to change to an EEHA. As so, these are the main consumer drivers in Spain. 

Figure 19. Results for Spain 

  

1
ωEngagement (+) - Consumers that pay attention and are interested in EEHAs 
present a greater intention to change to an EEHA

2
ωSocial influence (+) - If people they know and value think that they should adopt an 
EEHA, then consumers intention to change to an EEHA will increase

3
ωOperation and maintenance (-) - The intention to change to an EEHA is greater if an 
individual considers that the maintenance and operation of the equipment is easier

4
ωEnergy efficiency (+) - The perception that having an EEHA improves the house's 
energy efficiency is important for people to change to an EEHA

5
ωCo benefits investment (+) - Individuals who are more willing to spend extra money 
to achieve some co-benefits, present a greater intention to change to an EEHA

6
ωCommunication channels, media (+) - More communication from the media, 
augments consumers intention to change to an EEHA
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In conclusion, the results for all countries evidence that although the effect varies in terms of the 

magnitude of impact in intention and relevance, the majority of the drivers are relevant for the model 

in all countries. However, these differences are important and suggest different strategies to approach 

the consumer in each country. 

4.4.6 Results for communication channels 
In order to understand which communication channels would be most valued by consumers who 
intend to change to an EEHA, a more particular study was carried out on the variable referring to 
communication channels. Figure 20 shows the communication channels most valued in each country. 
This way it is possible to understand the most valuable communication channels by consumers who 
intend to change to an EEHA ŀƴŘ ŀǎ ǎƻΣ ŎǳǎǘƻƳƛȊŜ ǘƘŜ ŎƻǳƴǘǊȅΩǎ I!wt bŀǘƛƻƴŀƭ !Ŏǘƛƻƴ tƭŀƴ ŀŎŎƻǊŘƛƴƎƭȅ:  
 

¶ France: people they know and own an EEHA, local organisations and energy agencies and 
EEHA stores; 

¶ Germany: people that they know and own an EEHA, radio, websites and the EEHA stores;  

¶ Italy: local organisations and energy agencies, installers and/or related professionals and 
mobile applications; 

¶ Portugal: local organisations and energy agencies, websites and the people that they know 
and own an EEHA; 

¶ Spain: radio, mobile applications and the people that they know and own an EEHA.  
 

 

 

 

 

 

 

 

 

 

 

 

In general, organizational communication channels are the most valued communication channel in all 

the countries. Websites and mobile applications are also very relevant. The media channel is most 

valued by the German and Spanish consumers (mainly the radio format). This analysis shows the high 

importance of organizations and energy agencies. It also, reveals the increasing search of information 

through web and web applications in all these countries, which is especially relevant for the HARP 

online tool. Figure 21 in Appendix E presents the structural model for communication channels. 

Figure 20. Most valued communication channels by country 








































































































































