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Research objectives & methodology
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Background

A To understand from a consumer perspective the transition
phase between an old label and a revalorised label at a

particular point in time of the new EU Energy labelling
scheme, in particular:

I Is there a need for consumers to be able to distinguish between
the current and the updated label?

I Does it add value for consumers to be able to distinguish between
the current and the updated label?

I Is it necessary for consumers to understand how the new A - G
classes compare to the old A-G class?

I If there is a need to be able to distinguish between the two labels
and/or to understand how they compare, then what is the best way

to communicate that to consumers?
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Methodology

A The research comprised two focus groups in each of six
markets

I UK, France, Netherlands, Italy, Poland, Sweden

I All respondents had purchased at least one domestic white good
appliance in the previous 12 months

A Each group comprised a mix of ABC1 males and females
A The first group was aged 257 40
A The second group was aged 40 i 55

I Except in the Netherlands where the order was reversed: first
group 40-55, second group 25-40
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Methodology

A Each group started by discussing the reasons that had prompted their
recent purchase of an appliance and the factors that had influenced their
choice of model (to test the extent to which energy consumption was
mentioned spontaneously as a factor)

A They then went on to discuss the importance of energy
consumption/energy saving as a factor in their choice of model

A They were shown the current energy label and asked to explain their
understanding of the various components of the label (A-G scale, colour
code, KWH usage)

A The moderator explained that with the development of more efficient
appliances, there may be a need to revalorize label classes every few
years

A And that as a consequence there might be short transition periods when
two models with the same energy consumption could be on display with
different energy ratings 1 one from the previous period showing a higher
value than the label from the new period
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Methodology

A Given the forthcoming revalorisations and the likelihood of there being a
short transition period, consumers were asked to individually choose and
explain their preference from the three pairings illustrated below. The English
language version is shown below, each country was shown the labels in their
native language.
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Pairing 1 & 2: Current Pairing 3 & 4: Energy label with Pairing 5 & 6: Energy label
energy label with alphabetical scale (A-rating) and with alphabetical and
alphabetical scale (A-rating) future label with alphabetical numerical scale and future
and future label with scale (B-rating), both with dates energy label with alphabetical
alphabetical scale (B-rating) and numerical scale, both with

7 ratings and dates
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Overview of findings
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Overview of findings

A Spontaneous awareness of appliance energy consumption is highest
amongst Europeans and lower in the UK

A Pairing 3&4 (current A-G with dates) is the clear preference for future
labelling

A Pairing 3&4 retains the clarity and intuitive appeal of existing labelling
while providing a time frame for energy rating changes, but can be
Improved in a number of ways as suggested later in this report

A Pairing 1&2 (current A-G without dates) causes confusion and suggests
the possibility of fraud because of the lack of dates giving a time frame for
differing energy scales

A Pairing 5&6 (alpha-numeric scale with dates) is strongly rejected because
it replaces the clear and intuitive alphabetical scale with a decidedly
convoluted alpha-numerical scale combination which consumers have
trouble understanding
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Appliance purchase and energy
consumption
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A mix of planned and distress purchases

A Household appliances purchased in past year in the two groups included
I Fridge or fridge/freezers
I Washing machines
I Tumble dryers
I Air conditioning units
I Dishwashers
A Across all markets an even mix of planned and distress purchases

———————————————————————————————————————————————————————————————————————————————————————

- Desire to upgrade existing - Mainly for vital appliances
appliance for reasons of wear and (fridges and washing machines)

tear or aesthetics
- Purchase usually very soon after

- Kitchen installations/conversions appliance failure

- Little time for research or choice
of replacement appliance

-Change in family situation (e.g.
birth of children)
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Purchase factors are similar across all markets

but energy efficiency more prominent in Europe

A Important factors when purchasing appliances

Top of mind factors : Secondary factors: i
-Price i i - Aesthetics
_Dimensions - Special features (e.g. frost-
. free)
-Brand | -
- Availability
-Functionality/programs (e.g. ! i _
quick wash) i - Delivery
-Energy consumption (France, - Installation
Italy, Netherlands, Poland) i |- After-sales service
- Manufacturer
. guarantees/warranty

- Energy consumption (UK)
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