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Abstract 

Drivers for the buying decisions of pellets for consumers in Germany 

The research focused on the wood pellet market for private consumers in Germany and has 

the objective to understand the factors affecting the purchase decisions of wood pellets buy-

ers. The aims of the research were achieved by applying the Engel, Kollat, Blackwell model 

of consumer behaviour, by conducting in-depth interviews and deriving the grounded theory. 

The application of EKB model revealed that the following groups of factors may influence the 

consumers: cultural (culture and social class), social (family influence), personal (age and 

lifecycle stage), psychological (believes, motives, attitudes) and unexpected circumstances. 

In-depth interviews with the buyers of wood pellets helped specify the influencing factors to 

finally answer the research question. The analysis showed that the buyers of wood pellets are 

influenced by family, personal believes and attitudes, and the unexpected circumstances. The 

most important factors for the buyers are the quality of the pellets and reliability of the supplier. 

If they are satisfied with the quality of product and service, they will be reluctant to look for an 

alternative. And on the opposite side, in case the quality of the product or the service is unsat-

isfactory this is a limiting factor and will stop the buyer from purchasing this product. Price is 

an important factor for the buyers of pellets in bags. However, in the situation of volatile market 

and exploding prices, the price factor will play a bigger role. Thus, the strategic factors for 

marketing of pellets is to concentrate on quality and price communication, and to focus on the 

quality of pellet delivery service. 

Keywords in English: wood pellets, renewable energy, influence factors to the purchase pro-

cess 

  



 

Kurzreferat 

Treiber für die Kaufentscheidungen von Pellets für Verbraucher in Deutschland 

Die Forschung konzentrierte sich auf den Holzpelletmarkt für private Verbraucher in Deutsch-

land mit dem Ziel, die Faktoren zu verstehen, die die Kaufentscheidungen der Käufer von 

Holzpellets beeinflussen. Die Forschungsziele wurden durch die Anwendung des Engel, Kol-

lat, Blackwell Modells des Verbraucherverhaltens, durch die Durchführung von Tiefeninter-

views und die Ableitung der Grounded Theory erreicht. Die Anwendung des EKB-Modells 

ergab, dass die folgenden Faktoren die Verbraucher beeinflussen können: kulturelle (Kultur 

und soziale Schicht), soziale (familiärer Einfluss), persönliche (Alter und Lebenszyklusphase), 

psychologische (Überzeugungen, Motive, Einstellungen) und unerwartete Umstände. Aus-

führliche Interviews mit den Käufern von Holzpellets halfen bei der Spezifizierung der Einfluss-

faktoren, um die Forschungsfrage schließlich zu beantworten. Die Analyse ergab, dass die 

Käufer von Holzpellets von der Familie, den persönlichen Überzeugungen und Einstellungen 

sowie von unerwarteten Umständen beeinflusst werden. Die wichtigsten Faktoren für die Käu-

fer sind die Qualität der Pellets und die Zuverlässigkeit des Lieferanten. Wenn sie mit der 

Qualität des Produkts und des Service zufrieden sind, werden sie sich nur ungern nach einer 

Alternative umsehen. Ist die Qualität des Produkts oder der Dienstleistung hingegen nicht zu-

friedenstellend, ist dies ein einschränkender Faktor, der den Käufer davon abhält, das Produkt 

zu kaufen. Der Preis ist ein wichtiger Faktor für die Käufer von Pellets in Säcken. In der Situ-

ation eines volatilen Marktes und explodierender Preise wird der Preisfaktor jedoch eine grö-

ßere Rolle spielen. Die strategischen Faktoren für die Vermarktung von Pellets bestehen also 

darin, sich auf die Qualitäts- und Preiskommunikation zu konzentrieren und die Qualität des 

Pelletlieferdienstes in den Mittelpunkt zu stellen. 

Keywords in German:  Holzpellets, erneuerbare Energie, Einflussfaktoren auf den Kaufpro-

zess 
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1 Introduction and research question  

One of the biggest problems of the today’s society is global warming. And if the measures are 

not taken it can have devastating consequence for the planet. The global warming is the grad-

ual heating of the planet’s surface because of human activity. Mainly it is caused by the burn-

ing of fossil fuels. This creates the carbon dioxide (CO2), methane and other greenhouse 

gases (GHG) which evaporate into the atmosphere. (Effects of Global Warming, 2022) 

To address this problem the efforts are required from all levels of society, from governments 

to individuals, in the spheres of technologies, behavior and policies. The efforts should lead to 

“less waste and a smarter use of our resources”. (Global Warming Solutions, 2019) The EU 

has set itself a “binding target of achieving climate neutrality by 2050. This requires the levels 

of current greenhouse gas emission to drop substantially in the next decades. As an interme-

diate step towards climate neutrality, the EU has raised its 2030 climate ambition, committing 

to cutting emissions by at least 55% by 2030.” (Fit for 55. The EU’s Plan for a Green Transition, 

2022) In moderate climate zones a large portion of the total energy is used for space heating. 

In Germany more than one-third of total final energy is consumed by space heating and in 

residential sector this share is even higher. (Schuler et al., 2000) That is why the measures to 

increase energy efficiency in this sector are very important. One of the many solutions for 

climate neutrality is the switch from using the fossil fuels to using the fuel from the renewable 

sources. If we talk about heating sector for private consumption, the switching from oil or nat-

ural gas to wood pellets is one of the solutions, which could impact the overall situation with 

CO2 emissions – some researchers say, that use of wood pellets and chips instead of oil can 

result in up to 65% reduction in GHG emissions. (Wood Pellets, Chips Significantly Reduce 

GHG Emissions Compared to Heating Oil, Study Shows, 2021) Heating with oil produces 357 

grams of CO2 equivalent (CO2e) per kilowatt hour, while heating with pellets – 165 grams of 

CO2e per kilowatt hour with reduction to 135 grams of CO2e per kilowatt hour by year 50.   

 

Figure 1. Greenhouse Gas emissions for wood pellets and oil (‘Greenhouse Gases and Wood Pellet Heat’, 2021) 
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This research focuses on wood pellets and more specifically on the wood pellet market for 

private consumers in Germany.  

In light of the increasing focus on sustainability, it is important to understand if the pellets can 

be considered as sustainable and ecological product in comparison with other options and 

solutions for heating.  

If the pellets can be considered as ecological and as green energy than it is important for the 

pellet industry to understand the perception of the pellets consumers, and if there are any 

barriers for the consumers to perceive the pellets as ecological and sustainable. In case there 

are limitation, the industry marketing is required to respond to it.  

The research analyzes the drivers of the buying decisions and the possible reasons for a lower 

consumption/purchase and the relatively lower consumption increase rates in Germany ver-

sus other European countries. Thus, the research question can be formulated as: 

What are the factors which drive the decision to buy wood pellets? How strong or lim-

iting are they for the buying of wood pellets by consumers? 

The sub questions which are important to answer the main research question are the following:  

- What are the success factors to stimulate the buying of wood pellets on a certain mar-

ket?  

- What are the factors that limit the buying?  

- Do the consumers believe that the pellets are the green energy? If they don’t believe, 

why? What specific steps can be taken to change the believes and the image of the 

wood pellets?  

- What specific marketing steps can be taken to stimulate the buying of pellet?  

Following the analysis, the recommendation will be given to the industry on how they should 

market the pellets and what can be done from the marketing perspective to increase the con-

sumption and purchase of wood pellets.  
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2 Theoretical framework  

2.1 Research method  

In order to understand the factors driving the buying decisions, initially an inductive approach 

is used for this research as there is no proven theory with regard to the key drivers for the 

decisions to buy pellets in Germany. The research has exploratory purpose as it investigates 

the problem, as it is not clear what drives the customer decision to buy the certain type of 

pellets or in other cases to switch to pellets instead of oil/gas. Thus, the research sub ques-

tions words are what? How? And why?  

During the research the literature is reviewed, i.e. the various models on consumer decision 

process are analyzed and the most applicable model for this research is chosen. As a result 

of a literature review a hypothesis on the factors driving the consumer decision is proposed.  

As the next step the qualitative data is gathered through in-depth interviews with the buyers 

and sellers of wood pellets. The data is then analyzed to derive the grounded theory, thus 

making this research to follow an abductive approach. The grounded theory is then compared 

to the hypothesis which was developed as a result of the literature review to finally answer the 

research question. In-depth interviews as the data collection method and the grounded theory 

were chosen for the research as there is no predefined theory available specifically about the 

purchase decision of wood pellets. In addition, the research objectives require not only the 

answers to a defined set of questions but also answers to additional questions which may 

arise during the discussions. The sustainability aspect may also lead to deviations from the 

initially defined plan of the interview. In the in-depth interviews mainly the open questions are 

asked to ensure the sharing of experience by the interviewees.  

The limitation of the chosen data collection method is that only a small sample of the popula-

tion is taken. Though it is a representative sample, i.e. the buyers of pellets are the exact 

audience that needs to be asked about the purchase decision process, the results cannot be 

generalized to the whole population. Separate research is recommended for it.  

A qualitative data method in form of survey was initially planned for this research. It was sup-

posed to help prove the results of the in-depth interviews and generalize them to the whole 

population. A survey was developed and published (in Facebook groups on pellets heating, 

through private page, LinkedIn groups on pellets, on SurveyCircle and its groups in LinkedIn 

and Facebook, to the FH Vorarlberg internal community), but the survey did not generate 

enough results and the required sample size was not reached. The main reason is that the 

special connections to the wood pellet market are required to reach the consumers of wood 

pellets (for example, with the help of pellet selling companies, or energy institutes). That is 

why the research analyses only the data received through the in-depth interviews.  
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2.2 Research structure 

The research structure is as follows: 

1. During the first stage the general information about the pellet market is collected and 

presented. This is needed to understand the overall environment and the specifics 

about pellet consumption and the consumer preferences. In this chapter an overview 

and the background of the topic is presented with explanation on why it is important in 

these days. To specifically discuss the wood pellets it is important to have an overview 

of the bioenergy and renewable energy. So, the topic of renewable energy is ex-

panded. The current role of the bioenergy as the type of renewable energy and the 

wood pellets as a type of bioenergy is explained. Then developing further into wood 

pellets market, the update on the wood pellet market in the world, EU and in Germany 

is given.  

 

2. During this stage the literature is reviewed and analyzed to build the theory, i.e. to 

understand the applicable consumer behaviors and drivers for purchase, and possible 

restrictions. The literature on the different theories of consumer behaviour is analyzed 

and the Engel, Kollat, Blackwell model (EKB model) is chosen as the most applicable 

theory for this research. The examples of application of the EKB model for consumer 

decision process for other products is discussed and its application for wood pellets is 

explained. Based on the literature review and analysis, the success factors and limita-

tions for selling of wood pellets in Germany is discussed and the hypothesis on the 

factors that drive the customer decisions to buy wood pellets is developed.  

 

The sources for the first and second stages are the information from the scientific jour-

nals, topic related articles, information from the government agencies and public or-

ganizations, databases and statistics from research companies.  

 

3. The third stage presents the analysis of the qualitative data, gathered through in-depth 

interviews with the current and potential consumers of wood pellets in Germany. In this 

chapter the process of preparation and conducting of interviews with experts is de-

scribed. And namely, the experts selection process, the interview guide, the set up of 

the interviews. For the data gathering, three rounds of interviews with ten experts are 

carried out. The experts in the field of wood pellets are contacted through the groups 

in LinkedIn, Facebook (Heizen mit Holzpellets, Biomass Pellets), with the help of 

Deutsches Pellet Institute, companies which produce and sell pellets and pellet 
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burning equipment and through personal contacts. The experts are the current and 

potential end-consumers of pellets. Current consumers are the buyers of pellets for 

their use at home. And potential consumers are the consumers who have decided to 

switch to pellet heating and are in the process of installing a pellet stove. The experts 

from the pellet production and supply companies are also interviewed to better under-

stand the subject and to crosscheck some of the answers provided by the consumers. 

The data analysis is done with the help of computer-aided qualitative data analysis 

software (CAQDAS MAXQDA).  

 

4. In the next chapter the results and findings of interviews are presented and described. 

The findings are compared to the hypothesis, which was built as a result of the litera-

ture review. Finally, the grounded theory developed.  

 

5. And finally, the conclusions are presented, the research questions are answered, lim-

itations discussed and the recommendations to the industry on marketing steps for 

wood pellets are given.  

 

  



14 

3 Bioenergy as the type of renewable energy 

3.1 Renewable energy 

Renewable energy, often referred to as clean energy comes from the natural sources or pro-

cesses that are constantly replenished. While non-renewable or “dirty” energy includes fossil 

fuels such as coal, oil and gas. These resources are finite and sometime in the future will not 

be available anymore. Another problem with the non-renewable energy is that the fossil fuels 

are concentrated in certain parts of the world, making the less fuel-rich nations dependable 

and reliant on exports from the fuel-rich counties. (Shinn, 2018) As a result of the environmen-

tal concerns regarding the use of fossil fuels as well as the rapid urbanization and economic 

growth in emerging markets the global renewable energy market is expected to grow from 

almost 614 billion US Dollars in 2020 to about 1,129 billion US Dollars by 2027. (Jaganmohan, 

2021b) However only around 11% of the global prime energy came from renewable sources 

in 2019, with hydropower being by far the largest one (58%), followed by the wind (21%), solar 

(12%) and other renewables (9%). (Ritchie et al., 2020) 

Talking about different types of renewal energy, solar, or photovoltaic cells transform sunlight 

inro electricity. Solar energy systems do not produce air pollutants or GHG. However, the 

potential environmental impact is associated with other stages of solar life-cycle, including 

transportation, mantling and dismantling, as well as land use and the use of hazardous mate-

rials in manufacturing. Land use is a concern for a utility-scale solar facilities (require 3.5 to 

10 acres per megawatt (Environmental Impacts of Solar Power, 2013), as there is no oppor-

tunity to share land with agricultural or other uses. The workaround here is to use brownfields, 

abandoned mining lands or transport corridors. Despite this, the overall life-cycle emissions 

for solar systems are estimated between 21 to 90 grams of CO2 equivalent per kilowatt hour, 

which is far less than the lifecycle emission rates for natural gas (272-907 grams of 

CO2E/kWh) and coal (635 grams of CO2E/kWh). (Environmental Impacts of Solar Power, 

2013), (‘How Much Emissions Does a Solar Power System Prevent?’, 2020), (Appendix 3).  

Wind energy is generated with the help of big turbines’ blades. This type of renewable energy 

gains popularity as it is one of the cheapest option to generate electricity and the windmills 

can be placed almost everywhere including offshore in open water (Kennedy, 2016). Life cycle 

emissions for wind turbines are estimated at 11 grams of CO2e per kWh. (How Wind Energy 

Can Help Us Breathe Easier, 2021) 

There are discussions about other types of renewable energy on how green they are, for ex-

ample hydroelectric power. Hydroelectric power is the biggest source of renewable energy. 

It is classified as renewable as it uses the natural water energy to generate electricity, at the 

same time the fuels are not burnt and there are no direct emissions. Life cycle emissions for 

hydroelectric power are quite low and are estimated at 24 grams of CO2e per kWh 
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(Hydropower’s Carbon Footprint, 2022). However, there are discussions about the negative 

effects of the hydroelectric power too to the extent that the large hydroelectric plants are con-

sidered to be non-renewable energy. The negative effects include diversion of water flows, 

damage to animal and human lives around the place where the water is diverted and dams 

are built, and big amount of concrete and energy used during construction of dams (Fergal, 

n.d.).  

Other renewables include mainly geothermal energy and biofuels. Geothermal energy uses 

hot underground water which it pushed up to the surface and pumped through a turbine.  

Biomass is “organic material that comes from plants and animals, and includes crops, waste 

wood, and trees. When biomass is burned, the chemical energy is released as heat and can 

generate electricity with a steam turbine”. (Shinn, 2018) Traditional biomass, such as organic 

wastes and crop residues was an important source of energy for a long period of time in human 

history. It is still a source of energy in the low-income and non-developed areas. However, in 

the overall statistics this is not taken into consideration as it is difficult to track. (Ritchie et al., 

2020) In Europe nowadays, biomass includes “wood from forests, agricultural crops and resi-

dues, by-products from wood and the agricultural industry, herbaceous and woody energy 

crops, municipal organic wastes, manure, and could potentially integrate algae and marine 

biomass in the future". (Gordo et al., 2022, p. 9).  

All the mentioned types of renewable energy can be used in private households for heat-

ing/cooling and/or for electricity generation with various limitations and factors to consider (al-

ready installed heating or electricity generating systems, access to water flows, space availa-

ble around the house, etc.). (‘Is Renewable Heat Right for Your Home?’, 2020) In case of 

electricity generation if an excessive amount of the energy produced, a household can sell the 

access to the electricity grid.  

3.2 Wood pellets as a type of renewable source of energy  

Wood pellets are a type of biofuel. It is “a solid fuel made from compacted sawdust and related 

industrial wastes from the milling of lumber”. (The Many Advantages of Wood Pellets, 2017) 

It is considered to be renewable as the pellets are made of renewable materials (mainly saw-

dust and other wood waste). The renewable attribute is given to pellets due to their ability to 

absorb CO2 from the atmosphere as the wood grows. This should negate the effect of CO2 

emission during combustion, during the pellet production process especially for drying of pel-

lets. However, in case it is taken into consideration, it is assumed that the pellets still have a 

95% reduction in CO2 in comparison with the use of oil. (The Many Advantages of Wood 

Pellets, 2017) 

Wood pellets are used for heat generation in private households with the use of heating 

stoves, or furnaces or biomass boilers. Industrial boilers also generate heat but for industrial 
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and commercial purposes. Heating is the main use of wood pellets (almost 70%) (Wood Pellet 

Market | 2022 - 27 | Industry Share, Size, Growth, 2022) and thermal power generation is 

another area where the wood pellets are used due to its high heat value. (‘Everything You 

Need To Know about Wood Pellets’, 2020) There are some other usage of wood pellets, like 

for toilets for cats and other house animals, mobile camping toilets, etc. But in comparison 

with the heating market the volumes here are very small.  

3.3 Global and European wood pellet market 

The global wood pellet demand is growing significantly. Based on the forecast, made by Pöyry 

in 2015, the wood pellet demand should have grown from 17 million tons in 2011 to 54 million 

tons by 2026. (Forecast of Global Wood Pellet Demand 2025, 2015) However, this was a 

pessimistic forecast, as wood pellet production worldwide already in 2018 reached 55.7 million 

metric tons (Jaganmohan, 2021c). The global wood pellet market is estimated to be at USD 

10.52 billion in 2020, and is expected to grow to USD 16.75 billion by 2027, growing at a 

GAGR of 7.28%. (What Are Wood Pellets?, n.d.), (Wood Pellet Market | 2022 - 27 | Industry 

Share, Size, Growth, 2022) Europe is the most important market for wood pellets consump-

tion, and also the biggest producer. In 2019 EU-28 produced 45% of all wood pellets worldwide 

and other Europe another 11% (Jagmohan, 2021). Germany is by far the leading producer of 

wood pellets in Europe with 2.8 million tons produced in 2019. (Jaganmohan, 2022) Most of 

this volume is consumed in the country of production. (Statista Dossier on the Bioenergy In-

dustry Worldwide, 2022, p. 24) Some experts say, that the demand for wood pellets in Europe 

will grow by 30-40% between 2021 and 2026. (Wood Pellet Market | 2022 - 27 | Industry 

Share, Size, Growth, 2022) The use of pellets in Europe is mainly for residential heating (40%) 

and power plants (36%), and not so much for commercial heating (14%) and combined heat 

and power plants (10%). (Wood Pellet Market | 2022 - 27 | Industry Share, Size, Growth, 2022) 

In EU Italy has the highest wood pellet consumption in residential/commercial sector with 3.1 

million tons of consumption in 2016 (3.5 million ton in 2017) (Annual Consumption of Wood 

Pellet in Italy 2009-2018, 2021), while Germany recorded 2 million tons consumption. 

(Jaganmohan, 2021) The total wood pellet consumption for heat in 2019 reached 3.4 million 

tons in Italy and 2.3 million tons in Germany. (Statistical Report Bioenergy, 2020, p. 2) 

3.4 German market size and growth 

Germany, with the current level of consumption (Statistical Report Bioenergy, 2020, p. 2) and 

with higher population in comparison with other EU countries, specifically Italy, and colder 

weather conditions has big potential for the growth of wood pellets heating.  

It is important to mention that the pellet consumption cannot be looked at without looking at 

the systems used for heating generation. The purchasing, installation and maintenance costs, 
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as well as the overall user-friendliness of the heating systems are critical factors when con-

sidering a switch to pellet heating. The number of heating systems using pellets in Germany 

has almost doubled in the last 7 years (2021-2019) (Aldridge, 2020), and in 2021 it increased 

by almost 40%, reaching the level of 570 000 systems. It is forecasted to grow further – by 

2025 to 910 000 heating systems (4.3 million tons of pellet consumption) and by 2030 to 1,400 

heating systems (6.9 million tons of pellet consumption). (Entwicklung Pelletfeuerungen in 

Deutschland Bis 2030, 2022) This forecast does not take into consideration the recent devel-

opment – the demand for renewable heating systems increased significantly after the start of 

the war in Ukraine (Amelang, 2022), following the drastic increase in the oil price.  

But still pellets are not the most common source of heating – biomass (pellets included) has 

about 11% share in the heating and cooling energy in the residential sector in Germany, while 

in EU28 countries it is on average 19%, and in some countries within EU28 – up to 50% (for 

example, Estonia) (Statistical Report Bioenergy, 2020, p. 60).  

The government plays an important role in promoting the use of pellets, and the future devel-

opment depends a lot on the level of its support. EC Renewable Energy Directive 28/2009 on 

the promotion of the use of energy from renewable sources (and it’s later amendments) sets 

the goal that 20% of energy consumed in the EU should be from renewable sources (Renew-

able Energy Share – RES). Each country provided National Renewable Energy Plan and re-

ports on the progress and results achieved. Italy for example set very ambitious goals to go 

from RES 5.2% in 2005 to 17% by 2020, and reached it already in 2014 (17.1% in 2014 and 

20.36% in 2020) (Share of Renewable Energy in the EU up to 19.7% in 2019, 2020), (Bevini, 

2020), (Share of Energy Consumption from Renewable Sources in Europe, 2022). To achieve 

this ambitious target Italy government introduced various incentive schemes such as energy 

efficiency credits, tax relief for building and refurbishment projects.  

Germany target for the share of renewable energy was to reach 18% by 2020 (and 30% by 

2030), going from 5.8% in 2014, by 2020 this target was achieved and exceeded with RES 

19.3%. (Share of Energy Consumption from Renewable Sources in Europe, 2022) Germany 

government used various instruments to support the increase of RES such as investments in 

R&D, subsidies and loans, and tax allowances. Among the new initiatives are the federal fund-

ing scheme for efficient building, introduced in Germany in the beginning of 2021, (Aldridge, 

2020) and a ban on the installation of oil-fired heating systems from 2026, declared in the 

Climate Action Program 2030 (Eriksen, 2020). The measures support not only the conversion 

to renewable energy sources but also the insulation of the buildings. (Michelsen & Madlener, 

2013, p. 1)  
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3.5 Supply and demand balance in Germany  

Talking about the production of wood pellets, Germany has oversupply of the pellets. It pro-

duces more than it consumes. The oversupply is exported in other European countries, the 

biggest key partner is Italy.  

 

Figure 2. Germany wood pellet market in 2021 and the forecast for 2022(Pelletmarkt in Deutschland Wächst Weiter 
– Erstmals Über 4 Mio. Tonnen THG-Emissionen Eingespart, 2022) 

 

There are 163 pellet producers in Germany. (Germany’s Pellet Production H1/2020 Passes 

1.5 Million Tonnes Milestone, 2020) The biggest are Ante-holz with overall capacity of 425000 

tons, which will be doubled in 2022, Sägewerk Schwaiger of Hengesrsberg, with the capacity 

of 290000 tons, Wismar Pellets and Pfeifer Holz, with the capacity of 250000 tons each. Thus 

the 4 biggest producers cover 40% of the pellet production market. (The Biggest Pellet Pro-

ducers in the DACH Region, 2021) Most of them are wood processing plants, that use sawdust 

and wood residues available from their production process.  

3.6 Quality of wood pellets 

The quality of the wood pellets is important especially for domestic consumers. Lower quality 

can lead to the loss of efficiency and complicate the equipment maintenance. Larger industrial 

boilers can use lower quality of pellets without facing these issues. The most common certifi-

cation for wood pellet is worldwide certification scheme ENplus. However, there are other 

certification institutions available, for example Pellets Fuel Institute (PFI), (What Are Wood 

Pellets?, n.d.) predominant wood pellet association in the United States. Technical parameters 

include size (length, diameter), ash, moisture and dust content, heating value, and others. 

According to the ENplus certification the quality of pellets can be of three types: ENplus A1 

(the highest quality), ENplus A2, ENplus B. (ENplus Handbook V 3.0, 2015) German 
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consumers both within residential and commercial heating market use ENplus A1 quality. And 

almost 100% of pellets produced in Germany are of the A1 quality.  

 

Figure 3. Estimate of pellet quality class shares for residential heat market in European countries in 2018(%) 
(Statistical Report Bioenergy, 2020, p. 55) 

 

Figure 4. Estimate of pellet quality class shares for commercial heat market in European countries in 2018 (%) 
(Statistical Report Bioenergy, 2020, p. 56) 

 

Another consideration that is required from consumers is the form of pellets delivery to them. 

The pellets may be delivered in small bags (around 15 kg), big bags (around 1 ton) and as 

bulk. Depending on the type of the heating systems used, the delivery method will be different. 

Big bags are delivered mainly to industrial consumers and to the transportation terminals for 

further repacking and onward delivery. In Germany, Austria and Switzerland the consumers 

use boilers and stoves with higher power output and with high storage capacities silos. To the 

households where the silos are available, the pellets are delivered with bulk trucks and are 
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blown into silos. In some cases, the silos installation is not possible (not enough space or 

infrastructural limitation in a house), or the delivery with the bulk trucks is not possible due to 

road limitations. In this case households are sourced with 15kg bags, which are loaded either 

in silos or direct in stoves. The households also use the small bags, when the pellet heating 

is not the main source of heat in the house or the house does not need to be heated the whole 

season (vacation houses, warm temperature countries, for example Italy, houses with geo-

thermal or solar energy where pellets are used as addition source of heat). In these cases, 

the consumption volumes are not big, and consumers buy small bags.  

 

Figure 5. Forms of delivery used in the residential heat market in European countries in 2018 (%) (Statistical Report 
Bioenergy, 2020, p. 56) 
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4 Literature review  

4.1 Review of the theories of consumer behavior  

To analyze the factors driving the consumers decisions to buy wood pellet, we need to under-

stand how the consumers behave when they plan and make the purchase and when they are 

using the product.  

Literature review has been conducted for this research. It revealed that many consumer be-

haviour theories exist and there is a good research base of these theories and their application 

for different industries and products. In the past decade more and more interest was drawn 

towards the analysis of the influence of sustainability and green aspects on the consumer 

purchasing decisions. A gap in the literature has been identified, as there is no researches 

available to analyze the driving factors for purchasing of wood pellets or any other bio fuel.  

The most referenced models on consumer decision-making are Nicosia model (1966) (Fran-

cesco M., 1966), Howard and Sheth's model (1969) (Howard & Sheth, 1969) and Engel, Kollat, 

Blackwell model (1973, later Engel, Blackwell, Miniard) (Engel et al., 2006). 

The Nicosia model is one of the earliest models. It includes four stages: information provided 

by an organization to a consumer, use of the information by the consumer to form preferences 

and attitudes, purchase decision and then feedback about the purchase. (Vignali et al., 2001, 

p. 464) As the model starts with the information provided by an organization to a consumer it 

misses the stage when the consumer is influenced by any previous experience. Some re-

searches state that “the search and evaluation process considered in this model are over-

rational and applies to infrequently purchased high-cost products” (Vignali et al., 2001, p. 465), 

which limits its usage for this research, as the pellets are frequently bought product.  

The Howard and Sheth model describes three variables which influence the consumer deci-

sion-making process: institutional environmental characteristics; societal environmental char-

acteristics; personal characteristics. The framework of the model has been criticized for being 

too complex and hard to understand. It assumes that “consumer purchasing activities follow a 

higher involvement cognitive process” (Vignali et al., 2001, p. 465), and implies that the con-

sumer takes a more rational approach than it is actually required for wood pellets purchasing.  

Engel, Kollat, Blackwell (EKB) model was chosen as the theoretical base for this research. 

This model, as also the above mentioned models, describes how the consumer makes the 

decision about a purchase, and shows the different components of the decision making pro-

cess and relationships between them. The model was revised and modified several times and 

finally it evolved into Engel, Blackwell, Miniard model in the beginning of 1990s.  

The model was criticized that it represents the decision process as a linear process and that 

it has a market and not a consumer focus (Phillips & Bradshaw, 1993). Also there is some 
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critics that the “environmental factors are vaguely discussed and the model does not specify 

the preconditions under which certain outcomes will emerge”. (Vignali et al., 2001, p. 465) 

Despite the critics, I believe that the model is relevant for this research as it “still provides 

valuable insights into and explanations of consumer decision making”. (Ashman et al., 2015, 

p. 127) The model is also applicable in the today’s digital and online culture, where the con-

sumer decision making process is driven by social media influence. (Sihi, 2018, p. Abstract) 

This is also important for the wood pellets market, as the on-line channel is widely used by 

consumers. The critic of the model is taken into consideration and the special focus will be 

given in the research to the environmental factors.  

The model shows the complexity of the decision process and interconnecting between the 

stages and separate steps. To explain this complexity the model is presented as two-dimen-

sional. On one hand, the central point of the model is the decision process, which consists of 

five phases: problem recognition, information search, evaluation of alternatives, purchase de-

cision, and post-purchase evaluation. On the other hand, the model shows what influences 

the consumer during these five stages of decision process and how the information gets pro-

cesses. And this is divided also in five stages – information inputs, information processing, 

decision process itself, decision variables and external factors. (‘EKB Model (Engel Kollat 

Blackwell Model) of Consumer Behavior’, 2021) 

The central part of the model is the decision process.  

 

Figure 6. The Engel-Kollat-Blackwell complete model of consumer decision-making (Amisha, 2021) 
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The first step in the decision process is when a consumer recognizes a problem or a need 

to buy a product or a service. (Consumer Decision Process (Buyer Decision Process), 2019) 

This stage is called ‘needs recognition’ or ‘problem recognition’. This is when a consumer feels 

there is a difference between a current status and a desired one, and the need arises to close 

the gap. (Azevedo, 2012, p. 19) However the consumer may also have desires and a change 

in the desired state can also lead to need recognition. For example, if something, that a person 

uses, broke down, this is a change in the actual state and at this moment, the person recog-

nizes the need. Or, in case there is a new version of this product becomes available, and the 

features of the new product version are important for this person, in this case there is a change 

in the desired state.(Azevedo, 2012, p. 19) 

This need can be influenced by internal stimuli such as hunger or thirst or external stimuli such 

as an advertisement of any type (Kotler & Armstrong, 2021, p. 153), (Consumer Decision 

Process (Buyer Decision Process), 2019). The information gets gathered by a consumer dur-

ing the input step, when a consumer is exposed to the stimuli from marketeers. This can be a 

large spectrum of different information, starting from purely marketing information, such as 

ads on TV, radio, magazines, but also information that is not directly driven by marketing ef-

forts, such as information from friends, social media. This is the stage when various marketing 

information gets “into the consumer “black box”, get processed there and produce certain re-

sponse” (Kotler & Armstrong, 2021, p. 153). The authors also describe the process how these 

inputs reach the consumer – the consumer gets exposed, pays attention to stimuli, interprets 

them, gets persuaded by them, and finally this information gets into the consumer memory 

and influences the problem recognition stage but also the evaluation process.  

During the second stage, search, the consumer rather than searching for a specific product, 

starts to search for information that will solve his problem or close the need. However, the 

search can be also for a specific product or brand. At this moment consumer is attentive to 

the information he previously could have ignored. The information can come from external 

sources, such as advertising, websites, reviews etc., but also from personal sources such as 

information from family members or friends.  

The third stage, the evaluation of alternatives, is about processing of information by the 

consumer. Now the consumer needs to evaluate the different options and decide what is best 

for him. The choice is subjective as the consumers have different evaluation criteria and de-

cide what is important specifically for them. The following attributes of a product can be im-

portant for a consumer:  

- important attributes – price, quality, technical characteristics, etc. These attributes are 

something that is similar and comparable between different products and  

- determinant attributes – the ones, which are connected with brand. (Azevedo, 2012, 

p. 21)  
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At this stage consumer also gets influenced by individual and environmental factors (cultural 

and social norms, family or neighbor or reference groups), but also by decisional variables, 

such as believes, motives, attitudes and lifestyle. All these factors influence mainly the third 

phase but also all other phases of the decision-making process. (Kotler & Armstrong, 2021, p. 

154) 

Then comes the choice or the purchase decision stage. Consumer decides on all aspects of 

a purchase – to buy or not, where and when to buy, how to pay. At this stage the consumer 

can also be influenced by the attitudes of others and unexpected situational factors, such as 

change in price or on the other hand, change in income. The decision can lead to a planned 

or unplanned, spontaneous purchase. Usually planned decisions are made for high involve-

ment products. During the next stage purchase the consumer may be effected by in-store 

activities, different sorts of advertisement, coupons, flyers, promotions, samplings, etc. And 

the more the product is planned the less the consumer is influenced by in-store activities. 

(Azevedo, 2012, p. 22) 

And the last stage is outcomes or the post-purchase evaluation. Here consumer evaluates 

his experience after he purchased the product or a service and after he started and completed 

the consumption which can happen immediately after the purchase or some time later. 

Whether the purchase met the expectation or not will determine if the consumer is happy or 

unhappy or satisfied or not satisfied with the result. (Dimitriou & AbouElgheit, 2019, p. 317) 

The level of satisfaction determines if the consumer will buy this product again.  

As we can see, the decision process is very complex. Throughout the process consumer gets 

exposed to various stimuli and is influenced by different factors. The factors that influence the 

decision to buy can be divided into two groups of factors: personal and psychological and 

social and cultural factors (which are external factors).  

The personal factors are lifestyle, age and life-cycle stage, occupation, economic situation. 

The phycological factors are motivation, perception, beliefs, attitudes and values, normative 

compliance. External factors cover cultural factors, such as culture, subculture, social class. 

And social factors are groups and social networks, family, friends, roles and status. (Kotler & 

Armstrong, 2021, p. 154) 
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Figure 7. Factors influencing consumer behavior (Kotler & Armstrong, 2021, p. 154) 

4.2 Application of the EKB model for consumers decision-making 
process to buy wood pellets in Germany  

As the next step I apply the EKB model to the decision making process of the consumers of 

wood pellets in Germany.  

At the first stage need recognition, consumer realizes a gap between the desired stage and 

the current stage. The need can be driven by the dissatisfaction with the current state (cold 

house) and the desire to move to the desired state (warm house). At this stage consumer is 

influenced by the information which he already has in his memory and information that reaches 

him during this stage: various marketing information on product, price, place.  

During the second and third stages, search and alternative evaluations, the consumer in case 

of an interest in a product or brand continues to search for information, which can come from 

external sources, such as advertising, websites, reviews etc., but also from personal sources 

such as information from family members or friends. The stage can be limited for the current 

users of pellets, especially for those who buy them several times a year or more often, as for 

them pellets become a product with low involvement. 

At the last stage, post-purchase evaluation, the consumer evaluates his experience after he 

purchased and used the pellets.  

Below are the different scenarios when a consumer may decide to buy pellets. For each sce-

nario there is an explanation what happens at each stage of a decision-making process and 

which factors may influence the buyer.  

 



26 

Situations when purchase of wood pellets is needed 

Scenarios Need recognition  Search Alternative evalua-

tion  

Choice and Pur-

chase 

Post-purchase eval-

uation 

1. Consumer installs a 

pellet heating system 

and needs to start 

buying wood pellets 

The need recognition 

is driven by a change 

in the desired state, as 

the consumer up-

grades his heating 

system and the pur-

chase of pellets is 

connected with it. It 

can also be driven by 

the dissatisfaction with 

the current state, 

when consumer is not 

satisfied with the cur-

rent heating system, 

and therefore the pur-

chase of pellets is de-

cided.  

 

The information 

comes from the sup-

plier of the heating 

For pellets buying these two stages are inter-

weaved, as the solution for a problem have 

been already pre-defined by the type of heating 

system and the infrastructural limitations of a 

house (i.e. it is possible to heat only with pellets 

and store them only in silos). In case the user 

has no previous experience with pellets, he 

conducts full research, and searches for and 

evaluates the product.  

 

Important attributes – price of pellets and its de-

livery, quality and heating characteristics, deliv-

ery options, delivery lot, packaging type, place 

of manufacturing.  

Determinant attributes – pellet producers, rec-

ommendations. 

Sources of information: opinion of the equip-

ment supplier or heating consultant, reviews in 

social media (influencers and incl. specialized 

groups), specialized agencies and organiza-

tions, mass media – TV, newspapers, radio, 

The decision is when 

to buy, how much and 

from which supplier.  

Consumer evaluates 

the pellet supplier ser-

vice level, impact on 

productivity, price, 

packaging options.  

Also he evaluates not 

only the pellets but 

also the whole heating 

solution – how easy it 

is to use, does it re-

quire heavy mainte-

nance, are the cost as 

expected in compari-

son with the previous 

solution or the fore-

casted calculation.  
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equipment, and from 

the searches a con-

sumer has done when 

he bought the heater 

(internet, consultation 

on the change of heat-

ing system, and vari-

ous marketing stimuli).  

 

magazines; friends, family, colleagues. If a con-

sumer has a focus on sustainability, he will 

have more focus on sustainability aspects such 

as where the pellets are produced, how they 

are delivered, where the wood comes from, 

what kind of packaging is used.  

2. Consumer owns a 

pellet heating system 

and consumes pellets 

on a regular basis 

The need is driven by 

a change in the cur-

rent state, as there is 

a need in pellets to 

heat the house, and 

there is a dissatisfac-

tion with the current 

state when it is cold.  

Stage is limited in time or omitted as consumer 

is aware about the product and place of pur-

chase. When a search is performed, trusted 

limited sources of information are used (proven 

internet sites, providers of equipment, trusted 

friends or neighbors). Or the product is bough 

from the regular supplier/seller.  

 

As in Scenario 1.  

Regular buyer may 

postpone or bring for-

ward the decision to 

buy if he receives an 

alternative offer from a 

known supplier.  

In case the product is 

known the decision on 

where to buy can also 

be changed at the last 

moment (on the way 

to /from work when 

there is a spare mo-

ment), this is valid for 

pellets sold in bags.  

Stage is limited, unless 

the post-purchase ex-

perience varies from 

the previous experi-

ence.  
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3. Consumer buys the 

pellets on a regular 

basis, but is not satis-

fied with the current 

product/supplier 

Same as previous. But 

can be also driven by 

a change in desired 

state, when consumer 

learns that a product 

or service with differ-

ent characteristics is 

available on the mar-

ket (price, quality, ser-

vice, reliability). 

As the consumer already has an experience 

with pellets buying, as in the scenario 2, he will 

use trusted sources of information and will fo-

cus as in Scenario 1, on attributes, which cause 

dissatisfaction (price, quality, service, etc.) 

As in Scenario 1 As in Scenario 1, con-

sumer evaluates the 

pellet supplier service 

level, impact on 

productivity, price, 

packaging options, 

with specific focus on 

the problem which led 

to the change of the 

product.  

Influencing factors 

The following factors 

influence the con-

sumer decision on dif-

ferent staged of deci-

sion-making process: 

• Culture  

• Social Class 

• Age and lifecy-

cle stage  

 

• Believes 

• Motives  

• Attitudes 

 

• Consultants, 

sellers, friends 

• Unexpected 

situational fac-

tors  

 

Table 1. Situations when purchase of wood pellets is needed. Own compilation  
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Here is the explanation on the influencing factors, mentioned in the table.  

Need recognition. Culture and social class are important influencing factors, following the trend 

towards more sustainable lifestyle generally in European culture and specifically in Germany 

(Wissenschaftlicher Beirat der Bundesregierung Globale Umweltveränderungen (Germany), 

2011, p. 12). In the social influence, the word of mouth is especially important for the buying 

of heating commodities, as the usage is connected with physical safety (process of burning in 

the house) and basic needs (warmth). So, the consumers are influenced and tend to rely on 

someone they trust (trusted consultants, friends, someone local, rather than social media gu-

rus far away).  

Family influence is also quite strong during all stages as “the family is the most important 

membership reference group and consumer buying organization in society” (Kotler & Arm-

strong, 2021, p. 159). The proper heating is the comfort for the whole family, and the purchase 

decision needs to be taken with the aim to satisfy the needs of the family, not only of the 

person taking the decision.  

From the personal factors, age and lifecycle stage can be considered as the pre-defined fac-

tors, as the consumers of pellets are mainly the middle and above age groups, owning a house 

and having a family. (Koptyug, 2022) 

Search and alternative evaluation. In addition to the influences affecting the consumer on the 

stage ‘need recognition’, at this stage the consumer may be influenced by personal and psy-

chological factors - decisional variables, such as believes, motives, attitudes.  

“Motive (drive) is a need that is sufficiently pressing to direct the person to seek satisfaction of 

the need. All these factors influence mainly the third phase (Alternative evaluation) but also all 

other phases of the decision-making process.” (Kotler & Armstrong, 2021, p. 163) 

“Belief is a descriptive thought that a person holds about something.” (Kotler & Armstrong, 

2021, p. 165) 

“Attitude is a person’s consistently favorable or unfavorable evaluations, feelings, and tenden-

cies toward an object or idea.” (Kotler & Armstrong, 2021, p. 165) 

The consumers who a pre-occupied with the sustainability agenda will be influenced by their 

motives, believes and attitudes connected with sustainability.  

Choice. At the stage Choice the consumer can also be influenced by the opinions of others 

(for example, feedback from a friend on place of purchase) and unexpected situational factors, 

such as change in price or on the other hand, change in income.  
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4.3 Hypothesis on the factors driving the customer decisions 

Based on the above, we can assume that the factors, influencing the purchase of wood pellets 

are as follows:  

- Cultural: Culture and Social class 

- Social: Family Influence  

- Personal: Age and Lifecycle stage 

- Psychological: Believes, Motives, Attitudes 

- Unexpected Circumstances 

 

Talking about the product important attributes, these are the most important ones during the 

purchase of pellets:  

- Quality 

- Reliability of supplier 

- Delivery method and packaging are pre-defined by the type of heating system and 

pellet storage limitation 

- Place of purchase in case of pellets in bags 

 

Considering that the available literature does not allow us to further refine the hypothesis, the 

in-depth interviews are conducted to derive the theory, which will be compared to the findings 

achieved as a result of the literature review.  
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5 Analysis: in-depth interviews  

5.1 Preparation of in-depth interviews 

The next stage of the research is the qualitative in-depth interviews which help to derive the 

theory. In-depth interviews help to deeper understand the subject and get more detailed infor-

mation about interviewees thoughts and further explore them. The in-depth interviews also are 

the flexible method giving the interviewees the option to answer in own terms and the inter-

viewer to come up with the follow up questions based on the participants’ responses. This 

data collection method was chosen as it is most suitable when studying people’s opinions or 

perceptions (Louise Barriball & While, 1994, p. 328) as in the case of this research. 

The list of preliminary questions was developed for the interview guide (Appendix 5). The 

interview guide had a structure for the discussion, but was not followed strictly in the inter-

views. The interview guide led the interviewer through the interview to the research topic. The 

sequence of the questions was also not always followed. In case a question needed to be 

asked at a different moment of time, it was asked where it logically fitted best. There are main 

questions and follow up questions. The main questions are clearly worded, oriented to provide 

enough data for the research, but do not lead to any specific conclusion. The aim of the main 

questions is to get from the participants in-depth and unique answers, reflecting their relation 

to the subject of wood pellets buying factors. The follow up questions were used to clarify or 

expand the answers.  

Mainly verbal probing technics, such as verbal acknowledgement or repeating of an inter-

viewee statement were used in the interviews. As the interviews were conducted on-line (tele 

and video conferencing) there were difficulties to use non-verbal probing technics, such as 

mirroring of the respondents or keeping silence.  

5.2 Interview guide  

The questions in the interview guide helped answer the research questions. Here is the de-

scription on which part of the interview guide answered which research questions:  

- What are the success factors to stimulate the buying of wood pellets on a certain mar-

ket?  

- What are the factors that limit the buying?  

Questions in the sections ‘Heating habits’ and ‘Details on wood pellets’ help answer these 

research questions. The questions in these sections are on what is important when consumers 

buy pellets, why they choose certain type of pellets, do they have any concerns, issues with 

the current solution or current type of pellets, what are the expected benefits.  
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- Do the consumers believe that the pellets are “green” energy? If they don’t believe, 

why? What specific steps can be taken to change the believes and the image of the 

wood pellets?  

Questions in section ‘Environment’ cover this research question. The questions in this section 

were on ecological aspects, whether the consumer is conscious about sustainability in general 

and what he thinks about pellets as “green” energy.  

- What specific marketing steps can be taken to stimulate the buying of pellet?  

Questions in section ‘Purchase influence’, ‘Lifestyle and values’, ‘Search for information’ cover 

this research question. The questions in this section are about where the consumers receive 

information on pellets, who takes the decision to buy pellets, which information sources are 

used, whether the consumers use social media and if yes, how often, who they consult with 

when they choose pellets.  

In addition, there are general demographical questions and questions to understand the usage 

patterns: place of living, age, household size, frequency of buying, packaging type.  

5.3 Pilot testing of the interview guide 

To make sure the questions cover the topic and are relevant to its investigation and knowledge 

gathering, the interview guide was tested. The tests were done internally by the interviewer, 

as well as through the field tests with the potential interview participants. Based on the test 

results, the questions were updated and clarified. For examples, it was found out that one of 

the most important initial question is what type of pellets the consumer buys – lose or in bags. 

The answer to this question will define what other questions should be asked, as the behaviors 

for the ‘bag’ or ‘lose’ pellets consumers differ. Another important addition was to clarify that 

the discussion is about the pellets used for heating and not for other uses, to avoid confusion.  

5.4 Sample selection and data collection 

The target population for this study are the current and potential buyers of wood pellets for 

heating in Germany. Current buyers are those who have the pellet heating installed in the 

house and they regularly but wood pellets. Potential buyers are those who plan to install or in 

the process of installation of the pellet burner in the house. At this stage they are already 

engaged in the topic of wood pellets. The only difference with the current users is that the 

potential users have no real experience in pellet purchase and usage.  

Three rounds of interviews with in total ten experts were carried out. The number of experts 

was not fixed in the beginning of the research, but the new experts were invited, and interviews 

were continued until the data saturation was reached, i.e. as described in the explanation of 
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the grounded theory until “gathering fresh data no longer sparks new theoretical insights, nor 

reveals new properties of your core theoretical categories” (Charmaz, 2006, p. 113) 

The experts were contacted through the groups in LinkedIn, Facebook (Heizen mit Holzpel-

lets, Biomass Pellets, Survey Circle), with the help of Deutsches Pellet Institute, companies 

which produce and sell pellets (OBI) and pellet burning equipment and through personal con-

tacts.  

In case of social media, short posts were created to invite interested experts. Then the inter-

ested experts were analyzed if they fit the required criteria for the sample (current or potential 

buyer of pellets). After that the invitation to the interview was sent out to the selected interested 

experts with the required details regarding the study and the interview (details below and in 

Appendix 4).  

In case of personal contact and contacts to institutes, agencies, pellets producing, selling, 

delivering companies, the invitation with all the details was sent out in the beginning.  

The interviews were conducted on-line (video or audio conference) and recorded. The per-

mission for the recordings was requested before each interview and all participants agreed to 

it. It was very important to record the interviews, as the interviewer conducted the interviews 

alone, and transcribing the answers during the interview would not be possible. Also consid-

ering, that the interviews were held not in the mother language of the interviewer, the recording 

were needed to fully understand the answers.  

The interviews were scheduled for 30-40 minutes, and on average took 35 minutes. The lan-

guages used were German, English and Russian. Transcripts were done in the language of 

the interview and after that translated in English with the help of on-line translator Deepl. For 

the further analysis English transcript were used.  

5.5 Description of interview set ups 

The interviewer contacted the selected candidates by email and invited them to participate in 

the interview. The email was sent in English, German or Russian depending on the respondent 

(Appendix 4). The Email contained the following details: 

o Introduction of the interviewer. 

o The short description of the research and its objectives. 

o The objectives of the interviews and interview type (in-depth, free discussion). 

o The statement showing the importance of the experts opinions and invitation to 

participate in the interview. 

o Forecasted time efforts required by the expert. Planned interview time was set 

at 30-40 minutes. 
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o Confidentiality statement. 

o Proposed time and date for the interview. 

o Contact details of the interviewer. 

The time and date for the interview was agreed in the email exchange and finally the invitations 

with the Zoom or Teams link were sent to the participants.  

Introduction stage was used to provide the participant with the details about the research as 

well as to create the open and trustful atmosphere. The information provided earlier in the 

email invitation was repeated. The following questions were used to set up the scene: How 

are you doing? Where are you located at the moment? Depending on the circumstances, 

various questions on weather, holidays, etc., were asked. 

The discussion followed the topics and questions outlined in the Interview guide (Appendix 5).  

In the end of the interview each participant was thanked for participation.  

5.6 Data analysis  

The results of the interviews were analyzed to derive the grounded theory. “Grounded theory 

is a systematic method of conducting research that shapes collecting data and provides ex-

plicit strategies for analyzing them.” (Charmaz & Thornberg, 2021, p. 305) The steps under-

taken in research are described below. (The Practical Guide to Grounded Theory, 2022) 

5.6.1 Theoretical sampling 

In this step the raw data was collected (in forms of transcripts). In the grounded theory ap-

proach the data collection and analysis is cyclical. Thus three rounds of interviews were con-

ducted. Three buyers of wood pellets participated in the first round of interviews. Based on the 

results of these interview, it was decided to recruit more experts – buyers of the wood pellets 

and also experts who sell the wood pellets. In the second round of interviews two end con-

sumers were interviewed and one expert from a pellet production company. In addition, two 

interviews were conducted with the experts from the energy departments of Energy institute 

Vorarlberg to get more understanding of the wider pellet field. In the third round, one end 

consumer and one expert from pellet selling company were interviewed. 

5.6.2 Open coding 

After each round of interviews, the transcripts were analyzed and broken into excerpts or snip-

pet (open coding). The snippets were compared between each other to find similarities and 

differences in experience and opinions of the respondents. This constant comparative method 

is an important principle used in the grounded theory. The similar snippets then were grouped 
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together into codes. The following codes were introduced and applied to the snippets in the 

transcripts: 

- Who buys 

- Recommendations 

- What is important in pellets 

- Frequency of purchase 

- Quality 

- Place of purchase 

- Price  

- Negative experience 

- Attitude toward sustainability 

- Heating habits  

- What was used before pellets 

- Reason for the change  

- Length of use 

- Type of pellets used 

- Household size 

- Age 

5.6.3 Axial coding 

The codes were compared to each other, and grouped into categories (axial coding), the axes 

were identified which connect various codes together.  

The following categories were identified:  

General – in this category there are snippets coded with general introduction information such 

as size of the household, how often the pellets are bought, what type of pellets bought, etc. 

Purchasing process – the codes on where the purchase itself happens, who is involved in 

the process, etc. 

What is important in pellets – what experts say about what is important for them. The most 

important topics they talked about were – quality of pellets, price, and connected to the quality 

is negative experience in pellets usage.  

Ecological aspect – the information on what the experts think about the sustainability in gen-

eral and specifically about the pellets as green energy.  

Influences – here the experts mentioned who influences their decision to buy pellets.  

Heating habits – some experts mentioned what was important for them in the heating.  
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Table 2. Categories of codes. Own compellation  

5.6.4 Selective coding  

The open coding and axial coding were repeated until the theoretical saturation was reached.  

Finally, the core category was defined with the help of selective coding, when all the codes 

and categories were connected. One overarching category that captures the essence of the 

research is Influencing factors. The following connections were identified between the main 

category and the codes and the data: previous experience represented by codes ‘previous 

system’, ‘reasons to change’ and ‘negative experience’; ‘quality factors’, ‘price’, ‘recommen-

dation’ and ‘heating habits’ all directly influence the customers’ decisions.  

 

 

Figure 8. Selective coding. Core category. Own development 

The transcripts were than reviewed once again with the objective to be coded with the core 

category.  
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6 Results of the analysis 

Before presenting and describing the findings of the analysis I would like to mention once 

again the research question and the objective of the research. The research analyzes the 

drivers of the buying decisions and the limiting factors for wood pellets used for heating. Thus, 

the research question is: What are the factors driving the decision to buy wood pellets? 

How strong or limiting are they for the buying of wood pellets by consumers? 

The following additional questions are important to answer the main research question:  

- What are the success factors to stimulate the buying of wood pellets on a certain mar-

ket?  

- What are the factors that limit the buying?  

- Do the consumers believe that the pellets are the green energy? If they don’t believe, 

why? What specific steps can be taken to change the believes and the image of the 

wood pellets?  

- What specific marketing steps can be taken to stimulate the buying of pellet?  

As a result of the literature review it was preliminary proposed that the following factors influ-

ence the purchase of wood pellets: Cultural: Culture and Social Class, Social: Family Influ-

ence, Personal: Age and Lifecycle stage, Psychological: Believes, Motives, Attitudes and Un-

expected Circumstances. The findings will be presented following this structure, which will 

help to either confirm or reject what was preliminary proposed.  

6.1 Cultural: culture and social class 

The interviews did not show that the users of pellets are influenced by social groups and spe-

cifically the social groups and social status connected with sustainability. Despite the trend 

towards the more sustainable lifestyle, is it not important in the choice of either a heating 

solution or pellets for most of the experts (Appendix 7).  

Here are some of the quotes from the experts:  

He is not very concerned about the environmental issue, … what kind of CO2 footstep he's going 

to leave behind him or whatever, he doesn't really care about that. (Expert5, Pos. 55) 

The fact that the pellets are green or renewable, or that they are CO2-neutral doesn't matter to 

me yet. (Expert2, Pos. 31) 

 
The interviewees did not mention any other social groups which are important for the users of 

pellets.  

The word-of-mouth plays a role in the choice of a pellet supplier and pellets. The organizations 

which provide energy consultations and companies producing and installing the pellet burning 
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equipment usually do not recommend specific pellets or the pellet suppliers. Having no advice 

from them, the users have an option to listen to advice given by other users who they trust, 

such as local communities or neighbors. However, only one expert confirmed this.  

Good quality pellets are important to us and we have a dealer in the neighboring town, where we 

know that he ensures good quality. (Expert3, Pos. 21)  

The craftsman has already recommended to buy these pellets. (Expert3, Pos. 58) 

The other experts did the independent searches for a pellet provider or seller.  

He usually does it himself. First of all, he always reads reviews, he likes to read all the reviews 

on the Internet about the companies and so on. (Expert4, Pos. 65) 

6.2 Social: family influence 

6.2.1 Decision taker 

The family has an important role when we generally talk about house heating. Though the final 

decisions are mainly made by man, the influence comes from overall family needs. The house 

needs to be warm in the winter and in some cases in summer too. To achieve this, the heating 

system needs to work reliably and stable.  

The husband originally did everything and so he does it now. (Expert5, Pos. 78) 

My husband is buying. (Expert4, Pos. 63) 

Because of the weight of the bags, 15 kilograms, usually man buy pellets. (Expert10, Pos. 9) 

6.2.2 Negative experience  

Many interviewees had at least once a negative experience with pellets. The quality of pellets 

was not good enough, and this led to the malfunctioning of pellet stoves. In some cases, the 

house had no heating for a few days in winter. The experts confirmed it was a very painful 

experience for a family with children, and it influenced all their further purchases. (Appendix 

8) That is why during the purchase this previous negative experience influence them and the 

choice is given to the product with high quality and a trusted provider or seller.  

I had a negative experience when I decided to buy pellets from a local manufacturer, which is 

located literally 5 kilometers away. Well, just passing by, saw an advertisement that they also 

deliver pellets by truck. Ordered. And, unfortunately, the boiler began to work intermittently. (Ex-

pert2, Pos. 21) 

In the year before last we had cheap pellets, which have caused many problems and have then 

also decided there for good pellets so that the heating system can run without interference. (Ex-

pert3, Pos. 19) 
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There was more ash, and after that we just stopped taking them. So we take local, I don't know, 

maybe they're not local, maybe they also come from Eastern Europe. Nevertheless, we are 

happy. (Expert4, Pos. 49) 

6.3 Personal: age and lifecycle stage 

The interviews revealed the following common patterns among the users of wood pellets in 

connection to the age and lifecycle stage.  

The users of wood pellets live in and own a one-family house. The study analyzes the wood 

pellets usage for private consumption, and the industrial users and buyers are not in the scope 

of this study. The pellets are also used in the apartment houses (with many apartments). But 

in this case the pellet boilers and heaters are operated by a management company. And con-

sequently, the pellets are also bought by a management company. This kind of management 

companies manage a number of apartment houses. Therefore, these consumers can be 

treated as industrial consumers or B2B customers. In most of the cases they have long term 

contracts with the suppliers or producers of pellets, after choosing them via a tender process.  

Our main clientele who wants to exchange house boiler, and they are mostly people from, 50, 55 

to 80. (Expert9, Pos. 12) 

And the others are rather larger consumers, these are residential complexes with 10 - 15 - 20 

residential units. They have relatively higher purchase volumes. (Expert7, Pos. 46) The price 

plays a role here. (Expert7, Pos. 159-161) 

The users are mainly man having family with children, or couples whose children already 

grown up and live on their own. The use and choice of pellets is connected with the use and 

choice of pellet burning equipment and generally the choice of heat source in the house. In 

some cases, the change of heat source is connected with the infrastructural changes of the 

house, such as rebuilding or upgrading, and this requires technical involvement. That is why 

usually man deal with these subjects. Thus, the choice and the purchase of pellets and is done 

by man.  

These two points confirm that the age and lifecycle stage influence the purchase of pellets. 

However, they are more important during the choice and purchase of the heating solution, and 

in the process of buying of pellets they do not play an important role, but rather serve as the 

pre-defined condition.  

6.4 Psychological: believes, motives, attitudes 

The interviews showed that the users of pellets are influenced by the motives, believes and 

attitudes during the purchase of pellets. As it was discussed previously, the motives are the 

continuation of needs, either biological, arising from some physical discomfort or psychologi-

cal, arising from the need of esteem of belonging. When a person starts to act and look for 
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satisfaction, the need becomes a motive. (Kotler & Armstrong, 2021, p. 163) The believes are 

the thoughts of a person about something based on the knowledge or opinion or faith. And the 

attitudes are the persons’ feelings or evaluations towards something in terms of liking or dis-

liking. (Kotler & Armstrong, 2021, p. 165) 

6.4.1 Quality 

Obviously in the process of buying pellets, the user is driven by the need to heat the house, 

i.e. to overcome the physical discomfort. As the pellets are bought on a regular basis this 

motive is the basic influencing factor, as for the families, and especially for the families with 

small children the heating is very important. The users try to avoid any potential issues with 

heating and that is why they are looking for a reliable supplier and reliable quality. Because 

this physical comfort is very important, the quality plays a significant role. Here we talk about 

the quality of pellets as a product, but also quality of supplier or pellet delivery company, i.e. 

the quality of the service. (Appendix 9) 

Let us first look at the quality of pellets as a product. As many users in the past had negative 

experience in using the pellets, they have now the believes that the pellets must be of high 

quality. Important to mention that the users mainly do not know about the quality certification 

and the quality standards of the pellets they buy, but rather choose a supplier of pellets and 

trust this pellet supplier that he has the correct quality. They are reluctant to experiment with 

the quality and as a result even to change a supplier or place of purchase, as they want to 

avoid any disturbances in the performance of the equipment. All research experts buy the 

pellets from the same supplier for many years, and comment, that the only reason for them to 

change the supplier would be if the current supplier is not able to deliver or has issues with 

the quality of pellets.  

Then it was fixed and since then he orders from this company. Everything goes great. It arrives, 

all the pellets are small and neat. (Expert4. Pos. 33) 

He always buys pellets from the same company because he always buys them there, and he 

does not look at other things. (Expert5, Pos.87) 

Another important point on the quality side is that the better the quality of pellets the less dust 

and ash will be generated and less cleanings will be required. Not all the consumers are aware 

of this direct dependency.  

Some experts had a believe that all the pellets, similar to the heating oil or diesel, all are of 

the same quality. This belief in the end led to the purchase of not-satisfactory pellets as they 

did not pay attention to the quality parameters. After that the users changed their believes as 

a result of this negative experience.  



41 

Another belief was that all pellets which are sold locally are of the same and high quality, i.e. 

they had trust in local suppliers and also did not check the quality parameters. In this case, 

the users also had a negative experience and changed the belief.  

We thought it would be the same as always. But they were larger than they should have been 

and they clogged our pipes. (Expert1, Pos 57) 

Well, like gasoline bought at a gas station, it has the same quality everywhere. Yes, but it turned 

out that this is not the case with pellets. (Expert2, Pos. 23) 

Talking specifically about the quality of pellet delivery service, here it is also important for the 

consumer to have a reliable provider, which has the needed quantity of pellets, delivery is 

possible at a required time, that he keeps the promises on the delivery, is flexible enough to 

supply on the required days, provides discounts to regular customers, knows the customer 

and friendly, and leaves the place of unloading clean after himself. So, the quality of delivery 

service for consumers mean the quality of the product. At the moment the purchase decision 

is taken, all these information gathered during previous purchases, is in the customer’s head.  

System of discounts for regular customers. And they do not have to be waited long. That is, when 

we see that we run out, we call them and we kind of see how much more we need, say, maybe 

a week or two, and then it will be very tight and they always come in that time. They're so fast, 

so responsive. I have never had a problem with them being late or us sitting there with no heat. 

(Expert5, Pos. 41) 

The delivery has to fit. The drivers are important. They also have to be friendly, and if they are 

unfriendly and maybe leave a mess somewhere, make a mess. That is important. It's the busi-

ness card, so to speak. (Expert7, Pos. 138) 

6.4.2 Price  

Let us now look at the price as the factor influencing the purchase decision. Here there are 

also set believes and attitudes. All respondents confirmed that the price is not important for 

them. They believe that all the offers on the market are approximately of the same price. Some 

mentioned that the discounts, which they can receive on a spot basis are not attractive and 

make no sense if compared with the efforts required to change the pellet provider (registration 

of new customer, clarification of the delivery method, place of delivery, additional equipment 

required etc.), uncertainty about the quality. According to one of the experts (producer of pel-

lets) there are about 15-20% of buyers on the market who look for best price with every pur-

chase and for a small gain they are ready to take this kind of transactional efforts. (Appendix 

10) 

When I was making my first pellet purchases I was comparing prices, that is, making inquiries to 

different manufacturers that I found on the Internet. And the price, in my opinion, was different, 

not more than €10-20 per ton. So now the price of pellets is somewhere around 250 euros, in my 

opinion, per ton. So it turns out that the price is no more than 4-5% different, plus each supplier 

still has a fee for doing this hose more than 25 meters. Someone charges a little more someone 

a little less. I also take that into account when choosing. And not every day fits me for delivery, 
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so this factor also plays a role. Experience has led me to the fact that the manufacturer from 

which I now buy, I am satisfied. (Expert2, Pos. 27) 

In my experience maybe 20% are switchers who really say, if I save 15€ here in total, then I can 

buy, I don't know, Wiener schnitzel. So, I buy there. (Expert7, Pos. 97) 

On the other side, for the consumers, buying the pellets in bags, the price is an important 

factor. As they do not need the delivery services and they can physically observe the quality 

they are buying (the product is packed in see-through plastic bags). So, when an option avail-

able in a place of purchase, the customers will choose the cheaper product. On the other 

hand, as they buy small quantities, the difference in total cost of purchase is not significant 

enough to incentivize them to change a place of purchase.  

They cost about the same everywhere, maybe a couple of cents. (Expert1, Pos. 33-34)  

In fact, what's available, that's what I take, if they were cheaper, I'd take the cheapest one. I do 

not care. (Expert1, Pos. 37) 

6.5 Unexpected circumstances 

Unexpected circumstances can also influence the consumers of pellets during the purchase.  

As the governments of all European countries and specifically Germany has very ambitious 

goals to reduce the CO2 emissions, they support the private households to change from oil 

and gas heating to pellets heating (or using other renewable energy sources). The subsidies 

can be up to 50% of the equipment cost (or more, depending on the type of pellet stove). 

(Appendix 10) And for some consumers that was one of the reasons to change to pellet heat-

ing sooner than later, as they were not sure how long this offer from government would be 

valid. However, this factor is important for the purchase of pellet heating systems, and not for 

the purchase of pellets. However, this is important for the purchase of the pellet heating equip-

ment and does not play a role in a pellet purchase process.  

It is important to mention here the recent developments in the macroeconomic situation. What 

influences the pellet consumers now is the increasing oil prices and as a result increasing 

prices for other sources of energy, driven by the war in Ukraine and energy crisis as a result 

of this. The consumers try to buy as much as possible to load the maximum capacities of the 

silos to minimize the risks of increasing prices.  

Talking about prices, the special offers, which are proposed by pellet supplier also influence 

the consumers and can be treated as an unexpected circumstances factor. (Appendix 10) All 

of the experts confirmed that when the special prices are offered by their pellet providers, they 

buy additional volumes when they have capacity in the silos.  
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Discount this month. Pellets for so much, the price is off. If you take more than 5 tons. My husband 

often uses these offers if we really need them. He says we're kind of running out there, but we'll 

wait a couple more months and see if they have another sale (Expert4, Pos. 101) 

Place of purchase can be another unexpected circumstance for the consumers buying the 

pellets in bags. These consumers usually buy the pellets where it is comfortable for them. 

They can decide it on the day of purchase, and it depends on where they go or what are the 

plans and buy from the place near to them.  

I say I'm going by Obi and I'll drop in. I know I need a bag, so I'll stop by and buy one. The only 

thing if you only need to buy pellets, then I can go by Lager House, as it is very close to me. 

(Expert1, Pos. 41) 

It was also confirmed with the interviews that the following product attributes are important for 

consumers, and they are the pre-requisites for the purchase: delivery method and packaging. 

The choice of pellets in bags or lose pellets is pre-defined by the infrastructure of a house. 

Some of the consumers have installed silos for storage of pellets, and this volume they load 

in these silos is enough for 6 month or more. For these users the only delivery option is with 

the truck that blows the pellet into the silos. For the users without the high-volume storages 

the option is the pellets in bags. So, this is pre-defined.  

6.6 Key findings 

Now I would like to summarize the key results of the analysis.  

The most important consideration for the wood pellets buyers is the quality of the product.  

- The family basic need is that the house needs to be warm. If there is a risk that this 

need is not fulfilled the buyer tries to minimize the risk by ensuring the reliable quality.  

- Previous negative experience with the pellets of bad quality or quality, not suitable 

for the heaters in private houses forms the believe that the quality should be suitable 

for the pellet burner.  

- In addition to this the buyers listen to the recommendations from the equipment in-

stallers or form the people they trust. And they also recommend the highest quality.  

So, these three factors force the buyers to be extra cautious about the quality of the product, 

and also in some cases not to buy full silo loads, as in case the quality is unsatisfactory the 

silo needs to be emptied and cleaned.  

Considering that 80% of the pellets for private consumptions in Germany are supplied in bulk, 

as lose pellets, the quality of delivery service and generally the reliability of the supplier is 

also very important and is tightly connected to the quality of product. The reliable supplier for 

the buyers means the quality of the product. And vice versa, the bad quality product will lead 

to the break of relationship with the supplier. The interviews showed that 80% of the customers 
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buy from the same source and from the same supplier if they are satisfied with the service and 

the quality.  

Price is not important for the consumers, as they are not ready to make an effort for a small 

gain. Exception is the buyers of pellets in bags. As they have more flexibility with the supply. 

However, in the past months with the exploding prices and volatility on the market the price 

factor may become more important.  

If we look at sustainability topic, the interviews showed that this is not a factor that the con-

sumers consider. They have already made their choice when they installed a pellet heater. 

And the sustainability was also not the only and the most important factor there. And in the 

choice of pellets this is not considered.  

Talking about the prices, the seasonal discounts are important for the buyers. When the spe-

cial offers are communicated by the sellers, the consumers usually buy from, this influences 

the buyers to either bring forward the decision to buy or to postpone it in hope and with the 

expectation that this offer will be published.  

Here they have for example, which is good, they have a system of discounts, that is, if you always 

take from them always, then there 200 kg for free, for example. (Expert5, Pos. 39) 

My husband often uses these offers if we really need them. He says we're kind of running out 

there, but we'll wait a couple more months and see if they have another sale. (Expert4, Pos. 101) 

This price communication is also important when we talk about the sources of information. 

The direct marketing to the regular clients is a channel that is used by the pellet sellers and is 

well accepted by the consumers. During the initial stage, when consumers start looking for 

pellets, all experts mention internet as the main source of information, without indication of 

some specific internet sites or social media. For some experts the trusted sources like friends 

or colleagues or other companies they trust (installers, for example) are important.  

All through the Internet (Expert4, Pos. 63). First of all, he always reads reviews, he likes to read 

all the reviews on the Internet about this company and so on. … he has a friend who works for a 

heating company, but they sell gas heaters. (Expert4, Pos. 65) 

Yes, so the, the craftsman has already recommended to buy this pellets (3. Expert3, Pos. 58) … 

we have known them for many years. … We have trusted him and have not investigated too 

deeply the matter in the Internet, but have trusted in his advice. (Expert3, Pos. 63) 

I searched in the internet for the companies in the area. (Expert2, Pos. 38) 
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As a summary, here is the visual presentation of the factors that influence the decision of wood 

pellets buyers:  

 

Figure 9. Factors, influencing the buyers of wood pellets. Own development  
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7 Conclusion and limitations 

7.1 Main conclusion  

In this concluding chapter I will summarize the findings in relation to the research question. I 

will provide the answers to the research question and give the recommendation to the com-

panies producing and selling pellets. I will also outline the limitations of this research and 

propose possible options for future researches in this area.  

The research focused on the wood pellet market for private consumers in Germany and has 

the objective to understand the factors affecting the purchase decisions of wood pellets buy-

ers. The aims of the research were achieved by applying the Engel, Kollat, Blackwell model 

of consumer behaviour (EKB model), by conducting in-depth interviews and deriving the 

grounded theory.  

The application of EKB model to the decision process of wood pellet consumers revealed that 

the following groups of factors may influence the consumers: cultural (culture and social class), 

social (family influence), personal (age and lifecycle stage), psychological (believes, motives, 

attitudes) and unexpected circumstances.  

In-depth interviews with the buyers of wood pellets helped specify the influencing factors to 

finally answer the research question. Therefore, let me now answer the research questions.  

Main question: What are the factors driving the decision to buy wood pellets? How 

strong or limiting are they for the buying of wood pellets by consumers? 

The buyers of wood pellets are influenced by family, personal believes and attitudes, and the 

unexpected circumstances. The analysis showed that the most important influencing factors 

are  

- previous negative experience / previous heating system  

- quality  

- reliability of supplier 

- recommendation from a trusted person  

- satisfaction of basic needs 

- price 

The previous negative experience leads to the importance of the quality of the pellets and 

reliability of the supplier. This experience a reminder for consumers that the quality is im-

portant for them not to have issues with heating. For those who did not have a negative expe-

rience the recommendation from a trusted person also confirms that the quality is im-

portant. Quality and reliability of supplier means for the users that their basic needs (warm 
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house) will be satisfied. If the consumers are satisfied with the quality of product and service, 

they will be reluctant to look for an alternative. And on the opposite side, in case the quality of 

the product or the service is unsatisfactory this is a limiting factor and will stop the buyer from 

purchasing this product or the product from certain supplier.  

The price is important for the customers which buy the pellets in bags. As they are more 

flexible with the type of delivery (can deliver themselves) and can visually check the quality of 

pellets they buy. However, the price may become more important for all customers during the 

periods of energy market volatility like we experience today. 

Supporting questions:  

What are the success factors to stimulate the buying of wood pellets on a certain mar-

ket?  

Following the answer to the main research question, I can conclude that the success factors 

to stimulate the buying of pellet are the following:  

- Providing the stable quality of product to the consumers; 

- Making sure quality information is communicated to them; 

- Focusing on good service. It should be easy to order the product, especially for the 

regular customers (how to reach the customer, what equipment is required, other spe-

cifics); 

- Special attention should be given to the professionalism of the drivers (friendliness, 

leaving the place clean after unloading, necessary consultations to the buyers etc.).  

What are the factors that limit the buying?  

The unsatisfactory quality will limit the purchases. In addition, unexpected factors may limit or 

postpone the purchase, for example expectation of a regular discount from a supplier post-

pones the purchase. For the buyers of pellets in bags the limiting factors in addition to quality 

is the unsatisfactory price. The place of purchase can also be easily changed, which would 

mean the limiting factor in a narrow sense (for a particular seller).  

 

Do the consumers believe that the pellets are the green energy? If they don’t believe, 

why? What specific steps can be taken to change the believes and the image of the 

wood pellets?  

Customers' idea of whether pellets are green energy or not starts with the attitude towards the 

pellets as the type of heating. That is why during the analysis I looked also at the reasons why 

the consumers changed to pellet heating and why they choose specifically the pellets. The 

consumers of pellets had either pre-installed pellet heating system in the houses, or they 

switched to a pellet heating from oil or gas (or combination) or they build a new house and 

decide which heating system to use and choose pellet heating. The analysis showed that 
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within the second and third category of consumers only a small part chooses pellet heating 

because of the ecological reasons. And this is by far not the main reason. The other reasons 

are as follows.  

- One reason is to be not dependent on the fossil fuels, as it is susceptible to market 

volatility, price instability, and there are risks with the security of supply.  

- For some of the buyers, especially who changed to pellets several years ago, the rel-

atively lower price of the pellet heating in comparison with oil heating was a deciding 

factor.  

- Another important factor is the support from the government in the form of free consul-

tations and subsidies. However, this factor rather speeded up the decisions to switch, 

brought it forward in time and triggered it and was not the driving factor.  

- Another reason or the triggering factor is the malfunction or complete inoperability of 

the current heating equipment and the need to replace it. In this case, the installation 

of oil heating made no sense as it was already in the heads of the consumers that the 

oil heating would be banned.  

- For some consumers switching to pellet heating from oil was the only option. As other 

options (like geothermal or solar energy) required massive financial investments and 

renovation of the house.  

When we talk specifically about pellets and how to choose among the available options the 

most ecological ones, here the experts did not have any knowledge or information which pel-

lets can be “greener” and more ecological or less ecological. For example, none of them knew 

and were interested in where the pellets come from and none of the consumers of pellets in 

bags was concerned with the amount of plastic used.  

However, all this does not mean that the consumers do not believe that the pellets are eco-

logical energy. The efforts made on the government level (future ban on fossil fuel heating, 

financial and other support) raise an awareness among population on ecological side of pellets 

and incentivizes house owners to switch to more ecological energy sources. And the consum-

ers do believe that the pellets are “green” energy. 

- What specific marketing steps can be taken to stimulate the buying of pellet?  

The pellet sales are directly connected to the number of pellets stoves installed. Thus, the 

activity to stimulate the buying of pellets should start with the activity to stimulate the buying 

of pellet burning equipment. The market for pellet stoves is already growing with two digits 

figures. The war in Ukraine and the energy crisis on one hand will further increases this growth. 

But on the other hand, the supply of pellets from Russia to Europe is reduced due to the 

sanctions imposed on Russia. And there are serious risks with undersupply of pellets and as 

a result of it, the exploding prices. Before the situation stabilizes on the macrolevel it is hard 
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to plan anything on the pellet producer’s level. The most important is to minimize the negative 

influence of the situation with raising prices and risks of undersupply. And this kind of commu-

nication and focus is required from the market players.  

7.2 Recommendations 

The following recommendations can be given to the producers and sellers of wood pellets. 

The companies can start planning them and start implementation once the situation stabilizes.  

Communication on quality. As the quality is the most important parameter of the pellets it is 

vital to inform the consumers about the quality the company sells or produces. But it is also 

important to focus on benefits for the consumers in case they buy a good quality product. For 

example, the dependency between the quality of pellets and ash cleaning frequency, the in-

cremental amount of heat that can be generated by the higher quality pellets, calculated in 

monetary terms.  

As the heating equipment becomes better the size of pellets and other parameters of pellets 

become less important, despite that this was the main reason of system malfunctioning in the 

past. Probably in the future less focus will be given to these characteristics. That is why it is 

important to concentrate on the real benefits for the consumers as described above.  

In addition to this, for the consumers for whom the ecological aspect is important, the following 

information would be of value: the place of pellets manufacturing, the place where the wood 

comes from, the energy type used for pellet production (provided the biggest portion of energy 

used is from renewable sources).  

Sources of information. As the pellets are bought on average once a year, it is difficult to 

plan regular communications, as people buy rare and at different times throughout the year. 

Exception is the pellets in bags, which is a strictly seasonal product, as the consumers buy 

small amounts during the season. The target audience is narrow, and it is difficult to connect 

it to a certain social group. The recommendation here would be to get into close cooperation 

with the producers of equipment and the energy consultants. So that the potential buyers get 

to know about the pellet sellers already at the moment of planning of a heating system. For 

example, through offering them free pellets with the purchase of equipment, or a coupon with 

a discount for the first purchase of pellets.  

Direct marketing, as we saw in the answers from the experts, is accepted very well by the 

consumers. This can be communication on discounts, or other price communications.  

Quality of delivery services. Considering that the majority of pellets are sold as lose pellets 

and delivered by trucks to the private household, the quality of the delivery service becomes 

as important as the quality of product. Thus, the pellet sellers are recommended to focus on 

the service component in their marketing activities. The whole process from the moment of 
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ordering pellets to the moment of delivery should be user-friendly and convenient for consum-

ers. For example, building trust is important. When the customers are happy and have trust in 

this company, and are satisfied with the service, they will continue using this company. An-

other important consideration is the service provided by service company personnel. And here 

it is vital that the driver who are in fact the business card of the company leave a positive 

impression on the customers, i.e. the drivers should not only provide the good delivery and 

unloading service, but also be pleasant, friendly, helpful in case of questions or problems, and 

generally promote the company.  

7.3 Limitations 

The limitation of the research is that the conclusions are based on the in-depth interviews with 

just a number of experts. This raises the question if the results of the research can be gener-

alized and applied to the whole population. To finally prove the results of this analysis a quan-

titative analysis is required and recommended as the next step.  

Another limitation is the language of interviews. The interviewee is not a native German 

speaker and during the interviews conducted in German, some factual or emotional aspects 

could have been missed. This risk of the loss of meaning was mitigated by the fact that the 

interviews were recorded and transcribed.  

One more limitation of the research is that not all experts were from Germany and some of 

them were from Austria. However, this has been already discussed in the research proposal 

and it was suggested that the Austrian and German pellet markets are identical, have common 

pellet producers and suppliers, same governmental activities and goals, that is why this limi-

tation has a low impact.  
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Appendix 1. Global pellet demand  

 

 

Figure 10. Global pellet demand, 2010-2025 (Wood Pellet Association of Canada, 2015, p. 4) 
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Appendix 2. EU wood pellet consumption for heat 

 

 

Figure 11. EU wood pellet consumption for heat (Statistical Report Bioenergy, 2020, p. 57)  
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Appendix 3. GHG and carbon dioxide emissions by type of fuel 

 

Figure 12. Comparative chart of GHG emissions by type of fuel (in CO2e) (Carbon Dioxide Emissions Factor, Kg 
CO₂ per MWh, 2022) 

 

Figure 13. Comparative chart of GHG emissions by type of fuel (How Wind Energy Can Help Us Breathe Easier, 
2021) 
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Appendix 4. Invitation to interview  

 

Dear [Name of Expert], 

I am a Master student at the Vorarlberg University of Applied Science (Austria), studying In-

ternational Marketing and Sales.  

I carry out a research for my Master Thesis “Drivers for the buying decisions for private con-

sumers in Germany”.  

Through this research I would like to answer the following questions: what are the factors 

which drive the decision to buy pellets, and what are the limiting factors? Do the consumers 

believe that the use of pellets is “green”? If not, why? And if not, also what specific steps can 

be taken to change the believes and the image of the wood pellets? As a results of my re-

search, I will come up with the strategic success factors for pellets marketing in Germany.  

Now I approach the experts in the wood pellets field to deeper understand the topic and de-

velop a hypothesis. The experts are the consumers of pellets, potential consumer (who plans 

to start using pellets), professionals from pellet production, delivery or sales companies.  

Your experience and expertise in the wood pellets business would be very valuable for my 

research. Would you be willing to participate in a 30-40 minutes on-line interview?  

The interview will be held [in English, in German, in Russian]. Your name and company name 

will be kept confidential and will not appear in the research.  

In case of a positive answer from you side, I will set up a meeting in Zoom/ Teams.  

I am looking forward to your reply and thank you in advance for your great support in the 

research! 

 

Best regards, 

Natalia Vodolazova 

[email] 

[telephone number]  
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Appendix 5. Interview guide  

The questions raised during interviews ensure the research questions are answered. In each 

section it is mentioned which questions it will answer.  

1) What are the success factors to stimulate the buying of wood pellets on a certain mar-

ket?  

2) What are the factors that limit the buying?  

3) Do the consumers believe that the pellets are the green energy? If they don’t believe, 

why? What specific steps can be taken to change the believes and the image of the 

wood pellets?  

4) What specific marketing steps can be taken to stimulate the buying of pellet?  

Introduction 

Interviewer introduces herself – name, place of study.  

Interviewer clarifies the goal of the interview and describes how the interview will be run (open 

questions, open discussion, there are no wrong answers).  

- The goal of the interview: in the framework of my master thesis on factors influencing 

the customers decisions to purchase of wood pellets, the goal of the interview is to get 

a better understanding of the purchase decisions of wood pellet buyers.  

- Confidentiality statement: the answers will be processed anonymously and in an ag-

gregated way. The name of the interviewee will not be disclosed.  

- Recording: the interview will be recorded, please let us know if this is not acceptable.  

General questions 

1. Where do you live? In which part of the country?  

2. Do you live in a house / flat? How big is it in m2?  

3. How old are you – under 30, 31-45, 46-60, more than 61? 

4. What is the size of your household, i.e. how many people including yourself leave with 

you? Including how many children? Is this one family, parents/grandparents?  

5. What is your family net income per month – up to EUR 6000, EUR 6000 – 15000, more 

than EUR 15000? 

6. For what purposes do you buy pellets? 

7. Why did you decide to change to wood pellets or was the wood pellet heating already 

pre-installed in your house? 
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8. If you changed your heating system, how did you decided, that you need to change? 

What was the motivation behind (the old one broke, general renovation was needed, 

government subsidies, potential cost savings, etc.)  

9. If you don’t use the pellets now, when are you planning to install a wood pellet heater?  

10. How long have you been using pellets? 

11. How would you compare the cost effectiveness of the wood pellet heating in compari-

son with other fuels?  

12. How much do you pay per month during the heating season/on average per month?  

Heating habits (1, 2) 

13. What is important for you in the heating for your home? Are you happy with you current 

heating solution?  

14. Have you changed your heating habits when you started to use pellet heating, and if 

yes what exactly?  

Details on wood pellets (1, 2) 

15. Can you share your experience with wood pellets? 

16. Where do you store them in your house? How are they delivered to you? What is the 

packaging of pellets you buy?  

17. Where do you buy them? How often do you buy? 

18. Do you buy on-line? Is there a difference between on-line shops? What is important 

for you there?  

19. Are you satisfied with the current provider/seller? If not, why? Do you change the pro-

vider/seller? How often?  

20. What quality do you buy?  

21. Is it important for you where the pellets are produced? 

22. What is important for you in pellets? 

23. If you have a choice between less and more expensive pellets, why would you choose 

more expensive ones?  

24. Do you compare different pellets brands / producers as you buy pellets? What charac-

teristics do you compare? 

25. What words come to your mind when you think about heating with wood pellets? 

26. If your friend would start buying pellets now, what would you recommend him?  

27. What was your worst experience with wood pellets?  

28. Are you satisfied with the pellets you bought recently? Do they perform as expected? 
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Purchase influence (4) 

29. How do you choose pellets? How do you choose the provider/seller? Who is involved 

in decision taking? Whose recommendations do you listen to?  

30. How does your environment (family, friends) influence you in your decision on pellet 

purchase?  

31. Who in your family buys the pellets? Who manipulates with them? 

32. Do you take the decision to buy pellets yourself or consult with someone? With whom?  

Lifestyle and values (4) 

33. Do you live together with you parents/children? Do you discuss with them your plans, 

share ideas? What do you do when you spend time together?  

34. Who are your close friends? What role do they play in your life? What kind of plans 

and ideas do you discuss with them? Do you rely on their opinion generally and when 

thinking of a purchase?  

35. What do you do in your free time? With whom you spend it?  

Environment (3) 

36. Are you conscious about environment? In which areas (eating, travel, transport habits, 

use of renewable energy)? 

37. What do you think about different types of fuel in terms of ecological aspect, and spe-

cifically about wood pellets in comparison with them?  

38. Do you believe the pellets are “green” fuel and why?  

39. Do you believe the pellet heating can help minimize the negative impact of the heating 

on the planet? 

40. Are you interested in the sustainability topics, i.e. regularly read articles, news about 

it?  

Search for information (4) 

41. Where do you search for information about pellets?  

42. Do you recall where you heard about pellets for the first time?  

43. Do you search for information on your own?  

44. Did installer of the equipment recommend certain wood pellets (producer, handler)?  

45. Which information sources do you use when planning a purchase of wood pellets?  
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46. Which social media do you use? How frequent – daily, weekly, once a month, very 

rare.  

Closure 

Clarifying the uncertainties.  

Potential Users of pellets 

For potential users of wood pellets, the questions are the same, with some differences. With 

the additional questions I will try to clarify:  

47. What type of heat generation system do you use now if at all? 

48. Are you satisfied with the result? What do you value in your current set up? What 

concerns do you have?  

49. What are your expectations when you move to pellet heating?  

50. Have you already searched for pellets? Where?  

51. If yes, what is important for you as you look for pellets (quality, packaging type, pack-

aging attractiveness, etc.)?  
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Appendix 6. Overview of experts and general information about 
their pellet usage 

 

Category Expert1 Expert2 Expert3 Expert4 Expert5 Expert6 

Type Pellets 

Buyer 

Pellets 

Buyer 

Pellets 

Buyer 

Pellets 

Buyer 

Pellets 

Buyer 

Pellet 

Buyer 

Age 40 40 65 46 35 40 

Marital 

status 

Married Married Married Married Married Married 

Kids Yes, 2 Yes, 2 Yes, 

grown up, 

leaving 

separately  

Yes, 2 Yes, 2 Yes, 2 

Type of 

property 

House for 

one family  

House for 

one family 

House for 

one family 

House for 

one family 

House for 

one family 

House for 

one family 

Size of the 

household 

4 4 2 4 4 4 

Previous 

heating 

system 

Heating oil  n/a, 

bought 

with pel-

lets 

Heating oil n/a, new 

house 

Various  Heating oil 

Frequency 

of pellet 

purchase  

Weekly Annually Annually Annually, 

once in 2 

years 

Every 7-9 

month 

Annually 

Length of 

usage 

7 y 6 y 1 y 11 y 6 y 8 y 

Pellets us-

age 

Heating 

and Water 

Heating 

and Water 

Heating 

and Water 

Heating 

and Water 

Heating 

and Water 

Heating 

and Water 

Type of 

pellets 

used  

In bags Lose Lose Lose Lose Lose 
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Category Expert7 Expert8 Expert9 Expert10 

Type Pellet producer Energy expert Energy expert Pellets seller 

Type of pellets  Lose and bags   Bags 
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Appendix 7. Attitude towards sustainability  

 

Document 
name 

Code Begin-
ning 

End Segment 

Expert1 Sustainable lifestyle 45 45 And pellets are actually waste, and environmentally 
friendly waste, pressed sawdust. It's ecological, it's 
an environmentally friendly product. Right, it is with-
out additives 

Expert4 Sustainable lifestyle 93 93 An electric car would be very interesting to pur-
chase, but I think it is now the same as with heating, 
when it was all very expensive and unknown. It will 
be the same with these cars 

Expert3 Sustainable lifestyle 22 23 Question. Do you know where these pellets come 
from or not?  
Answer. I think they come from here in the region, 
but I'm not quite sure, but I think they are regional 
pellets. 

Expert3 Sustainable lifestyle 51 51 Probably not necessarily the advantage is not that 
great. But it is a renewable raw material, and inde-
pendent from petroleum countries and etc. 

Expert2 Sustainable lifestyle 31 31 The fact that the pellets are green or renewable, or 
that they are CO2-neutral doesn't matter to me yet. 

Expert2 Sustainable lifestyle 33 33 Well, yes, but after you burn the pellets, you still get 
CO2. 

Expert5 Sustainable lifestyle 55 55 no, I am not interested in that. The main thing for 
me is that the company delivers products on time, 
the price is normal, and everything will be done. He 
is not very concerned about the environmental is-
sue, or probably about the best quality, or that he 
knows where it was produced. I mean, it didn't 
bother him then, and it doesn't bother him now. 

Expert5 Sustainable lifestyle 55 55 what kind of CO2 trail he's going to leave behind him 
or whatever, he doesn't really care about that 

Expert6 Sustainable lifestyle 20 20 I am very much involved in the whole sustainability 
topic as I work for a company that does many re-
searches in sustainability topic. But I also read a lot 
and investigated this subject myself.  

Expert7 Environment 43 43 Some of our customers come from the eco corner.  
Question: What is the percentage of these custom-
ers?  
Answer: I would say, maybe now from today's point 
of view maybe still 20%, not more. But those were 
the first customers. These are our oldest customers 
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Appendix 8. Negative experience 

 

Document 
name 

Code Begin-
ning 

End Segment 

Expert1 Negative experi-
ence 

49 49 We once came across pellets from Ukraine, but they 
were of such a dark color, they had a disadvantage. 
There was more ash, and after that we just stopped 
taking them. So we take local, I don't know, maybe 
they're not local, maybe they also come from Eastern 
Europe. Nevertheless, we are happy. 

Expert1 Negative experi-
ence  

51 51 they also gave us less heat, it wasn't worth the trou-
ble. And they weren't much cheaper, by the way. 

Expert4 Negative experi-
ence 

33 33 Plus we already had a negative experience with one 
supplier. That is, my husband found some, I'm afraid 
to lie, maybe Slovak or Hungarian, I don't remember 
which firm it was. They were kind of cheaper. And 
they supplied us with these pellets, pumped them in, 
and after that our stove shut down. 

Expert4 Negative experi-
ence 

33 33 Because these pellets, they're small, and they had 
these big, long, very poor quality pellets, and they 
clogged up our whole chimney. It was terribly unpleas-
ant, because it was winter, it was cold, so we used the 
fireplace there, which we have in addition. Well, the 
fireplace is more for aesthetic pleasure, so to say. But 
it helped us a lot this time, because it was very cold 
and we could not do anything.  

Expert4 Negative experi-
ence 

69 69 After that case when all that was of low quality. Then 
it's not like a bag in a shop, which you pick up and look 
at what you bought. They carry it, they finish it, we 
don't even see it. That is, they pumped through the 
tube there and left and we didn't even see what they 
were, and then it turned out that they were kind of 
defective 

Expert3 Negative experi-
ence 

19 19 And then we need a pellet heating system in the year 
before last and had already cheap pellets, which have 
caused many problems and have then also decided 
there now for good pellets so that the heating system 
can then also run without interference 
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Expert2 Negative experi-
ence 

21 21 Yes, I had a negative experience when I decided to buy 
pellets from a local manufacturer, which is located lit-
erally 5 kilometers away. Well, just passing by, saw an 
advertisement that they also deliver pellets by truck. 
Ordered. And, unfortunately, the boiler began to work 
intermittently. There was frequent clogging of the 
combustion chamber with ash. And I had to call 2 
times the manufacturer of the boiler. In order to clean 
it. Well, actually, there were no other reasons except 
substandard pellets. And as I then looked at the web 
site of the manufacturer of pellets, or rather the sup-
plier (he is not a manufacturer), there, unfortunately, 
the pellets did not comply with the quality. In particu-
lar, the ash content parameters were exceeded. Ac-
cording to the norm there should be 39 or 33 or some 
other index, but it was 41. In general, there were pa-
rameters, which deviated from the European specifi-
cation. And I had to promptly buy a new batch of pel-
lets, to mix them in the storage with pellets of good 
quality. After that there were no more problems. 

Expert2 Negative experi-
ence 

25 25 Unfortunately, I followed the advertising and thought 
that the local wouldn't cheat and so on. But it turned 
out that the local manufacturer let me down. I think 
he told me that these are pellets, which are either 
pressed chips, which they buy in the Czech Republic 

Expert7 Negative experi-
ence 

102 102 one must say, the boilers have become better, that 
the older ones are. One has learned from mistakes, 
both there and from pelletizing. So with us are the... 
For example, we used to have pellets that were too 
long. The system, that's the way it is, you can't pre-
vent that, was the same. And if you have a suction sys-
tem, then this pellet lies heavy in front of the suction. 

Expert7 Negative experi-
ence 

104 107 yes and that is of course unpleasant and then one 
must exchange that. 
We had certainly every year 10-15 plants, which we 
had to empty suction. 
We have that then, that cost us nothing, but it is an-
noying. And unpleasant for the customer. 
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Appendix 9. Quality 

Document 
name 

Code Begin-
ning 

End Segment 

Expert1 Quality 51 51 they also give us less heat 

Expert4 Quality 33 33 Because these pellets, they're small, and they had 
these big, long, very poor quality pellets, and they 
clogged up our whole chimney 

Expert4 Quality 33 33 Then it was fixed and since then we order from the 
same company. Everything goes great with them, ar-
rives, all the pellets are small and neat. 

Expert4 Quality 71 71 We thought it would be the same as always. But they 
were larger than they should have been and they 
clogged our pipes. 

Expert3 Quality 19 19 had already cheap pellets, which have caused many 
problems and have then also decided there now for 
good pellets so that the heating system can then also 
run without interference. 

Expert3 Quality 21 21 In any case, that we all get good or good quality pel-
lets is important to us and we have a dealer in the 
neighboring town, where we know that he ensures 
good quality. He gets pellets of a good quality himself 

Expert3 Quality 25 25 Yes, there are just pellets that are now also superior, I 
think they have little, how should I say little glue, natu-
ral glue. I think it's resin content. And yes, if there's a 
lot of this resin in them, then they don't bridge like 
that, and they break down quickly, and in the end you 
only have something like sand in the heating system, 
so to speak, and it burns badly, it clogs up the heating 
system. And the good pellets, yes they stay stable, 
they stay hard, they burn well and then yes you have 
overall few problems with the whole system. 

Expert3 Quality 42 42 this is what important. That supplier and the good 
quality and experience from the supplier 

Expert2 Quality 19 19 I buy pellets that are recommended by the manufac-
turer, which are of EN quality. Or DIN quality. 

Expert2 Quality 23 23 initially I had the opinion that all pellets were the 
same. 

Expert2 Quality 23 23 Well, like gasoline bought at a gas station, it has the 
same quality everywhere. Yes, but it turned out that 
this is not the case with pellets. Indeed, on the suppli-
er's website, the ash content parameter was higher. 

Expert2 Quality 25 25 Unfortunately, I followed the advertising and thought 
that the local wouldn't cheat and so on. But it turned 
out that the local manufacturer let me down. I think 
he told me that these are pellets, which are either 
pressed chips, which they buy in the Czech Republic 

Expert2 Quality 48 48 there's every 100 hours of burning it is necessary to 
remove the ash from the boiler. 

Expert6 Quality 31 31 This is what I know for sure. I read it in all reviews and 
researches. The quality is important for good work of 
the equipment.  
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Expert7 Quality 135 135 Price is always an issue, but the most important thing 
is actually the quality, I think, customer knows, I order 
there that works, then he will order again, the major-
ity. There is always a percentage that, yes, these are 
price buyers, but I don't estimate it very high, who 
change constantly. We see that also in our customer 
structure, we have 80% regular customers. 

Expert8 Quality 80 80 They also need high the qualities because now we are 
already technical, but it needs at least lignin quantity 
in wood chips. It must be smooth, hard surface, be-
cause that behind qualities here to reduce the dust 
content and that is often a problem of poorly made 
pellets. Yes, high dust content then means problems 
with the heater. There is a quite very, very large differ-
ences in the quality of pellets 
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Appendix 10. Price 

 

Document 
name 

Code Begin-
ning 

End Segment 

Expert1 Price/Product/Bags 33 33 They cost about the same everywhere, maybe a cou-
ple of cents, but they don't play that much of a role. 

Expert1 Price/Product/Bags 37 37 if they were cheaper, I'd take the cheapest one. I do 
not care. 

Expert4 Price/Product 25 25 It was even better in the beginning, because when the 
price was €120. There, roughly speaking, €360 plus 50 
for delivery and that's it. Now, of course, prices have 
risen, which means there is 200 Euros per ton, let's say 
280 Euros per ton. 

Expert4 Price/Product 30 31 Question: And what is the reason why you do not buy 
a lot at once? 
Answer: Because of the cost, respectively. 

Expert4 Price/System 87 87 Well, I also have to admit, not the least of which was 
the fact that there was also a subsidy for it. I do not 
remember now, it was quite decent, several thousand 
euros from the state, from the government for that 
heating. 

Expert4 Price/Discounts 101 101 The Internet in principle, although they always send 
such leaflets. Discount this month. Pellets for so much, 
the price is off. If you take more than 5 tons. My hus-
band often uses these offers if we really need them. 
He says we're kind of running out there, but we'll wait 
a couple more months and see if they have another 
sale.  

Expert3 Price/System 39 39 We have a grant from the state, we can return 40% of 
the costs 

Expert2 Price/Product 27 27 When I was making my first pellet purchases I was 
comparing prices, that is, making inquiries to different 
manufacturers that I found on the Internet. And the 
price, in my opinion, was different, not more than 
€10-20 per ton. So now the price of pellets is some-
where around 250 euros, in my opinion, per ton. So it 
turns out that the price is no more than 4-5% differ-
ent, plus each supplier still has a fee for doing this 
hose more than 25 meters. Someone charges a little 
more someone a little less. I also take that into ac-
count when choosing. And not every day fits me for 
delivery, so this factor also plays a role. 

Expert5 Price/Discounts 39 39 The firm that we take pellets from. Here they have for 
example, which is good, and they have a system of dis-
counts, that is, if you always take from them, then 
there every say 200 kg free, for example 

Expert5 Price/Product 43 43 And their prices are adequate, I mean their prices are 
basically okay. We can not say that we buy at higher 
prices, and other offer are cheaper. 
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Expert5 Price/Product 87 87 And he generally believes that the change one thing 
for another just because somewhere in the moment 
cheaper makes no sense, because sooner or later it 
too will be more expensive. It seems to me that in or-
der to change the supplier, there needed to be a prob-
lem. For examples, he says, we need this month, and 
they say, we will not bring. That's when he gets angry 

Expert6 Price/Product 37 37 As the price did not change so much in the past I was 
not paying so much attention to it, as the total pur-
chase was about the same. This year I started to 
search for the best price, but don’t know what I 
choose when the time comes to purchase the pellets.  

Expert7 Price/Product 95 95 a third of the people, who look only at the price 

Expert7 Price/Product 97 97 I would say probably 80%, if they are satisfied, and it 
works, will call there again and again. And maybe not 
every year but from time to time they make a call to 
supplier B and C and find out what is the cost of the 
pellets there. And if the difference is very big, then of 
course they stay with their regular supplier. In my ex-
perience and maybe 20% are switchers who really say, 
if I save 15€ here in total, then I can buy, I don't know, 
Wiener schnitzel. So, I buy there. 

Expert7 Price/Future 98 98 In the current situation, when prices have almost dou-
bled, that's of course a bit bigger, customers are al-
ready asking and making more phone calls. 

Expert10 Price/Product/Bags 11 11 Seasonal goods are very seldom with special offers, 
but are based on availability. Sales are only possible 
for from residual quantities 
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Appendix 11. Reasons to change to pellets 

 

Document 
name 

Code Begin-
ning 

End Segment 

Expert1 Reason to change 
to pellets 

11 11 It was a lot of money to save for that oil. And plus on 
top of that, of course, it wasn't an environmentally 
friendly product. The exhausts are not good there 

Expert1 Reason to change 
to pellets 

43 43 Well, I know it's not environmentally friendly. Yes, I 
know. I was a little scared afterwards. I was afraid of 
what may happen, I was afraid of the oil. I was scared. 

Expert1 Reason to change 
to pellets 

63 63 was kind of scared 

Expert4 Reason to change 
to pellets 

9 9 And my husband said back then that he did not want 
gas, as he did not want to be dependent on gas. He was 
already worried about this issue in 2008. He said he did-
n't know what was going on and he didn't want to be 
dependent on gas. Maybe we were also scared, because 
before that we lived in Vienna. In a Vienna flat with the 
gas the bills were enormous. We had a small child, it 
was cold, we turned it on all the time. And then there 
was a thousand and a half overcharge. We had to pay 
extra because we kept increasing the temperature 

Expert4 Reason to change 
to pellets 

83 83 They had coke heating. It's pressed coal, also a stove. 
And it was served in such a way that my father-in-law 
used to go with a bucket to get this coke in the store-
room, come and put it into the stove. This was for heat-
ing one room, the bedroom. For heating the other room 
there were some kind of electric stoves. Very old house. 
Very old. They had a gas boiler in the bathroom, which 
only heated the water for the bathroom. And it was 
clear to my husband that he wanted something else. He 
didn't want gas or anything. He wanted something prac-
tical, good and to have it all in one, that is, without 
these divisions. 

Expert4 Reason to change 
to pellets 

87 87 Well, I also have to admit, not the least of which was the 
fact that there was also a subsidy for it. I do not remem-
ber now, it was quite decent, several thousand euros 
from the state 

Expert3 Reason to change 
to pellets 

9 9 Yes, well, we wanted just away from the oil into the 
friendly heating materials and had consultation, which 
possibilities we have in an existing building, since we 
have just no floor heating, remained for us now the only 
possibility, just then, if we do not want to convert the 
whole house. Then actually only the pellet then left as a 
solution. 

Expert3 Reason to change 
to pellets 

49 49 not waited until the heater is broken. Maybe another 3-
4-5 years it would still run. But we should switch now 
also because of the promotion now. 

Expert2 Reason to change 
to pellets 

5 5 I already had the pellets pre-installed. That is, when we 
purchased the house, the previous owner had already 
invested in this system. So I didn't really have a choice 
per se. Yes, pellets were already the only possible fuel 
for me. 
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Expert5 Reason to change 
to pellets 

6 6 it was in my opinion, 8 years ago, when he put the first 
equipment pellets, it was cheaper than this fuel oil 

Expert5 Reason to change 
to pellets 

8 8 Apparently, that heating was already old, too. Pellets 
were cheaper at the time. Price was the deciding factor. 

Expert7 Reason to change 
to pellets 

23 23 the current situation with the extremely exploding 
prices and the worries about the supply basically gas oil 
in connection also with the situation for Russia 
/Ukraine, with the war, that has correctly still there... 
That makes a lot of people say, no, I want that out, I 
want something else. 

Expert7 Reason to change 
to pellets 

23 23 And it's much much more than the environmental idea, 
now it's about supply, so to speak. And that's then un-
fortunately, that's in first place. 

Expert9 Reason to change 
to pellets 

14 14 the older buildings, most of them have made the heat-
ing when they have got children, between their 25 and 
35, and the heating lasts equally 20-25 years, until they 
are 50-60 old, then the heating has just reached the age 
of life and that is the reason why most of the persons 
who call us are in this age. 

Expert9 Reason to change 
to pellets 

18 18 they are very different reasons. One is, the heating is 
broken and you want to have an alternative and then if 
not back to oil, then to gas ... and the reasons are quite 
different. Costs are usually not, because the cost of oil, 
still, it is still cheapest. Then either ecology or independ-
ence from fossil fuels. 

Expert9 Reason to change 
to pellets 

24 24 Yes, partly security of supply, partly ecology, partly inde-
pendence, but I can't say which is most, the reasons are 
differently directed. 
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Appendix 12. Sources of information  

 

Document 
name 

Code Begin-
ning 

End Segment 

Expert4 Sources of infor-
mation 

9 9 Building and Energy Fair. And that's where we spent, I 
think, the whole day. We talked to everybody and found 
out about all the options 

Expert4 Sources of infor-
mation 

63 63 All through the Internet. 

Expert4 Sources of infor-
mation 

65 65 he usually does it himself. First of all, he always reads 
reviews, he likes to read all the reviews on the Internet 
about this company and so on 

Expert4 Sources of infor-
mation 

101 101 The Internet in principle, although this company always 
sends such leaflets home. Discount this month.  

Expert4 Sources of infor-
mation 

103 103 No, he watches, yes, the Internet, he reads all kinds of 
newspapers, some German newspapers, the Press. 

Expert3 Sources of infor-
mation 

58 58 Yes, so the, the craftsman has already recommended to 
buy the pellets then also with you just says he has a 
good quality. 

Expert3 Sources of infor-
mation 

61 61 I just asked craftsman, and he made a recommendation. 
So I did not inform me so intensively now, which heating 
otherwise type and/or which heating manufacturer is 
the best on the market, but have there trust in what the 
craftsman of the mechanics suggests. 

Expert3 Sources of infor-
mation 

63 63 Exactly, we have known them for many years. 

Expert3 Sources of infor-
mation 

63 63 We have trusted him and did not involve ourselves 
deeply with the matter and did not investigate too 
much in the Internet, which heating manufacturer is 
now the best, but have trusted in his advice. 

Expert2 Sources of infor-
mation 

38 38 I searched in the internet for the companies in the area. 

Expert2 Sources of infor-
mation 

40 40 No, there is no influence. And in my opinion, even the 
suppliers of pellets in the open do not publish their 
prices of pellets. It is necessary to make an inquiry and 
get a proposal. 

Expert2 Sources of infor-
mation 

42 42 By the way, in my opinion, they have campaigns. I even 
paid attention to a commercial once, I repent. I think it 
was in the spring. Just in May, in June. Apparently, they 
have a lot of fallen trees or something. They do dis-
counts. And they send out all kinds of nice pictures invit-
ing you to buy pellets until May 31 or June 30 for that 
price. I did that once. Yes, I bought a little bit, a ton and 
a half. And it was cheaper there. 

Expert6 Sources of infor-
mation 

49 49 Mainly internet, but also my colleagues help a lot with 
the advice, and also with the advice of internet sites, 
which are worth to be looked at. 

Expert7 Sources of infor-
mation 

156 156 if I make an advertisement in a newspaper, then I have a 
response of maybe 3%, 5%. 
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Expert7 Sources of infor-
mation 

156 156 We do not do this mass advertising, we write to our cus-
tomers, directly. We do from time to time, have already 
done, some radio, television, regional, before the 
weather that is always when the action time is. In the 
spring then we switch there. Sometimes one week, 
sometimes two weeks, so that people hear, Aa, yes, 
wood pellets, and perhaps then say yes, I have other-
wise always at the oil dealer X and if he then reads 
about us I can also ask, what do they cost? 

Expert7 Sources of infor-
mation 

158 158 Heating is previously a topic for men, at the soccer 
match where 70-80% are men. 

Expert7 Sources of infor-
mation 

158 158 a wood customer buys once a year, maybe only every 2 
years, if he has a larger storage space, more often. 
Larger housing complexes, they buy more often. 

Expert7 Sources of infor-
mation 

165 165 So, we have contacts of installers, we try to work with 
installers 

Expert7 Sources of infor-
mation 

166 166 So we have made in the beginning that we are known, 
we no longer go, that is price performance, safety per-
formance. It is too costly, it is not really worth it. 

Expert7 Sources of infor-
mation 

167 167 We try to work with installers, as we do with us, a cus-
tomer comes for the first filling a few hundred kilos for 
free. When he fills the first time, we try to get closer to 
the customer. And we also try to support the installer. 
That if he has a boiler now, then he needs a few bags, 
then he gets that from us cheaply, so that he gives us 
the clientele, so to speak, so that he gives a recommen-
dation and says yes, that works for them, give us a call. 

Expert7 Sources of infor-
mation 

171 171 We have also offered them, they can come to us again, 
we invite them then, show them production, how it 
works… 
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