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Abstract 
The last couple of years the interest of consumers for environmental products has grown. This 

development has resulted in new and innovative product and markets. One of these markets is 

the Renewable energy system (RES) market for the home consumers. The RES can be divided 

into Solar panels and Urban Wind Turbines (UWT), in which Solar panels are the most adopted 

by the consumers, but why? The most applicable system is depending on the location and 

environment for which UWT might be more interesting in some situations. This resulted in the 

research question of; ‘Why are the Urban windmills not yet adopted within the private 

consumer market with respect to the financial issues and the Green social status?’. The 

research is done for the company, Kaffee Engineering, a young innovative company in the 

Netherlands. Kaffee Engineering is in possession of a design of a UWT but doesn’t know how 

to put it into the market. The research is there to use for Kaffee Engineering to develop a 

strategy to innovate its product. The research is an exploratory, quantitative, applied and 

deductive research. In this the literature is used to create and examine a survey which is hold 

under the possible market group. Theories such as the Blue Ocean Stategy, Green 

Consumerism, and Value proposition are used to create the survey and to analyse the data. The 

sample group is living in North and South-Holland since this is an area where the product could 

be well implemented and has to be a house owner or an almost house owner. This since the 

average wind in this area is high and the product can be seen as an investment for the house. 

The total sample size of the survey is set to 68 participants to get sufficient data. The Survey 

shows that a market opening for the UWT is to develop a low costs and easy maintained product 

in which the looks are not very important. As a recommendation more research can be done in 

the investment options and new revenue models to create an even better Blue Ocean.  

 
 

Keywords: Blue Ocean Strategy, Strategic Canvas, Urban Wind Turbines, Green Consumerism, 

Value proposition.  
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Key Terms 
 

Efficiency  The useful power output divided by the total consumed power. 

Efficiency of 

investment (Marginal) 

The expected profit from an investment, as percent of the investment, 

measures the rate of return on the investment. 

Green consumerism The situation in which consumers want to buy things that have been 

produced in a way that protects the natural environment. 

Green social status The relative rank that an individual holds, with attendant rights, duties, 

and lifestyle, in a social hierarchy based upon green contribution in the 

society. 

Grid (Electricity) System of electrical distribution serving a large area, especially by 

means of high-tension lines. 

Payback time A time for revenge or retaliation; an occasion for repayment in kind for 

a deed. 

Renewable Energy 

System (RES) 

A system where any naturally occurring, theoretically inexhaustible 

source of energy, as biomass, solar, wind, tidal, wave, and 

hydroelectric power, that is not derived from fossil or nuclear fuel. 

Revenue model A description of how a business will earn income, produce profits and 

generate a higher than average return on investment. 

Urban solar panels Solar power system for consumers at home. 

Urban Wind Turbines 

(UWT) 

Wind power system for consumers at home. 
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1. Introduction 
This Thesis paper is written as part of the Degree Project from the MSc. programme 

Entrepreneurship and Innovation Management of Kungliga Tekniska Högskolan, also known 

as KTH Royal Institute of Technology, Stockholm.  This paper has two main focusses; the first 

objective is for the writer of this paper to complete hereby his MSc. programme, for which the 

thesis has to fulfil the requirements of the University department. Next to that, the paper will 

be used for further development of the project by the client company, Kaffee Engineering. 

 

1.1 Wind power industry 
The wind power industry is one of the various renewable energy systems (RES) available next 

to the well-known solar energy and geothermal energy and others. Within the Netherlands there 

are wind turbines on land and off-shore. The total energy usage with all the systems within the 

Netherlands was in 2015, 110086512 kWh. (CBS, 2017) This results that the total energy 

generation by wind energy has a market share within the Netherlands of about 6,9%.  

One of the biggest challenges of the implementation of the wind turbines in the needed change 

of the grid. With the implementation of renewable energy, the current grid has to be adopted 

with the balancing power generation and the consumption. 

For this the fossil fuel energy generation is still needed to 

keep the system stabile, for which new solutions are 

needed, which needs new innovations. (G. van Kuik, 2016) 

This all results in that it is difficult to understand for the 

consumer how ‘green’ their energy is. In the Netherlands 

42% of the total sold energy is sold as Green energy, but in 

contrast to that only 11% of all the produced energy has a 

renewable source, this is the because there is an exchange 

of electricity between countries. Because of the exchange 

it is hard to track the source of that energy and thereby the 

generation method. (Nederland, NA) One of the solutions 

for the customers to keep in charge of the process is to 

invest in the private renewable energy production. With 

that the energy is conceived at their house and a direct 

result is shown. The wind climate in the Netherlands can 

be seen as very good for the wind power industry. As 

shown in Figure 1 at the coast the average wind speeds are 

high and the wind hours per year are around 3780h. (Jong, 

2012) 

 
1.2 Private renewable energy sector 
The biggest and thereby also the most well-known private renewable energy system are the 

home solar panels installations. The system is mounted solar panels on homes and generate 

energy for consumer who lives there or if the consumer can’t use it to sell to the energy 

suppliers. The main problem of the solar panel installations is the high initial investment and 

the long payback time. These two variables are depending on the location of the roof and the 

size of the roof. Next to that the payback time is also depending on the future of the energy 

prices and the demand of that. The average costs of a solar panel installation is about €5300,- 

with a payback time between the 6-9 years, which results in an efficiency of investment of about 

10-12%. (Zonnepanelen.net, NA) 

Figure 1, Yearly measured average wind speed. 
(KNMI, 2002)  



MSc. Entrepreneurship & Innovation Management 
KTH University; Stockholm, Sweden 

Stephan Jacobs 
 

Page 2 of 30 

An alternative for urban solar panels are urban wind mills, also known as Urban Wind Turbines 

(UWT), which has different benefits and possible better efficiencies than Solar panels in some 

situation. At the moment there are several UWT on the market. The average price is around the 

€16.000 and a difficult to estimate payback time due to high dependence of the placement on 

the building and location. Compared to the solar panel installations the current UWT are highly 

priced and cannot indicate well the payment time and thereby return of investment.  

 

Customers can create revenue by selling the produced energy back to the grid if they can’t use 

the energy directly themselves. The amount of revenue is thereby highly depending on the 

energy rates set by the electricity supplier, as example in the Netherlands the supplier ENECO 

has a rate of 0,004€/kWh excl. VAT (2007). (J. Cace, 2007) This is compared to the rate of 

kWh purchase with 0,22€/kWh much lower for which the energy can better be consumed 

directly by the customer themselves. (Energiesite, 2017) With the assumption that the 

customers are working during the day and not at home the energy usage is during the day lower 

than in the morning and evening when the customer is at home. In the period that the customer 

is not at home the solar panels will have their optimal deliverance. This implies that most of the 

generated energy produced by the solar panels will be sold to the energy delivery company for 

a fairly low price of 0,004€/kWh. In contrast to the solar panels the UWT can produce energy 

24/7 and can therefore also produce energy when the customer wants to use it themselves and 

can therefore be more profitable. One kWh will thereby save 0,22€ instead of the 0,004€ which 

is earned by selling the energy. The average revenues of the solar panel installation is about 

4675 kWh per year with average yearly sun hours of 1600h. (Zonnepanelen-Weetjes, 2017) 

This results that the average solar panel installation has a power generation of 2,9 kW. The 

UWT power generation is highly different and the current installation vary between 0,5kW and 

3kW, in which only the products available on the Dutch market are considered. (J. Cace, 2007) 

The UWT of Kaffee Engineering has a power generation of 1,0 kW, which is sufficiently lower 

than the efficiency of 2,9 kW of solar panels. Nevertheless, the hours of wind are determining 

the total effectiveness of the system. Considering a needed wind power of 3-4 to generate 

electricity the yearly wind hours will be 3780h in Hoek van Holland. (Jong, 2012) This results 

in a total energy production of 3780 Kwh, which is about 20% lower than the total energy 

production of the solar panel installation with 4675 kWh. On the other hand, as mentioned 

before, the actual hours of electricity generation of the UWT is more fitting to the time the 

consumer can use the electricity themselves for which the rate of 0,22€ can be used instead of 

0,004€ to calculate the revenue and payback time of the installation.  

 

To support the acquisition of RES there are multiple options to ease the purchase for private 

customers. In the Netherlands the customer has the option to regain the tax over the complete 

purchase of the RES, this means a payback of 21% of the total purchase sum. The second option 

to ease the purchase is local authority support, this can result in an offer for a special loan or 

even a gift of about 500€. The last option is a special loan for energy saving installations, these 

loans have a low interest and are initiated by the government. (Zonnepanelen.net, 2016) 

 
1.3 Research question and objective 
The last couple of years’ environmental awareness has grown worldwide. This has resulted in 

several new market opportunities for new innovative products the last couple of years. One of 

the results of new opportunity is the growth of the renewable energy sector, also known as 

‘Green Energy’. Several times the Green Energy sector has been in the news with negative 

facts. The energy sector is being vague about the creation of the green energy and often the 

energy is not that green but is often grey energy, energy produced by fossil fuels. One of the 



MSc. Entrepreneurship & Innovation Management 
KTH University; Stockholm, Sweden 

Stephan Jacobs 
 

Page 3 of 30 

best options for people who want to be part of the renewable energy production is to invest 

themselves into these technologies. With the increase of interest in sustainable energy sources 

the customer market of solar panels has significantly grown in the last couple years. In certain 

areas solar panels might not be the ideal solution to conceive renewable energy for which wind 

energy might be a better solution. This creates the following question; Why is there lack of 

adoption of Urban windmills within the private sector in contrast to the solar panels? With the 

increase of local power generation lots of unnecessary losses are avoided and a more sustainable 

network can be build. Industrial Management is the combination of Business and Engineering. 

Within the thesis these two fields have to be combined, with a business approach of 

implementing an engineered innovation. The UWT systems are currently highly priced in 

compared with the payback time and revenue of the system and especially compared to the 

Solar panels as a competitive product. The UWT of Kaffee Engineering has the customer needs 

as the driven factor; “Might there be a market which is interested in low-cost windmills with a 

bit lower efficiency?”. The payback time will be shorter, but the ‘green image’ will be the same. 

As comparison the market of Solar panels can be used. These research problems can be 

transformed to the research question; Why are the Urban windmills not yet adopted within the 

private consumer market with respect to the financial issues and the Green social status? 

 

The research subject is conceived together with the company Kaffee Engineering from Delft, 

the Netherlands. Kaffee Engineering is a young company which is highly focussing in creating 

innovative change with a hands-on prototype design method. Kaffee Engineering is in 

possession of a design of an UWT and will have the benefits of this research to see what the 

market strategy options are. 
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2. Literature research 
Within the literature research section of the paper the applicable models and theories are 

discussed. With the theories and models below and the combination with the findings, from 

section 4.4 Analysis, the discussion in section 5. Discussion is conceived. The theories and 

models are also used to create the survey with relevant question and thereby provide after 

analysis sufficient and pertinent results.  

 
2.1 Implementing new innovation 
To be able to implement new innovations first the definition of innovation has to be clarified. 

Innovation can be defined as the implementation of those novel, appropriate ideas, as according 

to Amabile. (Amabile, 1997) Or in other words, according to the BusinessDictonary, the 

translation of an idea or invention into a good or service that creates value, this were invention 

is the creation of a new product, process, or technology. (BusinessDictionary, 2017) 

To be able to implement innovation the customers and the thereby potential future market have 

to be understood. For this it is important to understand what type of innovation is addressed. 

Within innovation the subdivision can be made between radical and incremental innovation. 

Where radical innovation is based on a different set of engineering and scientific principles and 

can be defined as doing something distinctively different. Where incremental innovation is 

introducing minor changes to an existing product, and can also be defined as doing what we do 

but than in an improved way. (R. Henderson, 1990) In the case of the UWT of Kaffee 

Engineering the product can be defined as an incremental innovation. The UWT doesn’t have 

new engineering principles but is more an improvement of an existing product. Next to this 

innovation can be divided into sustaining innovation or disruptive innovation defined by 

Christensen (Robinson, 2009) Sustaining innovation is improvement that continues already 

existing innovations. In contrast disruptive innovation is often created by entrepreneurs who 

want to meet the needs of overserved customers within the mainstream market and make it 

more accessible for them by applying the blue ocean strategy, mention in Section 2.4 Blue 

Ocean Strategy. (J. Tidd, 2011)  In Figure 2 the illustration of the disruptive innovation concept 

of Christensen is shown. With 

the intention of Kaffee 

engineering and the objective of 

the research the UWT of Kaffee 

engineering can be seen as a 

potentially disruptive 

innovation, comparable 

products are not meeting all the 

needs of the customers and are 

thereby not accessible by all of 

the customers. Therefor the 

UWT can be seen as a disruptive 

innovation by meeting a new 

market segment. 

 

  

Figure 2, Disruptive innovation concept by Christensen (Christensen, NA) 
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2.3 Diffusion of innovation 
With the implementation of a new innovation diffusion occurs. This process has been described 

into a model by Rogers. In the general model of the diffusion of innovation the process has 

been divided into several adoption categories, which are also related to the time phase of the 

implementation. (Rogers, 1962) In Figure 3 the model is shown. As can be seen in the figure 

the amount of adoption varies over time. In the first phase of the adoption phase the innovators 

are acting which is about 2,5% of the adopters. This group is important to introduce the product 

to the market. The following up category are the early adopters with 13,5%. The early adopters 

are the customers who acknowledge the benefits of the product, which is confirmed or created 

by the innovators, they make the connection between the innovation and their personal needs. 

Next to that the early adopters can be seen as the first test for the product, this because the early 

adopters are, in contrast to the innovators, more critical about the intention of the product. 

Innovators are often already satisfied by the fact of new and different products. Hereafter 

follows the majority, divided into the early majority and late majority, both of about 34% of the 

adopters. The early majority is known for the fact that they are the followers which are 

influenced by the mainstream fashion, price sensitive and don’t want to invest time. Next to 

that they don’t want to take any risks and thereby the product should already have been proven. 

The late majority has overlapping 

needs as the early majority but the 

main driver is the fear to not fit in 

with the rest. The last group of 

adopters is with 16% the group of 

laggards. The laggards are the 

people who see a high risk to use 

or invest in the product and try to 

postpone the adoption as much as 

possible. (Robinson, 2009)  

 

2.4 Blue ocean strategy 
To put the product in the correct market and approach the correct adopters and customers the 

correct strategy has to be used. As mentioned in the definition of the disruptive innovation the 

blue ocean strategy is an applicable model. The main objective of the blue ocean strategy is to 

not compete with rivals but to make them irrelevant. Thereby the division of blue and red oceans 

is made. The blue ocean symbolizes the new, clean and quite new marketspace where the Red 

ocean symbolizes the bloody, competing and dangerous marketspace. By applying the blue 

ocean strategy, the change of having profitable growth in the future is more likely.  

 

By visualizing the performance of the company across the factors of the competition the value 

difference can be seen between competition. This is also known as the value curve which is 

drawn in the strategy canvas. In the strategy canvas the value curve of products or companies 

can be visualized to see the value differences and thereby create new strategies or opportunities. 

With the value curve the customers view on the alternatives can be seen. The value curve is 

depending on several factors which determine the strategy of the product. These factors are 

from there measured and compared with each other.  

 

 

Figure 3, Diffusion of Innovation by Rogers (SIES COLLEGE, 2015) 
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One of the cornerstones of the blue ocean strategy is the value innovation. With the value 

innovation the focus is on the strength to make the competition irrelevant. This can be achieved 

by the change of value for the 

customers and the company itself, 

this combination opens the doors to 

new and uncontested markets. In 

Figure 4 the value innovation is 

shown, if the costs are decreasing by 

savings in the process and the value 

for the buyer changes because new 

elements are offered which the 

industry doesn’t offer at the 

moment. This creates a new gap and 

a value innovation. (W. Kim, 2005) 

 

To control the trade-off between the low cost and creating new products the four actions 

framework is created by Kim & Mauborgne, which is shown in Figure 5. The four actions 

challenge the business model, which is more discussed in the next section, and the current 

industry. The four actions are Eliminate, Reduce, Raise and Create. With the Eliminate the 

unnecessary factors within the industry should be erased which don’t benefit for the company 

or customers. Within the Reduce the factors which are less important should be reduced. These 

factors might be needed to fulfil the core of the product or service but are not direct benefits for 

the customer and company. Both, the Eliminate and the Reduce have the main intention to 

reduce the cost which is, as shown in Figure 4, one of the two ways to create value innovation. 

Within the Raise the factors 

which can improve the 

industries standard are the key. 

The raise of these factors will 

improve the benefits for the 

company and customer. The 

last action, Create, is to create 

the factors which have never 

been offered within the 

industry. By creating and 

raising factors of the industry 

the buyer value increases and 

thereby, as showed in Figure 4, 

tends more towards the wished 

value innovation and thereby 

the cornerstone of the blue 

ocean strategy. (W. Kim, 2005) 

 

The creation of a new strategy is also causing risks. According to W. Kim, the blue ocean 

strategy is a way to minimize risk and not about taking the risk. (W. Kim, 2013) Within the 

creation and capturing of the blue ocean there are six key risk which a company will face. These 

six risks are; Search risk, Planning risk, Scope risk, Business model risk, Organizational risk 

and Management risk. These risks can be minimized by the use of the six principles of the Blue 

Ocean strategy, which are directly related to the risks. The six principles of the Blue Ocean 

Strategy are the; Reconstruct market boundaries, Focus on the big picture, not the numbers, 

Reach beyond existing demand, Get the strategic sequence right, Overcome key organizational 

Figure 4, The Value Innovation the simultaneous Pursuit of Differentiation 
and Low Costs (W. Kim, 2005) 

Figure 5, Four Action framework of A New Value Curve (W. Kim, 2005) 
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hurdles and Build execution into strategy. With the implementation of these six principles the 

company can go as deep as possible into the blue ocean and as far from potential imitators as 

possible. (W. Kim, 2013) 

 

2.5 Revenue model  
The revenue model describes the business can create earnings. These earnings are combined to 

a profitable model which holds the combination of the value, price, channel and customers. The 

revenue model is how a business model makes money and is an exchange of value between the 

business and the customers. Since the revenue model is highly connected to the complete 

business situation the revenue models can be divided into nine major categories. From these 

categories the most applicable for the business can be defined and adjusted. The nine categories 

are Commerce and retail, Subscription and usage fee, licencing, Auctions and bids, Advertising, 

Data, Transaction/intermediation, Freemium and Financial work models. (Laniado, 2012) 

Since the revenue model is a big part of the business model it is highly related to the strategy 

of how and where to implement the product. By using a different revenue model than 

competitors’ new customers can be reached and thereby a new market, a blue ocean, can be 

created. 

 

2.6 Value proposition 
The value proposition can be defined by the company’s product offer meets the customers 

desire. (Thomson, 2013) It is the connection between what you make and why people buy a 

product. As mentioned in 2.4 Blue Ocean Strategy, the difference of companies can be 

visualized by the drawing of the value curves. These value curves show the core values of the 

business from company and customer perspective. To be able to find these values Peter J 

Thomson has designed the value proposition canvas which is shown in Figure 6. The canvas is 

divided into two sides, the product part and the customers part. Within the product side of the 

canvas three major questions can be asked to fil in the three sections of Benefits, Experience 

and Features. To answer the benefits of the product the question; ‘What your product do?’ can 

be questioned. So what does the product contribute for the customer, these benefits are direct 

the core of the value proposition. The Feature section can be answered by questioning; ‘How 

does your product work?’. The features of the product are also known as the functional 

attributes of the product. The importance of the features of the product is depending on the 

industry. FMCG marketers say the 

products often don’t differ in 

features from each other. But for 

some products, in the technology 

sector and the new services sector 

the features can distinguish from 

other products. The Experience 

section of the product side can be 

questioned by the question; ‘What 

does it feel like to use your 

product?’. With the experience the 

product gives the customer a 

certain feeling. In these the 

combination of the benefits and the 

features of the product are creating 

this experience. Nevertheless, the 

experience also involves the 

Figure 6, Value proposition canvas by Thomson (Thomson, 2013) 
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emotional reasons of the customer. On the right side of the canvas the customer part is shown 

and divided into four sections. The first section is the Wants parts which can be answered by 

questioning; ‘What are the emotional drivers of purchasing?’. These wants are the thoughts 

about how the customer would like to improve their lives. The Fear section can be answered by 

questioning; ‘What are the risks of switching to your product?’ Making decisions creates also 

the chance of making wrong decisions. Even if the product is better than the competition the 

aspect of fear might influence the decision of the customer. For the Needs section the question 

of ‘What are the rational drivers of purchasing?’ The needs can even be needs that the customer 

don’t know about yet. In the final section of the canvas is the Substitutes. The Substitutes can 

be filled in by answering; ‘What do people do currently instead?’. These don’t have to be the 

obvious competitors but can be companies which satisfies the customer already with matching 

needs/wants/benefits/features/experiences. The customer came so far already without your 

product because of which company did they achieve this? (Thomson, 2013) 

 

With the acknowledgement of these values the value curve can be drawn. Within the graph of 

the value curve competitors can also be visualized. With this the strengths and weakness with 

respect to the values can be examined.  

 
2.7 Green consumerism 
In the last couple of years, the protecting the environment is one of the trending topics in the 

world. With the growth of global heating and the melting of the north pole, customers are aware 

of a needed change. The opinion of the majority is that they are highly concerned about the 

environmental issues, knowledgably about the environment and feel that they can make the 

difference. (T. Mainieri, 1997) This has resulted in many new innovative products and thereby 

also opened a new marketspace for environmental friendly products. Green marketing, 

marketing of products that are presumed to be environmental safe, is one of the new industries 

developed. With green marketing the customers should be found who want to be sustainable, 

an effort to reduce their impact on the environment. (Sandeen, 2009) With respect to the RES 

the solar panel installation gives customers the feeling of a ‘warm glow’ because he is doing 

his duty as an environmentalist. This makes a solar panel a different product than another house 

investment. The solar panel installation has an ‘existence value’, it gives the customer pleasure 

just because they have the product and contribute to change. (Samuel R. Dastrup, 2012) One of 

the extra benefits of a RES for the customers is the green image they get. By having a product 

which is sustainable the consumer gets a certain status as an environmental aware member of 

the community. (Vaughan, 2010) 

 

By purchasing a green product, the consumer can signal to others that he or she is pro-social, 

and thereby not an individualist. The product is there to also help others, with in the case of 

green energy generation, the environment. This pro-social status can result in that others will 

see the consumers as a more trustworthy individual (Barclay, 2004)and are more desirable as 

friends, allies, and romantic partners. (Bergh, 2010) 

 

One of the negative effects of environmental product is also known as; ‘Green make you mean’. 

People who are doing something good for the environment reduces the likelihood that they will 

do other contributions. (J. Thøgersen, 2012) This is the result of the mind-set of every little but 

helps. According to Thøgersen, the mind-set should be different and should more tend to; 

Achieve a lot, a lot has to be done.  
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One of the important factors in green consumerism is the prices of the product. According to 

Mandese, the customers who are interested in environmental friendly products are highly price 

sensitive. (Mandese, 1991) People want to have a positive influence on the environment but it 

shouldn’t cost them any money. For this the value of the product and the price needs to have a 

good relation which is further discussed in the following section, value based pricing.  

 

2.7 Pricing method 
Part of the marketing of a product is the setting of the price of the product. According to Kotler 

the company has to set a pricing policy to distinguish itself from competitors. For this the six 

steps are defined. (P. Kotler, 2009) The six steps are; Selecting the pricing objective, 

determining demand, Estimating Costs, Analysing competitors’ costs, prices and offers, 

Selecting pricing method and Selecting the final price. As seen in these steps the competitors 

and comparison with others is of importance in these steps. As mentioned in the Blue Ocean 

Strategy the strength of the ocean is to make competitors irrelevant. Nevertheless, the pricing 

of the product is an important feature and is highly influencing future strategies. By 

implementing a pricing method which is related to the business case and revenue model a blue 

ocean can be protected. Since the costs of the product is high and the customers value of 

purchasing the product might be to earn money from it the product can be seen as an upfront 

investment. The first years the product will pay back the investment from where after several 

years the product can create revenue for the customer. With creating arrangements for 

investment for the customer’s new business cases can be formed and new revenue models can 

be created. By creating these strategies, the competition is irrelevant and not capable of 

competing.  
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3. Methodology 
Within the methodology section the justification and the explanation of the research is 

described. First the research design is described in which the objective of the research is 

explained in further detail, hereby also the approach of research is defined. Here also the 

limitations and the delimitations are shown to set the focus of the research. Furthermore, the 

methods of information collection and analysis method of the data is described. In the end the 

ethical concerns and the deduction of the discussion and conclusion is presented.  

 

3.1 Research Design 
Research can be divided into four main types of research, according to (J. Collis, 2014). The 

first classification is the Purpose of the research, which can be divided into exploratory, 

descriptive, analytical or predictive research. This research is defined as an exploratory 

research. Exploratory research is defined as; “An interview survey among clerical staff in a 

particular office, department etc. to find out what motivates them to increase their 

productivity.” (J. Collis, 2014). Within the research a survey will be used to define the interest 

of possible customers in the Urban wind turbine of Kaffee Engineering and thereby create an 

insight about a potential market for low-cost UWT. The literature review is there to define the 

content of the survey and to define how the survey can be designed and afterwards analysed.  

The second classification is the Process of the research, which can be divided into Quantitative 

research and qualitative research. This research is defined as a quantitative research. With the 

quantitative research information is conceived how the product will be adapted by the 

consumers but will also give a feedback and inside what consumers want. With the feedback 

Kaffee Engineering can change the focus of the product is needed and create a more ideal 

product for the consumer.  

The third classification of research is the outcome of the research. As mentioned before the 

outcome of the research is the answer of the research question of; “Why are the Urban 

windmills not yet adopted within the private consumer market with respect to the financial 

issues and the Green social status?” The outcome of the research is defined as basic research 

or applied research. In this case applied research is done, the theory and literature is used to 

solve a specific problem and can afterwards be applied and used for Kaffee Engineering. 

The last classification is the logic of research which can be distinguish between deductive and 

inductive research. For this deductive research is used, this because first the theories and 

frameworks are analysed from which the survey is created. After the survey creation the formed 

literature knowledge and frameworks are used to analyse the data. 

 

3.2 Limitations and Delimitations 
The scope of the project is strictly there to analyse the current market and the possible 

customers. As part of this technical data is used to provide the needed information to improve 

the quality of the survey. The technical data is the efficiency and power production of the UWT, 

these numbers are highly depending on the actual product and the environmental placement.   

Therefor the technical data used in the surveys, are estimations and have to be further developed 

in the future. Next to that will the survey be focussed on a specific consumer group, which is 

more in detail described in Section 4.1 Process survey generation. 

 

The research is focussed on giving Kaffee Engineering an idea what the customer concerns are 

and where possibilities are to innovate such a product. However, the thesis is there to provide 

the data and analysis and doesn’t provide any solutions or direct business ideas. 

The product can be effected by trends and political influences but this is not taken into account 

in this research.  
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The primary limit of the research is the pre-set time by the KTH department of industrial 

management. The research is conducted as part of the MSc. programme of Entrepreneurship 

and Innovation Management. The pre-set credits of the research are set to 15EC, which is equal 

to about 375 hours of workload. Next to that the dates of the deadlines, including final version 

are determined on the forehand. With this the researcher had limited time to obtain the needed 

data. According to Collis a MSc. thesis research should be around 10.000 words which is 

therefor are used as a guideline for this thesis research paper. (J. Collis, 2014) 

 

3.3 Ethical Concerns 
The ethical concerns of the research are important to understand the aims of the research, such 

as the knowledge, truth and avoidance of error. (Resnik, 2015) There are various published 

guidelines to use for researchers, for this thesis the guideline of Bell and Brymannis is used. (J. 

Collis, 2014). This guideline consists out of eleven points, Avid harm to participants, Dignity, 

Informed consent, Privacy, Confidentiality, Anonymity, Deception, Affiliations, Honest and 

transparency, Reciprocity, Misrepresentation. To avoid these points several actions have been 

done. First of all, the research is done with the consultation of several advisors. These advisors 

are from people who can be considered as the survey participants, colleague students, the 

company supervisor and the university supervisor.  

To give the participants of the survey a good indication of why the research is an introduction 

and explanation is provided. After this introduction the participant can still chose to not 

participate and not fill in the survey. Furthermore, will the survey be done anonymously for 

which the privacy of the participants will be kept. To avoid any further complications, the 

individual data will not be published in the thesis and only the overall outcome will be 

presented.    

 

Because the UWT of Kaffee Engineering will have an influence on the environment and 

customers’ perfective the Ethical concerns are of importance. When consumers buy a green 

product they tend to change their behaviour. According to Thøgersen, consumers of green 

products and thereby contributing to do something good for the environment reduce the 

likelihood that they will do more environmental friendly actions. It can also be described as 

“Green makes you mean”. When people already doing something good for the environment 

they tend to be less eco-friendly in other situations. This might be the result of the motto of 

many people, “every little bit helps”, but it should be to achieve a lot a lot has to be done.  (J. 

Thøgersen, 2012) Due to this thinking the sustainability of the product can be questioned. This 

because the customers buy the UWT of Kaffee Engineering they might tend to stop any other 

environmental actions and is this ethical okay? Is the UWT so green or should the consumer do 

other environmental actions? These questions are hard to taken into account in the thesis 

because the influences and results are not measurable at this time. Nevertheless, the product 

can be the first step towards a more renewable and sustainable way of energy production and 

infrastructure. Nevertheless, it would be interested to research these results in the future.  

 

3.4 Information Collection Method 
The research is a combination of the literature collection method and survey information 

method. To generate and in the end analyse the survey literature and theories are used. For 

conceiving the literature first the research objective was determined to define the scope of the 

research. By discussing with several advisors the applicable literature and theories were 

defined. The background and motivation of the research is defined in a combination of the 

company problem and the focus of the Entrepreneurship and Innovation Management. The used 
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literature is there for direct related to already passed courses of the programme. The connected 

theory from books and papers are conceived in several ways. The information is obtained by 

using previous lecture slides where theories have been discussed, by old thesis from previous 

students from the same programme and their references, by the use of Google Scholar, by the 

use of books in the library and by the use of the internet with applicable articles.  

The survey is there for collect the data from the participants within the target people. In section 

4.1 Process survey generation the population of the survey is explained. To decrease the number 

of surveys a sample of the total population is selected to complete the survey. The survey is 

created in the programme Google Forms, an online application for surveys. To be able to reach 

the target participants the survey need to be available and easy accessible. The target 

participants and possible customers are house owners in the area of North and South Holland. 

Therefor an email is send to several estate agent offices and distributed from there on. More 

about the distribution and focus group is written in section 4.1 Process survey generation.  

 

The data conceived in from the survey is send towards the researchers’ email. First the data will 

be analysed if the participant fulfils the requirements of the target focus group. As mentioned 

in Ethical concerns the data of the participants will not be individually published in the paper. 

The questions and the answers will be presented in an overall overview per question and not 

per participant.  

 

3.5 Survey Data Analysis Method 
To analyse the provided data from the survey the answers should be ordered in such a way that 

conclusions can be made. Next to that a minimum number of surveys is needed to verify the 

reliability of the data. The needed amount of surveys is described in section 4.1 Process survey 

generation.  

To analyse the outcome of the survey the questions have to provide the answers to the wished 

data. The questions are depending on various variables which are influencing the outcome. 

These variables can be divided into two types, the dependant and the independent variables. 

The dependant variables are the variables that you want to measure as the outcome of the 

survey. The dependant variable is thereby depending on the independent variable. The 

independent variable is the variable which can be manipulated the resulted outcome of the 

dependant variable. (Cramer, 2004) To be able to measure the outcome of the survey a control 

and an experimental survey and control survey will be used. As mentioned in the Blue Ocean 

Strategy of Value curves the value of a product and company can be visualised by comparing 

to an existing company or product. From the conceived data of the survey the value curve of 

the product that consumers want can be sketched. This can from there be compared to the urban 

solar panel system and the UWT system.  

 

Descriptive statistics are used to analyse the conceived data. With descriptive statistics numbers 

are used to describe the results of the question. In this the multiple-choice questions are 

visualized with a pie-chart and the intensity rating scale questions are calculated to the mean 

score and then compared with comparable questions. (Trochim, 2006) 

 

3.6 Discussion and Conclusion Deduction 
The discussion and conclusion of this research is the comparison of the gathered data from the 

survey with the theories from the section 2. Literature review. The main aim of the discussion 

and conclusion is there to give Kaffee Engineering insight in the possible market openings and 

customer needs.  
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4. Survey 
The survey will provide the research with the primary data of the potential consumer market 

and create an insight of the customer needs. The first section describes the process of the survey 

generation and the definition of the focus group. The second part described the content of the 

survey including which questions will be asked. Finally, the provided data of the surveys are 

presented and analysed.  

 

4.1 Process survey generation 
The aim of the survey is to gather insight information about the perspective of UWT by the 

participants and thereby the perspective of possible future customers. To have sufficient data 

the participants have to meet the requirements which are characterizing the focus group. Next 

to that before the survey can be created the main goal of the survey have to be clear. As 

mentioned in the Introduction the research question is; “Why are the Urban windmills not yet 

adopted within the private consumer market with respect to the financial issues and the 

Green social status?”. The outcome which is wished for this question is the insight of the 

customer needs concerning green energy with the focus on home generation. Next to that the 

obstacles of the consumers are of importance. There obstacles influence the buying behaviour 

of the consumer but can also directly influence the needs of the consumer. With the data from 

the survey the strategic canvas and thereby the value curve with the values can be created. As 

mentioned in the blue ocean strategy, section 2.4, the factors of the value curve have to be 

defined. These factors can also be seen as the independent variables, mentioned in Survey Data 

Analysis Method 3.5. These factors are the needs of the customers, the concerns of the customer 

and the current situation, in which the survey will also be divided. 

 

According the Collis the designing of a survey, or questionnaire, can be summarized in seven 

steps. These steps are; Design the questions and instructions, Determine the order of 

presentation, Write accompanying letter/request letter, Test survey with small sample, Choose 

method for the distribution, Plan strategy for dealing with non-responses and Conduct tests for 

validity and reliability. (J. Collis, 2014)  

 

First the survey needs to have a good introduction for the participants. Therefore, the subject 

has to be introduced and explained to clarify what the purpose of the survey is. Next to that the 

information has to contain what will be done with the data and how it will be used. This will 

all be covered in a small introduction which will be provided to the participants before the 

survey starts. In this part also the ethical concerns, covered in section 3.3, will be implemented. 

The design of the questions is of high importance of the wished outcome and results of the 

survey. The hypotheses and literature review of section 2 is used to provide the background 

knowledge of the researcher and thereby design applicable questions. Next to that the questions 

should be presented in a sufficient order. This eases the analysis in a later stage but also makes 

the survey more structured and easier to complete for the participants. The survey will therefore 

be divided into several sections, each with a specific focus or subject. The content of these 

sections is shown in the following section of the paper, Survey content. The questions in the 

survey are of three types. The first type is the closed question, where the participant can choose 

between certain given answers which makes it easy to answer for the participant and it is easier 

to analyse. The second type of question is the intensity rating scale. With the intensity rating 

scale, the participant can rate the intensity of the statement from 1 to 5. With the use of the 

intensity rating scale in comparison with a Yes/No question is that a better image of the 

participant can be achieved with the data. Finally, some multiple questions where the 

participants can choose between several possible questions.  
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The survey will be held with the use of Google Forms. Google Forms in an online application 

where surveys can be created, distributed and analysed. With this the survey will be available 

online and can therefore be distributed by email and links can be shared participants themselves. 

 

The focus group of the research are house owners or almost house owners within the region of 

South and North Holland. This because the region of South and North Holland is the best in 

terms of wind power and wind hours, See section 1.1. The focus group has to own or be a future 

house owner. This because the product will be an addition to the house and the benefits of 

investing in a house are not applicable for house renters. To reach the focus group the survey 

will be send to real estate agents in the applicable areas. The email towards these agents will 

explain the content of the survey and also explain the outcome of the research. The original 

email send to the real estate offices in attached in Appendix A. To motivate the participants to 

fill in the survey one price will be given away among the participants. For this the participants 

have to fill in their email address which will only be used by the researcher to draw the winner 

and contact the winner. The price will be a box of original Swedish delicatessens.  

 

To verify and test the questions of the survey a draft version will be send towards the advisors 

of the thesis, the company supervisor and the university supervisor. After approval of the draft 

the survey will be send to friends and family. Family and friends have the opportunity to give 

feedback to the content of the questions and may give advice how to improve. Since the data 

of the family and friends will not be used for analysis they don’t have to meet the requirement 

of the focus group. 

 

The number of needed response to validly the outcome of the survey can be determined with 

the calculation of the sample size below in Figure 7. (SurveyMonkey, 2017) The first unknown 

in the equation is the population size. The population size is the total amount of the focus group. 

According to CBS the total amount of house owners in the determined area is 1.426.000 people. 

(CBS, 2010) The second unknown is the margin of error. The margin of error is there to improve 

the quality of the outcome and is there to compensate with any failure or misinterpretation of 

the questions by the participants. Since the margin of error depends on the sample size it will 

be set on 10%. The last unknown is the confidence level. The confidence level is the number 

of how accurate the sample size reflects the total focus 

group. The confidence level is set on 90%. 

With the unknown numbers set the sample size can be 

calculated with the use of the calculator on SurveyMonkey. 

(SurveyMonkey, 2017) The result of the needed response 

and filled in survey is 68 participants. 

 

4.2 Survey content 
 

As mentioned in 4.1 the survey will be divided into several sections. These sections are equal 

to the determined factors which are the variables of the research. The first section will hold an 

introduction for the participant and give information about the product and industry. The second 

section will be with general questions about the participant. This is to verify if they meet the 

requirements of the focus group. The questions in this section have to be answered correctly 

otherwise the survey will be automatically stopped and will not proceed to the next section of 

the survey but will go directly to the last section. In the second section of the survey the needs 

of the customer are examined. In this section several properties of the product are presented 

Figure 7, Formula to define Sample Size 
(SurveyMonkey, 2017) 
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from which the participant can rate the importance with the intensity rate scale question. For 

the third part of the survey also an intensity rate scale questions are used but the concerns of 

the consumer are centralized. In the fourth section of the survey the overall conditions are 

examined. In this part the participant can fill in the current status and what kind of financing is 

preferred. In this section multiple-choice questions will be used. In the final section and 

concluding part of the survey the participant will be thanked for the participation and will be 

asked to fill in contact details to be able to make a chance for the compensation price.  

 

In the whole survey all of the questions are mandatory and have to be filled in to complete the 

survey. Only the last two open questions are optional. Question 20 is an open question where 

the participant can leave any general comments this might give the researcher a insight 

perspective which might have been forgotten in the rest of the survey. The last question is where 

the participant can fill in his/her email address, by providing no email address the participant 

also doesn’t compete for the compensation price.  

 

Since the focus group and thereby the sample group is located in the Netherlands it is most 

likely that the participant is native Dutch speaking. Since the thesis research is performed in 

English the original survey will be translated to English from Dutch. To insure the comparison 

and quality of the translation the Dutch version will be given to three native Dutch people and 

be asked to translate the survey. The combination of these three translations are fused to 

generate the English translated version of the survey.  

 

Introduction 
(The survey takes about 5-6 min.) 

This survey is part of a MSc. research about Renewable Energy within the consumer market. 

With this survey I want to get an insight on your perspective on Green energy at home. Feel 

free to distribute this survey to any friends who would like to fill it in, this would help me a lot.  

As a compensation there will be a lottery for a small reward, a Swedish candy package. For 

this you have to fill-in your email address in the end of the survey, which will not be published 

and is not mandatory to do so. The survey is 15 questions and is completely anonymous and 

the questions will not be published individually.  

 

Information subject 

Renewable Energy is also known as Green energy in which Sun and Wind energy are the most 

well-known sources. The solar panel industry has grown the last couple of years enormously 

within the consumer market. But WHY? Why is the solar panel industry adopted and not the 

wind energy market? This even with the given that Windmills are more suitable for the Dutch 

environment. Below you can find two pictures, one of an Urban windmill system and one of an 

Urban solar panel system. 

 

Thank you for your time. 

 

Stephan Jacobs 

Student MSc. Entrepreneurship and Innovation Management 

KTH University, Stockholm, Sweden 
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Section 1, Introduction 
Current situation 

 

Question 1 

 

Do you live in North- or in South Holland? 

 O Yes 

 O No  

 O No, not yet 

 

Question 2 

 

Do you own a house? 

 O Yes 

 O No 

 O No, not yet 

 

Question 3 

 

Are you interested in Renewable energy? 

 O Yes 

 O No 

 

Question 4 

 

What is your age? 

 O 18-35 

 O 36-50 

 O 51-older 

 

 

Section 2, Needs 
In this part of the survey the importance of a renewable product is examined. Each of the 

questions hold a property of the product. But how important is it for you? 

 

Question 5 

 

The visual aspects of the product. 

   1 2 3 4 5  

Not important   O O O O O Important 
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Question 6 

 

Contributing to a better future  

   1 2 3 4 5  

Not important   O O O O O Important 

 

Question 7 

 

Save or earn money 

   1 2 3 4 5  

Not important   O O O O O Important 

 

Question 8 

 

Easy maintenance  

   1 2 3 4 5  

Not important   O O O O O Important 

Question 9 

 

Which aspect is the most important to you? 

 O The visual aspects of the product 

 O Contributing to a better future  

 O Save or earn money  

 O Easy maintenance  

 

 

Section 3, Hindering? 
In this part of the survey obstacles of purchasing a renewable product is examined. Each of 

the questions hold a possible concern. But how high is it hindering for purchase? 

 
 

Question 10 

 

Unfamiliar with alternatives for Green energy (I don’t know what it is and what it does) 

   1 2 3 4 5  

Low    O O O O O High 

 

Question 11 

 

High costs of purchase products. (High investment and financing is needed)  

   1 2 3 4 5  

Low    O O O O O High 

 

Question 12 

 

Complex procedure of purchase (Many different technical layouts and personal advice) 

   1 2 3 4 5  

Low    O O O O O High 
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Question 13 

 

Installation on the roof (complex procedure and adjustments to the house are needed) 

 

   1 2 3  4 5  

Low    O O O O O High 

 

Question 14 

 

Unfamiliar with products and options  

   1 2 3  4 5  

Low    O O O O O High 

 

Question 15 

 

Which aspect is the biggest obstacle? 

 O Unfamiliar within the world of green energy  

 O High costs of products and difficulties in financing  

 O Complex procedure of purchase; define product configuration/technical layout 

 O Installation; complex and adjustments to the house  

 O Unfamiliar with products and options  

 

 

Section 4, Current situation 
Question 16 

 

What do you contribute to the environment at the moment? 

 O Solar panels 

 O Vegetarian 

 O Aware in type of transport (Bike/electric car) 

 O At the moment I do not contribute, but want to! 

 O At the moment I do not contribute 

 

Question 17 

 

What would be a feasible payback time of investment?  

 O 5-10 years 

 O 10-15 years 

 O 15-20 years 

 

Question 18 

 

What would be a reasonable price of investment for a Renewable energy system? 

 O 1.000-2.000 € 

 O 2.000-5.000 € 

 O 5.000-10.000 € 
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Question 19 

 

Which of the systems do you think looks the best? 

A,  or B,  

 

Question 20 

Overall comments, concerns or wishes? 

…………………….. 

 

 

Section 5, Ending 
Thank you for your contribution with filling in this survey, it will surly help me with my 

research.  

 

As mentioned in the introduction there is one reward for completing the survey and will be 

chosen with a lottery. To make a change to win this reward please fill in your email address 

below. (Not mandatory) 

 

Thank you again. 

 

Stephan Jacobs 

Student MSc. Entrepreneurship and Innovation Management 

KTH University, Stockholm, Sweden 

 

Question 18 

Email Address 

……………………… 
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4.3 Data results 
The data results can be divided into four sections. The first section of the survey the participants 

are questioned to define if they meet the focus group. Below the Figures 8 to 11 show the 

answers on the questions from 1 to 4. These questions describe the participants group and the 

data shown is the data of all of the participants.  

 

To get sufficient data the 

participants have to meet 

the requirements of the 

focus group. Therefor 

the questions one and 

two have to be correctly 

answered. For the 

question 1 and question 

2 are not correct answers 

and the data of these 

participants will be not 

taken into account in the 

further research. 

Question 1 questions if 

the participant lives or 

wants to live in the area 

of North and South 

Holland. It is important 

that the participant lives 

in this area because the 

people in this area might 

have a different 

perspective on 

Wind/Solar energy than 

other areas. Next to that 

the infrastructure is 

different in this area 

compared to the 

countryside.  For 

question 2 the house owner question is asked. The participant must own a house or wants to 

buy a house in the near future. This important because the systems can be seen as an initial 

investment for the house and wouldn’t be beneficial for house renters. By eliminating the data 

of the participants which don’t meet the requirements of the sample group the total response 

was 71 participants. As mentioned in 4.1 Process survey generation, the minimum sample size 

should be 68 participants and therefor enough surveys where provided to get sufficient data.  

 

In the second part of the survey, question 5 till 9, the needs and the benefits of the products are 

questioned. Below in the Figures 12 and 13 show the answers on the questions 5-8 and question 

9. Since question 5-8 where on an intensity rating scale the average of each question is 

calculated and compared with each other. The data shown below is the data obtained from the 

participants which meet the focus group requirement. 

68%

24%

8%

1. Do you live in North- or in 
South Holland?

Yes No No, not yet

78%

12%

10%

2. Do you own a house?

Yes No No, not yet

89%

11%

3. Are you interested in 
Renewable energy?

Yes No

39%

21%

40%

4. What is your age?

18-35 36-50 51-older

Figure 8, outcome question 1 Figure 9, outcome question 2 

Figure 10, outcome question 3 Figure 11, outcome question 4 
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Figure 12, Outcome question 5-8     Figure 13, Outcome question 9 

In the third part of the survey the concerns of the participants are examined. Since question 10-

14 where on an intensity rating scale the average of each question is calculated and compared 

with each other, shown in Figure 14. All of the concerns are compared to each other in question 

15, which is shown in Figure 15.  

 
Figure 14, Outcome question 10-14     Figure 15, Outcome question 15 

Question 5-8 comparison

5. The visual
aspects of the

product.
3,6

6. Contributing to
a better future

4,2

7. Save or earn
money

4,1

8. Easy
maintenance

4,6

3,6
4,2 4,1

4,6

0,0

1,0

2,0

3,0

4,0

5,0

Question 5-8 comparison

10. Unfamiliar
with alternatives
for Green energy

3,0

11. High costs of
purchase
products.

3,3

12. Complex
procedure of

purchase
3,1

13. Installation on
the roof

3,5

14.  Unfamiliar
with products and

options
2,7

3,0 3,3 3,1 3,5
2,7

0,0

1,0

2,0

3,0

4,0

5,0

8%

44%
41%

7%

9. Which aspect is the most 
important to you?

The visual aspects of the product

Contributing to a better future

Save or earn money

Easy maintenance

9%

41%
25%

11%
14%

15.Which aspect is the biggest 
obstacle?

Unfamiliar with alternatives for
Green

High costs of products and
difficulties in financing

Complex procedure of purchase;
define product
configuration/technical layout
Installation; complex and
adjustments to the house

Unfamiliar with products and
options
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In the fourth part of the survey the current situation of the participants is examined. Below in 

Figure 16 to Figure 19 the answers to the question 16 till 19 are shown.   

 

 

The final question of the survey is the open 

question; ‘Overall comments, concerns or 

wishes?’. This is where the participant has 

the change to give extra input. The outcome 

of these questions are not presented but will 

take into account in the discussion. The 

outcome will not be presented due to the 

fact that no individual data would be 

presented, as stated in 3.3 Ethical Concerns. 

In total 12 respondents answered this 

question and 6 of these meet the 

requirements of the sample.  

 

  

13%

4%

35%

41%

7%

16. What do you contribute to the 
environment at the moment?

Solar panels

Vegetarian

Aware in type of transport

At the moment I do not contribute, but
want to!

At the moment I do not contribute

24%

63%

13%

18. What would be a reasonable 
price of investment for a 

Renewable energy system?

1.000-2.000 € 2.000-5.000 €

5.000-10.000 €

51%49%

19. Which of the systems do you 
think looks the best?

Urban Solarpanels Urban Windmill

76%

20%

4%

17. What would be a feasible 
payback time of investment? 

5-10 years 10-15 years

15-20 years

Figure 16, Outcome question 16 

Figure17,, Outcome question 17 

Figure 18, Outcome question 18 

Figure19, Outcome question 19 
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4.4 Analysis 

The first section of the survey is not included in the analysis since this is to verify that the 

participants are meeting the requirements of the focus group. As mentioned in 4.3 Data Results 

the participants which don’t meet these requirements are excluded in this research. 

 

The second section of the survey the participants were asked five questions about the properties 

of the green energy production at home. Four of these questions show an intensity rate where 

the participant can choose between a score of 1-5, where 1 is not important and 5 is important. 

Since question 5-8 are all properties these can be compared and the most important property 

can be defined. In this question the results are quite equal but contributing to a better future and 

easy maintenance are the most important features. In question 9 the same question is asked but 

then the participant has to choose one of the properties. The most chosen properties of question 

9 is Contributing to a better future and Earning money. The third choice is the maintenance of 

the product, with 9%. This is compared to number two with 35% and number one with 45%, 

much lower. This might imply that customers overall prefer a product which is easy to maintain 

but have more interest in earning money and Contributing to a better future. Nevertheless, the 

results show that earning money is not important in the first part of the question and results in 

a high importance in the second part. From here can be concluded that there are two groups in 

the sample. One group which is focussed on earning the money and one group which is focussed 

on the Contributing to a better future. The overlapping need and product property should than 

be easy in maintenance.  

 

The third section for the survey the participants were asked six questions about the concerns 

and limitations of purchasing a system. Five of these questions where just like as in the second 

section with an intensity rating, the sixth question is a multiple-choice question where the same 

concerns were questioned as in the first five questions of the section. With that the participant 

is able to rate the individual concern but has to choose the biggest concern in the last question. 

From the intensity rate questions the Installation on the roof is the biggest concern and the 

second is High costs of Purchase. In the final question where the participant can choose one the 

High costs of purchase has the biggest amount with 41%, and second is Complex procedure of 

purchase with 25%.  From here can be concluded that the biggest concerns is the Pricing and 

the way of financing of the systems. Since the intensity rate question shows such a high result 

of the Installation on the roof this might be one of the secondary reasons. Due to that the people 

expect that the installation might cause troubles they might not be interested to have those 

troubles of the installation of the system.  
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5. Discussion 
In this section of the paper the findings of the survey are discussed together with the theories 

of the section 2. Literature. The findings of the survey are analysed by the use of the literature 

review. The discussion is there to from the arguments from which the conclusion is formed. 

With the comparison of the survey findings and the theories the validation and the meaning can 

be defined.  

 

5.1 Second section of the survey 
As can be seen in section 4.4 Analysis, in Figure 12 and Figure 13 the second section of the 

survey shows a dividing of the sample into two groups. The people who purchase the product 

to have a positive influence for the environment and one group which purchase the product for 

financial reasons. By using the customer canvas of Thomson, from 2.6 Value proposition, these 

two properties can be seen as the needs of the customers. These two properties are the most 

important for the consumers to persuade to buy. Nevertheless, the intensity rate questions of 

the survey the easy maintenance is shown as the important features which is contradictory with 

the multiple-choice question. Since the participants haven’t listed this property high in the 

multiple-choice question it can be implied that this is an overall high demand for all the 

consumers but not the property which is the most important. The consumer would prefer to 

have a system which is easy maintainable. On the other hand, both of the outcomes show that 

the visual aspects of the system are not that important to the consumer. This even when the 

system changes the visual aspects of their home. In 2.7 Green consumerism is stated that by 

having a product which is sustainable the consumer gets a certain status as an environmental 

aware member of the community. In this I could be implied that the looks and exposure is 

important. Due to the answers to the open question and question 19, about the looks of both 

systems, some clarification has been provided. As can be seen in question 19 both of the systems 

have an equal score which implies that the participants find both systems equal in looks. In the 

open question the participants have the chance to give free input. Some of the participants point 

out that they don’t like the looks of either of the systems and find them even find them ugly. 

As mentioned in 2.7 Green Consumerism customers tend to have systems for the image of a 

green social status. With the findings of the survey and the theory it can be said that both 

systems are perceived as ugly but they are both meeting the looks of a green social status.  

 

 

5.2 Third section of the survey 
In the third section of the survey the concerns of the consumers is examined. As can be seen in 

section 4.4 Analysis, Figure 14 and Figure 15 the multiple-choice question shows one major 

concern; High costs of products and difficulties in financing. The biggest concern within the 

intensity rating is the installation of the product on the roof. With this can be implied that the 

biggest hindering of consumers is the high price of the product and after that the installation of 

the product on the roof. But overall the installation of the product on the roof has a high 

influence for people which are hindered by the high costs but also for people who can afford 

the product already. As also mentioned in section 2.6 Green consumerism consumers who want 

to by green product are highly sensitive, the product should not cost too much. In the Forth part 

of the survey the question is asked what a reasonable price would be, in which 64% answered 

between €2.000-€5.000.  

 

 

 

  



MSc. Entrepreneurship & Innovation Management 
KTH University; Stockholm, Sweden 

Stephan Jacobs 
 

Page 25 of 30 

6. Conclusion 
Within this section of the paper the conclusion of the thesis is presented. The conclusion 

contains the answer to the research question and suggestions for further future research. Next 

to that the conclusion contains overall findings and recommendations for Kaffee Engineering.  

 

6.1 Answer research question 
The main research question, shown in Section 1.3 Research question and objective, is; Why are 

the Urban windmills not yet adopted within the private consumer market with respect to the 

financial issues and the Green social status? From the research can be concluded that the main 

obstacle of the adoption of the UWT is the pricing of the current products and the power 

generation they have. The survey shows that the consumers wish to have a lower price in 

investment than the current prices of the UWT products. Since the power generation of the 

current UWT is lower than the compatible solar systems and the price is higher there is no 

reason for consumers to purchase UWT systems. The Green social status of the solar panel 

system and the UWT system is equal since this is depending on the visual aspects of the system. 

This can be concluded from the survey and from the literature and is not of influence of the 

adoption of the product. This since the people don’t rate the visuals high and they have an equal 

perspective on the appearance of the Wind turbines and the Solar panels. One of the other 

features which might influence the adoption, but needs to have more research, is the awareness 

of products by the consumers. The power production of the RES is highly depending on the 

location and should therefore be more clear for the consumers.  

 

6.2 Value innovation UWT 
From the research can be concluded that there is a market opening for the UWT product within 

the Dutch market. By applying the Blue Ocean Strategy, of Section 2.4 Blue Ocean Strategy, a 

new market segment can be created by lowering the price and make the completion irrelevant. 

As mentioned in the literature section of Green consumerism the consumers of green products 

are very price sensitive products which implies that the price is of high influence of the 

adaptation of products. The survey shows that the consumer wishes to have an investment of a 

RES between €2.000-€5.000. Since the Solar panels and the UWT currently on the market are 

higher priced, the pricing can be used as a value which is of importance to implement in the 

strategy canvas. To be able to achieve value innovation the price has to decrease and the buyers 

value has to be increased. With a lower price of the product the first part of the value innovation 

of the Blue Ocean Strategy is met. An increase in buyer value can be achieved by exploiting 

the needs and wants of the consumers. As showed in the analysis of the survey the the easiness 

of maintenance and installation the product is of importance for the consumer and thereby will 

increase its value for the consumer. This value innovation can be best visualized by showing 

the value curve in comparison with the the current UWT and the solar panel installations. In 

Figure 20 the strategy canvas is shown with the three value curves of the three systems. The 

value curves in the strategy canvas is a rough estimation of the values.  
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Figure 20, Strategy canvas; Solar panels, UWT(currently), UWT Kaffee Engineering 

 

 6.3 Recommendations 
As mentioned in section 6.1 Answer research question, the influence of the awareness from the 

systems by the consumers can have a high influence on the adaptation of the product. The 

consumer can have a perspective on the product which might not be completely true. These 

prejudices should be further analysed and defined to be able to completely understand 

adaptation of the UWT in the market. In this research the prejudices of the consumer are not 

measured but might have a high influence on the purchase choice for consumers. If in a future 

research these prejudices can be defined these can be implemented in the marketing of the 

product, by or elimination the false prejudices or by strengthen the true prejudices.  

 

As mentioned in section 6.2 Value innovation UWT the value curve shown in Figure 20 is a 

rough estimation and just there to visualize a where the opportunities might be. To be able to 

create strategic plans Kaffee Engineering needs to do further research about the value curves of 

RES. The value innovation of the UWT of Kaffee Engineering should lay within the low price 

with short time of investment, and meet the survey data. But a more in detail research is needed 

to see if this strategy is feasible with the revenues and sales.   

 

As mentioned in section 2.4 Blue Ocean strategy, the further away from the red ocean the better. 

Therefor a further research about the application of the revenue models and pricing models 

should be researched more in detail. By applying a new revenue model and pricing model the 

strategy of Kaffee Engineering can be more solid and will have a bigger success rate.  
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Appendix 
A: Original Email to real estate agents 

 
 


