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Overview
Energy markets are undergoing a major transition mainly driven by new market strategies aimed at increased consumer engagement and climate change policies. The transition that started with deregulation of energy markets has not only increased market competition  but has also enriched the suppliers’ offers with the variety of additional services including green energy and energy efficient technologies (IEA, 2011; McDaniel & Groothuis, 2012). Consumers are now free to select an energy supplier as well as to choose from various energy products, on the basis of not only the price, but also several other factors impacting consumer preference for supplier’s offer (service quality, service process quality, additional services, environmental commitment, brand trust, etc.) (Wüstenhagen & Bilharz, 2006; Hartmann & Apaolaza- Ibáñez, 2012). Since consumer preferences are becoming more diverse with the expanded offer, it is important to understand how consumers make decisions on energy products and services when those decisions necessitate trade-offs between various benefits and costs (Yang et al., 2015). Energy suppliers are therefore forced to transform into active, toward consumer-oriented utilities with emphasis on the enhancing use of integrated energy services while simultaneously promoting environmental sustainability (Kaenzig et al., 2013).

The main objective of our study is to investigate preference heterogeneity among Slovenian consumers, and to establish how different consumer groups value various attributes of energy products and services. We are particularly interested if there exists a consumer segment that shows a preference for additional energy services, among them services associated with energy efficient and green behaviour. Identification of consumer groups based on their energy product-/services-related preferences may serve as important information in developing new business strategies. 
Methods
The theoretical framework for analysing consumer preferences for energy services is based on a probabilistic approach for determining the unobserved (i.e. latent) class membership of individuals, named ‘latent class analysis’ (LCA) (Lazarsfeld, 1950). This is one of the most often used approaches for analysing consumer heterogeneity in the literature (Boxall & Adamowicz, 2002; Swait, 1994). Since the importance of preferences for energy services may differ across underlying consumer classes, LCA is employed to capture this heterogeneity (Collins & Lanza, 2010). LCA allows dividing consumers into different classes on the basis of their expressed preferences, and consequently enhances the understanding of consumer behavioural dynamics (Walker & Ben-Akiva, 2002). Moreover, LCA has the ability to integrate the information from a variety of factors such as attitudinal, perceptual, and other consumer characteristics into one model (McFadden, 1986). As a starting point, LCA assumes there exists a finite number of subgroups of individuals (i.e. classes) with heterogeneous preferences among groups and homogeneous preferences within groups (Boxall & Adamowicz, 2002). In our case, manifest variables are 16 5-point Likert scale items belonging to six dimensions of preferences for energy services. Although the class membership of an individual is unknown, the model probabilistically groups each individual into a “latent class”, which produces expectations on his responses to the manifest variables (preference items in our case). In the second step of the analysis, LCA analysis is augmented by a latent class regression model to provide empirical verification of correlates with identified consumer segments in order to determine the consumer profile of each segment. 

Our sample consists of consumers buying electricity from one of the biggest energy companies in Slovenia, which also operates in more than 10 energy markets in Central and South Eastern Europe. After deregulation, the company extended its offer with a package offer of several energy sources (electricity, LPG, natural gas, heating oil and petroleum products) as well as with other energy related services (online billing system, automatic meter reading, online shopping and energy efficiency consultations). Using its database of electricity consumers, 5,466 consumers were selected in order to gather the data with an online survey using self-administered questionnaire in February 2016. The final sample consists of 984 consumers (18% response rate) - holders of the electricity supply contracts with the supplier. The data were merged with the supplier’s database containing consumers’ information about their energy consumption.
Results
Based on the latent class regression results, the three consumer classes could be categorised as: “regular” consumers (48%), “energy efficient” consumers (36%), and “apathetic” consumers (16%). The largest class of regular consumers presents the reference class in the latent class multinomial regression model. Compared to the regular consumers, energy efficient consumers are more satisfied, express interest in, and actually use energy efficient technologies, especially for reducing energy-related costs. They also exhibit more energy-saving habits in households (e.g. using electrical appliances during lower tariff, turning lights off when not in use, avoiding a stand-by mode, washing at lower temperatures and instantly closing the doors of cooling appliances after use). The results also indicate that energy efficient consumers are in general more environmentally aware, and express significantly higher interest in participating in green energy and energy efficiency activities than regular consumers.  Since both, green energy and energy efficiency programs contribute to reducing greenhouse gas emissions, consumers that support any of these two issues can be considered environmentally friendly. Nevertheless, the results suggest that consumers are more inclined toward energy efficiency than green programs. One possible reason for the lesser willingness to participate in such activities of regular consumers may be their worry about the risks associated with the increasing share of green energy, which can decrease the reliability of supply, and which is, together with the low price, their preferred attribute of energy services. When examining differences between socio-demographic profiles of the two largest classes, the results reveal a significant impact of the number of household members and education on the latent class membership, while household income is not found significant. Households with more members are less interested in energy efficiency, but as expected, they on average use more than one energy fuel. In contrast to regular consumers, apathetic consumers are less satisfied with the supplier, not interested in decreasing energy-related costs, and did not either invest or intend to invest in energy efficiency in households.

Conclusions
[bookmark: _GoBack]This study provides insights into residential energy consumer preference heterogeneity for energy supplier offers incorporating residential energy consumer attitudes and behaviour toward green energy and energy efficiency, as well as socio-demographic and socio-economic characteristics. It first establishes that energy consumers can be effectively segmented into different groups, and second, based on the results, it suggests designing business strategies that take into account both, supplier’s offers, as well as consumer preferences for the offer. The results of the LCA confirm the findings of previous studies (Kaenzig et al., 2013; Yang et al., 2015; Accenture, 2010) that there exist significant differences in preferences among consumers. We identified three different consumer segments: regular consumers, energy-efficient consumers, and apathetic consumers. In comparison to the other two classes, energy-efficient consumers show the highest preference for additional energy efficient services and green energy. 
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