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Overview

In recent years, the consumption of urban and rural residential domestic electricity in China has increased largely, which accounted for 12.76% of the total in 2013, and home lighting consumption played a key role in this process. With the improvement of LED technologies, it is obvious to see the tendency that LED will sweep down other energy-saving lamps, but cognition of consumers and self-attributes of LED will block the heading way more or less. 
Methods

In order to gain knowledge about consumers’ cognition precisely, in December 2013, a conjoint choice survey containing 272 randomly selecting interviewees is conducted in two IKEA malls of Beijing to examine individual consumers' propensity to LED lamp and the impact of LED on the demand for lighting service. The survey included individual basic information, conjoint choice experiment and subjective choice to LED attributes 
See attributes related to technology characteristics in Table 1，including power, color, lifetime, appearance, labeling, light efficiency and price.
	Table 1 Attributes and Levels used in choice experiment

	Attribute
	　
	Level

	Power
	
	3W/5W/7W

	Color
	
	Daylight/Soft white

	Lifetime
	
	15000h/25000h/30000h

	Appearance
	
	different type/only bulb lamp

	Labeling
	
	energy labeling /no energy labeling

	Light efficiency
	
	50 lm/W /70 lm/W /90 lm/W

	Price
	3W
	￥15/ 20/ 25

	
	5W
	￥25/35/45

	　
	7W
	￥35/50/60


Results

The results show that attributes affect individual consumers’ propensity in a varying extent that the importance sequence is price, power, color, lifetime, lighting efficiency, energy labeling and surface. Obviously, price is the most sensitive attribute in individual consumers, which is also an essential factor. Also consumers prefer to lower power and longer lifetime in LED products，who is willing to pay more for these two attributes power and lifetime.
As a result，higher price of a LED lamp is found to reduce consumers' choice. Individual consumers prefer higher power and longer lifetime LED products. Energy labeling improves consumers' choice probability by providing useful information. 
Furthermore，to compare difference between real consumer behavior and consumer intention，272 participants were divided into two teams with 140 in one team who bought LED lamps and 132 in another team who did not but were willing to pay. The research analyses mixed logistic regression in above two teams, the results shows that energy conservation is the most essential factor driving individuals on the adoption of LED lighting. Additional, the research provides that living condition, age, acknowledge about LED and former purchasing green products experience are helpful to explain consumers' choice of energy-efficient lighting. 
Conclusions

 The driving force for individual consumers to purchase LED is that the common sense of energy and charge conservation in LED products，so they pay more attention to lighting efficiency. But consumers lacks of professional skills to telling from lighting efficiency in supermarket. Government could fill this gap in purchasing behavior by drafting technical regulations and standards.
Research will go further to apply elastic function to analyze consumers’ sensitivity to price quantitatively, which explores whether it is reasonable to promote LED through subsidies policy and how large scale the money is.
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