
“Accessing Private Rooftops” – Germany 

 For market players it is time to extend the horizon of the PV market by exploring the habits of the end customer.  

 This report is based on a secondary analysis of a number of comprehensive, quantitative and qualitative EuPD Research 

studies regarding buying behavior of PV end customers. 
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end customer x 

(n = xx)

end customer y 

(n= xx) 

end customer z

(n = xx)

low-level
secondary
school degree

15.2% 12.5% 21.4%

mid-level
secondary
school degree

26.1% 25.0% 32.3%

higher
education
entrance
qualification

6.5% 0.0% 5.8%

university
entrance
qualification

15.2% 33.3% 16.2%

higher
education
degree

4.3% 0.0% 7.5%

university
degree

26.1% 25.0% 10.1%

others 0.0% 0.0% 1.7%

single 6.5% 20.0% 25.1%

married 76.1% 72.0% 47.5%

cohabiting 4.3% 0.0% 3.6%

divorced/
widowed

10.9% 8.0% 19.1%

others 0.6

missing to 100 percent = missing values

marital status

qualification

B.1.3.

Qualifications/ Marital status
Apparently, persons (…) have a 
higher level of education than 
those who do not.

The purchase of a PV system is 
primarily an investment made by 
(…) . 

The majority of those (…) are 
married. The share of singles and 
pensioners, however, is higher 
among persons who (…) a PV 
plant.
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B.3.3.

Which aspects of the topic of solar energy are you particularly interested in?
Comparing the 
aspects of interest 
it becomes evident 
that the (…) facet 
of PV is the most 
attractive one. 
In reference to the 
owners and 
planners, however, 
it seems that the 
relevance of the 
(…) aspect 
declined a little. In 
contrast (…) 
aspects and (…) 
conditions seem to 
be of a greater 
interest to the 
second generation 
of PV customers –
the planners.
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very interested == rather uninterested

2.8
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owners of a PV plant (n = 46) people planning a PV plant (n = 24)

solar plant neither owned nor planned (n = 823)

 

 
Overview - The PV End Customer: What features are charac-

teristic of the “typical” PV customer? How do the perceptions 

of PV owners differ from those who are planning on installing 

PV systems? Is it possible to consider a new generation of end 

customer? How aware is the end customer of the representa-

tion of solar energy in the media? 

 

Potential customers are categorized as: 

 PV owners 

 People who are planning on installing a PV system 

 People who neither own nor plan a PV system 

 

The following considerations were used in the analysis:  

 Socio-Demographic (age, income, etc.)  

 Attitudes toward solar energy 

 Field of interest and contact with solar energy 
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B.5.9.

Minimum return requirements of the end customer from the installers’ perspective
According to the 
installers the 
customer expected 
a slightly lower 
minimum rate of 
return on average 
than two years 
ago in 2007.

All the other user 
groups required a 
slightly higher 
minimum rate of 
return.

In comparison to 
other client groups  
customers and  
users expect the 
lowest minimum 
return.

2007

2008

customer typ A

2007 n = 179

2008 n = 221

x.42

x.33

x.92

x.32

x.86

x.32

x.89

x.58

x.51
x.57

customer typ D

2007 n = 123

2008 n = 103

customer typ E

2007 n = 42

2008 n = 28

customer typ F

2007 n = 59

2008 n = 72

customer typ B

2007 n = 9 

2008 n = 23 
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B.6.10.

Have you ever had problems with you PV system? If so, when did they occur? Who 
did you contact in order to resolve the problem?

Almost 70 percent 
of the PV owners 
stated that they 
have not had a 
problem with their 
PV system.

The PV owners 
who reported of 
having had 
problems said that 
they occurred 
during (…) time.

In case of a 
problem 
approximately 54 
percent of owners 
contacted the (…)
directly for the 
system 
component. Only 
40 percent turned 
to the (…).
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2.2%

6.5%

19.6%

69.6%

2.2%

yes, during “phase 1”
yes, during “phase 2”
yes, during “phase 3”
no
no response

owners of a PV plant (n = 46)

38.5

53.8

7.7

7.7
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contacted the “xxxx”

contacted the “xxxxxx”

contacted someone else

did not contact
anybody/solved

the problem myself

no response

ownership of a defective PV plant (n = 13  (low number of cases))

Source: EuPD Research 2009
(PV End Customer Monitoring 2007)

 

  
Analysis of the Buying Behavior:   

What occurs in the course of the buying process from begin-

ning to end? How is the customer’s interest in PV established 

and how does it increase? How does the buying process differ 

between those who already own a PV system and those who 

are planning on installing a PV system? What expectations and 

requirements do customers have of their PV system? 

 

To answer these questions, PV owners, planers and installers 

are analyzed according to the following: 

 Reasons for and against purchase of a solar plant 

 Type of information sources they used during the buying       

process 

 Importance of the various product features of a solar plant 

 Problems or difficulties during the buying process 

 

From the responses of installers it can be observed whether 

they have correctly assessed the requirements and needs of 

their customers. 
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Information Sources 

 Secondary analysis drawn from six qualitative and quantitative studies  

   (conducted between 2006 and 2009) 

 Sample group: consumers, solar convention visitors, PV installers, PV owners 

and those who are planning a PV installation 
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Benefits for your 

Company 

 Gain an overview of the socio-demographic characteristics of PV customers 

 Understand the market segment: Find out to what degree the private cus-

tomer market has already been developed and use the information to gain 

insight into the market segment which until now has been closed 

 Obtain a better understanding of the buying habits and motivating factors 

and attitudes of the end customer 

 Gain insight into the requirements and needs of the end customer in respect 

to features of PV systems  

 Target potential customers more precisely by understanding the specific roles 

of various communication channels 

 Understand the factors that create customer satisfaction 
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