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• Motivations to save energy in the workplace 

 

Motivations to save energy at work 

No costs to the employee 

Altruistic behaviour? 

Benevolent behaviour? 





Motivations to save energy in the workplace: 

- Environmental concern 

- Helping the organisation (costs, image) 

- Warm-glow 

- Self-promotion 

Motivations to save energy in the 

workplace 



• Participants: 

- 300 participants,  staff from a University and from a large 
local private company 

- Procedure 

Participants fill in questions about motivations to save 
energy, perception of their workplace, energy saving 
behaviours. 
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• Exploratory Factor Analysis 
- Organisation’s image  
e.g., To help my organisation achieve a “greener” image 

- Self-image at work 
e.g., Because my actions may be rewarded by superiors; Because I can mention it to my co-workers 
to impress them 

- Environmental concern 
e.g., Because I feel worried about the environment; Because it would help my children in the future 

- Organisation’s costs  
e.g., To help my organisation save money on energy costs 

- Warm-glow 
e.g., Because I’d feel good about myself 

- Feeling of duty  
e.g., Because if other people don’t save energy at work, I feel I have to; Because I can’t trust other 
people to save energy at work 
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Motivations to save energy at 
work for each site 
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Regression Model Summary  

Variables Environmental intentions 

B (SE) 

Energy saving intentions 

B (SE) 

Motivations to save energy at work     

1. Environmental concern 0.10*** (0.02) 0.09*** (0.03) 

2. Organization’s image 0.09*** (0.02) 0.09** (0.03) 

3. Organization’s finances 0.003 (0.02) 0.01 (0.02) 

4. Warm glow 0.01 (0.02) 0.03 (0.03) 

5. Feelings of duty 0.005 (0.02) -0.01 (0.03) 

6. Self-image -0.08** (0.03) -0.13** (0.04) 

N 279 281 

Adj. R2 .22 .14 

Note. *** p < .001; ** p < .01, * p < .05 



Effects of the focus of communication and warm-glow 
motivation on the evaluation of the campaign. 
 



• First exploration of motivations to save energy in the workplace. 

• Introduces a new measure consisting of six factors. 

• The measure showed predictive validity in its relationships with 

energy behavior intentions and reactions to communications. 

 

• Altruistic motivations were the most important in our sample and were 

the best predictor of intentions to save energy. 

• Self-image motivations negatively predicted energy saving behaviors. 

• The more people found warm-glow motivations, the more positively 

they react to energy saving communications. 

 

Conclusions 



• Campaigns to save energy could usefully focus on integrating various 

motivations within company policies, in particular to reduce the 

negative findings that people are less likely to be sustainable if 

motivated by self promotion.  

 

• Communicating on how energy saving can help an organisation’s 

image could encourage energy saving behaviour without creating 

specific goals that could be perceived to be in conflict with work 

performance goals (e.g., environmental concern). 

Conclusions 



Thank you! 
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