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Abstract

Introduction and purpose: due to the ever-increasing demand for energy
and the limitation of natural resources, reducing energy consumption,
especially electricity, has become one of the main challenges of societies.
Reduction marketing as a new approach, with the aim of changing the
behavior of consumers and encouraging them to reduce electricity
consumption, can play an effective role in energy management. This
research aims to investigate the effect of various reduction marketing
strategies on reducing electricity consumption with the moderating role
of consumer attitude among Tehran electricity consumers, and seeks to
find practical solutions to reduce energy consumption in the domestic and
industrial sectors.

Research methodology: This study is applied in terms of its objective and
descriptive and correlation in terms of its method. The participants
includes households and electricity consumers in Tehran, comprising
thermal and water electricity consumers, categorized into five age
groups: 15 to 25 years, 26 to 35 years, 36 to 45 years, 46 to 55 years, and
over 55 years, as well as classified by gender, education level, and marital
status (single or married).Additionally, considering the unlimited nature
of the population and based on the Krejcie and Morgan table and the
convenience sampling method, a sample size of 384 individuals was
determined. For data collection, a questionnaire derived from the article
by Salem et al. (2021) was used, and data analysis was conducted using
SPSS and AMOS software.

Research findings: 4 of the 5 main hypotheses were rejected and 4 new
hypotheses were designed according to the researcher's evidence, and all
4 new ones were confirmed. In general, it seems that the moderating role
of electricity consumers' attitude in reducing marketing strategies for
electricity consumption among Tehrani consumers does not have much
impact, and of course, the details of the marketing mix alone have a high
impact.

Conclusion:

In order to balance electricity consumption among Tehrani consumers,
the use of incentive and promotion policies such as advertising and
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culture can be very effective. Producing advertising content on television,
radio, and social media that promotes a culture of saving electricity. This
content could include simple and practical tips for reducing electricity
consumption at home.
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