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Abstract

This working paper establishes a theoretical amdncon ground for the
project 'Green Business Models in the Nordic Regibhe project as a
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knowledge of the growth conditions for green bussenodels, more
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els in the best possible way. This will happenrbyestigating best prac-
tice, barriers, drivers, framework conditions @iceach country.
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signed to promote the dissemination of green bssingodels in the Nor-
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1. Introduction

Background

The global financial and economic crisis has le@tonomic stagnation
in many countries. The crisis has also affectedtrabghe Nordic coun-
tries in different degrees. One way of overcomimg ¢risis is to readjust
to a green growth economy. This could help to ntleetchallenges pre-
sented by the environment and the climate at tmeesame creating
growth and new green jobs.

The Danish Presidency of the Nordic Council of Miars is focusing on
the green growth economy. Businesses in the Namlimtries have al-
ready made considerable progress in developinghgesdnologies, sys-
tems and services. The Nordic countries can furth@ance their efforts
in supporting and promoting these areas by focusmghe use and dis-
semination of green business models in the busic@ssnunity such as
ESCOs, CMS, DBFO, Sharing businesses and othen §188s.

Greater dissemination and application of thesenassi models reduce
resource use and has the potential to create gmbguarge markets in
the Nordic countries and bring substantial envirental benefits.

The actual spread of these green business modeéntly covers a very
broad range of sectors including the energy segtdustrial production
as well as transportation, construction and maartea, agriculture and
public services. But they have been utilised to/dimhited extent with a
very unequal distribution between the Nordic coestand industries.

The Danish Presidency of the Nordic Council of Miars is therefore
currently undertaking an analysis of the businessrounity's application
of green business models in the Nordic countrieZOit0.

Purpose

The overall purpose of the project is to supporsustainable green
growth economy in the Nordic region and therebyuogty businesses
impact on the environment and climate. In additiorthis, the project
will strengthen the understanding and knowledgees green business
models, outline the extent to which these modedsdisseminated in the
Nordic region, estimate the potential of green bess models, identify
barriers and drivers, and come up with policies iaitdtives to dissemi-
nate these business models.

Methodology

A working party, comprising representatives fromrto business and
trade authorities, has been established as a gidtgparture for the work
on the project. Among other things, the workingtyavill help to iden-
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tify and select cases, function as a sparring paitn relation to results
and ideas.

The project will be performed in five stages:

1. Desk research and interviews

2. The preparation of Nordic company cases

3. The dissemination of green business models — withnark as a
showcase

4. A Nordic workshop on green business models

5. The publication of a green paper

1) Desk research and interviews

A desk research study will be carried out to idgraind describe a num-
ber of green business models in the Nordic cowstigh the point of de-
parture in available reports and literature. Bussnenodels are described
in this working paper and the findings are discdsgsgth the Nordic
working party. The working paper establishes a r@mal common
ground for the project — what do we understandregig business model?

A series of interviews will be performed with pubhauthorities and cen-
tral business organisations in the Nordic countoleshe basis of the in-
formation on Nordic business models in the workpaper. The inter-
views will help to identify specific barriers toghdevelopment of green
business models in the Nordic region and illustrete such barriers can
be eliminated.

2) Nordic company cases

There will be an identification of and interviewstlw20 Nordic compa-
nies that make use of green business models. Timpatues' business
plans will be reviewed during the interviews andormation will be
sought on the market potential, cf. annex XX. Conypgepresentatives
will be asked about their own experience of pregamreen business
models and how they work in practice. They willcalse asked about any
barriers they have found in relation to developargl applying green
business models.



3) The dissemination of green business models k Bg#gnmark as a
showcase

A more detailed investigation of the disseminatmingreen business
models will be carried out in Denmark. A minor sti@aN analysis will
be performed with the point of departure in thewlsalge obtained about
which companies work with the specific business etad

The purpose of the snowball analysis is to drawaust of companies
that could create a point of departure for quatntaanalyses of produc-
tivity, the development of productivity, localisati patterns and em-
ployment, etc. This will make it possible to compé#ne group of compa-
nies that apply green business models with thenkssicommunity as a
whole and thereby provide knowledge of how companikich make use
of green business models differ from others.

The quantitative results in the Danish show caserg/kompanies which
make use of green business model are comparedeospwill be sup-
ported by 1) literature findings, expert intervieNsrdic case interviews,
interviews with industry organisations and authesit

4) A Nordic workshop on green business models

A workshop will be held in Copenhagen in early $egber with the par-
ticipation of the working party, other relevant pakauthorities, compa-
nies and organisations from The Nordic countriese Theme of the
workshop will be a discussion of the barriers te development and im-
plementation of green business models that have lgeatified and an
interchange of experience regarding how they camabpelled — both good
and bad. The point of departure for the worksholp lvé a synthesis of
the qualified working paper and the interviews perfed.

5) Green paper

A green paper, based on the desk research studygacty cases and the
workshop, will be drawn up. The purpose of the grpaper will be to
help to increase the understanding of Nordic peh@kers, businesses
for green business models and their potential logpiling the experience
of them in the Nordic countries.

Definition

Compared to more ‘classic’ business models, gremmbss models are
characterised by business models focusing on inivevhusiness strate-
gies and relations between businesses respectielynesses and cus-
tomers reducing energy consumption, greenhousergasions, resource

1 Snowballing is a method of expanding a sample lkjngsone informant to recom-
mend others for interviewing.



use and/or waste thus creating economic benefitse Mpecific, these
business models are characterised by:

(1) companies providing a service and/or a given stateitput in the
production chain of the buying company complementhre pro-
viding company’s ‘simple’ product. This longer liasf relation
creates incentives for the providing company toucedenergy,
greenhouse gas emissions or resource use andeitages know-
how to improve the product(efficiency) and cut sost

(i) companies that to a larger extent than ‘classisiresses are
more (vertically — up- and down stream / or horiadlg) inte-
grated/working in partnerships reducing energy uon#ion,
greenhouse gas emissions, resource use and/or ardtéhus
create economic benefits. This setup normally shifte risk
and/or investment in new ‘greener’ technology frtm buying
company to the providing company resulting in amestment
which may not have been undertaken without the gnate
tion/partnership or the provision of a complementservice to
the ‘simple’ product.

(i)  companies providing ‘sharing’-services/technologigkich re-
duce energy and resource use as the result.

(iv) companies aiming at reducing energy consumptioeergrouse
gas emissions and/or resource use internally icahgpany in the
production of products or services (or in the afterket) or de-
manding this from suppliers and their suppliersriger to create a
better product and cut costs.

The definition of green business models in thequtg context is:

“Green business models are business models whighosuthe development of
products and servicesystemsith environmental benefits, reduce resource
use/waste and are economic viable. These businedslsnhave a lower envi-
ronmental impact than traditional business models.”

Delimitation of the scope

In order to make the outcome of the project ‘GrBesiness Models in
the Nordic Region’ as relevant, clear and focusegassible, the scope
of the project has been limited to 5 groups of grbasiness models in
the Nordic region:

Green PSS models

ESCOs

CMS

DBFO

‘Sharing’ technologies/businesses

ogkrwpbppE

For completeness the following other ways of domgsiness with a
lower environmental impact etc. will be describedtie final report:
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* Green Supply Chain Management (GSCM)
* Industrial Symbiosis (IS)

* Resource Management (RM)

» Eco-efficiency Service Systems

* Cradle to Cradle (C2C)

The case studies, the Danish show case, expentigws, and ultimately
the policy recommendations will focus on the 5tfinsain groups of
green business models.

The aim of the project is_nab investigate or come up with new initia-
tives and policies for ‘classic’ green business et®duch as wind, hy-
dro, thermal and solar power businesses etc. uttiess fit the definition
of green business models in this context, cf. below



2. Green business models

Overview of chapter

This chapter describes and outlines the key chenatts, barriers and

drivers of the 5 different green business modete first model is a ge-

neric model which describes PSS models in genéna. section explains

the basic characteristics of PSS models and inlwbéses PSS models
are both economic viable and has more positiverenwiental impact

compared to traditional business models. Hereaftéypes/variations of

the green PSS model are succinctly described aaldaed with respect
to barriers, drivers, recommendations etc. Theseodels are ESCOs,
CMS, DBFO and Sharing businesses.

Green Product SerPSSs

Companies which make use of green PSS models araatarised by
supplying both products argkrvices or delivering a functionality to
the customer. If the particular company doing stuces emissions,
material use or waste, then it is a green PSS madel supplier is
usually engaged in the customer’s production chashthus sharing a
risk (e.g. investing in the customers productioaich

ESCOs

An ESCO is a company that develops, installs angnitegassumes
the financial risk) performance-based heating, gner other supply
projects of facilities owned by customers (e.gclaosl). The ESCO is
paid according to the extent of realised heatingyrgy or supply sav-
ings.

CMS

Chemical management services is a business modethich a cus-
tomer engages with a service provider (typicallg themical pro-
ducer) in a strategic, long-term contract_to supmityl managehe

customer’s chemicals and related services. The @M$pically re-

munerated in some form of the customers outpunfedicar doors)
which gives incentives to reduce the input prodetg. paint for car
doors).

DBFO

The DBFO model concerns capital intensive long-teonstruction
projects where private finance, construction, senand/or mainte-
nance are bundled into a long-term contract whildtates risks and
responsibilities between the parties. This giveeimives for the con-
tractor to build a building which uses little engr@nd other supply
functions) and low maintenance costs, since thdractor's returns
are linked to performance.



» Sharing
The basic idea of 'sharing' business models isitisé¢ad of private
ownership, goods are shared among a number of.uSersverall
advantage of this business model is, from a resoefficiency point
of view, that the goods are used more intensivielstead of owning
the product the users have access to the produst wis needed.

The batrriers, drivers and recommendations desciibbdte literature may
not be the same throughout the Nordic countriesesthe markets (matur-
ity), framework conditions, regulation etc. mayfeiffrom country to coun-
try. The specific barriers, drivers, recommendatietc. for the Nordic coun-
tries will be investigated in the analysis phasbe-Nordic cases, the Danish
show case and expert interviews.

Moreover, the upcoming analysis in May and Junésuipplementary try to

qualify these barriers, drivers, recommendationswith respect to the sup-
ply side (supplier of product and service), demaite (demander of the
product and service), authorities, industry orgatngs etc. The analysis
will also update the figures derived from the a@rgtliterature in this work-

ing paper on the how widespread these green bssmesdels are (market
size, number of companies, etc.).



Types of green business models

2.1 Green Product Service Systems

Description

The core logic of a Product Service System (PS8)asthe focus of the
supplier shifts away from delivering productsservices towards deliver-
ing both products anslervices. Product service systems ranges from sup-
plying a complementary service to the product ifsglbdvice comple-
mentary to the product) to delivering a functiotyato the customer (e.g.
instead of the producer delivering X refrigeratahg producer delivers 3
degrees in the refrigerators).

Delivering more than just a product has severabathges for the pro-
ducer. It increases the supplier's market potegtiew business oppor-
tunities), increases the loyalty of customers (bheeahe supplier is en-
gaged in the customer’s production chain and dubealuration of their
interaction), it may have a positive impact on ¢ém@ironment (compared
to ordinary business models) and thus the compgrsef) brand etc.
This project focuses on PSSs which have a positingact on the envi-
ronment (e.g. reducing emissions, material usetergts.).

A typical PSS is illustrated in Ill. 1 (a) whereetmanufacturer of photo-
copiers traditionally provides the technology (freduct) and provision-
ally the service. The customer has to own the mcand then provide
the consumables, monitor performance, arrange csegvietc. With a

PSS, the customer does not own the product, cfl (ib). In this example
of a photocopier, the producer would typically gdev‘a document man-
agement solution’. Then the producer, rather tharctistomer, would se-
lect and provide the equipment and consumablesjtangperformance,

and carry out servicing and disposal. In returry trexeive payment as
the customer uses the printing capability.
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lllustration 1: Difference between (a) traditional purchase of photo-
copier and (b) purchase of a document management gability

Selection & disposal
(@) P

\/

as
(b)
Source:State-of-the-art in product-service syste@®07,T. S. Baines et al.
This shift gives companies possibilities to reaksenomic as well as en-
vironmental potentials that are not captured bynany business models.

Experience shows that PSS can be applied in awieley range of sectors
using different methodologies.
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Various types of PSS exist. A conventional clasatfon distinguishes
between three main types of RSBhese are:

Product-oriented services:This business model is still geared towards
sales of products but extra services are addeth$ance maintenance
contracts, supply of consumables and take-bacleawnts.

User-oriented services:Traditional products play an important role but
the business model is not geared towards sellindymts; examples are
product lease; product renting or sharing and prbdaoling.

Result-oriented services:The client and the provider agree on a result
but there is no pre-determined product; examplesdativery of a func-
tional result as in the two examples mentioned abov

Moving from the first to the latter categories &%, the reliance on the
product decreases, and the needs of the clierfoareilated in more ab-
stract terms, cf. lll. 2.

[llustration 2: Main and sub categories of PSS

Product-service system
Value y Value
mainly in X mainly in
Service content g
product i) service
content Product 9 content
content (tangible)

Pure A: Product B: Use C: Result Pure
Product oriented oriented oriented service
1. Product 3. Product 6. Activity ma-
related lease nagement

2. Advice and 4. Product 7.Pay per
consultancy renting/ service unit
sharing 8. Functional
5. Product result
pooling

Source:Eight types of product service systems: Eight waysustainability?Experi-
ences from SUSPRONET, 2004, A. Tukker.

The focus of the project is on PSSs which have impositive impact on
the environment compared to similar business maaleish not make
use of PSSs. More specifically, this will be bussmenodels which both
economically and environmentally by far performtéethan traditional

2 Eight types of product service systems: Eight waygsistainability? Experiences
from SUSPRONET004, A. Tukker.
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business models. Usually, these PSS models will result oriented’
category (activity management and functional regult

Potential

Economic

Green PSS models increases the supplier's markentm, increases the
loyalty of customers, the supplier can offer highalue and a more dif-
ferentiated product/service, and finally it may @av positive impact on
the environment and thus the company (green) betnd

The analysis phase of the project will focus ors taconomic perform-
ance issue and investigate how the Nordic comparse®sy green PSSs
perform economically compared to similar compames using green

PSS models.

Environmental
Literature and cases show that many PSS model®awk a positive im-
pact on the environment compared to ordinary bgsimeodels, cf. ill. 3.

lllustration 3: Tentative (environmental) sustainahlity characteris-
tics of different PSS types

PSS type Impacts compared to reference situation (product)

Worse Equal Incremental Considerable Radical
reduction reduction reduction
(< 20 %) (< 50 %) (< 90 %)

Product-related service
Advice and consultancy
Product lease

Product renting and sharing
Product pooling

Activity management

Pay per unit use

Functional result

rad
Ny

A 4

A 4

v

A 4

AN AN A I ]{
v

NGO RAWNE

¥

Source:Eight types of product service systems: Eight waysustainability?Experi-
ences from SUSPRONET, 2004, A. Tukker.

Barriers

The most important barrier is that consumers maly b& enthusiastic
about ownerless consumption, and the manufactunass be concerned
with pricing, absorbing risks, and shifts in thgamization, which require
time and money to facilitate. It can also be a ibarto formulate the
‘new’ delivery in a contract and trust in each othé¢owever, the barriers
differ from business model to business model anchfcounty to coun-

try.

13



Drivers

One of the importargxternal driverdor companies to engage in func-
tional sales and PSSs is the growing environmemtaleness of society
at large. Market drivers differ considerably froetr to sector. For ex-
ample, in the Swedish energy market, deregula&drid an increasing
number of new players, fiercer competition and egugntly lower profit
margins. In mature industries, development anddstaisation of tech-
nology lead to increasing difficulties with produtifferentiation, which
again leads to fierce price competition and evdlytt@alow profit mar-
gins.

At the company levelesource management, risk reduction and environ-
mental improvements are named as the primary iatenivers. All of
these three internal drivers are ultimately reldtethe possibility of re-
ducing costs associated with managing resourcesotion provision,

with reducing liabilities and risks and consequentith costs of compli-
ance and risk management.

The majority of drivers foprivate customerso explore service-oriented
solutions are found in product features and usiepest The only exter-
nal driver is the availability of a suitable seeioffer that may coerce
customers to try service-oriented solutions. Othrerers are more inher-
ent to the nature of products, e.g. people pref@al for services when
products are expensive and not used very oftennwisntenance costs
are high and when products take up storage spack, 4.3

Illustration 4: Overall drivers

. Good
Economic )
gains reputation
Fulfillin
Comfort g
future
Green values .
legislation

Community

Source: Promoting Innovative Business Models witlriEbonmental Benefits, 2008, COWI. Report produoadehalf
of the EU Commission.

Recommendations and initiatives
[This will be reviewed later.]

3 Product-Service Systems: Panacea or My#0R4, Oksana Mont.
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2.2 Energy Saving Companies (ESCOs)

Description

An ESCO is a company that develops, installs amahitegassumes the
financial risk) performance-based heating, energytioer supply projects
of facilities owned by customers (e.g. a schodhe ESCO is paid ac-
cording to the extent of realised heating, energgupply savings. lllus-
tration 5 depicts an ESCO setup and the partiesdved.

[llustration 5: ESCO setup

Provides debt finance Implements energy effi-

to projects ciency improvements
Third Party — ______________ » ESCO , Client
Financer (e.9. TAC) (e.g.a
(e.g. a bank) schoo

Pays a fee in exchange for
the realised energy savings

In an ESCO project the ESCO optimises the cligfgt’g. a school) heat-
ing, energy or other supply consumption throughliegpon of more ef-
ficient technologies and by optimising the heatiagergy and other sup-
ply consumption, cf. an example in box 1.
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Box 1: Hypothetical example of an ESCO-case

An example of an ESCO project could be where an@&8Gtalls a new heating
system, insulation and a temperature control sygteam old school. The ESCC
makes the investment and the energy savings atédspleen the school and
ESCO.

In this example the total investment is 100,00@s@nd energy savings and re
duced maintenance costs per year are 25,000 duredotal contracting period
is 10 years and savings are split evenly betweelE8CO and the school. The
school pays a fee of 7,500 euros per year to tl&ES

The recapturing period of the investment is thysdrs (0 pct. interest rate for
simplicity) and the average return of investmemtygar is 10,000 euros for the
ESCO, cf. below. The school benefits 5,000 eurdpeeyear during the 10 year
contracting period. After the 10 years the Schewldiits the full 25.000 euros
per year, cf. below.

ESCO:

Fee from School to ESCO 10*7,500 euros = 75,000sur
Energy savings 10*12,500 euros = 125,000 euros
Interests O euros

Investment 100,000 euros

Total earnings 200,000-100,000 = 100,000 euro0@0D per year (rate of re
turn 10 pct.).

School:

Fee paid to ESCO 10*7,500 euros = 75,000 euros

Savings per year 12,500 euros = 125,000 euros

Total savings 125,000-75,000 = 50,000 euros ordbedos per year.

Before ESCO project After ESCO project

(Total energy and maintenance cost: (Total energy and maintenance

100,000 euros) costs 75,000 euros — 25.000 euros
are saved)

O Maintenance Cost O Maintenance Cost

m Energy Cost

| Energy Cost 0O Energy Savings
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ESCOs are usually targeted at the municipal, im@listommercial, ag-
ricultural, and in some countries also residers@aitorst

In general, there are three broad financing optiondinancing energy

efficiency improveme

Table 1: Three ways of financing ESCOs

nts, cf. table 1.

Customer financing

ESCO financing

Third-Party Financing

Customer financing
usually involves fi-
nancing with internal
funds of the energy
user or customer-
backed by an energy
savings guarantee prg
vided by the ESCO.

ESCO financing re-
fers to financing with
internal funds of the
ESCO and may in-
volve own capital or
equipment lease.

Third-Party Financing (TPF) refers solely to debahc-
ing. There are two conceptually different TPF agen
ments; the key difference between them is whickypar
borrows the money: the ESCO or the client.

1) In the first arrangement an ESCO may borrowfithe
nancial sources necessary for project implememtatio

2) In the second arrangement the customer takesna |
from a finance institution backed by an energy mgwi
guarantee agreement with the ESCO; the purposeof t
savings guarantee is to demonstrate to the babhkhha
project for which the customer borrows will generat
positive cash flow, i.e. that the savings achiewédcer-
tainly cover the debt repayment.

SourceEnergy Service Companies (ESCO) Monetization afggrefficiency 2010,

MORA Associates.

Potential
Economic

The European Commission estimates that the madkeBS3COs can de-
velop to a volume in the range of 5-10 billion eunqmer year within a
short-term perspective in the EU. Alone in Germanmlyich is considered
the most mature market, there are about 500 ESGtBsaw annual turn-
over of 3 billion euros? This gives reasons to believe that there is also a
large unrealised ESCO potential in the Nordic coaatwhere ESCOs in
general are not widespread.

The ESCO industry in the US has been a success $tamover has rap-
idly increased with annual growth rates of rougafgund 20 pct. since
the 1990-ties. The turnover estimated to be ardu8 billion dollars in
2008. A similar development in the Nordic countidikely to be given
the right political backing.

4 An International Survey of the Energy Service Camp@&SCO) Industry2003, Ed-

ward L. Vine.

5 Energy service companies in European countriesré€hirstatus anda strategy to fos-
ter their developmenf006, Paolo Bertoldi, Silvia Rezessy, Edward Vine
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Environmental

Generally, traditional buildings consume approxiehad0 pct. of the total
fossil energy. Most of the existing buildings add and poorly insulated
with in-efficient heating, energy and other supipistallations. ESCO'’s thus
overall provide a great potential for a reductidrenergy and green house
gas emissions in the Nordic countries where fas®irgy is used for heating

etc.

Cases

In the Nordic countries it is primarily Sweden aishland which have
adopted the ESCO model, cf. table 2.

Table 2: Summary of basic data of the Nordic ESCO market by 2007

Denmark Finland Iceland Norway Sweden
Number og ESCOs | 2-4 9-11 - - 12-15
Type of ESCOs Danish based | Independent | - - Local and
MNC ESCOs, local MNC
energy
companies,
MNC, consul-
tancies
ESCO association | No No - - No
Size of the market | 5 M/year 220M invest- | - - ~50 M turn-
euros ment 1998- over in 2006
2004
Change in recent no change Slowly, but | - - Rapid uptake
years increasing
Most popular tech- | Industrial Heat recovery, - - Improved con-
n0|ogies processes, eg. production trol SyStemS,
In brewery, processes, ventilation and
control sys- HVAC, new heat recovery
tgms, ventila- area: effi-
tion ciency of re-
cycling raw
materials

SourceLatest Development of Energy Service Companiesadtarope - A European

ESCO Updatg2007, Paolo Bertoldi, Benigna Boza-Kiss, SilviezBssy.

Barriers

The full potential of ESCOs are not realised ansl ith spite of increasing
energy prices, improved framework conditions angiynr@mpanies have
become more focused on a green company brand. alite below list

general key barriers with regard to disseminati®gPs, cf. box 2.
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Box 2: Barriers

1. Energy-efficiency projects compete smarce capitalwith more traditional
investments such as small power plants and indiistxpansion.

2. Energy-efficiency projects and energy performaragracting are perceived
to bemore risky than supply-side projects because they are oftarasset
based investments (i.e., collateral is difficulbtatain). This is especially true
for small or start-up ESCOs.

3. Many energy-efficiency projects and ventures@oesmallto attract the at-
tention of large multilateral financial institutisn

4. Thelegal and regulatory frameworksare not compatible with energy-
efficiency investments, particularly energy perfamoe contracting. In particu-
lar, measurement and verification protocols foudsg performance guarantees
are not understood.

5. Few in-country financial institutions haegperience financing energy-
efficiency projects or ventures, especially through ESCOs.

6. Utility companies’ negative responséo ESCOs (ranging from lack of inter
est to fierce resistance), for fear of decreasettier.

7. Lack of government supportfor energy performance contracting, especially
in residential sector where local banks and priiatestors are reluctant to pa
ticipate.

Drivers

The drivers may be different from country to coyrdnd depend on for
example market maturity, size of the market 8mme of the drivers for
ESCOs found in the literature are depicted in box 3

Box 3: Drivers for ESCOs

End users:

e Green company branding and consumer focus

* Energy savings — cost minimisation

* Reduced risk of new investment

* Rising fuel/gas/electricity etc. prices

ESCOs

* Increased education and information of consumeds farancial institu-
tions

e Potential market size

* Political support via favourable regulation or ieased public demand for
ESCOs

Recommendations and initiatives
Below is listed general typical recommendations eniightives with re-
gard to disseminating ESCOs, cf. box 4.
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Box 4. Recommendations for policymakers

1. Increase information about energy-efficiencyjgets, financing opportu
nities, and services offered by ESCOs.

2. Ensure that ESCOs provide a qualified and rigiabrvice.

3. Create more information for financial institutg and provide incentive
to the “first movers” in this sector.

4. Develop funding sources for ESCO-type work.

5. Standardise contracts for ESCOs.

6. Standardise measurement and verification for&@ pjects.

7. Conduct ESCO demonstration projects.

8. Promote energy performance contracting in locadjonal, and federa
government buildings.

9. Develop a third-party financing network.

S

al

10. Establish an equipment-leasing organisation.
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2.3 Chemical Management Systems (CMS)

Description

Chemical management services is a business modétioch a customer
engages with a service provider in a strategiogH@mm contract to sup-
ply and manage the customer’s chemicals and retsedces.

In a traditional chemical supplier-customer relasiip, the supplier
earns his profit by maximising the volume of sotetmicals (e.g. litres of
solvents, reactants, cleaners etc.). Relativeisy themical management
services (CMS) constitute a shift to a stratediamte business relation-
ship. Instead of purchasing chemicals (a produb®, customer buys

chemicalmanagement services

CMS is characterized by the service provider talkandirect role in or
taking responsibility for chemical application anse in the production
process, deriving profit directly from decreasesumt production. This
changes the incentives from wanting to increasevttieme of chemicals
(and thus costs) for the supplier of chemicals &mtmg to decrease the

volume of chemicals, cf. ill. 6.

Illustration 6:

Normal supplier-customer relationship

CMS supptiestomer relationship

SUPPLIER

materia
(cost, volume)

wants to
increase

BUYER

wants to
decrease

SERVICE
PRQVIDEF
life cycle cost
(material, labor
waste management)
wants to
decrease

BUYE

wants to
decrease

SourceM. Stoughton, T. Votta / Journal of Cleaner Praiut 11 (2003)
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Box 5: Example of a CMS-model

Normal supplier-customer relationship

An automobile manufacturer has 100 car doors. [Eacldoor requires 4 litres
of paint; therefore, the manufacturer needs tolmse 400 litres. If the paint
costs the supplier 1 euro per litre and it is sald.25 euros per litre, the manuy
facturer pays the supplier 500 euros for the paime supplier profits 100 euro
in the initial transaction and sees additional salenover from increased paint
use.

192}

CMS supplier-customer relationship

The supplier is responsible for delivering paintad doors. Since the auto
manufacturer in this case derives turnover fronneze that leaves the facility
It costs the supplier 4 euro for each door paiatedithe he receives 5 euros, the
supplier still profits 100 euros for 100 painteddy but the incentives with re-
spect to chemical consumption are completely redkers

Instead of profiting more by increased paint uise,supplier stands to gain
more by decreased paint use. If the supplier ise®the paint application effi-
ciency and reduces the amount of paint requireédich car door by 25pct. (due
to his know-how), the supplier only needs 3 litegaint a door and his costs
are reduced to 3 euros per door. Thus, the sufsppesfit has doubled to 200
euros.

Source:M. Stoughton, T. Votta / Journal of Cleaner Pratitut 11 (2003)

In practice, one finds a great variety of chemit@nagement services,
ranging from simple outsourcing of chemical purahgdunctions to ser-
vice providers, to comprehensive service packagegiged on a long-
term basis. Table 3 shows three major categorieseofices in the
chemical sector.

Table 3: Three major categories of services in thehemical sector

Chemical products and | Chemical products and | Integrated or total
related basic services | technical services chemical services
e Material safety data| » Customized instruc-| « Total chemical man-
sheets (MSDS) tions for application agement, which in-
e Instructions for ap- | ¢ Tests at site cludes assignments
plication e Training of cus- in product develop-
« Analysis certificate tomer’s personnel ment, logistics, dis-
e Product safety as- tribution, applica-
sessments tion, waste manage-
e EHS consulting ment and recycling,
¢ Bundling of product- and so forth
services according tp
customer require-
ments
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Potential

Economic

In the EU15 the total turnover was 533 billion esuno 2006. The actual
CMS was estimated to be 9 billion euros or appfogct. and the poten-
tial turnover for CMS is estimated to be 77 billiearos or 14 pct. There
should thus be a certain potential for the Nordiardries as well. This
potential will be estimated in the analytical phaséhe project.

CMS gives incentives to efficiency improvementstie manufacturing
process itself. This can be via improved inventooptrol (e.g. reduced
spoilage), via delivery to point-of-use (e.g. redgowvastage due to inap-
propriate container size), or via the ability ougpplier to find resale op-
tions for unused or unneeded chemicals.

With respect to life cycle costs, most expertsesthat CMS allows cus-
tomers to reduce their costs by a more accuratagesment and applica-
tion of chemicals. In the United States, econoneiclbrenefits from CMS
are estimated from 5 to 20 pct. of the chemicatlpase and handling
costs in the first year of implementation in thee®af the United States.
The maximum cost cutting is reached during the twe years

The Commission surveyed the CMS area by sendingjoestionnaires
on 12 main groups of chemicals (paints, adheseshols etc.) to dif-
ferent industries (automotive, metal product pddather etc.). The sur-
vey indicated that a majority of companies using&{) increased their
competitiveness due to CMS, (ii) expects increasmgpetitiveness and
growth in the future and (iii) have reduced chermtdumes, cf. table 4.

Table 4: Competitiveness, growth and chemical reddion due to CMS

Yes No Na.
Increased competitiveness due to CMS over the latb years 33 22
Increased competitiveness and growth of turnover deito CMS for the 46 3
next 10 years
Reduction of chemical volumes used due to CMS 46 3

Source:Chemical product services in the European Un@0d06, European Commis-
sion, D.G. Joint Research Centre

Environmental

Reducing chemical use clearly provides signifieamtironmental and public
welfare benefits, and is a critical element of nmgviowards more sustain-
able consumption in the business-to-business ecpndiostration 7 shows
the different environmental benefits of CMS.

6 Chemical product services in the European Un@®06, European Commission, D.G.
Joint Research Centre
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lllustration 7: Environmental benefits

Chemical use optimization 80

Environmental information
management

Improved MSDS
management

Elimination of hazardous
materials

Percentage of
cusfomers surveyed
who indicated that
their firm's CMS
contract had resulted
in the indicated
environmental benefit

Waste reduction

Waste cost reduction

. Other

Source:M. Stoughton, T. Votta / Journal of Cleaner Pratitut 11 (2003)
Drivers and barriers

The drivers and barriers can be different for corslis and suppliers of
CMS. Table 5 shows some of the most common drivedsbarriers.
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Table 5: Drivers and barriers for CMS

Drivers

Barriers

General .

Aligned incentives for customers a
suppliers

Strong environmental legislation in f
vour of CMS

Better environmental performance
Partnership for innovation between c
tomers and chemical suppliers

Health and safety regulatory pressure

ne

ae

Contracting CMS is more complicate
than selling/buying products
Bilateral dependency between custorj
and producer
Diversity in standards and administ
tive procedures in EU countries
Transactional costs

Fear of labour conflicts

Lack of adequate liability allocation

Customers’ |«
point of view | ¢

Concentration on core business
Efficiency improvement of production
Reduce production costs

Reduce chemicals costs

Reduce the complexity of chemic
management

Limitation of liability risks
Environmental, health and safety adv
tages

ner

a-

Long-term contracts: not easy to switch

to other suppliers
Difficulties of trust of suppliers with
confidential process information

Lack of visibility of total costs o
chemical management

Dependency on supplier

Suppliers .
point of view | ¢

Consolidation of the market
Development of new market niches
Enhance customers loyalty
More value from their human resourct
expertise and know-how
Survive in the declining markets

Capture added value from customers

Extra investment for equipment, infr
structure and labour

More fixed costs

Limited sale of chemicals by custome
Dependency on the production of t
customer

Internal resistance to change

Source: Chemical product services in the Europeaioh) 2006, European Commis-
sion, D.G. Joint Research Centre

Recommendations and initiatives
[will be described later]
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2.4 Design, Build, Finance, Operate (DBFO)

Description

The DBFO model concerns capital intensive long-teonstruction pro-
jects where private finance, construction, senaod/or maintenance are

bundled into a long-term contract - typically cangra 20-30 year pe-
riod, cf. ill. 8.

lllustration 8: Typical DBFO setup

Direct agreemen,t,/' Customer
pod l
Bank __ |
DBFO company
Equity —> l l
Service provider Construction
(FM) company

The relationship is regulated by a contract whiltbcates risks and re-
sponsibilities between the parties. The core difiee between DBFO
and traditional procurement projects is that theFDBmodel involves
private finance, there is a different division @fkr between the parties
and further the contract is long-term and bundiesstruction and ser-
vices. The buyer gets a service, e.g. an effegtioperated and main-
tained school, and not just an asset. The conttactturns are linked to
performance.

In other words, the contractor is responsible fothidelivering the asset
and the successful operation of the asset many yetar the future. The
DBFO model is a type of public-private partners{@®®P). PPP is an um-
brella term that covers numerous different typegublic-private busi-
ness models, cf. box 6.
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Box 6: Hypothetical example of a DBFO project

finance, construction, operation and maintenanca e€hool. The con-
tractor finances the project, and the municipglifyys a monthly fee f

its operation and maintenance over a 25 year pefigghyment mechan
ism is developed and the contractors profit is iog@nt on service pe
formance. The payment stream starts when the izsseiit and ready for
use.

A municipality signs a contract with a private a@aator concerning t?
r

The contractor is incentivized to reduce operatiod maintenance costs
over the 25 years that the contract is running. ddrgract specifies that
the contractor is obliged to comply with a numbkemvironmental crite
ria. For instance, to reduce the use of electritdyuse renewable energy
and to increase the lifespan of the asset. Thdtliesusustainable and ef-
fectively run and maintained school, built on tiared to the budget.

Potential

Economic

The DBFO market potential has previously been egtiohto be substan-
tial.” In Denmark, for example, the market potential b@sn estimated to
be in the range of 22.4 - 27.1 DKK billions for tpheriod 2005-2016.
There have yet not been studies estimating the iblondrket potential;
however there are grounds to believe that the pates significant since
the dissemination of the model is yet rather lichite the Nordic region,
cf. see illustration 9.

7 Promoting Innovative Business Models with Envir@mtal Benefits, 2008, COWI.
Report produced on behalf of the EU Commission.

8 See Erhvervs- og Byggestyrelsen. 2005. OPP-mark&smmark 2005-2010.
Kgbenhavn: EBST.
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[llustration 9: Summary of PPP activity by country and sector
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Source: PWC. 2004. Developing Public-Private Pastnips in New Europ%

The UK is by far the most matured marked for DBFGdel (and PPP in
general - cf. lllustration 9 above).

The experience thus far has been rather positivalugtions suggest cost
reductions in the range of 10-20 pct., further tigge of business models

9 The report is available online: http://atom.unasigl.fr/documents/pwc_ppp04.pdf
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are to a higher extent delivered on time and withs budget compared
to traditional procurement models. One study suggbsit while only 27
pct. of traditional infrastructure projects areideted on time, PPP (in-
cluding DBFO projects) delivers 78 pct. on time.ow¢ver, it must be
noted that comprehensive evaluations are rathercescand existing
evaluations have also been criticized methodoldigi¢a

Environmental

The environmental potential of the DBFO model has tp be docu-

mented. However, the model in its essence givesnineges to minimise

operation and maintenance costs, including, faamse, reduction of en-
ergy consumption. This is the case because theambot's earnings are
contingent upon service performance. The environahgotential can be

expected to be realized to a higher extent, ifpttoeurer focuses more on
the green potential of the model.

Cases

As noted earlier, the spread of DBFO is yet ratimeited in the Nordic
region. In Denmark, for example, there are onlyaadiul of imple-
mented projects. There is currently no overviewngblemented DBFO
projects in the Nordic region publicly availablenhi§ study will contrib-
ute to this end.

Barriers
A number of barriers for the dissemination of tHBHD model have been
identified, cf. box 7.

10 For an overview of this debate, see Greve, CaesternGraeme Hodge. 2007. Public-
Private Partnerships: An International PerformariRegiew. Public Administration Re-
view 67(3): 545-558.
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Box 7: Barriers for DBFO

1. The DBFO model is a relatively complex procurammodel, which
means thatransaction costsare high. This could, for instance, be expenses
related to establishing the complex and comprekermintract regime. This
is in particular the case in relation to the fipsbjects since competences
take time to be built up.
2. Loss of flexibility. The room for political and economical maneuveling
may be limited for several decades due to the teng- nature of the deal.
This could, for example, be spending more money@rsonnel at the e
pense of the maintenance budget. The loss of flayiban perhaps rende
the model less attractive from a political perspectA focus on contractua
flexibility; e.g. by building proper change mechems into the agreemer
may mitigate this.
3. Private finance is as a general roere expensivethan public finance|
Although it must be noted that depreciation poft#gs may alter thig
somewhat.
4. Thelegal and regulatory framework is relatively week. In Denmark, for
example, there has been some ambiguity concerniXig Mdles and deposit
requirements at the municipal level. The Danish igipalities have to depa-
sit the construction costs of the project.
5. There is a lack of a significaptoject pipeline rendering the market unat-
tractive for new market entrants due to initiakistg costs. This may hinder
competition.
6. Setting up, implementing and managing a DBFQegtaequires signifi-
cantknow-how as well as capacityo deal with such projects. A lack of Ip-
cal knowledge may be a barrier for dissemination.

7. A lack of political commitment and support to the policy may als
function as a barrier for dissemination.

8. The innovative potential of the model is besiired when the contractor
has the possibility to come up with innovative $olus, for example new
processes or methods. There may therefore alsabiéuaal challenge affi-
liated with the model since the focus shifts frootput to services (e.g. |a
road or a building that fulfills specificinctions- focus on functional result
rather than output.

— = =

A=

7]

Drivers

Some of the drivers for DBFO are listed in Box &t&that there may be
variations from country to country as well as freector to sector. The
drivers will be further depicted in the coming casmlyses as well as in
the Danish show case.
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Box 8: Drivers for DBFO

For the customer
1. Value for money - i.e. either a better projeicthe same cost or the
same project at a lower cost.

2. Innovation. By bundling design and constructisith service anc
maintenance elements the contractor is incentivimedesign and build
assets that can be effectively operated and maedan the long run (to
tal life cost focus which can lead to better qyabitildings with a longer
life).

3. Projects delivered on time and to the budget.
4. Well maintained infrastructure. Through-out fiteject lifecycle, the
asset is properly maintained because the contr&tobliged to do so
under the terms of the contract.
5. More optimal risk-division.

For the supplier

1. A long-term stable income.

2. Large portfolio of assignments that are pathefdeal.
3. Promising financial asset that is attractivéntest in after project de
livery.

A prerequisite for many of the listed drivers islallfully planned and
drafted contract regime. Without a sound and viaela the likelihood of
a successful project is limited.

Recommendations and initiatives

The table below lists some typical recommendatemg initiatives with re-
gard to disseminating DBFO, cf. box 9.
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Box 9: Recommendations regarding DBFO

1. Unambiguous and robust regulatory frameworlerimtional contrac
tors are unlikely to bid for assignments where rigulatory framework
is weak. By attracting several bidders, competii®rensured and ult
mately value for money to the customer.

2. Ensure institutional capacity to manage thequtsj

3. Political support and political will is importaas this will continuous
ly contribute to project progress.

4. The DBFO model is not a 'one size fits it alddal. It is expedient un
der certain given circumstances.

5. Conduct demonstration projects.

6. Disseminate lessons learned and increase infammabout the model
7. Ensure a certain magnitude of projects (prgpgmtline) in order to at
tract market players and enhance competition. Tdrefeant first mover
transaction costs can be alleviated with the pdagilof future assign-
ments.

8. Due to transaction costs the model is mostsleit@r large projects.

N

9. Standardize contracts in order to reduce traiasacosts.
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2.5 'Sharing’ businesses

Description

The basic idea of 'sharing' business models isitisgg¢ad of private own-
ership, goods are shared among a number of userevérall advantage
of this business model is, from a resource efficyepoint of view, that

the goods are used more intensively. Instead ofirgyvthe product the
users have access to the product when it is ne€iedpared to the indi-
vidual product ownership, the sharing of the pradoay entail demateri-
alisation as fewer products have to be produceshtisfy the consumers'
demand for the product.

Car-sharing is the type of sharing business matbelishas been investi-
gated most with respect to the model's environnhemd economic im-

pact. The organised sharing of cars in CSOs angaaling organisa-

tions is the area where new ways of sharing goadsshtailed the largest
environmental benefits, cf. box 10.

Box 10: Car-sharing

Car-sharing is an example of a sharing busineshtbdt worldwide has been
used successfully. Car-sharing is a model of aatal¢hat compared to norma
car rental is characterised by short rental peridéte car-sharing is organised
by a Car-Sharing Organisation (CSO), and the wmeraormally getting acces
to using the cars by being member of the orgawisaiihe use of the cars is
normally paid on the basis of mileage and hounsset

[

Other examples of the sharing business model atalref holiday cot-

tage and timesharing (the sharing of second homeshing centres (the
sharing of washing machines), sharing of powerstqbly commercial

rental and private non-profit organisations), anthputer-sharing (provi-
sion of computer services by hosting of hardwareeatral computer fa-
cilities).
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Potential

Economic

In a Swiss study the economic cost saving poterglated to car-sharing
was estimated to be around 1,552-3,114 euros dgmuel persoril,12
This will resemble a potential saving of 388-779lion euros in the
Nordic countries. It should be noted, that car-stgamay not be possible
for all commuters and that the commuting need anatsire may differ
from country to country.

There is little available information/documentatiom the effects and po-
tential of other types of sharing business modéle idea of sharing
goods can be estimated to have an untapped pdtersjeecially for the
sharing of a number of energy efficient products.

Environmental

The environmental potential of sharing technologlepends widely on
where the products life-cycle impacts are larg¥ghere the environ-
mental impacts are mainly related to the productbthe product, the
sharing of products constitutes a high demateatia potentiak3
Where the largest life-cycle impacts are relatetheouse of the product,
the environmental advantage of product sharing n@ybe so obvious.
Whether product sharing leads to reduced envirotehénpact depends
on the resource efficiency of the product and tber's consumption pat-
tern.

The cars used in most CSO are more energy effitham the average car
fleets. The highest environmental impact from daargg, however,
arises from a shift from private car driving to paldransportation, cf.
Box 11.

The environmental impacts from sharing of powergatepend widely
upon the frequency that the product is used, aadettivironmental im-
pacts associated with the rental of the produce Pbtential for im-
provement in material efficiency from sharing ofnmy tools is estimated
to a factor 104

11 These figures are based upon the use of carsifpi26 percent of all trips and public
transportation for the remaining 75 percent.

12 Belz, F. (2001): "Mobility Car Sharing — Success#arketing of Eco-Efficient
Services", Research report at the University oB8lien

13 Tucker, A. and U. Tischner (2004): "New Businems®Id Europe - Product-Service
Development as a Means to Enhance CompetitivemesEeo-efficiency”, SusPro-Net
14 Mont, O. (2004): "Institutionalsation of sustaibé consumption pattern based on
shared use", Ecolocical Economics 50: 135-153

34



Box 11: Environmental potential in the Nordic counties
Potential for CQreduction: 72,500-152,500 tons €0
Potential for reduction of cars: 50,000 cars

Car sharing has proven to reduce the private oW cars. A study o
Cambio, a CSO in Bremen, showed that each carrghaehicle replaced 4-
10 private card® The vehicles used for car sharing are typicallyerenerg
efficient and less polluting than the average ching. fuel consumption of th
Swiss CSO mobility's vehicles are more than 5 pdroere energy efficient
than the average new cars in Switzerld®dhis is an environmental advan-
tage in itself.

More than one percent of the Swiss population aembers of Mobility,

the only Swiss CSO. If it is assumed that the gakfor car-sharing is
the same in the Nordic countries 250,000 persons lmeaome member
of a CSO in the Nordic countriés.

15 ManagEnergy (year unknown): "Integration of Caaig - moses project. City of
Bremen, Germany", ManagEnergy

16 COWI (2008): "Innovative Business Models with Eovimnetal Benefits", DG
Environment, EC

17 Based upon a total population in the Nordic cdaatof 25 million inhabitants.
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Cases
There are a number of CSOs and other sharing tss®gsan the Nordic coun-
tries, cf. table 6.

Table 6: Nordic Car-sharing cases

Country Case description

Denmark | A wide range of companies provide rental of corcsion
equipment, garden and power tools. Examples of sagipanies
are Corona Pitzner and Bauhaus.

Norway The Norwegian CSO Bilkollektivet in Oslo is thedast CSO in
Scandinavia with 1,600 membé#s.

In 2008 Move About started the worlds’ first CSCclesively
using electric cars. Move About's fleet in Oslo sists of 50
electric card®

Finland Kuinoma provides a web based sharing service. Rehtawide
range of goods is provided including travel accesspand oulf
door and sports equipmetit.

Finland Timeshare Resorts provide timesharing afske
and flats in Finlane!

Sweden The City of Goteborg's administrations have esthklil a CS(
where the public also have access to the4Zars.

Communal washing centres in <dish cities

Iceland The company Alit provides computer services torthaestomers
where hardware and software is hosted at Alit'srakfacility,
this equipment is shared by SMEs that do not havievest in
the expensive equipmetit.

Barriers
General barriers and drivers to the sharing businesdel are depicted in
boxes 12-13

18 http://www.bilkollektivet.no/oslos-stoerste-bilpds62533-26185.html

19 http://www.moveabout.no/om

20 http://www.kuinoma. fi/

21 http://www.timesharegateway.com/Finland.html

22"Goteborgs stads miljofordonbilpool”, http://www.ge/Startsida-
foretag/Trafiken/Transporter-och-resor/Hallbartamde/Stod-i-arbetet/Bilpool/Fran-
bilpoolsseminarium-oktober-2008/

23 Mont, O. (year unknown):Product-Service system Concept as a Mean of
Reaching Sustainable Consumption?", The Internatimstitute for Industrial
Environmnetal Economics at Lund University
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Box 12: Barriers for sharing businesses

A general barrier to the use of sharing businesdetsois the cont
sumer's preference for owning the product. For naaryowner there
is a considerable personal status related to owthimgar.

The consumers that have a demand with a high fregur use of
the product, sharing becomes problematic. Car awiiext use their
cars on a daily basis are less likely to parti@pata CSO than people
with a lower demand for substituting the privatewdh car-sharing.

The availability of the shared goods is also cru¢t@nce it is a bart
rier, if it is inconvenient or time consuming tot gecess to the shared
good.

14

Another barrier is a lack of knowledge of the sdavéer.

Drivers
Box 13: for sharing businesses

The primary drivers for using shared products arerfost consumers
that the shared product constitutes a cost-effediternative to pri;
vate ownership, and the use of the product is auené (e.g. the useg
Is not responsible for the maintenance of the prbdu

=

Some persons value the environmental aspects oinghproducts
highly. This is the case for a number of member€80s and othe
product sharing organisations.

-

The cost savings related to sharing products alliwsproduct pro:
viders to profit on the business model.

Recommendations and initiatives
Public authorities can play a significant role momoting some types of
shared products, cf. box 14.
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Box 14: Recommendations and initiatives regarding haring busi-
nesses

With respect to car-sharing the integration betwten car—sharingte
organisation and public transport is crucial. Far-sharing to becom

successful, it is a big advantage if it is possibleget access to the
shared cars next to railway stations and traffitcjions. The publig
sector can here play an important role in providimgyneeded parking
places for the shared cars. Cooperation betweelicdrdmnsportation
operators and the CSO on integration of car-shaimypublic transt
port is needed to ensure a wide scale use of CSOs.

Public authorities can initiate public-private shgrschemes where
products are shared by the public administratiah@ivate users.

Public authorities may play an important role ipgorting and pro;
moting shared product business models by collecimd) providing
information to the public on lessons learned froristeng shareo
product schemes and the economic and environméetatfits of
these business models.

38



3. Next steps in the project

The next step of the project is the analytical ph&sthis phase (i) the
Danish show case (snowball analysis), (ii) the Mocdse interviews and
(iii) the expert interviews will be performed.

The provisional questions for the interviews anenid in annex A. The
Nordic cases will be chosen on the basis of thatifpm the Nordic
working party and interviews with industry organiesas and authorities.

In September 2010 the findings of the analysis @hal be presented at
a workshop, where experts, companies, industrynisgdons and au-
thorities are invited to qualify this.

Finally, on the basis of the workshop a green papiebe presented for
the Nordic Council of Ministers in November 2010.
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Annex A - Analytisk setup og interviewspgrgsmal (in Danish)

Der skal udarbejdes 4 delanalyser:

1.
2.
3.
4.

Snowball-analysen
Nordiske cases
Expert interviews

Interviewe brancheorganisationer og myndigheder

Ad 1) Snowball-analysen

Et analysebureau foretager en rundringning tilsarkhederne pba. af en brutto-
liste og fortseetter herefter vha. snowball-metoden.

Spargsmal

Kort introduktion til formal, kontekst og begreber.

Er det korrekt, at jeres virksomhed anvender XX gpgm forretningsmodel
(forstédet som...)? Hvis nej, svares der som minimégom virksomheden

kender virksomheder, der anvender grgnne forresniiogleller (her angives
hvilken virksomhed, hvilken type af gran forretréngodel og evt. kontakt).

Kender du andre virksomheder, der benytter siguainse eller andre grgn-
ne forretningsmodeller (ESCO, CMS, DBFO, Sharirigeogreen PSSs)? |
givet fald hvilke virksomheder?

Angiv er virksomhedens cvr-no?

Angiv omseetningendet farste ar den gregnne forretningsmodel hignoi
duceret, omsaetningen i seneste regnskabsar foe diehaf virksomheden
samt forvente arlig vaekst inden for de naeste 5 ar.

Angiv indtjeningeni det farste ar den grgnne forretningsmodel biénot
duceret, omsaetningen i seneste regnskabsar foe diehaf virksomheden
samt forvente arlig vaekst inden for de naeste 5 ar.

Angiv den typiske/gennemsnitlige bespardtsekunderne.

Angiv antal_ansatteg disses uddannelsesniveau.

Geografisk lokalisering mv. Igses via oplysningerdvr.nr.
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Ad 2) Nordiske cases

Det er bade 1) virksomhedspotentialet (herundeudskide og efterspgrgsels-
side) og det 2) samfundsmeessige potentiale, solhuisétarsgges. Det er alene
udbudssiden (virksomhederne der anvender/ udbytisr’'granne forretnings-
model), der bliver interviewet. Virksomheden vilgdogsa blive interviewet om
'oplevede’ forhold (fx barrierer og drivkreefter) péterspgrgselssiden (virk-
somheder og andre der efterspgrger virksomhedemsngrforretningsmodel) og

generelt. Hvis de ikke kan svare pa vegne af gfegselssiden kan der ogsa

veere behov for at interviewe efterspgrgselssiden.

Aktarer fordelt p& modeller:

Udbudsside Efterspgrgsels- | Tredjepart Anden
side
ESCO ESCO Kunde Finansieringsin{ Radgiver
stitut
CMS Kemikalieprodu- | Kunde - -
cent
DBFO Bygherre / Kunde Finansieringsin-| Radgiver
Driftsherre stitut
Sharing Virksomhed Kunde Finansieringsiny -
stitut?
Other green PSS | Virksomhed Kunde ? -

Nar der er modtaget input fra arbejdsgruppen, lir@mgjanisationer og myn-

digheder i norden, og nar working paper’en er @étgftil casene blive udvalgt.

Casene udveelges efter, hvor udbredte og repredserdase er i de pageelden-
de lande samt om de andre nordiske lande kan laget heraf, hvor interessan-
te de er, herunder nyhedsveerdien, hvor nemme tileaeblive kommunikeret
ud til beslutningstagere og andre virksomheder etc.

Det er - sa vidt det er muligt - den markedsangyaiprojektlederen vedr. virk-

somhedens grgnne forretningsmodel, som skal i@ps. Alternativt er det en
anden i dette ledelseslag med tilknytning til desnge forretningsmodel.
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Spgrgeramme

Hovedomrade

Indhold

Om den grgnne forretningsmodel /
projektet (karakteristika)

Beskriv projektet

Aktarer involveret

Tidsdimension — herunder hvornar blev modellerouhtr
ceret i virksomheden

Risikodeling

Projektets starrelse

Incitamentsstruktur

Forretning

(Virksomheden skal sa vidt muligt op-

lyse om 1) seneste regnskabsar, 2) U
viklingen inden for de seneste 3-5 ar
3) forventningen til de naeste 3-5 ar)

Der afgives oplysninger om den granne forretningsehpa
projektniveau (alene for den grgnne forretningsnhoatnt.:

& Omsaetning (her ligeledes andel af virksomhedengesar
0g de omsaetning)

* Indtjening

Markedsekspansion => ggede markedsandele / gget 1
salg

Innovation i opgavelgsning
Antal ansatte og deres uddannelsesniveau
Besparelser

yt

Miljoeffekter

(Virksomheden skal s& vidt muligt op
lyse om 1) seneste regnskabsar, 2) U
viklingen inden for de seneste 3-5 ar
3) forventningen til de naeste 3-5 ar)

Der afgives oplysninger om den granne forretningsehpa
- projektniveau (alene for den gr@nne forretningsnhoahdnt.:
& Energiforbrug
09 Drivhusgasudslip

* Materialeforbrug
Affaldsmaengde
Minimering af farlige stoffer
Andet

Barrierer

(Barriererne gives en karakter pa en
skala fra 1-10, hvor karakteren 10 ind
kerer, at der er tale om en meget sto
barriere, mens karakteren 1 indikerer
at det er en uvaesentlig barriere / ikke
barriere.

Abne spargsmél om barrierer pa:

Makroniveau (f.eks. reguleringramme, lovgrundlagyls
turelle forhold)

Mesoniveau (virksomhedsniveau — internt og eksternt
virksomheden).

Drivkreefter

(Drivkreefterne rates fra 1-10 ift., hvot
karakteren 10 er lig med en meget st
drivkraft, mens karakteren 1 er lig me
meget lav drivkraft.

Abne spargsmaél om drivkraefter som fx:
Grgn branding / omdgmme el. lign.

0¥  Indtjening

¢ Ramme- og stattevilkar
* Regulering
* Andet

Potentiale

Hvad vurderer du det samlede arlige markedspotentia
(euro) til at veere for XX type granne forretningstabi
XX (land)?

Hvad vurderer du det samlede arlige miljgmaessigenpo
tiale til at veere for XX grgnne forretningsmode{Xx?

Anbefalinger
(Anbefalingerne prioriteres efter vig-
tighed — 1 er lig med mindst vigtig og

Abent spgrgsmal:
Hvis du skulle anbefale politikerne 3 ting for egrhme
den grgnne forretningsmodel, hvad skulle det s&¥vaer

3

er lig med mest vigtig)
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Ad 3) Ekspertinterviews

Eksperterne stilles de samme spgrgsmal som virksdethe stilles. Eksperter-
ne vil sandsynligvis ikke kunne svare pa virksongmazeau, men vil sandsyn-
ligvis i hgjere grad kunne svare pa samfundsniyaggregeret). Eksperterne

skal ogsa sa vidt muligt svare fsva. efterspgrgiids udbudsside og generelt.

Ad 4) Brancheorganisations- og myndighedsinterviews
For hvert land og hoved-gragnne forretningsmodelQ@SCMS, DBFO, Sha-
ring og andre grgnne PSS-modeller) angives:

cases 0g kontaktpersoner

den vigtigste barriere — og hvordan kan denne badigt elimineres?

den vigtigste drivkraft — og hvordan kan denne uwsiigtes bedst muligt?
det samlede gkonomiske markedspotentiale samteowdel af omsaetning
af det 'primeere produkt’

primeere miljggevinst og estimeret starrelse

Se skema nf.
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Country XX: Interviewing industry organisations and authorities

ESCO CMS DBFO Sharing Other green PSS-
models

1.1 Cases (how many and which sectors - overview of na
tional market)?

1.2 Contacts and other relevant persons with knowtige
of this area?

2.1What is the most important barrier in your country?

2.2 How can this barrier be eliminated in the bespossi-
ble way

3.1 What is the most important driver for this bushess
model in your country?

3.2 How can this driver be supported in the best we?

4.1 What is the total economic market potential (qoply
side)?

5.1 What is the most important environmental advan-
tage/gain of the business model?

5.2 What is the estimated size of the environmental-
vantage?
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