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FOREWORD  

 

This report summarizes activities and results of Workpackge 5, nZEB Business Models of the Horizon2020 

CRAVEzero project. 

 

The overall aim of this work package is to screen the European markets for interesting already existing 

business models for nearly Zero-Energy Buildings (nZEBs) and the general market-uptake potential in the 

major markets. Moreover, the collected business models are examined in terms of how they can be charac-

terised and what makes them successful. This knowledge builds a reliable basis for the generation of new 

business models. Innovative and reliable business models are needed in order to speed-up the market-

uptake of nZEBs. They will give reliable information and profitability for all stakeholders involved along a 

buildingõs life cycle. They make investments more secure by reducing uncertainties. 

 

In the past report òD. 5.1 Typology canvas of busi-

ness modelsó the term business model and its un-

derlying logic has been introduced. Moreover, a 

business model repository has been given. It 

showed 17 different nZEB related business models 

belonging to the partners of the CRAVEzero pro-

ject. The detailed descriptions are giving possible 

examples for business ideas in different phases 

along nZEBsõ life cycles and from various possible 

stakeholder perspectives. This work, as an exten-

sion of the previous one, aims to illustrate nZEB 

business models found in all major European mar-

kets and life cycle phases such as the political deci-

sion making, urban planning, building planning and 

construction, operation, facility management, 

maintenance, recycling, re-use etc. 

 
Figure 1: Business Model Overview(source: Fraunhofer ISE) 

On the website www.cravezero.eu/development-of-new-business-models/ interested stakeholders involved with 

nZEBs can find inspiration and facts about what makes these business models successful. Based on that, 

business models can be adjusted, innovative business models can be developed or business model packages 

(compare Figure 1), consisting of two combined business models can be created to make them more effi-

cient and profitable. 
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EXECUTIVE SUMMARY  

 

This report features a description of 

business models that contribute to the 

market acceleration of nearly Zero-

Energy Buildings (nZEBs) in different 

European markets. The business mod-

els are described in a profile-manner 

(see Figure 2 and appendix) considering 

the following parameters: 

¶ value proposition,  

¶ customer segment  

¶ customer relationship,  

¶ activities and capabilities,  

¶ revenues, 

¶ costs,  

¶ strengths and key factors, 

¶ maturity and  

¶ Placement along the value 

chain of nZEBs. 

The business models belong to differ-

ent stakeholders along a buildingõs life 

cycle. The key findings for each param-

eter of the business models are filtered 

conducting a comparative analysis. It 

sheds light on the characteristics that 

make business models successful, dif-

ferences, maturity stages of the existing 

business models and the life cycle 

phases covered extensively. Conse-

quently, it can be extracted at which 

point of the life cycle new business 

models can make sense and contribute 

to a diverse market, which characteris-

tics are likely to make it successful and 

which possible cooperation of stake-

holders could cause win-win-win situa-

tions for all.  

Some features are common to the vari-

ous business models analysed or very 

recurring. As to the value proposition, 

the key features are sustainability and 

energy efficiency. In most cases, a 

strong relationship with the client is 

strategic, because it is necessary to build a relationship of trust 

in the face of the expenses that will have to be incurred. 

For this purpose one of the most relevant activities is customer 

service and communication 

Besides this the most important and essential activity for all the 

stakeholders is the design/ engineering and development of 

projects/ buildings. 

With regard to the important issue of cash-flow, the main rev-

enue is the sale of the asset, while the main costs incurred are 

related to personnel expenditures, which are always present. 

The most recurring strengths and success factors are wide-

spread competencies, Know-how, innovation & sustainability 

as well as guaranteed prices/performances. All stakeholders 

can find in this document a guide for optimal management of 

their business model.  

 

  
Figure 2: Layout of the prepaired Business Model Profiles 
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1.  INTRODUCTION

Some of the main obstacles of nearly Zero-Energy 

Buildingõs market-uptake have been identified to be 

the comparably high investment costs and the lack 

of business models that are both reliable and eco-

nomically viable for companies (Toleikyte et al., 

2016). Thus, in order to allow for the nZEB market 

acceleration, solutions and innovative business 

models need to be developed. They should be relia-

ble and predictable in terms of costs and thereby 

reduce a companyõs uncertainties and economical 

risks. Simultaneously, these models should be effi-

cient enough to provide offers at reasonable price 

or/and with convincing benefits for customers.  

The aim of this report is to give an extensive over-

view on the different kinds of business models that 

exist in the major European markets today. There-

fore, the CRAVEzero project partners contributed 

descriptions of both their own and additional busi-

ness models found on the internet or collected in 

interviews and workshops. A comparative analysis 

of the findings is conducted in order to evaluate 

whether there are patterns in regard to different 

stakeholder perspectives that indicate success po-

tential. Different stakeholder perspectives can, for 

instance, include planner, real estate/urban devel-

oper, construction companies, general contractor, 

facility manager building operators. Thus, in this 

report the business models introduced are actually 

practiced ones instead of general categories and 

therefore give more insight.  

Based on the results generated with the analysis it 

becomes clearer which features are useful to attract 

customers, which partnerships can be reasonable to 

create efficient win-win-situations and which phases 

along nZEBsõ life cycle are not taken care of yet. 

This knowledge then serves as a basis for the gen-

eration of new business models.  

 

 

1.1.  OBJECTIVE  

A business model is a simplified depiction of the 

way a complex and profit-oriented system gener-

ates, delivers and captures value. It illustrates the 

systems essential elements. With the term being 

relatively new in academic discussions and not for-

mally defined yet, business modelling has not 

reached sophisticated maturity in many companies. 

As a matter of course, those companiesõ developed 

certain business ideas and sections that work suc-

cessfully. However, they often have not defined a 

business model including the necessary parameters. 

Usually, looking at oneõs own business from that 

perspective can be eye-opening. Gathering business 

ideas of companies, as it is done for this report, has 

a similar effect. It broadens the horizon of what is 

possible and in which manner. Most importantly, 

though, it spots business areas that are not covered 

yet or parts of business models that either help 

companies to be successful or cause the opposite. 

Thereby, collecting and analyzing existing business 

models are essential for the subsequent step of 

generating innovative business models making it the 

objective of this report. 
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1.2.  TASKS  

In order to achieve the best possible results, this 

work has been divided into two general tasks:

 

Task 5.1: Identify potential for ôWin-win-winõ 

sustainable business for all involved stakehold-

ers according to the process in WP3 (Result 7)  

¶ Comparative analysis of current European 

business models for nZEBs and their 

frameworks/ecosystems with a clear focus 

on quantifying and qualifying effectiveness. 

Identification of stakeholders (policymak-

ers in the field, end-user representatives, 

collectives, SME suppliers and receivers of 

energy services, academia, business devel-

opers, consultants, technology developers 

and NGOs in the field) for proven nZEB 

business models. 

¶ Analysis on how the different parameters 

of success of business models and services 

relate to each other, regarding economic 

profitability, scale of impact and real sav-

ings, business creation, growth rate, syner-

gies with other values, adoption rate etc.  

¶ In-depth comparative analysis of similar 

business models in different countries, de-

termining patterns, drivers, and pitfalls.  

¶ Identification of key factors that make 

business models succeed in the participat-

ing countries through an in-depth analysis 

of country specific markets and policies for 

energy services and their influences on 

business models  

¶ Identification of market uptake potential 

for nZEB buildings in the biggest markets 

in Europe: Germany, UK, France, Italy and 

Spain; and considering the major regions, 

for example: Northern and Western Eu-

rope, Southern Europe, and Eastern Eu-

rope.

 

And chronologically in a second phase ð not part of 

this report: 

Task 5.2: New business models for nZEBs 

(Result 7)  

¶ Development of innovative business mod-

els for nZEBs and new requirements trans-

lation for the new market segments (e.g. 

nZEB energy flat rates, flexible feed in tar-

iffs, new nZEB contracting solutions, òall 

inó rent, Zero energy cost model, nZEB-

public-private-partnership (PPP))  

¶ Development of shared contract models 

between design/engineering and construc-

tion for integrated team processes, and de-

velopment of collaboration models be-

tween private clients and developers or 

suppliers and use of public-private partner-

ships. Optimize use of partly outsourcing 

in design/engineering and construction.  

¶ Business models for building up coopera-

tives to reduce investment costs due to col-

lective purchasing. Coordination issues be-

tween several construction companies 

and/or consultants, especially in case dif-

ferent construction technologies are used 

within the same neighborhood  

¶ Definition of the canvas structure for the 

nZEB construction business model 

¶ Investigation of the fund services available 

for nZEB construction. 
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2.  METHODOLOGY

Relevant parameters to describe existing nZEB 

business models have been collected in a standard-

ized blank profile to provide a systematic data for-

mat for the analysis (see Table 1). 

The parameters are mainly based on the delibera-

tions of Osterwalder and Pigneur (2010) and their 

so called business model Canvas.  

Table 1: Parameters of the business model profiles and their description 

PARAMETER  DESCRIPTION  

Value Proposition Products, services, features, benefits creating value for the customers 

Customer Relationship Intensity of customer-provider relationship, channels to reach the cus-

tomers 

Customer Segment Typical Customer group that the product/services is directed to  

Activities and Capabilities The most important activities a company needs to conduct in order to 

provide the offer and necessary related resources 

Revenues Type of streams a company generates revenues with 

Costs Most important expenditures that the company incurs in for the provi-

sion of the offer 

Maturity  Stage a company is situated in with regards to how elaborated and inte-

grated a business model is. 

Key Factors and Strengths The most important factors and strengths that make the business model 

work successfully. 

All project partners used this profile to describe 

business models of companies in their home coun-

tries and other major European markets as well as 

some of their own business models. In the former 

case, descriptions are based solely on information 

found on companiesõ websites rather than insider 

knowledge. Some of the external companies have 

provided information in written or oral interviews. 

After collecting information on the business models 

of various phases along nZEBs life cycle, a com-

parative analysis is conducted, with the aim of iden-

tifying repetitive patterns common strengths and 

key factors. Furthermore, regional differences (if 

given) are shown. In the end, the key findings of 

the analysis are described. The discussion after-

wards summarizes all results, reflects them critically 

and points out steps for following work packages. 

 

2.1.  LIMITATIONS

All additional business models found in European 

markets have been described by a third party 

(CRAVEzero project partners). These descriptions 

are based on the information found on the different 

companiesõ websites, and only occasionally on in-

terviews and workshops with subjects from those 

companies. This work therefore does not claim to 

provide all information about the business models, 

nor can the reliability of the information given 

online be guaranteed apart from being subject to 

interpretation.

However, the descriptions aim to provide an over-

view of different existing business models in vari-

ous major markets (Germany, France, Italy, Swe-

den, Austria, Great Britain, Belgium, and Nether-

lands) and the variety of offers provided.  
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3.  BUSINESS MODEL REPOS ITORY

In Deliverable 5.1 of the CRAVEzero project a list 

of 17 business models, provided by the project 

partners, has been developed. The business models 

are mostly provided by the contributing companies 

and have therefore been described based on first-

hand information and experience. Table 2 summa-

rizes these business models, their origins and stake-

holder perspectives. More detailed information can 

be found in the mentioned deliverable 5.1 on the 

CRAVEzero website, the companiesõ websites and 

in the appendix of this report.  

In addition to the 17 given business models, the 

project partners have been asked to search for, 

collect and describe more nZEB business models 

of the European markets, especially of their home 

countries. This chapter will give an overview of the 

additional collected models that are summarized in 

Table 3. In this regard, the challenge was to find 

business models that come from as many different 

stakeholder perspectives as possible to describe the 

full range of possible options.  

 

Table 2: Analyzed business models and their categorization 

Stakeholder Perspective BM No Cou
ntry 

Website 

Cooperative in Real Estates BM 5 AT https://diewogen.at/ 
Energy Service Company BM 16 AT https://www.helios-

sonnenstrom.at/photovoltaik 
Engineering and Construction BM 13 IT  https://morettispa.it/ 
Facility Manager BM 14 FR https://www.bouygues-construction.com/ 
General Contractor/  
Developer 

BM 2 SE https://www.skanska.se/skanska-in-sweden-in-
brief/our-offer/  

BM 3 SE https://www.skanska.se/skanska-in-sweden-in-
brief/our-offer/  

BM 10 FR https://www.bouygues-construction.com/ 
BM 11 FR https://www.bouygues-construction.com/ 
BM 12 IT  https://morettispa.it/ 

Planner BM 6 FR https://www.atp-
sustain.ag/de/startseite/index.htm 

BM 7 AT/
DE 

https://www.atp-
sustain.ag/de/startseite/index.htm 

BM 8 AT/
DE 

https://www.neueheimattirol.at/ 

BM 9 AT/
DE 

https://www.ir-gruppe.com/de 

Real Estate Developer BM 1 DE https://www.koehler-und-meinzer.de/ 
BM 17 FR https://www.bouygues-construction.com/ 

User/owner BM 15 AT/
DE 

/  

Urban Planner BM 4 FR https://www.bouygues-construction.com/ 
  

https://diewogen.at/
https://www.helios-sonnenstrom.at/photovoltaik
https://www.helios-sonnenstrom.at/photovoltaik
https://morettispa.it/
https://www.bouygues-construction.com/
https://www.skanska.se/skanska-in-sweden-in-brief/our-offer/
https://www.skanska.se/skanska-in-sweden-in-brief/our-offer/
https://www.skanska.se/skanska-in-sweden-in-brief/our-offer/
https://www.skanska.se/skanska-in-sweden-in-brief/our-offer/
https://www.bouygues-construction.com/
https://www.bouygues-construction.com/
https://morettispa.it/
https://www.atp-sustain.ag/de/startseite/index.htm
https://www.atp-sustain.ag/de/startseite/index.htm
https://www.atp-sustain.ag/de/startseite/index.htm
https://www.atp-sustain.ag/de/startseite/index.htm
https://www.neueheimattirol.at/
https://www.ir-gruppe.com/de
https://www.koehler-und-meinzer.de/
https://www.bouygues-construction.com/
https://www.bouygues-construction.com/
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Table 3: Addtional nZEB business models analyzed 

 

Stakeholder perspective BM 
No.  

Country  

Certifier 37 DE http://bau-irn.de/bnk-zertifikat/bnk-system 
Consultancy 21 NL https://www.c2cexpolab.eu/de/homepage-deutsch/ 

40 NL https://www.madaster.com/en 
Energy Service company 30 DE https://www.enbw.com/solar 

38 DE https://www.polarstern-energie.de/ 
39 DE https://sonnen.de/sonnencommunity/ 
49 FR https://www.enedis.fr/demonstrators 
50 FR https://www.sunchain.fr/ 

Engineering and Construction 
Company 

18 DE https://www.schwoererhaus.de/ 
20 BE, LU https://www.progroup.eu/ 
27 FR https://www.schneider-electric.com/ww/en/ 
33 AT https://www.kohlbacher.at/ 
42 IT http://www.biohaus.it/  
43 IT  https://www.domus-green.com/ 
44 IT  https://www.kampa.it/  
54 DE http://www.enev-aktuell.de/index.html 

Facility manager 41 USA https://openworksweb.com/ 
51  Pending 
52  Pending 

Financier 35 DE Pending 
36 DE http://www.bafa.de/DE/Energie/energie_node.html 

General Contractor/ 
Developer 

45 SE https://www.skanska.se/vart-erbjudande/vara-
projekt/218987/Kronodal-Omtankens-hus,-
Hollviken/?Query=kronodal 

46 SE https://www.boklok.se/ 
Planner 53  Pending 

57 IT  http://www.3isrl.it/  
Political Entity  24 FI http://figbc.fi/en/building-performance-indicators/ 

28 USA  https://www.gsa.gov/about-us 
Promoter & Information Pro-
vider 

25 NL http://www.greendeal-circulairegebouwen.nl/index.php 
56 DE http://foerderdata.de/ 

Research Entity 26 NL, DE http://www.epea.nl/home/, 
http://www.epea.com/de/startseite-de/ 

58 IT  http://www.eurac.edu/en/research/technologies/renew
ableenergy/Pages/default.aspx  

60 AT https://www.aee-intec.at/index.php?params=&lang=en  
Trading Platform 22 GB https://www.globechain.com/ 

23 USA http://planetreuse.com/ 
Vendor  19 BE https://rotordc.com/new-partnership-galtane/ 

29 CH https://www.brixa.net/produkte/autarke-
systeme/autarkes-haus/solarbatterien/ 

31 FR https://www.ehtech.fr/ 
32 FR, DE https://dualsun.fr/de/ 
34 DE https://www.viessmann.de/de/vishare-energy-

community.html 
48 FR https://stimergy.com/en/ 
55 DE https://www.senertec.de/die-dachs-familie/ 

Non-Profit 59  https://living-future.org/  

http://bau-irn.de/bnk-zertifikat/bnk-system
https://www.c2cexpolab.eu/de/homepage-deutsch/
https://www.madaster.com/en
https://www.enbw.com/solar
https://www.polarstern-energie.de/
https://sonnen.de/sonnencommunity/
https://www.enedis.fr/demonstrators
https://www.sunchain.fr/
https://www.schwoererhaus.de/
https://www.progroup.eu/
https://www.schneider-electric.com/ww/en/
https://www.kohlbacher.at/
http://www.biohaus.it/
https://www.domus-green.com/
https://www.kampa.it/
http://www.enev-aktuell.de/index.html
https://openworksweb.com/
http://www.bafa.de/DE/Energie/energie_node.html
https://www.skanska.se/vart-erbjudande/vara-projekt/218987/Kronodal-Omtankens-hus,-Hollviken/?Query=kronodal
https://www.skanska.se/vart-erbjudande/vara-projekt/218987/Kronodal-Omtankens-hus,-Hollviken/?Query=kronodal
https://www.skanska.se/vart-erbjudande/vara-projekt/218987/Kronodal-Omtankens-hus,-Hollviken/?Query=kronodal
https://www.boklok.se/
http://www.3isrl.it/
http://figbc.fi/en/building-performance-indicators/
https://www.gsa.gov/node/81412,%20https:/www.gsa.gov/about-us
http://www.greendeal-circulairegebouwen.nl/index.php
http://foerderdata.de/
http://www.epea.nl/home/,%20http:/www.epea.com/de/startseite-de/
http://www.epea.nl/home/,%20http:/www.epea.com/de/startseite-de/
http://www.eurac.edu/en/research/technologies/renewableenergy/Pages/default.aspx
http://www.eurac.edu/en/research/technologies/renewableenergy/Pages/default.aspx
https://www.aee-intec.at/index.php?params=&lang=en
https://www.globechain.com/
http://planetreuse.com/
https://rotordc.com/new-partnership-galtane/
https://www.brixa.net/produkte/autarke-systeme/autarkes-haus/solarbatterien/
https://www.brixa.net/produkte/autarke-systeme/autarkes-haus/solarbatterien/
https://www.ehtech.fr/
https://dualsun.fr/de/
https://www.viessmann.de/de/vishare-energy-community.html
https://www.viessmann.de/de/vishare-energy-community.html
https://stimergy.com/en/
https://www.senertec.de/die-dachs-familie/
https://living-future.org/
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4.  RESULTS  

In this chapter the results of the comparative analy-

sis based are shown and discussed. They are based 

on the information of the business model profiles 

(see appendix). The analysis is done in order to 

point out similarities and differences of the collect-

ed business models. Thereby, potential success 

factors and repetitive patterns of specific stakehold-

ers can be identified. For the different parameters 

integrated in the business model profiles the result-

ing graphics of the comparative analysis list all dif-

ferent business models (x-axis) and various answer-

categories that possibly inherent in the business 

models (y-axis). If they are marked in colours they 

play a role for the respective business model. On 

the right side of each graphic it is indicated how 

often a certain category is named in the different 

business models compared to other categories. In 

the following sub chapters each profile parameter is 

analysed separately. First the different answer-

categories for each parameter are described for a 

better understanding. Afterwards a graphic indi-

cates the distribution of categories of the parame-

ters over the collected business models.  

 

4.1.  VALUE PROPOSITION

The value proposition describes products and services and how they create benefits for customers either by 

relieving pain or creating gains and helping customers get a certain task done. In regard to nZEBs the char-

acteristics that are part of the business models value proposition (left side of the graphic) are described in 

Table 4. 

Table 4: Description of the business models' possible Value Propositions 

Characteristic DESCRIPTION  

Social Responsibility E.g. making a service/ offer available for everyone (good prices), supporting 

projects in poorer regions of the world.  

Residual Value/ Dura-

bility  

E.g. increased when thereõs a possibility of selling used building parts. The 

durability of a building is increased with higher life expectancies of technical 

equipment and building parts or longer guarantees 

Customization Each customer is looked at separately and special wishes in regard to a ser-

vice product are taken into account. The product/service is not standardized. 

Know How The company has plenty of know-how and uses it as a basis for a profound 

service and or offers know how/information as a primary product/service. 

Future Risk Reduction The offer has a positive impact on the risks: either by giving guarantees or by 

reducing possible sources for risks. 

Service a personal and direct relationship, informative websites and informational 

events that all lead to customers sticking to a company/brand and long-term 

relationships 

Cost Reduction reducing investment costs (indirect by offering financial aid) or operation 

costs over a buildings life time 

Comfort/ Innovation Innovative technologies, processes, ideas, reducing worries for customers 

Energy Performance Energy efficiency, reducing energy demand of buildings, using more sustain-

able energies 

Quality Due to high quality materials or very experienced workforce. 

Green Label/ Sustaina-

bility  

the certification and fulfilment of energy efficiency standards, usage of re-

newable energies and sustainable materials 
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Figure 3 shows the results of the comparative anal-

ysis of the different value propositions offered 

within the business models collected. The most 

common features of the value propositions have 

been identified to be Green labels and sustainabil-

ity; comfort and innovation, (energy) cost reduc-

tions and efficient energy performance as well as a 

focus on good customer services. All of these fea-

tures can be found in business models of different 

stakeholder perspectives. Features like customiza-

tion, the increase of a buildingõs residual value and 

productsõ durability, and a focus on social responsi-

bility within a companyõs offer are less common 

and depend on the stakeholder offering a ser-

vice/product.

 
Figure 3: Comparative analysis - Value proposition(source: Fraunhofer ISE) 

4.2.  CUSTOMER RELATIONSHIP  

The customer relationship describes how a compa-

ny builds up and retains a relationship with their 

customers, how intense it is and how customers get 

in touch with the company. The characteristics 

given for this parameter can be found in Table 5.  

It became apparent that almost every business 

model builds on personal relationships with their 

customers (see Figure 4). This can be explained 

with the high degree of personal consultancy and 

trust required for customers to invest large 

amounts of money. It also goes along with the 

previous findings that showed a common focus on 

strong customer relationships. Therefore it is very 

likely, that especially stakeholders like developers, 

planners and construction companies tend to stress 

personal relationships as they play crucial roles in 

critical building phases.  

Trust is built and obtained making use of different 

channels. Most common in this regard are online 

channels (websites). Many business models make 

use of references (e.g. on the companiesõ websites) 

or/and marketing and other communication chan-

nels such as social media. It seems that digital me-

dia is already inevitable to reach todays customers 

even in the building sector. Additionally, some 

companies offer informative events, others rely on 

mouth to mouth advertisement and their brand 

name. For (semi-) public contracts the contact is 

made by bid solicitation according to European 

regulations. Comparably few companies aim for 

long-term relationships with their customers. 

Those are usually companies that offer various 

tasks along a buildingsõ life cycle and want to make 

sure the customer stay loyal. Others act according 

to contractual obligations which often end with the 

sale of a project/building/service which usually is a 

cheaper option and enables companies to offer 

services at lower prices making them more compet-

itive. 
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Table 5: Description of the business models' customer relationship 

Characteristic DESCRIPTION  

Social Media E.g. Facebook, Twitter etc. 

Mouth-To-Mouth Ad-

vertisement 

Former customers talk about their good experiences with a company 

Long Term Relation-

ship 

Companies try to keep in touch with their customers even after the contract 

ends, or a product was sold by after sales services or additional services of-

fered for further life cycle phases of a building 

Co-Creation Customers get the chance to take part in the production, design by giving 

references on previous projects 

Online Channel websites 

Informative Material Brochures, flyer, pdf documents, websites 

Anonymous Instead of having a personal relationship with customers the relation remains 

anonymous; no dedicated customer support, no long-term relationship 

Internal Internal communication due to being oneõs own customer. 

Bid Solicitation/ Ten-

dering 

For (semi) public contracts according to European law: the ôbestõ bid gets the 

acceptance 

Informative Events The company holds regular events where possible new customers are invited 

to ask questions and get informed about upcoming projects 

Contractual Relation The relationship is solely based on the contractual obligation and rather 

anonymous 

Personal Relation The customer gets a dedicated customer service with personal contact to 

build trust. 

 
Figure 4: Comparative analysis - Customer relationship(source: Fraunhofer ISE) 
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4.3.  CUSTOMER SEGMENT

A customer segment describes the group of people 

that a company typically tries to attract with their 

offers. Those groups can be categorized by loca-

tion, demographic, financial or functional character-

istics. For this work, functional characteristics have 

been chosen. As illustrated in Figure 5, building 

owners are the most frequently mentioned segment. 

Often they are the final users as well. Other than 

that, companies have been mentioned quite often as 

well as (public and private) investors and municipal-

ities.  

 

 
Figure 5: Comparative analysis - Customer segment(source: Fraunhofer ISE) 

4.4.  ACTIVITIES AND CAPABI LITIES  

Activities and Capabilities are the essentials re-

quired for companies in order to provide their 

offers. Here, both tasks that need to be fulfilled as 

well as required facilities are included. The most 

common activities in the provision of nZEB relat-

ed value propositions are the design/engineering 

and development of projects/buildings (as shown 

in Figure 6). These are the main tasks of the most 

often analysed stakeholders. In accordance with the 

focus on customer service, both the customer ser-

vice itself as well as communication and intermedi-

ation (with different relevant stakeholders) are part 

of the most important activities. Other than that 

consultancy and construction works have been 

mentioned comparably often. Less common are 

services such as dismantling, reuse and renovation, 

facility management, certifications, prefabrication 

of building parts and grid services. This reflects 

only the limited amount of business models that 

have been analysed. Nonetheless, these services 

may be interesting for the generation of new busi-

ness models as they are likely to differentiate com-

panies from competitors. Another option is to 

search for permanent partners that provide these 

ôadditionalõ services and make use of innovative 

òbusiness model packagesó that both partners and 

the customer benefit from (compare Figure 1). 
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Figure 6: Comparative Analysis - Activities and Capabilities(source: Fraunhofer ISE) 

 

4.5.  REVENUES

The parameter ôrevenue streamsõ describes how a 

company aims to capture value with their offer. 

There are different options (as shown in Figure 7) 

like asset sales, leasing, brokerage fees or transac-

tion revenues based on architect/ engineering/ 

construction services or additional services such as 

administration, management, maintenance or con-

sulting. Asset sales have been mentioned most, 

followed by additional services for administration, 

management and maintenance. Another commonly 

used stream is the Energy Performance Guarantee 

(EPG) contract (mostly from general contractors 

and building operators) as well as leasing, rent and 

usage fees. 
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Figure 7: Comparative analysis ð Revenues Streams(source: Fraunhofer ISE) 

4.6.  COSTS

When it comes to the cost structure of business 

models, the comparative analysis showed that the 

personnel expenditures play the major role fol-

lowed by costs for the building and production 

process, administration/office costs and Consul-

tancy/ Customer Support (see Figure 8). Admin-

istration costs thereby incur for almost every com-

pany, but are relatively small for construction and 

engineering companies. Personnel expenditures, on 

the contrary, are essential for every company. More 

particular costs such as those for disposal, social 

projects, research and development are mentioned 

less frequently and highly depending on the regard-

ing business model. 

In order to reduce the overall nZEB costs it is 

essential to optimize processes in planning and 

construction, in which personnel is involved. Fur-

thermore, the optimization of building processes 

and the cost reduction there is important. It can be 

achieved by e.g. prefabrication or material switches. 

During the acquisition and operation phase of a 

building (Consultancy/ Customer Support), labour-

intensive processes and activities are needed and 

widespread. Those process can be supported by 

technical innovations (BIM, Social Media, monitor-

ing with automated fault detectioné) but the per-

sonal contact canõt be completely replaced by digi-

tal processes. Knowing each other and trust be-

tween stakeholders is of major importance for high 

investments. 
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Figure 8: Comparative analysis - Cost structure(source: Fraunhofer ISE) 
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4.7.  MATURITY STAGES

Even though the term business model has gained 

increasing attention in the past years, not every 

company is yet familiar with it and its concept. 

Figure 9 shows the different maturity stages of 

business model innovation.  

 

Figure 9: Maturity stages of the implementation of business model concept in companies (following (PROTEMA Unternehmensberatung GmbH)) 

The maturity of the implementation of business 

models in companies varies from unknown to estab-

lished. The Unknown stage describes a company that 

has no business models for their daily business 

described. In the Aware stage a company knows 

about the business model concept and has designed 

and documented its own business model including 

its mentioned building blocks. In the Defined stage 

the company includes Business Model Innovation 

(BMI) into its strategic planning process. All rele-

vant responsibilities in that regard are fixed and 

communicated internally. The Proved stage is char-

acterized by already standardized BMI processes 

and specific projects to constantly enhance its 

business models. The Established stage has BMI as a 

central topic within the general innovation man-

agement of the company. CRAVEzero showed that 

for many companies of the building industry in 

Europe the business model concept is not widely 

spread yet. Companies of course have a concept 

behind their daily business but rarely define it with 

the given profile parameters. However, most com-

panies have years of experiences in their field and 

are implementing the nZEB approach for a couple 

of years now, as an addition to their product/ ser-

vice portfolio and an investment for future re-

quirements in the building sector. 
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4.8.  STRENGTHS AND KEY FA CTORS

In this chapter, the strengths and key factors identi-

fied in the analyzed business models are summa-

rized and compared (see Figure 10). Those factors 

contribute to a business success. Identifying these 

factors is useful both for the enhancement of exist-

ing business models and for the creation of new 

innovative ones.  

Comparing the collected business models (see Fig-

ure 10) patterns of common strengths and key fac-

tors become apparent. To simplify the analysis the 

business models have been clustered in the differ-

ent stakeholder perspectives. 

The most recurring strengths and success factors 

have been: widespread competencies (with all 

services being in-house) as well as lock-in. It de-

scribes the ability of the company to create and 

maintain good customer relationships. Thereby 

the companies, regardless of which stakeholder 

perspective they have, are able to convince cus-

tomer to purchase, win their trust and possible 

long term relationships. Know-how, innovation 

and sustainability as well as guaranteed prices/ 

performances also seem to be common strengths 

and key factors. A little more specific and less fre-

quently mentioned is the capability of prefabrica-

tions (for faster building process) and the compa-

nyõs image.  

For General contractors scalability (up/down scal-

ing the resources depending on project size) seems 

to be of importance, while real estate developers 

benefit from having influence on the decision level. 

Vendors, of technical equipment and materials, take 

the whole life cycle of their products into account; 

take care of waste reduction and stress transparency 

as well as a strong customer relationship.  

While developers and general contractors seem to 

cover the full range of services along the buildingõs 

life cycle, planners often focus their expertise on a 

certain planning phase. Moreover, innovative plan-

ning tools and the capability of using them effi-

ciently are important success factors. This includes 

know-how in the field and experienced and well 

trained employees. 

Besides these internal challenges many nZEB BMs 

strongly depend on the collaboration of different 

partners and stakeholders. This can also be helpful 

for the creation of new ôbusiness model packagesõ 

in which two or more different stakeholders collab-

orate in order to focus on their own expertise (and 

reducing costs) but still offering a big range of ser-

vices along a buildingõs life cycle to retain a strong 

customer loyalty.  
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Figure 10: Strengths and Key Factors as factors of success for the Business Models 
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4.9.  LIFE C YCLE PHASES COVERED  

In this chapter the different nZEB life cycle phases 

covered by the collected business models are shown 

and described with Figure 11. Thereby it becomes 

apparent, which phase still has plenty of space for 

new business models.  

To get an overview of the different business models 

that evolve around nZEBs the entire life cycle of a 

building needs to be analysed. This includes the 

phases of political decision-making, urban planning, 

planning, construction, operation, maintenance and 

renovation. In each of these phases various stake-

holder take part in the buildings life cycle while 

trying to capture value with their business model. 

Within CRAVEzero 17 business models of project 

partners as well as additional 39 business models of 

European markets have been analysed (see appen-

dix). It shows which life cycle phases are covered 

with business model description so far. The plan-

ning and construction phases are covered by the 

most business models. Only one business model 

has been described that is situated in the political 

decision or Monitoring phase. Especially the latter 

can be a supplement to existing models or be done 

with partnerships (business model packages). The 

same could apply for business models in the recy-

cling/dismantling and reuse phase where only few 

have been found so far. Here, plenty of room for 

new business ideas is given.   

Comparing the life cycle cost of a Standard, nZEB 

and CRAVEzero building (see Figure 11), some 

substantial differences may be observed. At first 

sight, a standard building seems to be the cheapest 

solution; in fact, political decision and planning 

phase have lower costs, however this leads to high-

er follow up costs. On the other hand, nZEB build-

ings show greater efforts in the first planning phase, 

however it allows to optimize the following phases. 

In this case, thanks to careful study during the 

planning and construction phase, it is possible to 

have some benefits: monitoring, operation, mainte-

nance and renovation phase involves lower costs. 

In the CRAVEzero building the goal is to give 

more importance to the planning phase, with extra 

costs, in which are studied the best solutions to 

reduce next processes. It will lead to an improve-

ment of the management of the building and the 

follow up costs in all phases will be lower, such as 

energy consumption, operation and maintenance 

costs. 

 
Figure 11: Life cycle phases of nZEBs and Business Model allocation 
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4.10.  LEARNINGS, INSIGHTS,  SALI ENCES  

In this chapter, the results of the comparative anal-

ysis are discussed and summarized. Especially no-

ticeable insights, saliences and special learnings will 

be pointed out. 

A comparative analysis, based on the information 

of the business model profiles, is conducted in 

order to evaluate whether there are patterns in re-

gard to different stakeholder perspectives that indi-

cate success potential. 

The analysis of the value propositions shows that 

the most common features have been identified to 

be Green labels, sustainability, energy and cost re-

ductions and efficient energy performance. The 

usage of renewable energies and sustainable materi-

als is a value that the customer requires to the com-

pany in order to increase the efficiency and the 

value of the building. The customer relationship is a 

very important point, because it is the beginning to 

build trust. The main way customers get in touch 

with the company is the website: here it is possible 

to see references and past projects, with the de-

scription of the problem, solution adopted and 

benefits obtained. Another point that characterizes 

a business model of a company is the customer 

segment, described by location, demographic, fi-

nancial and functional characteristics. Building 

owners are the most frequently mentioned segment, 

followed by companies, investors and municipali-

ties. Regarding activities and capabilities, the main 

tasks are design/engineering and development of 

projects/buildings; less common are services such 

as dismantling, reuse and renovation, facility man-

agement, certifications, prefabrication of building 

parts and grid services. 

Since the aim of a company is to capture value with 

their offer, the main sources of revenues are related 

to asset sales and additional services for administra-

tion, management and maintenance. Instead, the 

main costs of a company are represented by per-

sonnel expenditures followed by costs for the build-

ing and production process and administra-

tion/office costs. 

The most recurring strengths and key factors identi-

fied in the analysed business models are widespread 

competencies, know-how, innovation and sustaina-

bility and guaranteed prices/ performances. It is 

important to identify these factors, because they 

can contribute to a business success or limit the 

success potential. Finally, the analysis of the maturi-

ty stages of business model innovation shows that a 

company with an established stage has Business 

Model Innovation as a central topic within the gen-

eral innovation management of the company. 

 

 

5.  LINK TO OTHER WPS  

5.1.  LINKS TO WP 2 LIFE CYCLE COST OF NZEBS

It is useful for stakeholders to know how their 

costs and revenues of their presented business 

model are related to the overall life cycle cost of a 

building. This can help to evaluate the value of 

the offered services in relation to the whole 

building life cycle. This reference is very often the 

basic reason to explain the client why the offered 

service creates a win-win situation. 

The comparison of business as usual approaches 

to the nZEB approach offers also a cost and 

revenue difference. Cost and revenue streams of 

new business models are situated within this dif-

ference.
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5.2.  LINK TO WP 7, CRAVEZ ERO PINBOARD  

One aim of the CRAVEzero project is to facilitate the design and implementation of nearly Zero-Energy 

Buildings (nZEBs). 

With that perspective it is useful to learn from best-practice realized projects how they implemented their 

business. CRAVEzero will offer via the pin board web tool information about creating a business in the 

nZEB economic and technical environment. Business models will be presented under a special heading. It 

is planned to offer the creation of simplified business models by using pre-defined modules based on the 

described work in this WP 5. The pin board will be created in WP7. A first impression can be found on the 

web page of the project: http://www.cravezero.eu/development-of-new-business-models/. Further details 

on how the results of this task can be included in the project pinboard are illustrated below.  

 

 

6.  DISCUSSION 

In this report, a number of business models found 

in the major European markets have been de-

scribed using a BM profile. This contains some of 

the most relevant business model building blocks 

following Osterwalder and Pigneur (2010), such as: 

- Value proposition,  

- Customer relationship and segment,  

- Revenue streams and cost structure 

 all of which have been described in a qualitative 

manner by data providers, either companies or 

through information retrieved in company websites. 

Part of the analysed business models were provided 

by the contributing partners of CRAVEzero (BM1-

17). The other business models have been de-

scribed by the partners as well, based on the infor-

mation found on the respective companiesõ web-

sites. Some companies have provided their own 

BMs. However, it is not guaranteed that the infor-

mation have been understood and filled into the 

profiles correctly and holistically.  

Collected profiles are showing business models 

belonging to all life cycle phases of nZEBs. The 

comparative analysis shed light on the different 

mentioned parameters and how they vary depend-

ing on the stakeholder perspective. It was shown 

that different stages of maturity of business models 

can be found within the described business models. 

Some models are already well established and are in 

use during daily business. Other models are in a 

developing phase where cost and revenue structures 

are under development. Depending on the maturity 

of the business model, adaptions can be established 

to improve the models. Moreover, the analysis 

shows similarities/patterns and differences/ gaps 

which can be used for new business ideas. 

 

In analysing the business models, common 

strengths and key factors have been identified. Dif-

ferences in regard to geographic clusters could not 

be found. The structure of BMs is found to be 

rather depending on the stakeholder perspectives 

and activities and not on the geographic location.  

The results of this report can be used to enhance 

existing and develop new business models related 

to nZEBs, and fruitful input for the project Pin-

board can be produced. The focus in future tasks 

will be on creating business models that mix a set of 

stakeholders with the aim of decreasing costs and 

risks along the NZEB value chain, without com-

promising on building quality.  

Cost reduction is perceived as the main advantage 

in value proposition of analysed BMs. However, 

most of the BMs present a relevant cost structure 

for running the day-to-day activities, with a focus 

on personnel costs. Such costs are mostly ascribed 

to workmanship related to technical tasks, while 

administrative costs seem to be less relevant. In this 

frame, it is noticeable how the adoption of systemic 

approaches in the design and construction phases 

(e.g. prefabrication of building components, design 

for assembly, and so on) could improve such cost 

structure in favour of personnel cost reduction. 

Sustainability is also a prominent parameter in value 

proposition.  

http://www.cravezero.eu/development-of-new-business-models/
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In terms of specific services offered to clients, dis-

mantling, reuse and renovation, facility manage-

ment, certifications, prefabrication of building parts 

and grid services are not very widespread. Indeed, 

they could represent a valuable boost in competi-

tiveness for players that become able to offer a set 

of integrated services, covering the whole value 

chain and optimizing resource use all along. These 

additional services could be proposed on the pro-

ject pinboard to customize pre-defined business 

models and evaluate extra opportunities that open 

up on the market when offering integrated services, 

which is very much in the direction of a òsmartó 

and òflexibleó approach to building design and 

construction. 

Most of the business models collected in this task 

are connected to the building development phase, 

cutting out the end-of-life of the building.  Howev-

er, some relevant providers, such as real-estate de-

velopers and building products vendors are already 

focusing their field of activity on building recycling. 

As the consortium gathered BMs along the whole 

NZEB value chain, it is noticeable to point out that 

even those stakeholders acting at a higher level, 

during the policy making or planning phase, are 

often discarding the end-of-life planning in their 

value proposition. As a takeaway of this considera-

tion, it can be said that including this latter phase in 

the value proposition to the final client could boost 

business opportunities, reducing hidden costs relat-

ed to building dismantling and recycling. In fact, it 

is proven that analysing the whole-life cycle of the 

building can produce added value, so an accent 

should be put in integrating the life-cycle costing of 

the building in all planning, design and construction 

stakeholder companies. 

Larger companies seem to cover more phases along 

the value-chain, as well as certification bodies. On 

the contrary, specialized service providers are more 

focused on a part of the construction process. In 

addition, the BM analysis has shown that most 

companies acting in the field do not consider hav-

ing a mature BM as a priority for their activity; this 

can be linked to the diffused craftmanship ap-

proach to construction adopted by a number of 

small and medium size companies. On the other 

hand, the information collected through this analy-

sis can be used as a valuable input to the project 

pinboard, proposing contamination of business 

models from a set of similar stakeholders to pro-

vide clients with an extended range of services, 

which is currently a missing feature for the analysed 

models. 
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TERMINOLOGY  

6.1.  ACRONYMS  

BM     Business Model 

BMV     Business Model Value 

CHP     Combined Heat and Power 

CV     Customer Value 

PV     Photovoltaic 

COP      Coefficient of performance 

DHW     Domestic hot water 

DSM      Demand side management 

EPG     Energy Performance Guarantee 

HVAC      Heating, ventilation and air conditioning 

NZEB     Net zero energy building(s) 

nZEB     Nearly zero energy building(s) 

RES      Renewable energy sources 

max      Maximum 

min      Minimum 

CoC      Cost of Capital  

LCC      Life-Cycle Costs 

LCCA      Life-Cycle Costs Analysis 

WLC     Whole-Life-Cycle Costs 

NPV     net present value 

VP     Value Proposition 

 

6.2.  NORMATIVE REFERENCES  

DIN 18960 Nutzungskosten im Hochbau 

DIN 276 Kosten im Bauwesen 

DIN EN 15221 Facility Management 

ISO 41001:2018 Facility Management 
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BM 1: GENERAL CONTRACTOR AND REAL ESTATE DEVE LOPER: 
HOUSING ASSOCIATION  
Website: https://www.koehler -und-meinzer.de 

VALUE PROPOSITION:  

As a traditional and regionally established compa-
ny, it forms a broad portfolio as a real estate de-
veloper and general contractor. The customer 
receives a turnkey, energy efficient, ecological and 
individualized property. Both owners and investors 
benefit from the expertise of various specialist 
consultants and quality assurance measures during 
the whole planning, building and operational pro-
cess. The energy standard of the building meets 
the current guidelines and funding possibilities in 
Germany. Different offers from architecture ser-
vices, building renovation, municipal and commer-
cial buildings up to the maintenance/ administra-
tion and real estate services are available. 
 

CUSTOMER RELATIONSHIPS:  

As an established brand, the company benefits 
from its regional presence and public perception. 
In addition to common advertising strategies and 
mouth-to-mouth propaganda, the focus lies on 
professional relationship, personal support and 
attendance. The company therefore provides an 
internet presence which is linked to the current 
projects and sales offers. A lot of references of 
previous projects as well as the guarantees and 
awards are shown on the website. Contact via 
telephone or personal contact is available. 
 

CUSTOMER SEGMENT : 

The offer is widely spread: from owners and inves-
tors of single and multi- family houses/apartments 
to customers of industry or municipality buildings. 
In the real estate agency service other customer 
segments (seller, buyer and tenant of objects) are 
addressed.  
 
ACTIVITIES AND CAPABILITIES : 

The portfolio includes a widely diversified spec-
trum of services around the topic of planning, 

construction and maintenance of buildings. The 
aim is to exceed current energy standards and find 
innovative, cost-effective solutions for owners that 
optimize the operating costs. Additionally, the 
company benefits from long-term relationships 
with several specialists and consultants and estab-
lished regional craft businesses. 
 
REVENUES: 

Revenues are made by selling apartments or turn-
key houses. Additional income will be provided 
through a wide range of services around the topics 
of planning, building, building management and 
brokerage. 
 
COSTS: 

The main costs (next to administrative costs of the 
company itself) in the field of real estate developer 
and general contractor are the construction costs 
of the individual trades, the production costs and 
the remuneration of engineers   
 

STRENGTHS AND KEY FACTORS: 

Reliable regional partner with a good reputa-
tion 
individual customer service 
flexible contract design 
individual, high quality and sustainable 
solutions for the customers needs 
long-term relationship with suppliers, skilled 
craftsmen, professional engineers 

 
MATURITY : 

The company has a long planning and construc-
tion experience. In the last decades, many refer-
ence projects and buildings have been created. 
Through a continuous adjustment and improve-
ment process, the buildings are adapted to the 
respective (also energetic) state of the art and the 
growing demands of the customers. 

PLACEMENT ALONG THE VALUE CHAIN OF N ZEBS 

 

Placement of nZEB business models along the value chain 



 

 

BM 2: CONSTRUCTION C OMPANY - VÄLA GÅRD 
Website: https://www.skanska.se/vart -erbjudande/vara-projekt/57810/Vala-Gard 

 
VALUE PROPOSITION:  

The value proposition consists of three parts: more 
efficient use of office space, the no1 green con-
struction company, and a showcase for clients and 
other stakeholders.  

The construction and developing company 
Skanska was situated in many different locations in 
Helsingborg. By relocating everyone to the same 
office, it was possible to offer a modern and ener-
gy efficient office space with no increased rental 
costs.  

Skanska wants to be perceived as the leading com-
pany in the world within green building. In 2009, 
our new business goals for green were released and 
Väla Gård wanted to be the first project to manage 
the toughest level Deep Green (a Skanska term for 
net Zero Energy buildings with high environmen-
tal standards) - a state of art green office. With a 
plus energy performance, highest LEED-points in 
Europe, attention from media and many awards 
and prizes received, Väla Gård exceeded the ex-
pectation. 

Customers who want to order environmentally 
responsible buildings and infrastructure should feel 
that the natural choice is Skanska. 

Skanska built the office for itself, thus being devel-
oper, tenant and constructor. This enabled simple 
and fast communication. Furthermore, the team 
strived towards a common goal, thus reducing sub 
optimizing. 
 

CUSTOMER SEGMENT:  

Clients with interest in offices like Väla Gård have 
an LCC-perspective on investments and deep 
green ambitions, e.g. industry or real estate clients.  

ACTIVITIES AND CAPABILITIES:  

An extensive pre-study was carried out to gather 
alternative rental costs elsewhere compared to 
predicted costs for the new office, and a concept 
analysis in order to define important design pa-
rameters. The design process was iterative with 
focus on dialog and cooperation. 
 
REVENUES: 

Value is generated through the thousands of pro-
jects executed by Skanska each year. The construc-
tion business stream does not tie up capital but 
instead operates with free working capital. This 
capital combined with the profits enables the fi-
nancing of investments in project development, 
which generally generate an excellent return on 
invested capital. This is illustrated in Figure 2. 
 

COSTS: 

Important costs were superstructure, heating- and 
cooling system and PVõs. Being both a constructor 
and developer, Skanska is able to design projects in 
a cost-efficient way. Additional costs, compared to 
a standard project, are 6-8 %, with a favorable life 
cycle cost due to very low operational costs. 
 
STRENGTHS AND KEY FACTORS: 

Early involvement of energy engineer 
designing design principles and parameters 
Internal costumer, enabling fast/simple and 
straightforward communication. 
Setting a clear target and holding on to it 
(NetZEB) 
Costruction team; outperforming in every 
step. 

 
MATURITY:  

The company has had its green vision since 2009 
and has since gathered expertise and experience. 
 

PLACEMENT ALONG THE VALUE CHAIN OF NZEBS  

 

Placement of nZEB business models along the value chain 
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BM 3: CONSTRUCTION C OMPANY ð SOLALLÉN  
Website: https://www.skanska.se/vart -erbjudande/vara-projekt/57940/Solallen%2C-Vaxjo 

VALUE PROPOSITION:  

The houses in Solallén are NetZEB, i.e. they gen-
erate slightly more renewable energy than the total 
demand. They are certified according to the Swe-
dish green label òSvanenó, i.e. the houses have 
minimal energy costs and are built with endurable, 
low emitting materials with low GHG-impact. End 
customer will get a healthy home, very low opera-
tional costs, innovative òfreeó cooling from the 
ground source bore holes distributed by the venti-
lation, and a green future-friendly quarter. 
Skanska is involved in the first two years in the 
user stage measuring and optimizing the energy 
use for the building. Quarterly meetings are con-
ducted with representatives from the owners to 
ensure that the client expectations are met. 
 

CUSTOMER RELATIONSHIPS:  

Ongoing residential projects are displayed on the 
Skanska website where people sign up to state their 
interest. A selling brochure explaining the extra-
ordinary green features of Solallén was handed out. 
All interested people were invited to a meeting 
where they got more information and a personal 
contact. The personal contact is maintained 
through the process of the customer choose to buy 
a dwelling. 
 

CUSTOMER SEGMENT:  

The offer is directed to small/young families and 
couples, preferably with a green interest. The 
houses are designed as one-storey buildings with 
small plots, appealing to families with small chil-
dren.  
 

ACTIVITIES AND CAPABILITIES:  

An extensive pre-study was carried out in order to 
define important design parameters, which helped 

the project to reach its goals. The green ambition 
was communicated to the municipality to not only 
get a building permission but also a reduced price 
for the land ð this was a general offer from the 
city, an incentive for energy efficient building. 
Furthermore, external funding was received for 
follow-up costs. 
 
REVENUES: 

Value is generated through the thousands of pro-
jects executed by Skanska each year. The construc-
tion business stream does not tie up capital but 
instead operates with free working capital. This 
capital combined with the profits enables the fi-
nancing of investments in project development, 
which generally generate an excellent return on 
invested capital.  
 
COSTS: 

The most important costs were superstructure. 
The total extra costs for Deep Green performance 
was 10 %. Being a construction company and a 
developer Skanska is able to design projects with 
high performance in a cost efficient way.  

 

STRENGTHS AND KEY FACTORS: 

Early involvement of energy engineer who 
defined design principles and design 
parameters 
Setting and holding on to a clear target (Net-
ZEB) 
 

MATURITY:  

The company has a long history in Sweden > 100 
years, so customers trust Skanska to deliver on its 
promises. The high green ambitions and expertise 
are well-known in Sweden since a few years back. 
 

 

PLACEMENT ALONG THE VALUE CHAIN OF NZEBS  
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BM 4: URBAN PLANNING  -BOUYGUES CONSTRUCTION  
Website: www.bouygues-construction.com

VALUE PROPOSITION:  

The value proposed is to guarantee a balanced 
district ecosystem in social, economic and envi-
ronmental manners. In addition, BYCN guarantee 
the district performance by a third party via ob-
taining environmental labels. And finally, BYCN 
restores the attractiveness of the areas on which 
the eco-district is located. 
 

CUSTOMER RELATIONSHIPS:  

BYCN will develop customer relationships by 
responding to calls for tenders and by involving 
the users in the decision making processes such as 
co-creation and co-development. 
 

CUSTOMER SEGMENT:  

The customer segment will be dedicated to proper-
ty developer, public institutions such as schools, 
hospital and investors. 

 
ACTIVITIES AND CAPABILITIES:  

We are a global player in construction and services. 
Thanks to our know-how and our expertise, we are 
a leader in sustainable construction. Operating in 
more than eighty countries, with 47,350 employ-
ees, we have a long-term commitment to our cus-
tomers thanks to our primary source of added 
value, shared innovation. 
Bouygues Construction operates in the sectors of 
building, infrastructure and industry, seeking to be 
a global player positioned at every stage of the 
construction value chain; also acknowledged as a 

key player in sustainable construction. It is respon-
sible for numerous eco-neighborhoods, low-
carbon buildings (timber construction), structures 
that meet the worldõs most stringent eco-standards 
and positive-energy renovations of sites. 
The success of our strategies depends on our ca-
pacity to differentiate ourselves and to innovate in 
all areas, for the benefit of our customers as much 
as of our employees. Such innovation has to result 
from close collaboration between external and 
internal partners. 
 
REVENUES: 

The only source of revenues for the urban plan-
ning will be the sale of the area and the district 
project. The type is an asset sale with transaction 
revenues. The pricing mechanism will depend on 
the feature of the product. 
 

COSTS: 

The main costs for Bouygues are the supply of raw 
materials, purchase of the land, development ser-
vices, the creation of roads and sharing energy 
production systems; all of which are variable costs.  
Everything is a variable cost. Economies of scale 
could be done on all the previous expenditures. 
 
STRENGTHS AND KEY FACTORS: 

Guarantee of neighborhood performance 
Upgrade of life quality 
Focus on value 
Know-how in urban planning 
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BM 5: COOPERATIVE HO USING - DIE WOGEN  
Website: https://diewogen.at/wie -funktioniert -ein-wogen-projekt/  

VALUE PROPOSITION:  
The idea behind WoGen is the implementation of 
community living by offering know-how, support 
in participation processes, legal framework, experi-
ences from other projects, credit-worthiness for 
financing, affordable and sustainable living and 
mobility solutions ð all in one cooperative housing 
model. The inhabitants of a house usually form an 
association that rents the house from WoGen and 
in turn rents the individual apartments to its mem-
bers. As a cooperative member of WoGen you 
combine three roles in one person ð and so com-
mit yourself strongly to the cooperative: 

1. As a member of the cooperative you are co-
owner in all WoGen real estates (some real 
estates are also open for company use); 
2. As a member of the operator association 
you are your own landlord; 
3. As a resident, you are a tenant. 

 
CUSTOMER RELATIONSHIPS:  

Members of the association and representatives of 
the cooperative themselves live and network these 
projects and contacts. In order to get in touch with 
customers the community projects are actively 
advertised. WoGen provides sociocratic-organized 
gatherings and events. 
 
CUSTOMER SEGMENT:  

The offer is directed at residents who are interest-
ed in a community living model, at private and 
commercial customers interested in collaborative 
building projects and in future maybe at communi-
ties/municipalities which are interested in develop-
ing cross-generational living projects. 
 
ACTIVITIES AND CAPABILITIES:  

The service portfolio includes workshops and 

gatherings to establish core-groups for the imple-

mentation of the community living projects. Fi-

nancial and legal negotiations as well as the profes-

sional search for planning and construction teams 

are organized. WoGen develops, builds and oper-

ates a variety of social, sustainable and inclusive 

housing projects, in which people of all genera-

tions live and work. 

 
REVENUES: 

The WoGen members/tenants are willing to pay 
for the building project development, the solvency, 
the know-how for implementation, different usage 
and subscription fees / rent, basics to establish and 
run the cooperative. 
 

COSTS: 

The costs are clearly value-driven with a variable 
cost-structure depending on each single project. 
They are composed of bank loans, construction, 
planning and capital costs as well as service charges 
from the operation of the community living. There 
are only few fixed costs for the office administra-
tion, but on a very minimum level when no project 
is actually in development. 
 
STRENGTHS AND KEY FA CTORS: 

Professional help for coopertive housing 
Special legal and financial support 
Strong involvement of all tenants respectively 
members of the cooperative 
Life-long customer support for liaison 

MATURITY:  

The WoGen is Austria's first and only property 
developer who exclusively implements cooperative 
housing projects with and for people who want to 
live in community. 
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BM 6: PARTICIPATION IN COM PETITIONS  
Pending 

 

BM 7: LCC + CO2 OPTIMIZATION IN EARLY DE SIGN STAGE 
Pending 

 

BM 8: PASSIVE HOUSE CERTIFICATION / PHPP  
Pending 

 

BM 9: DAYLIGHT OPTIM IZATION  
Pending 

   


