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FOREWORD

This reportsummarizes actiies and results of WorkpackgaeZEB Business Models of the Horizon2020
CRAVEZzero project.

The overall aim of this work package is to screen the European markets for interesting already existing
busiress modsfor nearly Zerdenergy Buildings (nZEBajd the general markeptake potential in the

major markets. Moreover, the collected business modetaraied in terms ofhow they can be charac-

terised and whamakes them successflihisknowledgéuilds a reliable bas® the generatiorof new

bushess modeldnnovative and reliable business modelesded in order to speed the market

uptake of nZEBsT hey will give reliable information and profitability for all stakeholders involved along a
bui |l di ngbheyméke ihvestmentsanoresrebyreducing uncertainties.

I n t he pDaSiTypologypcanwass of busi-a | o n g lilkeZyeIB and from various possible
ness niledeear bmsiness model and its urstakeholder perspectives. This work, as an exten-
derlying logic has beentroduced. Moreover, a sion of the previous one, aims to illustrate nZEB
business model repository has been given.blisiness models found in adijor European mar-
showed 17 different nZEB related business modkéts and life cycle phases such as the political dec
belonging to the partners of the CRAVEzero prgion making, urban plannibgildingplanning and

ject The detailed descriptiorere giving possible construction, operation, facility management,
examples for business ideas in diffeprases maintenance, recyclinguse etc.

Business Model

Stakeholder Business Model
Package
Municipalities Busmess Model
Building Owners Business Model
Building Occupants Business Model

Developer, Planner, ‘ .
Architects Business Model

Construction

Companies Business Model
Building Operators and ‘ .
Maintenance Business Model
Energy Providers Business Model
Recycler, Dismantler, ‘
Business Model

Reuse

Figurd: Business Model Oyeniieve: Fraunhofer ISE)
On the websitewww.cravezero.eu/devealbprdensinessodelsinterested stakeholdemvolved with
nZEBs can find inspiration and facts about what makes these business models susedssfuth8a
business models can be adjusted, innovative business models can be developed or business model packa
(compard-igurel), consisting of two combineddmess models can be created to make them more effi-
cient and profitable.
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EXECUTIVE SUMMARY

This report features a description oftrategic, because it is necessary to build a relationship of trust
business models that contribute to tha the face®f the expenses that will have to be incurred.

market acceleration of nearly Zero
Energy Buildings (nZEBs) in different

For this purpose one of the most relevant activities is customer
service and communication

European markets. The business modBesides this the most important and essential activity for all the

els are described in a prefilanner

stakeholders is the design/ engineering and denaxibpof

(seeFigure2 and appendix) consideringprojects/ buildings.

the following parameters:

1 value proposition,
customer segment
customer relationship,
activities and capaubilities,
revenues,
costs,
strengths and key factors,

With regard to the important issue of désh, 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 sucfaadsrsare wide-
spread competenciggnow-how, innovation & sustainability

as well as guaranteed prices/performaridestakeholders

can find in this document a guide for optimal management of

their business molde

maturity and

Placement along the value
chain of nZEBs.

The business models belong to differ
ent stakehol der s
cycle. The key findings for each param
eter of the business models are filtere
conducting a comparative analysis.
shedslight on the characteristics that
make business models successful, d
ferences, maturity stages of the existin
business models and the life cycl
phases covered extensively. Const
quently, it can be extracted at which
point of the life cycle new business
models can make sense and contribut
to a diverse market, which characteris
tics are likely to make it successful an
which possible cooperation of stake-
holders could cause wim-win situa-
tions for all.

Some features are common to the var
ous business meld analysear very
recurring.As to the value proposition,
the key features are sustainability an

= =4 =4 4 -4 4 - 4

energy efficiency. In most cases,

GICcrAVEZETrO

CONSTRUCTION COMPANY: PREFABRICATED HOUSES

VALUE PROPOSITION:

The company offers prefibricated houses with
very high energetic standards such as efficiency
houses (40+, 40, 35), Plus-enerpy houses and
passive houses such as single or multiply family
homes, bungalows and double houses. The offer

L

.

chedes a carefree support starting with i
and advising customers to the actaal building and
(optionally) rencvating processes of a buikling.
With 2 high level of costomization as well as cost
and plmning security the customer's wishes are
met. Moreover, the company promises stble
building value and 2 secure, healthy and sostas

EL
poa

REVENUES:
Revennes are made depending on the relevant
contract. The company offers vatious different

bulding process, fair cost effectiveness and a
transparent communication of costs.

CUSTOMER RELATIONSHIPS:
In order to get in touch with the

T on the ion stages
incduded Purthermore, costs depend on the
customers’ wishes such as type of buiding,
architectural  style, technical equipment etc.
Moreover, additional reverme streams for financial

company provides “Buiding information days™,
brochures and a detailed website. References of
previons projects s well 35 gurantees of prices
and wvarious certificates and awards shown on the
website are used to build trest Personal assistance,
3 eustomer service reachable via telephone hotline
35 well as mternet and the offer of renowation
services helps building 2 long-term customer
relationship.

CUSTOMER SEGMENT:

The offer is directed at families wishing to build
their owm home 35 well a5 private and public
investors building sinple and multiply Eamily
houses all of which emphasize on sustainable and
enerpy efficient buddings.

ACTIVITIES AND CAPABILITIES:

The service portfolio inciudes providing the
necessary information for customers, consultancy,
i diation of i co ion and its
sapervision as well a5 optional financing services,
renovation and customer support Additionally, the
company benefits from having their omm
production sites for building parts, parks with
show houses, kitchen studios, design joineries and
finance services spread across Germary.

¥, interior furni or
are possible.

ting tasks

COSTS:

The company produces their materials
and prefab parts itself which is likely to be the
most expensive expenditure (zesources) followed
by pends for the :
phase, consultancy and customer suppeort.

STRENGTHS AND EEY FACTORS
Prefab buildings for faster construction
Easy coordination {most services inhouse)
Cwn manufacturing facilities, finance service,
Kitchen center and show house parks
Life-long customer suppoxt for lock-in

MATURITY:

The company has 2 long consuuction history and
can provide clients with technical data from older
buldings. These data can be used for eg. foture
enerpy efficiency upgrades and desipn changes.

PLACEMENT ALONG VALUE CHAIN
OF NZEBS

LIFE £VELE PROCESSES

1i7

$

Placement of sZET burivers mrodeir aleng the volve chain

strong relationship with thelient is

Figur@: Layout of the prepaired Business Model Profiles
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1. INTRODUCTION

Some of the main obstacles of nearly-Feeygy interviews and workshops comparative analysis
Bui | di n-gpiake hava be&nadentified to bef the findings is conducted in order to evaluate
the comparably high investment costs and the ladikether there are patterns in regard ftereint

of businessnodels that are both reliable and ecstakeholder perspectives that indicate success po-
nomically viable for compani€Eoleikyte et al., tential. Different stakeholder perspectives can, for
2016) Thusjn order to allow for the nZEB marketinstance, include planner, real estate/urban devel-
acceleratign soutions and innovative busines®per, construction companies, general contractor,
modelsneed to balevelopedThey should beelia- facility manager building operatdrsus, inthis

ble and predictable in terms of costs #mteby report the business models introduced are actually
reduce a umertamies rayddeconomicgbracticed ones instead of general categories and
risks.Simultaneoushthese modelshould be effi- therefore give more insight.

cient enough tprovideoffers at reasonabf@ice Based on the results generated with the analysis it
or/and with convincingenefit§or customers becomeglearer which features are useful to attract
The aim of this report is to give an extensive oveustomers, whigbartnerships can be reasonable to
view on the different kinds of business models ttaeate efficient wawin-situations and which phases
exist in the major European markets today. Theeed ong nZEBs®& | ife o¢getcl e
fore, the CRAVEzero project pamsieontributed This knowledge then serves as a basis for the gen-
descriptions of both their own and additional bugfation of new business models.

ness models found on the interpetcollected in

1.1. OBJECTIVE

A business model is a simplifidgepiction of the perspective can be e@mening. Gathering business
way a compleand profitoriented system gener-ideas of companies, as it is done for this report, has
ates, delivers and captures value. It illustrates aheimilareffect. It broadens ¢éhhaizon of what is
systems essential elemeki#ith the term being possible and in which manner. Most importantly,
relatively new in agdemic discussions and not forthough, it spots business areas that are not covered
mally definedyet business modelling has noyet or parts of buséss models that eithieelp
reachedsophisticatednaturity in rmnycompanies. companieso be successful eause the opposite

As a matter of course, thased mp adeveleped Thereby, collecting and analyzixigtieg business
certain business ideas and sections thatswork models are essential for thebsequenstep of
cessfully. Howevethey often ave not defined a generating innovative business madalksng it the
businessnodel including the necessary parametenbjective of this report.

Usually, looking at n eo@rs business from that



1.2. TASKS

In order to achievéhe best possible resultbjs
work has been divided into two generailsks:

Task 5211 denti fy pot-wimwiinadhnd chronologiéallyiinra second ptaset part of
sustainable business for all involved stakehold- this report:
ers according to the process in WP3 (Result 7) Task 5.2: New business models fonZEBs

f Comparative analysis of current EuropedResult 7)

business models fonZEBs and their 1 Development of innovative business mod-
frameworks/ecosystems with a clear focus els fornZEBs and new requirements trans-

on quantifying and qualifying effectiveness. lation for the new market segments (e.g.
Identification of stakeholders (policymak- NZEB energy flat rates, flexible feed in tar-

ers in the field, engser representatives, iffs, newnZEBcontracting solu
collectives, SME suppliers and receivers of indéd rent, Zer onZEBner gy

energy services, academia, business devel- publicprivatepartnership (PPP))
opers, consultants, technology developers § Development of shared contract models

and NGOs in the field) for provenZEB between dégr/engineering and construc-
business models. tion for integrated team processes, and de-
1 Analysis orhow the different parameters velopment of collaborat models be-
of success of business models and services tween private clients and developars
relate to each otheregardingeconomic suppliers and use of piakprivate partner-
profitability, scale of impact and real sav- ships. Optimize usef partly outsourcing
ings, business creation, growth steer- in desigfengineering and construction.
gies with other values, adoption rate etc. 1 Business models for building up coopera-
1 In-depth comparative analysis of similar tives to reduce investment costs due to col-
business models in different countides lective purchasing. Coordination issues be-
termining patterns, driveasd pitfalls. tween several construction camps
1 Identification of key factors that make and/or consultants, especially in case dif-
business models succeed in the particip ferent construction technologie® aised
ing countries through an-depth analysis within the same neighttmod
of country specific markets and policies for 9§ Definition of the canvas structure for the
energy services and their influences on nZEB construction business model
business models 1 Investigation of the fund services available
1 Identification of market uptake potential for nZEB constuction.

for nZEB buildings in the biggest markets
in Europe: Germany, UKrd&nce, Italy and
Spain; and considering the major regions,
for example: Northern and Western Eu-
rope, Southern Europend EasterrkEu-
rope.



2. METHODOLOGY

Relevant parametete describe existing nZEB The parameterremainly based on the delibera-
business modelsave been collecteddrstandard- tions of Osterwalder and Pign€d@10)and their
ized blank profiléo provide a systematic data forso called business model Canvas.

mat for the analysis (Sesblel).
Tablel: Parameters of the business model profiles andtheir description

PARAMETER DESCRIPTION

Value Proposition Products, servicdsatures, benefits creating value for the custome!

Customer Relationship Intensity of customesrovider relationship, channels to reach the
tomers

Customer Segment Typical Customer group that the profheatviceds directedo

Activities and Capabilities  The most important activities a company needs to conduct in o
provide the offer and necessafgtedesources

Revenues Type of streams a company generates revenues with

Costs Most important expenditures thib¢ companyncurs infor the provi-
sion of the offer

Maturity Stage a company is situatedith regard to how elaborated and in

grated a business model is.
Key Factors and Strengths The most important factors and styths that make the business m
work successfully.

All project partners used this profile to descritAfter collecting information on the business models
business models obmpanies in thelrome coun- of various phases along nZEBs life cycle, a com-
tries and other major European markstsvell as parative analysis is conducteith the aim of iden-
some of their own business madelghe former tifying repetitive patterns common strengths and
case descriptions are based solely on informatikey factors. Furthermore, regional differences (if
f ound on ¢ ompatheritharsidsidewgvbnd ar¢ shewn. In the end, the key findings of
knowledgeSome of the external companies hathe analysis are described. The discusgem af
provided information in written or oral intewwse  wards summarizes all results, reflects them critically
and points out steps for following work packages.

2.1. LIMITATIONS

All additional business models found in Europe&fowever, the descriptions aim to provide an over-
markets have been described abyhird party view of different existing business models in vari-
(CRAVEzero project partners). These descriptiooss major markets (Germany, France, Italy, Swe-
are based on the information found on tHemiht den, Austria, Great Britain, Belgium, and Nether-
compani e sand onlg diceasidnals on indards) and the variety of offgnvided.

terviewsand workshopsvith subjects from those

companiesThis work therefore does not claim to

provide all information about the business models,

nor can the reliability ofthe information given

online be guaranteed apart from being subject to

interpretation



3. BUSINESS MODEL REPOS ITORY

In Deliverable 5.1 of the CRAVEzero project a lish addition to the 17 given business models, the
of 17 business models, provided by the projemioject partners have been asked to search for,
partners, has been developed. Ausness models collect and describe more nZEB business models
are mostlyprovidedby the contributing companiesof the European markets, especially of their home
and have therefore been described based en ficsuntries. Thishapter will give an overview of the
hand information and experien€able2 summa- additionalcollected models that are summarized in
rizes these business models, their origins and std@lede3. In this regard, the challenge was to find
holder perspectives. More detailed information cansiness models that comaniras many different

be found in the mentioned deliverable on the stakeholder perspectives as possible to describe the
CRAVEzerovebsite t h e cveebsieaamdi €éubréange of possible options.

in the appendix of this report.

Tabl@: Analyzed business models and their categorization

Stakeholder Perspective BM No Cou Website

ntry
Cooperative in Real Estates BM 5 AT https://diewogen.at/
Energy Service Company BM16 AT https://www.helios

sonnenstrom.at/photovoltaik
Engineering and Construction BM 13 IT https://morettispa.it/

Facility Manager BM14 FR https://www.bouyguesonstruction.com/
General Contractor/ BM 2 SE https://www.skanska.se/skanskeswedenn-
Developer brief/our-offer/

BM 3 SE https://www.skanska.se/skanskeswedesn-
brief/our-offer/
BM10 FR https://www.bouyguesonstruction.com/
BM11 FR https://www.bouyguesonstruction.com/
BM12 IT https://morettispa.it/
Planner BM 6 FR https://www.atp
sustain.ag/de/startseite/index.htm
BM 7 AT/  https://www.atp
DE sustain.ag/de/startseite/index.htm
BM 8 AT/  https://www.neueheimattirol.at/

DE
BM 9 AT/  https://www.ir-gruppe.com/de
DE
Real Estate Developer BM 1 DE https://www.koehlerundmeinzer.de/
BM 17 FR https://www.bouyguesonstruction.com/
User/owner BM15 AT/ |/
DE

Urban Planner BM 4 FR https://www.bouyguesonstruction.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/

Table3: Addtional nZEB business models analyzed

Stakeholder perspective

Certifier
Consultancy

Energy Service company

Engineering and Construction
Company

Facility manager

Financier

General Contractor/
Developer

Planner

Political Entity

Promoter & Information Pro-

vider
Research Entity

Trading Platform

Vendor

Non -Profit

BM

No.

37
21
40
30
38
39
49
50
18
20
27
33
42
43
44
54
a1
51
52
35
36
45

46
53
57
24
28
25
56
26

58

60
22
23
19
29

31
32
34

48
55
59

Country

DE
NL
NL
DE
DE
DE
FR
FR
DE
BE, LU
FR
AT
IT
IT

IT
DE
USA

DE
DE
SE

SE

IT

FI

USA
NL

DE

NL, DE

IT

AT
GB
USA
BE
CH

FR
FR, DE
DE

FR
DE

http://bau-irn.de/bnkzertifikat/bnksystem

https://www.c2cexpolab.eu/de/homepadeutsch/

https://www.madaster.com/en

https://www.enbw.com/solar

https://www.polarsterrenerqgie.de/

https://sonnen.de/sonnencommunity/

https://www.enedidr/demonstrators

https://www.sunchain.fr/

https://www.schwoererhaus.de/

https://www.progroup.eu/

https://www.schneideelectric.com/ww/en/

https://www.kohlbacher.at/

http://www.biohaus.it/

https://www.domusgreen.com/

https://www.kampa.it/

http://www.enewvaktuell.de/index.html

https://openworksweb.com/

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

https://www.skanska.se/vaerbjudande/vara

projekt/218987/KronodaDmtankenshus:

Hollviken/?Query=kronodal

https://www.boklok.se/

Pending

http://www.3isrL.it/

http:/figbc.fi/en/building -performancéndicators/
https://www.gsa.gov/abouiis
http://www.greendeatirculairegebouwen.nl/index.pt
http://foerderdata.de/

http://www.epea.nl/home/,
http://www.epea.com/de/startseide/
http://www.eurac.edu/en/research/technologies/ren:
ableenergy/Pages/default.aspx
https://www.aeeintec.at/index.php?params=_&lang=t
https://www.globechain.com/
http://planetreuse.com/
https://rotordc.com/newpartnershimaltane/
https://www.brixa.net/produkte/autarke
systeme/autarkémus/solarbatterien/
https://www.ehtech.fr/

https://dualsun.fr/de/
https://www.viessmann.de/de/vishaemergy
community.html

https://stimergy.com/en/
https://www.senertec.de/didachsfamilie/
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
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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/
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https://www.brixa.net/produkte/autarke-systeme/autarkes-haus/solarbatterien/
https://www.ehtech.fr/
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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/

4. RESULTS

In this chaptethe results of theomparative analy- models(y-axis) If they are marked in colours they
sis basedre shown and discussed. They are bagtaly a role for the respective business model. On
on theinformationof the business model profilesthe right side of each graphic it is indicated how
(see appendix¥he analysis donein order to often a certain category is named in the different
point out similarities and differences of the collediusiness models compared to other categaries.
ed business models. Therepptential success the following sub chagts each profile parameter is
factors and repetitive patterns of specific stakehdadahalysed separately. First the different answer
ers can be identifieBor the different parameterscategories for each parameter are described for a
integrated in thbusiness model profiles the resulibetter understanding. Afterwardsgeaphic indi-

ing graphicef the comparative analykss all dif- cates the distribution of categories of the parame-
ferent business modelsa@{s) and various answerters over the collected busgamdels.

categories that pebly inherent in the business

4.1. VALUE PROPOSITION

The value proposition describes piaid andservices and how they create benefits for customers either by
relieving pain or creating gaams! lelping customers get a certain task.diomegard to nZEB¢he char-

acteristics that are part of the business models value proposition (left side of the graphic) are described ir
Table4.

Tablet: Description of the businespossiisiilue Propositions

Characteristic DESCRIPTION

SocialResponsibility E.g. making a service/ offer available for everyone (good prices), su
projects in poorer regions of the world.

Residual Value/ Dura- Eg . increased when thereds a p

bility durability of a building is m@sed with higher life expectancies of tect
equipment and building parts or longer guarantees

Customization Each customer is looked at separately and special wishes in regarc
vice product are taken into account. giioeluct/service is not standardiz

Know How The company has plenty of kaleow and uses it as a basis for a proft

service and or offers know how/information as a primary product/ser
Future Risk Reduction  The offer has a positive impact on ibBks: either by giving guarantees ¢
reducing possible sources for risks.
Service a personal and direct relationship, informative websites and inforr
events that all lead to customers sticking to a company/brand ateairto
relationships

CostReduction reducing investment costs (indirect by offering financial aid) or og
costs over a buildings life time
Comfort/ Innovation Innovative technologies, processes, ideas, reducing worries for custc

Energy Performance Energy efficiency, reducing energy demand of buildings, using more
able energies

Quality Due to high quality materials or very experienced workforce.

Green Label/ Sustaina- the certification and fulfilment of energy efficiencydatds, usage of r

bility newable energies and sustainable materials



Figure3 shows the results of the comparative analires can be found in business models of different
ysis of the different value propositions offerestakeholder grspectives. Features like customiza-
within the business models colleciBlde most tion, the increase @t

b u i resétluahvghde and

common features of the value projpmss have productédurabilityanda focus on social responsi-
wmmopany 0 s

been idntified to besreen labels amslistainabil-
ity; comfort and innovatior(energy)cost reduc- and depend on the stakeholder offering a ser-
tions and efficient energy performance as well agiee/product.
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4.2. CUSTOMER RELATIONSHIP

The customer relationshdpscribes how a compa-u s e
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customers, how intense it is and how customers getis such as socimédia. It seems that digital me-
in touch with the company.he characteristics dia is alreadyevitableto reach todays customers

given for this parameter can be fourtahleb.

even in the building sector. Additionally, some
It became apparent that almost every businessmpanies offer informative events, others rely on
model builds on personal relationships with theinouth to mouth advertisement and their brand

customers (sekigured). This can be explained name. For (seRipublic comacts the contact is

with the high degree of personal consultandy made by bid solicitation according to European

trust requiredfor

customers to invest large regulations. Comparably few companies aim for
amounts of money. It also goes along with thengterm
previous findings that showed a common focus ohhose are usually companies that offer various

strong customeretationships. Therefore it isveryt a s k s
likely, that especially stakeholders like developesgte tle customer stay loy@lthersact according

planners and construction companies tend to strasscontractual obligations which often end with the

along

a

relationships with their

bui | dkengs o

customers.

personal relationships as they play crucial rolesdale of a pject/building/service which usually is a
critical building phases.

cheaper option and enables companies to offer
Trust isbuilt and obtained making use of differenservices at lower prices making them more compet-
channels. Most common in this regardoalime

itive.

channels wWebsites Many business models make

(e. g.

o |



Tabled: Descriptiorttodbusiness models' customer relationship

Characteristic
SocialMedia
Mouth-To-Mouth  Ad-
vertisement

Long Term Relation-
ship

Co-Creation

Online Channel
Informative Material
Anonymous

Internal

Bid Solicitation/ Ten-
dering

Informative Events

Contractual Relation

PersonalRelation

Social Media

Mouth-To-
hlouth

Long Term
Relationship

DESCRIPTION
E.g. Facebook, Twitter etc.
Former customers talk abdloetir good experiences with a company

Companies try to keep in touch with their customers even after the ¢
ends, or a product was sold by after sales services or additional se
fered for further life cycle phases biidding

Customers get the chancetdke part in the production, design by gi
references on previous projects

websites

Brochures, flyer, pdf documents, websites

Instead of havingersonal relationship with customers the relation rel
anonymous; no dedicated customer support, neeongelationship

I nternal communication due to |
For (semi) public contractsacaordi t o Eur opean | a
acceptance

The company holds regular events where possible new customers a
to ask questions and get informed about upcoming projects

The relationship is solely based on the contractual obligation and
anonymous

The customer gets a dedicated customer semiicg@ersonal contact 1
build trust.
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4.3. CUSTOMER SEGMENT

A customer segmedescribethe group of people owners are the most frequently mentioned segment
that a company typicalljes toattractwith their Often they are the final users as v@tler than
offers. Those groups can leategorizedby loca- that companies have been mentioned quite often as
tion, demographic, financial or functional charactevell as (public and privait@yesors and municipal-
istics. For this work, functional characteristics haities.

been chosenAs illustrated irFigure5, building

Customer Segment

i 1 . A Do

Internal ]

Dievelopers

Municip alities

Building
Operators

Social Housing
C ampanies
Ines tors [

C ompanies

Final
Costamess | Usess

B |

Chumers

4.4. ACTIVITIESAND CAPABI  LITIES

Activities and Capabilities are the essentials reentioned comparably often. Less comramn

quired for companies in order to provide theiservicesuch aglismantling, tese and reovation,

offers. Here, both tasks that need to be fuffilled dacility management, certifications, prefabrication

well as required facilities are includéw most of building parts and grid servic€kis reflects
common activities in the provision of nZEB relatonly the limited amount of business niodeat

ed vale propositions are the design/engineerinbave been analysed. Nonetheless, these services
and developmerdf projects/buildings (as shown may be interesting for the generation of new busi-

in Figure6). These are the main tasks of the mostess models as they are likely to differentiate com-
often analysed stakehotddn accordance with the panies from competitors. Another option is to
focus on customer servjdmth the customer ser- search for permanent partners that provide these
vice itself as well as communication and intermeéi-atdidé nal 8 services and ma
ation (with different relevant stakeholders) are paitb usi ness model packageso
of the most important activitie®ther than that the customer benefit from (compgigurel).

consultancy and constructiamorks have been
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Figuré: Comparatlve Anadisivities and Capabftitesce: Fraunhofer ISE)

4.5. REVENUES

The paramete®r evenue str e amsuliing d\sesst csalas thave bebnomentianed most,
company aims to capture value with their offdollowed by additional services for adrmatisn,
There are different options (as showRigure7) management and maintenance. Another commonly
like asset sales, leasing, lbageefees or transac-used stream is tlignergy Performance Guarantee
tion revenues based on architect/ engineerinfPG) cortract (mostly from eneral conactors
construction services additional services such aand building operatorsy avell as leasing, rent and
administration, management, maintenance or casage fees
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When it comes to the cost structofebusiness construction, in wibh personnel is involved. Fur-

models, the comparative analysis showedhthat thermore, the optimization of building processes
personnel expenditures play the major role foknd the cost reduction there is important. It can be

lowed by costs for the hling and production achieved by e.g. prefabrication or material switches.
processadministration/office costand Consul- During the acquisition and operation phase of a
tancy/ Customer SuppofseeFigure8). Admin-  building(ConsultancyCustomer Supportlabour

istration costs thereby incur for almost every conmtensive processes and activitiesnasstd and

pany,but are relativelgmall for constretion and  widespread. Those process can be supported by
engineering compani€Xersonnel expenditures, ontechnical innovations (BIM, Social Media, monitor-

the contrary, are essential for every company. Moren g wi t h aut omabuetde peraul t
particularcosts such as thoser disposal, social s o n a | contact ©placediydigbe co
projects, research and development are mentiortadl processes. Knowing each other and trust be-

less frequentgnd highly depending on the regardtween stakeholders is of major importance for high

ing business model investments.

In order to reduce the overall nZEB costs it is

essential to optimize processes in planning and



Cost Structure

=
—

——
—

—
—

I

]

Socia

Projects| Fesearch |
lop
Construction
Land

Disposal
Technical
Equipment
FawMaterials
Transp ortation
Marketing|
Sales
Maintenance
Controlling
Consultaney |
Customer Suppozt
Subcontractor
Puschasing
Process
PHFPF
Certification
Oifice |
Administration
Building

D
Project Management|

Production

Personnel
Expenditure

Figur& Comparative analgsist struc{gmurce: Fraunhofer ISE)



4.7. MATURITY STAGES

Even though the term business model has gainedjure 9 shows the differénmaturity stages of
increasing attention in the past years, not evediysiness model innovation.
company is yet familiar with it and its concept.

Established

Business model innovation is both
internally and externally a central
innovation management topic.

Figur®: Maturity stages of the implementation of business model concept i EDIEEMed faéomehgrensberatung GmbH)

The maturity of the implementation of businesbusiness models. TEstablishsthge has BMI as a
models in companies varies fronknowto estab- central topic within the general innovation man-
lishedTheUnknowstage describes a company thaagement of the compa@RAVEzero showed that
has no business models for their daily busines many companies of the building industry in
described. In thé&warestage a company knows Europethe business model concept is not widely
about the business model concept and has desigaptead yetCompanies of course have a concept
and documented its own business model includibghind their daily business but rarely define it with
its mentioned building blocks the Definedtage the given profile parameters. However, most com-
the company includes Business Model Innovatigganies have years of experiences in their field and
(BMI) into its strategic planning process. All releare implementg the nZEB approach for a couple
vant responsibilities in that regard are fixed amd years now, as an addition to their product/ ser-
communicated internally. TReovedtage is char- vice portfolio and an investment for future re-
acterized by already standardized PMtesses quirements in the building sector.

and specific projects to constantly enhance its
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4.8. STRENGTHSANDKEYFA CTORS

In thischapter, the strengths and key factors iderfier General contractors scalability (up/down scal-
fied in theanalyzedusiness models are summang the resources depending on project size) seems
rized and compargg@eeFigurel0). Those factors to be of importance, while real estate developer
contritute to a businessiccesddentifying these benefit from having influence on the decision level.
factors is useful both for the enhancement of existendors, of technical equipment and materials, take
ing business models and for the creation of néwe whole life cycle of their products into account;
innovative ones. take care of waste reduction and stress trangparenc
Comparing the collected business modeld-igee as well as a strong customer relationship.

ure 10) patterns of common strengths and key fa¥vhile developers and general contractors seem to
tors become apparef simplify the analysisthec over t he f ul |l range of s
business models have been clustered in the diffiée- cycle, planners often focus their expertise on a
ent stakeholder perspectives. certain planning phase. Moreover, innovative plan-
The most recurringirengths and success factors ning tools and the capability of using them effi-
have beenwidespread competencies(with all ciently are important success factors. This includes
services being-house) as well amck-in. It de- knowhow in the field and experienced and well
scribes the ability of the companycteate and trained employees.

maintain good customer relationships Thereby Besides these internal challenges many nZEB BMs
the companies, regardless of whidkestolder strongly depend on the collaboration of wfie
perspective they have, are ableotwvince cus- partners and stakeholders. This can also be helpful
tomer to purchasewin their trust and possible f or t he creation of new 0
long term relationships Know-how, innovation  in which two or more different stakeholders collab-
and sustainability as well aguaranteed prices/ orate in order to focus on their own expertise (and
performancesalso seem to be common strengthseducing costs) but still offering a big rafigeer-

and key fetors. A little more specificand lessfrer i ces al ong a buil dingds
quently mentioned is the capabilitypdfabrica- customer loyalty.

tions (for faster building process) and the compa-

nyimage.
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4.9. LIFEC YCLE PHASES COVERED

In this chapter the different nZEB life cycle phasesng/dismantling and reuse phase where only few
covered by the collected business models are shbawe been found so far. Here, plenty of réam

and described witkigurell Thereby it becomes new business ideas is given.

apparent, which phase still has plenty of space @mparing the life cycle cost of a Standard, nZEB
new business models. and CRAVEzero building (see Figure 11), some
To get an overview of the different business modslsbstantial differences may be observed. At first
that evolve arouhnZEBs the entire life cycle of asight, a standard building seems to be the cheapest
building needs to be analysed. This includes #ladution; in fact, poidal decision and planning
phases of political decisioraking, urban planning, phase have lower costs, however this leads to high-
planning, construction, operation, meaiance and er follow up costs. On the other hand, nZEB build-
renovation In each of these phases various stakegs show greater efforts in the first planning phase,
holder take part ithe buildings life cycle whilehowever it allows to optimize the following phases.
trying to capture value with their business modkgl. this case, thanks tareful study during the
Within CRAVEzero 1Dbusiness models of projectplanning and construction phase, it is possible to
partners as well as additiad@business models of have some benefits: monitoring, operation, mainte-
European markets have been analysed (see app&nee and renovation phase involves lower costs.
dix). It shows which lifeycle phases are coveredn the (RAVEzero building the goal is to give
with business model description so far. The planere importance to the planning phase, with extra
ning and construction phases are covered by dasts,in which are studied the best solutions to
most business modelBnly one business modelreduce next processeswili lead to an improve-
has been described that is situated in the politicednt of the management of the buildamgl he
decision or Monitoring phase. Espicihe latter follow up costs in all pres will be lower, such as
can be a supplement to existing models or be demergy consumption, operation and maintenance
with partnerships (business model packabes). costs.

same could apply for business models in the recy-

Citizen groups/NGOs Estate Agents
Planners
Chambers Real estate funds ~ Construction Companies Facility Managers
Municipalities Investors Tenants/Users
Authorities Owners
Society

v

Political Urban Planning Construction Monitoring Operation & Recycling/
Decision Planning Maintenance Dismantling/
Reuse

Figurd 1 Life cycle phases of nZEBs and Business Model allocation



4.10. LEARNINGS, INSIGHTS,  SALI ENCES

In this chapter, the results of the comparative arf@lowed by companies, investors and municipali-
ysis are discussed and summarized. Especiallytias- Regarding activities and capabilities, the main
ticeable insights, saliences and special learningsasils are design/engineering and development of
be pointed out. projects/buildings; less common are services such
A comparative analysis, based on the informatas dismantlgny reuse and renovation, facility man-
of the business model profiles, is conducted agement, certifications, prefabrication of building
order to evaluate whether there are patterns in parts and grid services.

gard to different stakeholder perspectives that inflince the aim of a company is to capture value with
cate success potential. their offer, the main sources of revenues are related
The analysis of the value propositions shows thatasset sales and additional sss¥ar administra-

the most common features have bdentified to tion, management and maintenance. Instead, the
be Green labels, sustainability, energy and costmain costs of a company are represented by per-
ductions and efficient energy performance. Thennel expenditures followed by costs for the build-
usage of renewable energies and sustainable matgri-and production process and administra-
als is a value that the customer requires to the caoion/office costs.

pany in order to increase the efficieaog the The mostrecurring strengths ang feetors identi-
value of the building. The customer relationship i$ied in the analysed business models are widespread
very important point, because it is the beginningdompetencies, knewow, innovation and sustaina-
build trust. The main way customers get in toubllity and guaranteed prices/ performances. It is
with the company is the website: here it is possiloigoortant to identify these factors, because they
to see references and past projects, twe de- can contribute to a business successndrthe
scription of the problem, solution adopted ansuccess potential. Finally, the analysis of the maturi-
benefits obtained. Another point that characterizigsstages of business model innovation shows that a
a business model of a company is the custornempany with an established stage has Business
segment, described by location, demographic,Miedel Innovation as a central topic within the gen-
nancial and functional characteristics. Buildiegal innovation management of the company.
ownersare the most frequently mentioned segment,

5.LINKTO OTHER WPS

5.1. LINKSTOWP?2 LIFE CYCLE COSTOF NZEBS

It is useful for stakeholders to know how their basic reason to explain the client why the offered

costs and revenues of their presented businessservice creates a win situation.

model are related to the overall lifeecgokt of a The comparison of bugiss as usual approaches

building. This can help to evaluate the value of to the ZEB approach offers also a cost and

the offered services in relation to the whole revenue difference. Cost and revenue streams of

building life cycle. This reference is very often the new business models are situated within this dif-
ference.



5.2. LINKTOWP7,CRAVEZ ERO PINBOARD

One aim of the CRAVEzero project is to facilitate the design and implementaganyoZerd=nergy
BuildinggnZEBSs)

With that perspective it is useful to learn fo@stpracticerealized projects hotley implemented their
business. CRAVEzero will offer via the pin board web tool information about creating s ihusiees
nZEB economic and techniaaivironment. Busess models will be presented under a special heading. It
is planned tooffer the creation of simplified business models by ushigfpred modules based on the
described work in this WP 5. The pin board will be created in WP7. A first impressiéoucahopethe

web page of the projebttp://www.cravezero.eu/developmenitnewbusinessnodels/ Further details

on how the results of this task can be included in the projezam are illustrated bel

6. DISCUSSION

In this report, a number of business models foumol improve the models. Moreover, the analysis
in the major European markets have been d#ows similarities/patterns and differences/ gaps
scribed using a BM profile. This contains some which can be used for new business ideas.
the most relevant business model builBlogks
following Osterwalder and Pigneur (2010), such &s: analysing the business models, common

- Value proposition, strengths and key factors have been idehtidif-

- Customer relationship and segment, ferences in regard to geographic clusters could not

- Revenue streams and cost structure be found. The structure of BMs is found to be
all of which have been described in a qualitathagher depending on the stakeholder perspectives
manner by data providers, either companies amd activities and not on the geographic location.
through mformation retrieved in company website3.he results of this report can be used to enhance
Part of the analysed business models were provieeidting and develop new business models related
by the contributing partners of CRAVEzero (BMlio nZEBs, and fruitful input for the project Pin-
17). The other business models have been Hbeard can be produced. The focus in future tasks
scribed by the partners as well, based on the infeilt be on creating business models that mix a set of
mation found on the sepect i ve ¢ o nsi@akemldaersswith the eiiln-of decreasing costs and
sites. Some companies have provided their omgksalong the NZEB value chain, without com-
BMs. However, it is not guaranteed that the infqgromising on building quality.
mation have been understood and filled into tk&ost reduction is perceived as the main advantage
profiles correctly and holistically. in value proposition of analysed BMs. However,
Collected profiles are showing business modeisst of the BMs present a relevant cost structure
belorging to all life cycle phases of nZEBs. THer running the dato-day activitieswith a focus
comparative analysis shed light on the differemt personnel costs. Such costs are mostly ascribed
mentioned parameters and how they vary depetad-workmanship related to technical tasks, while
ing on the stakeholder perspective. It was shoagministrative costs seem to be less relevant. In this
that different stages of maturity of business mod&iame, it is noticeable how the adoption of systemic
can be found wiin the described business modelapproaches in the design and coosbn phases
Some models are already well established and afe.@n prefabrication of building components, design
use during daily business. Other models are ifiorassembly, and so on) could improve such cost
developing phase where cost and revenue structatascture in favour of personnel cost reduction.
are under development. Depending on the matur8ystainability is also a prominent parameter in value
of the business modadaptions can be establishedroposition.


http://www.cravezero.eu/development-of-new-business-models/

In terms of specific sdces offered to clients, dis-tion, it can be said that including this latter phase in
mantling, reuse and renovation, facility managigee value proposition to the final client could boost
ment, certifications, prefabrication of building partgisiness opportunities, reducing hidden costs relat-
and grid services are not very widespread. Indestito building dismantling and recycling. In fact, it
they could represent a valuable boost in compéiproven that analyng the wholéfe cycle of the
tiveness for players thHascome able to offer a setbuilding can produce added value, so an accent
of integrated services, covering the whole vaglould be put in integrating the-tifele costing of
chain and optimizing resource use all along. Th®e building in all planning, design and construction
additional services could be proposed on the pstakeholder companies.

ject pinboard to customize giefined business Larger companies seem to cover mbeses along
models and evaluate extra opputies that open the valuechain, as well as certification bodies. On
up on the market when offering integrated servicds contrary, specialized service providers are more

which is wvery much i nfocusedcon a part efdhe icomstructori proeessolis ma r
and of l exi bl ebd appr o aadditiont tbe BM vanalygsi hagy shodie that ghast a n
construction. companies acting in the field do not @wershav-

Most of the business models collected in this tasg a mature BM as a priority for their activity; this

are connected to the laiilg development phase,can be linked to the diffused craftmanship ap-

cutting out the endf-life of the building. Howev- proach to construction adopted by a number of

er, some relevant providers, such aestatt de- small and medium size companies. On the other
velopers and building products vendors are alre@ayd, the information collected through this analy-

focusing their field of activity on building recyclingis ca be used as a valuable input to the project
As the consortium gatieel BMs along the whole pinboard, proposing contamination of business

NZEB value chain, it is noticeable to point out thahodels from a set of similar stakeholders to pro-
even those stakeholders acting at a higher leviele clients with an extended range of services,
during the policy making or planning phase, amhich is currently a missing feature for the analysed
often discarding the ewdHife planning in their models.

value proposition. As a takesvef this considera-



TERMINOLOGY

6.1. ACRONYMS

BM Business Model

BMV Business Model Value

CHP Combined Heat and Power
CVv Customer Value

PV Photovoltaic

COP Coefficient of performance
DHW Domestic hot water

DSM Demand side management
EPG Energy Performan€uarantee
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 WholeLife-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 Facilitianagement

ISO 41001:201Bacility Management

References

Osterwalder, A., Pigneur, Y., 2010. Business Model tidené&ia Handbuch fur Visionare,
Spielveranderer und Herausforderer. Campus Verlag GmbH, Frankfurt amggain, 51

PROTEMA Unternehmensberatung GmbH. Wie Sie Ihre Business Model Innovation Fithess messen und
verbessern kénnen: Business Model InnovatiberRessbar gemacht.
https://www.protema.de/blog/businessodelinnovatiorfitnessmessemundverbessern/.

Toleikyte, A., Kranzl, L., Bointner, R., Bean, F., Cipriano, J., Kretschmer, D., Lapilonne, B., Pascual, R.,
Rajkiewicz, A., Santos, J., Schims8heBgebi, C., Volt, J., 20A6BRA 2020 NEARLY ZERO-
ENERGY BUILDING STRATEGY 2020: Strategies for a nearly-Eeergy Building market
transition in the European Union, @it http://zebra2020.eu/website/wp
content/uploads/2014/08/ZEBRA2020 Strategi@snZEB 07 _LQ_singkpagedl.pdf. Accessed 8
February 2018.



/. APPENDIX



HICRAVEZEro

BM 1: GENERAL CONTRACTOR AND REAL ESTATE DEVE LOPER:
HOUSING ASSOCIATION

Website:https://www.koehler -und-meinzer.ce

VALUE PROPOSITION: construction and maintenance ofldogs. The

As a traditional and regionally established compHD is to exceed current energy standards and find
ny, it forms a broad portfolio as a real estate dadovative, costffective solutions for owners that
veloper and general contractor. Thestomer optimize the operating costs. Addltl_onally, the
receives a turnkey, energy efficient, ecological §aEPany benefits from lotgrm relationships
individualized property. Both owners and investopdh several specialists and consultantsstabl-
benefit from the expertise of various specialéghed regional craft businesses.
consultants and quality assurance measures durin
the whole planning, building and operatipral REVENUES:
cess. The energy standard of the building meR&svenues are made by selling apartments or turn-
the current guidelines and funding possibilities key houses. Additional income will be provided
Germany. Different offers from architecture sethrough a wide range of services around the topics
vices, building renovation, municipal and commexf- planning, building, building management and
cial buildings up to the maintenance/ administrarokerage.
tion andreal estate services are available.

COSTS

CUSTOMER RELATIONSHIPS: The main costs (next to adisfrative costs of the

As an established brand, the company bene&ignpany itself) in the field of real estate developer
from its regional presence and public percepti@nd general contractor #ine onstructiorcosts

In addition to common advertising strategies anéithe individual tradethe poductioncostsand
mouthto-mouth propaganda, the focus lies othe emuneratioof engineers

professional relationship, personal support and

attendance. The company therefore provides 8MRENGTHS AND KEY FACTORS:

internet presence which is linked to the current Reliableregional partnewith a good reputa-
projects and sales offers. A lot of references of tjgn

previous projects as well as the guarantees andindividual customer service

awards are shown dhe website. Contact via i flexible contract design

telephone or personal contact is available. individual, high quality and sustainable
solutions for the customers needs
CUSTOMER SEGMENT: longterm relationship with suppliers, skilled

The offer is widg spead from owners and inves-  craftsmen, professional engineers
tors of single and mulfamily houses/apartments
to customers of industry or municipality buildingSBiATURITY :

In the real est agency service other customefhe company has a long planning and construc-
segments (seller, buyer and tenant of objects) @ experience. In the last decades, many refer-

addressed ence projects and buildings have been created.
. Through a continuouadjustment and improve-
ACTIVITIES AND CAPABILITIES ment process, the buildings are adapted to the

The portfolio includes a widely diversified sperespective (also energetic) state of the art and the
trum of services around the topic of planninggrowing demands of the customers.

PLACEMENT ALONG THE VALUE CHAIN OFN ZEBS

LIFE CYCLE PROCESSES
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BM 2: CONSTRUCTION C OMPANY -VALA GARD
Website:https://www.skanska.se/vart -erbjudande/vara-projekt/57810/Vala-Gard

VALUE PROPOSITION: ACTIVITIES AND CAPABILITIES:

The value proposition consists of three parts: moka extensive prstudy was carried out to gather
efficient use of office space, the nol green caiternative rental costs elsewhere compared to
struction company, and a showcase for cliedts gredicted costs for the new office, and a eqnc
other stakeholders. analysis in order to define important design pa-

The construction and developing Compar{gmeters. The design process was iterative with

Skanska was situated in many different locations s on dialog and cooperation.

Helsingborg. By relocating everyone to the sa _
office, it was possible to offer a modern and enEEVENUES-

gy efficient office space with no increased ren¥glue is generated through the thousands of pro-
costs. jects executed by Skanska each year. The construc-

. _ tion business sam does not tie up capital but
Skanskavants to be perceived as the leading COfRstead operates with free working capital. This
pany in the world within green building. In 200@gpjtal combined with the profits enables the fi-
our new business goals for green were releasedrpg}g:ing of investments in project development,
Vala Gard wanted to be the first project to managich generally generate an excellent return on
the toughest level Deep Green (a Skanska term;fplasted capital. This is ilhased in Figure 2.
net Zero Enagy buildings with high environmen-
tal standards)a state of art green office. With g5 gTg:
plus energy performance, highest LEts in '
Europe, attention from media and many awar
and prizes received, Vala Gard exceeded the
pectation.

ngortant costs were superstructure, heading
ce)gol ing system and PV0s.
and developer, Skanska is able to design projects in
a costefficient wayAdditionalcostscompared to
Customers who wanb torder environmentally a standard projectre6-8 %, with a favorable life
responsible buildings and infrastructure should fegtle cost due to very low operational costs.

that the natural choice is Skanska.

Skanska built the office for itséfusbeing devel- STRENGTHS AND KEY FACTORS:

oper, tenant and constructor. This enabled simp.e Early involvement of energy engineer
and fast communication. Furthermore, the team designinglesign principles and parameters
strived towards a common goal, thus reducing st.o Internal costumer, enabling fast/simple and

optimizing. straightforward communication.
Setting a clear target and holding on to it
CUSTOMER SEGMENT: (NetZEB)

Clients with interest in offices like Vala Gérd have Ctostruction team; outperforming in  every
an LCCperspedte on investments and deep step
green ambitions, e.g. industry or real estate C"erﬁATURITY'

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

PLACEMENT ALONG THE VALUE CHAIN OF NZEBS

LIFE CYCLE PROCESSES

Placement of nZEB business models along the value chain



BM 3: CONSTRUCTION C OMPANY 8 SOLALLEN
Website:https://www.skanska.se/vart -erbjudande/vara-projekt/57940/Solallen%2 GVaxjo

VALUE PROPOSITION: the project to reach its goals. The green ambition

The houses in Solallén are NetZEB, i.e. they gdfaS communicated to the municipality to not only

erate slightlynore renewable energy than the totdPt @ building permission but also a reduced price

demand. They are certified according to the SW@- the landd this was a general offer frae

dish green label 0Sv&Hledngncentve for enefgy, gfficianty huikdipgs p a

minimal energy costs and are built with enduradféithemore, external funding was received for

low emitting materials with low GH@pact. End follow-up costs.

customer will get a hdalthome, very low opera-

tional costs, innovatREYENUBS:reeé6 cooling from t

ground source bore holes distributed by the ventfalue is generated through the thousands of pro-

lation, and a green futtdrégendly quarter. jects executed by Skanska each year. The construc-

Skanska is involved in thesfitwo years in the tion business stream does not tie up capital but

user stageneasuring and optimizing teeergy instead operates with free working capithis

use for the building. Quarterly meetings are carapital combined with the profits enables the fi-

ducted with representatives from the owners t@ncing of investments in project development,

ensure that the client expectations are met. which generally generate an excellent return on
invested capital.

CUSTOMER RELATIONSHIPS:

Ongoing residential projects are displayed on fHOSTS! _

Skanska website where peop|elﬂm state their The most Important costs were superstructure.
interest. A selling brochure explaining the -extrBhe total extra costs for Deepe@n performance
ordinary green features of Solallén was handed d¢@s 10 %. Being a construction company and a
All interested people were invited to a meetiigveloper Skanska is able to design projects with
where they got more information and a persortigh performance in a cost efficient way.

contact. The personal contact isaintaired

through the process of thesmmer choose to buy STRENGTHS AND KEY FACTORS:

a dwelling. Early involvement of energy engineer who
defined design principles andesidn

CUSTOMER SEGMENT: parameters

The offer is directed to small/lyoung families anc.® Setting and holding on to a clear tafget-

couples, preferably with a green interest. The ZEB)

houses are designed as-sinecy buildings with

small plots, appealing fiamilies with small chil- MATURITY:

dren. The company has a long history in Sweden > 100
years, so customers trust Skanska to deliver on its
ACTIVITIES AND CAPABILITIES: promises. The high green ambitions and expertise

An extensive prstudy was carried out in order tc@re wetknown inSweden since a few years back.
define important design parameters, which helped

PLACEMENT ALONG THE VALUE CHAIN OF NZEBS

LIFE CYCLE PROCESSES
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BM 4: URBAN PLANNING -BOUYGUES CONSTRUCTION

Website:www.bouyguesconstruction.com

VALUE PROPOSITION: key player in sustainable construction. It is respon-

The value proposed is to guarantee a balanéife for numerous ecwighborhoods, low

district ecosystem in sociatonomic and envi- ¢arbon buildings (timber construction), structures
ronmental manners. In addition, BYCN guarantéel @t~ meet t he wo-stdndals mo st
the district performance by a third party via of§tnd positivenergy renovations of sites.

taining environmental labels. And finally, BYCNhe success of our strategies depends on our ca-
restores the attractiveness of the areas on wHiggity to differentiate ourselves and to innovate in

the ecedistrict is located. all areas, for the benefit of our customers as much
as of our mployees. Such innovation has to result
CUSTOMER RELATIONSHIPS: from close collaboration between external and

) _ _ internal partners.
BYCN will develop customer relationships by

responding to calls for tenders and by involvinge\ENUES:
the users in the decision making processes sucrE '

has nl r f reven for the urban plan
cocreation and edevelopment. € only source of revenues for the u pian-

ning will bethe sale of the area and the district
CUSTOMER SEGMENT: project. The type is an asset sale wrisaciion
| revenues. The pricing mechanism will depend on

The customer segment will be dedicated t®propy,q teature of the product.

ty developer, public instimins such as schools,
hospitabnd investors. COSTS:

. The main costs for Bouygues are the supply of raw
ACTIVITIES AND CAPABILITIES: materials, purchase of the land, development ser-

We are a global player in constructlon_and ServighSes, the creation of roads and sharing energy
Thanks to our knowwow and our expertise, we argyrodudion systemsll of which are variable costs.

a leader in sustainable construction. Operiatingeyerything is a variable cost. Economies of scale
more than eighty countries, with 47,350 emplQysyld be done on all the previous expenditures.
ees, we have a lelggm commitment to our cus-

tomers thanks to our primary sourceadded STRENGTHS AND KEY FACTORS:

value, shared innovation. Guarantee of neighborhood performance
Bouygues Construction operates in the sectors »f . gnt P
Upgrade of life quality

building, infrastructure and industegking to be Foous on value

a global _player positio_ned at every sthghe Know-how in urban planning
construction value chaialso acknowledged as a

PLACEMENT ALONG THE VALUE CHAIN OF NZEBS
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http://www.bouygues-construction.com/

HICRAVEZEro
BM 5: COOPERATIVE HO USING - DIE WOGEN

Website: https://diewogen.at/wie -funktioniert-ein-wogenprojekt/

VALUE PROPOSITION: mentationof the community living project-i-
The idea behind WoGen is the implementation a&ncial and legal negotiatiasswell as thegfes-

community living by offeringnowhow, support  sjional sarch for planning and construction tgam
in participation mcessedegal frameworexperi- - 1o organizedoGen develops, builds and oper-

ences from other projectgeditworthiness for . . : . :
ates a variety of social, sustainable and inclusive

financing dfordable and sustainable livingd . T .
mobility solutiong all in one cooperative housing’®USiNg Projectsn which people of all genera-

model.The inhabitants of a house usually form gi¢ns live and work.
association that rentset housérom WoGen and
in turn rents the individual apartments to its meREVENUES:

bers.As a cooperative membef WoGenyou The WoGenmembers/tenants are willing to pay
combine three roles in one pergéoand so com- for the huilding project developmettie sivency
mit yourself strongly to the cooperative the knowhow for implementatigriifferent usage

1. As a member of the cooperative yoe@re and subscription fees / remisics to establish and
owner in all WoGen real estafesme real ryn the cooperative

estates are also open for company use
2. As a member of the operator associatighpgTS:
you are your own landlord;

3. As a resident, you are a tenant. The costs arelaarly valudrivenwith a variable

coststructuredepending on eachngie project.

. They are composed b&nk loansconstruction,
CUSTOMER RELATI_O_NSHIPS' _ planningand capitatostsas well aservice charges
Members of the association and reptetees of from the operation of the community livifipare
the cooperative themselves live and network thege only fewfixed costs for the officedministra-

projects and contacts order to get in touch with tion, buton averyminimum level when no project
customersthe Communlty prOjeCtS are aCtI\/EIMS actua”y in deve|0pment

advertisedWoGen prowdessociocratiorganized

gatheringand events. STRENGTHS AND KEY FACTORS.

) Professional help for coopertive housing
CUSTOMER SEGMENT: Special legal and financial support
The offer is directed agsidents who are interest-#= Strong involvement of all tenants respectively
ed in a community living modelt pivate and members of the cooperative

commercial customensterested in collaborative Life-long customer support fiaison

building projectand n future maybatcommuni-

f[ies/municipalitie_s Whi(_:h_ aileater(_ested in develop- MATURITY:

ing crosgenerational living projects The WoGen is Austria's first and only property

developer who exclusively implementgperative

ACTIVITIES AND CAPABILITIES: housing projects with and for people who want to
The service portfolioncludes wrkshops and Jive in community

gatherings to establish cgreups for the imple-

PLACEMENT ALONG THE VALUE CHAIN OF NZEBS
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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 HOUSECERTIFICATION / PHPP
Pending

BM 9: DAYLIGHT OPTIM 1ZATION
Pending



