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Abstract  

Electric Vehicles represent a small niche market today, but is predicted to 
grow rapidly over the next years. In order to prepare for this upcoming trend it 
is the networks of Electric Vehicle Charging Stations (EVCS) must expand, 
leading to an increasing demand for EVCSs. The EVCS market is thus 
becoming increasingly more popular to companies, and therefore this study’s 
purpose is to investigate this market and its competitive situation. 
 
The method used in this study includes a brief market analysis and a 
competitor analysis. The market analysis includes identification of the EVCS 
markets together assessing the future of the markets, and identification of 
EVCS market drivers and restraints. The competitor analysis includes 
competitor identification, classification and analysis. The top ten competitors 
are analyzed by the use of document content analysis, the analysis involves 
understanding the competitors’ target customers, how they do business and 
how their marketing material is structured. 
 
The three most promising EVCS markets, both currently and in the future, are 
the Asia Pacific, Europe and the North America markets. Most of the top 
competitors are active within these three markets. Regional developments, 
and market drivers and restraints of these markets have been identified. The 
opportunities in the EVCS markets are many as they are relatively 
unexploited markets without any actual market leaders, and also that all 
markets are predicted to grow at a very high rate over the coming decade in 
parallel with the projected mass adoption if Electric Vehicles (EVs).  
 
 
Keywords:  
Electric Vehicle Charging Station, EVCS, EV, EVCS competitors, EVCS 
market, EV charging. 
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Sammanfattning  

Idag utgör elfordon endast en liten nischmarknad i transportmarknaden, men 
denna förväntas växa snabbt under de närmaste åren. För att kunna hantera 
marknadsetableringen av elfordon måste elfordonsladdningsinfrastrukturen 
byggas ut, vilket leder till en ökad efterfrågan på elfordonsladdningsstationer. 
Elfordonsladdningsmarknaden förespås således bli allt mer intressant för 
företag. Detta examensarbete genomförs på grund av detta växande intresse, 
då studiens syfte är att undersöka elfordonsladdstationsmarknaden och dess 
konkurrenssituation.   
 
Metoden som används i denna studie inbegriper en kort marknadsanalys och 
en konkurrensanalys. Marknadsanalysen innehåller identifiering av 
elfordonsladdningsmarknaderna, vad som driver och hindrar marknaderna, 
och en bedömning av hur framtiden ser ut för marknaderna. I 
konkurrensanalysen ingår identifiering, klassificering och analys av de olika 
konkurrenterna. De tio mest konkurrenskraftiga konkurrenterna analyseras 
med hjälp av dokumentinnehållsanalys, syftet med analysen är att förstå 
konkurrenternas målgrupper, hur de gör affärer och hur deras 
marknadsföringsmaterial är strukturerad. 
 
De tre mest lovande elfordonsladdningsmarknaderna, både nu och i framtiden, 
är marknaderna i Asien och Stillahavsområdet, Europa och Nordamerika. De 
flesta av de analyserade konkurrenterna är verksamma inom dessa tre 
marknader. Den regionala utvecklingen, och vad som driver och begränsar 
marknaderna har identifierats för de tre mest lovande marknaderna. Eftersom 
dessa marknader är relativt oexploaterade i samband med att de förväntas 
växa med väldigt hög takt det kommande decenniet parallellt med 
massanvändningen av elfordon är möjligheterna många för de företag som 
inriktar sig mot elbilsladdning.  
 
Nyckelord:  
Elbilsladdning, Elbilsladdningskonkurrensen, Laddstolpsmarknaden, Elbil, 
Elbilsladdningskonkurrensen, Elbilsladdare. 
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1 Introduction  

Understanding an industry and its competitive forces are vital to successfully 
anticipate and influence competition over time. By analyzing and 
accumulating knowledge about its competitors a firm can acquire strategic 
advantages (Porter, 2008; Orges, 2008). This study has been conducted in 
cooperation with a company that is interested in acquiring knowledge about 
their competitors. 
 
Today the transport sector stands for roughly 60% of the global oil 
consumption (IEA, 2010), and is attributable for roughly 20-25% of all CO2 
emissions (EEA, 2011; IEA, 2009). A wide adaption of electric vehicles 
(EVs) could significantly lower the CO2 emissions (Reiner et al., 2010). A 
market that is therefore of great interest is the electric vehicle charging station 
(EVCS) market, it is growing at a rapid pace and there are as of today many 
different actors that are struggling to capture market segments (Pike Research 
2011a), and gain customer loyalty. The current competitive situation for this 
market is not well defined within the company and therefore it is important to 
perform a competitor analysis to define the competitive situation (Porter, 
2008). 
 
Technology development is of great importance in business as the level of 
competition, production processes and methods are rapidly increasing. It is of 
special importance in the field of marketing where companies keep track of 
competitors and customers in order to keep pace with modern trends and 
analyze the needs, demands and desires of their customers. Companies should 
strategically position themselves by defining how to develop technology, 
products and services, to be competitive in the current and future market 
(Talonen and Hakkarainen, 2008). Some forces that can drive technology 
development are political regulations and legislations, scientific 
breakthroughs, increasingly intense competition and changing market 
demands (Clark and Fujimoto, 1991; Kahn, 2005). 
 
Currently EVs only represent a small niche market hardly exceeding 1% of all 
vehicles within the transport sector (Reiner et al., 2010). There are only a 
limited number of different models of plug-in electric vehicles (PEVs) 
available in today’s market, but by 2013 there is expected to be more than 80 
different models available. Furthermore, estimations claim that by 2017 more 
than 5.1 million PEVs will be sold globally (Pike Research 2011a). 
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This report presents the findings from a competitor analysis involving 
competitor identification, understanding the competitors’ target customers, 
how they do business, and an assessment of competitors’ marketing material. 
This analysis of the competitive situation in the EVCS market is done in order 
to enhance the knowledge of possible competitors and their offers to the 
rapidly growing EVCS market. A brief market analysis is also performed to 
assess the potential of the EVCS market along with related market drivers and 
restraints, this to show the opportunities that the market presents. 
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2 Purpose and problem definition 

The main purpose of this project is to conduct a competitor analysis within the 
area of electric vehicle charging stations (EVCS) to increase the existing 
knowledge of possible competitors and their offers to the market. Prior to 
performing the competitor analysis a basic market analysis will be performed 
to assess the EVCS market. The research questions have been developed in 
cooperation with a company that has an interest in the EVCS market, and 
these questions are thus based on this company’s interests concerning the 
EVCS market and its competitors. 
 
2.1 Market analysis problem definition 

The market analysis will be summarized by the use of questions, the aim of 
resulting report will be to target these questions and answer them. The 
questions related to the competitor analysis are labeled MAQ (Market 
Analysis Question). 
 
2.1.1 EVCS markets 

MAQ1: What potential EVCS markets exist? 
MAQ2: What are the sizes of the markets? 
MAQ3: How does the future for the market look like? 
MAQ4: Which competitors are active in the different markets? 
 
2.1.2 Market drivers and restraints 

MAQ5: What opportunities exist in the EVCS markets? 
MAQ6: What regional developments are there in the EVCS markets? 
MAQ7: What are the market drivers for the EVCS market? 
MAQ8: What are the market restraints for the EVCS markets? 
 
2.2 Competitor analysis problem definition 

The target results from the competitor analysis will be summarized by the use 
of questions, the aim of resulting report will be to target these questions and 
answer them. The questions related to the competitor analysis are labeled 
CAQ (Competitor Analysis Question). 
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2.2.1 Competitor identification 

CAQ1: Who are the current and future competitors in the EVCS market? 
CAQ2: In what markets are the competitors currently active? 
CAQ3: What markets may competitors aim for in the future? 
 
2.2.2 Understanding the competitors’ target customers 

CAQ4: Who are the competitors target customers? 
CAQ5: What offers do competitors have to their customers? 
CAQ6: How do the competitors’ customer agreements look like? 
 
2.2.3 How competitors do business 

CAQ7: How does the competitors’ business model look like? 
CAQ8: What payment solutions do competitors use? 
 
2.2.4 Competitors’ marketing 

CAQ9: How does competitors’ marketing material look like? 
CAQ10: What is included in competitors’ marketing material? 
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3 Background 

3.1 Analyzing a market and its competitive situation 

3.1.1 Market analysis 

Understanding an industry and its competitive forces are vital to successfully 
anticipate and influence competition over time. By analyzing and 
accumulating knowledge about its competitors a firm can acquire strategic 
advantages (Porter, 2008; Orges, 2008). 
 
The purpose of a market analysis is to determine the current and future 
attractiveness and dynamics of a market within a defined industry. By 
acquiring an understanding of the opportunities and threats of a market, an 
organization can evaluate the future attractiveness depending on their own 
strengths and weaknesses (Aaker and McLoughlin, 2010). The conclusions 
that can be drawn from market analyzes can be used to guide future strategic 
decisions. 
 
The content of a market analysis differs depending on the goals and objectives 
that have been stated, but a market analysis typically includes some of the 
following dimensions: 

Current and estimated future market size 

Projected market growth rate 

Estimated market profitability 

Industry cost structure 

Distribution channels 

Market trends 

Key success factors (Aaker and McLoughlin, 2010). 
 
The methods used to investigate the dimensions mentioned above can be of 
both quantitative as well as qualitative nature, ranging from surveys to gain a 
better understanding of customer demands (Malhotra and Peterson, 2001), to 
statistical market share forecasts for new products (BearingPoint, 2012).  
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3.1.2 Competitor analysis 

A competitor analysis is an assessment of the strengths and weaknesses of the 
current and potential competitors within a defined industry (Fleisher and 
Bensoussan, 2007). It can be described as a two-stage framework where the 
main components are competitor identification followed by competitor 
analysis (Bergen and Peteraf, 2002). By identifying, analyzing and 
accumulating knowledge about its competitors a firm can acquire strategic 
advantages (Porter 2008; Orges, 2008). 
 
Competitor identification involves classifying and categorizing companies 
based on relevant similarities and differences, thereby assisting in creating an 
awareness of the competitive threats that exist (Gordon, 1989). Competitors 
can be classified according to how competitive each competitor is deemed to 
be. This step can be done by constructing a competitor array or performing 
competitor profiling, where a two-dimensional matrix can be constructed 
listing relevant data connected to the competitors (Gordon, 1989; Bergen and 
Peteraf, 2002). 
 
3.2 Creating customer loyalty through loyalty 

programs 

3.2.1 Customer loyalty 

Customer or consumer loyalty is something that consumer’s exhibit towards 
brands, services, stores, product categories, and activities. As of today there is 
no agreed upon universal definition of customer loyalty, there are however 
three popular conceptualizations that commonly are used: 

Loyalty is primarily an attitude towards the brand and this attitude can in 
some cases lead to a relationship with the brand. 

Loyalty is mainly expressed in terms of revealed behavior (i.e. the 
pattern of last purchases). 

Purchasing is moderated by the costumer’s characteristics, 
circumstances, and/or the purchase situation (Uncles, 2003). 
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3.2.2 Customer loyalty programs 

Customer loyalty programs can be characterized by describing two aims of 
the programs:  

Increasing sales revenues by increasing the purchase levels. 

Increasing the number of different products bought from the supplier. 

 
The overall goal that is shared is that by building a stronger bond between the 
customers and the brand, the levels of customer retention will be high. While 
loyalty programs can have many other secondary goals, such as increasing 
cross selling, assisting brand PR, establishing alliances and creating databases 
of customer behavior, the programs are considered to be very popular 
amongst companies based on the argument that by achieving either of the two 
mentioned aims can significantly increase profits (Uncles, 2003). 
 
Creating customer loyalty is important in the EVCS market, as the companies 
that profit from EV drivers using their EVCSs will want them to remain loyal 
to their network of charging points. 
 
3.3 The transport sector 

Today the transport sector stands for roughly 60% of the global oil 
consumption (IEA, 2010), and it is attributable for roughly 20% of all CO2 
emissions within the EU27 area (EEA, 2011), and about 25% globally (IEA, 
2009). According to estimations the greenhouse gas (GHG) emissions of EVs 
would be less than 50% compared with conventional vehicles (Reiner et al., 
2010), thus a wide adaption of EVs could significantly lower the GHG 
emissions. Some claims state that estimations of a realistic market share for 
new EVs would be somewhere between 3 to 10% by 2020, however there are 
claims that the market penetration can be further increased reaching levels of 
up to 20% (Reiner et al., 2010). 
 
3.4 Electric Vehicles and smart infrastructure 

3.4.1 Electric Vehicles 

An electric vehicle (EV) is distinguished from a conventional internal 
combustion engine (ICE) vehicle is that it uses one or more electric motors 
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rather than an internal combustion engine for propulsion. ICE vehicles use 
liquid fuels such as gasoline, diesel or ethanol to power their engines. This 
vehicle type constitutes the majority of all vehicles that are found on the road 
today. EVs can be categorized into three separate types depending on how and 
where the electricity used is produced:  

Vehicles that are directly powered by an external system of generation, 
e.g. electrically powered trams and electric rail transport. Because of 
their dependency on continuous electric supply they do not need an 
EVCS to function, these vehicles will not be taken into consideration in 
the following analyzes. 

Battery Electric Vehicle (BEV) - Vehicles that are powered by 
electricity from an external power source that has been stored in a 
battery, these are frequently referred to as zero-emission vehicles 
(ZEVs). These vehicles can plug in to recharge their batteries or 
exchange their depleted batteries for charged ones. 

Plug-in Hybrid-Electric Vehicle (PHEV) – These vehicles distinguish 
themselves as they rely on two separate sources of energy, usually a 
battery and some form of liquid fuel. Some PHEVs use electric motors 
that are powered by electricity stored in a battery, with an internal 
combustion engine kicking in to generate electricity and recharge the 
battery when needed. Other PHEVs use an internal combustion engine 
as the primary mode of propulsion, but with the possibility of using an 
electric motor powered by electricity stored in a battery that can be 
recharged through the power grid (Faiz, Weaver and Walsh, 1996; Fox, 
2011). 

 
In this study an electric vehicle (EV) refers to an electrically powered vehicle 
that has an onboard battery that can be charged by plugging in to an external 
power source. 
 
3.4.2 Hydrogen fuel cell vehicle 

A hydrogen fuel cell vehicle is a vehicle that uses hydrogen as its onboard 
fuel source for propulsion. Fuel cells directly convert the chemical energy in 
hydrogen to electricity, with pure water and potentially useful heat as the only 
byproducts. The electricity is used to power electrical motors and the 
electricity that is not consumed can be stored in onboard batteries for later use 
(U.S. Department of Energy Hydrogen Program 2006). 
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3.4.3 Electric Vehicle Charging Stations 

An Electric Vehicle Charging Station (EVCS) is simply put it the charging 
station and other fixtures in an infrastructure that supplies the electricity 
required to recharge EVs batteries (Fox, 2011). EVCSs are also called EV 
charging stations/systems, Electric Vehicle Supply Equipment (EVSE) and 
electric charging points. 
 
There are a number of different types of chargers, including home chargers, 
commercial/public charging stations and workplace charging stations (Reiner 
et al., 2010.). 
 
3.4.4 Smart grids 

A smart grid is an electricity network that integrates the behavior and actions 
of all the users that are connected to it, consumers, generators and those that 
do both. The purpose of the grid is to ensure an economically efficient, 
sustainable power system with low losses and high quality, safety and security 
of supply.  A smart grid adapts to the situation at hand by continually sensing, 
communicating, intelligently controlling and adjusting the grid (Gellings, 
2009; European Commission, 2011). 
 
Existing electric grids incorporate some characteristics of the smart grid, 
however the difference between the grids of today and the future smart grids 
is the grid’s capability to handle more complexity in an effective and efficient 
manner. A smart grid combines the usage of monitoring, communication, self-
healing technologies, computational ability and control to adapt and enhance 
the overall functionality of the electricity network, and is believed to play a 
major role in the future of EV charging infrastructure. By gathering, 
distributing and acting on information about the operations of all its users the 
grid can be optimized, in order to: 

Let consumers play a role in optimizing the operation of the grid. 

Provide consumers with better/more information and options for how 
they consume energy. 

Efficiently maintain and improve existing services. 

Improved facilitation of the connection and operation of all generators 
(Gellings, 2009; European Commission, 2011). 
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A smart grid permits several functions which allow optimization of the use of 
bulk generation and storage, transmission, distribution, distributed resources 
and consumer end uses toward goals which ensure reliability and optimize or 
minimize the use of energy, mitigate environmental impact, manage assets, 
and contain costs (Gellings, 2009; European Commission, 2011). 
 
EVs and EVCSs should be a part of the smart grid, allowing them to 
communicate with the power grid. If the demand on the grid is high at a 
certain moment the EVCS can receive this information and postpone the 
charging of an EV until the load on the power grid is lower. EVs connected to 
a smart grid can be used as storage units for electricity to be used when 
needed (Gellings, 2009; European Commission, 2011). 
 
3.5 EVCS market drivers and constraints 

This section describes EVCS market drivers and constraints. The EVCS 
market is dependent on the mass adoption of EVs. 
 
EVCS market drivers include political incentives, the establishment of 
common standards, a cost effective and customer oriented charging 
infrastructure, knowledge buildup and dissemination of early learning, an 
understanding of customer preferences, vehicle behavior and driving patterns. 
Due to governmental visions and targets for EV adoption, governments are 
funding support for EVCS demonstration and deployment projects, as well as 
subsidizing EV charging infrastructure, e.g. the European governments are 
expected to budget approximately € 700 million for EVCSs during the period 
2012-2018. An example of funding support is that 50% of the funding for the 
EVCS and the installation of it is funded by a governmental organization 
(Frost & Sullivan 2011; Elforsk/Swedenergy, 2009 
 
EVCS market constraints include e.g. dependency on the success of the EV 
market and the prizing structure for charging an EV (Global Data 2011), the 
limited number of commercial EV models on the market, and that the EVCS 
networks are limited to certain regions/states and countries 
(Elforsk/Swedenergy, 2009). 
 
3.5.1 Standardization of EV charging 

Today the EVCS market lacks common standards and regulations, which 
inhibits competition, hampers integration and increases conversion. To face 
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this challenge comprehensive standards and norms must be created to ensure 
that EVs easily can connect to EVCSs in order to recharge. Worldwide 
standards must be established to avoid market fragmentation and to reduce 
costs by allowing for economies of scale (Reiner et al., 2010).  
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4 Method 

The primary aim of this project has been to conduct a competitor analysis 
within the area of electric vehicle charging stations (EVCS) to increase the 
existing knowledge of possible competitors and their offers to the market. 
Prior to performing the competitor analysis a basic market analysis has been 
performed to assess the EVCS market. 
 
This section describes the methods that have been used to execute this project. 
For this project a pragmatic exploratory research approach was chosen as it 
focuses on the research problem at hand and allows researchers to freely 
select the methods and techniques that best meet their needs and purposes 
(Creswell, 2009). As the approach has been exploratory the plans and 
methods have gone through several changes during the study dependent on 
new findings.  
 
The overall methods that were used were reviews of scientific literature and 
marketing material, and competitor and market analyzes.  
 
4.1 Method overview 

The research has been conducted by first gathering general information 
concerning electric vehicles (EVs) and EVCSs before performing the market 
analysis followed by the competitor analysis. The market analysis is 
composed of an identification and analysis phase. The output from the market 
analysis will serve as input for the competitor analysis. The competitor 
analysis is composed of two consecutive phases, where the main components 
are competitor identification followed by competitor analysis (Bergen and 
Peteraf, 2002).  
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4.2 Market analysis 

The aim of the market analysis is to present a brief view of the EVCS market 
in general by answering a set of nine questions. The questions are listed here 
as MAQ (market analysis question) 1 – 9, and are followed by a statement of 
how the questions will be answered. 
 
Prior to answering the questions data about the EV and EVCS market 
connected to the research questions has been gathered by examining websites, 
news articles, marketing material, market reports etc. The market reports that 
have been reviewed have all been published by well-known and reliable 
objective market research consultancy firms such as Pike Research and Frost 
& Sullivan (Frost & Sullivan 2011a,b; Pike Research 2011a,b). 
 
The content of the market analysis is dependent on the objectives of it, i.e. the 
research questions. The following dimensions have however been adapted 
from Aaker and McLoughlin (2010) to fit these objectives; estimations of 
future market size, projected market growth rate, market trends, and key 
success factors, and are included in the sections EVCS markets and Market 
drivers and restraints. 
 
4.2.1 EVCS markets 

MAQ1: Which potential EVCS markets exist? 
Identify existing and potential EVCS markets.  
 
MAQ2: What are the sizes of the markets? 
Identify the current market sizes. 
 
MAQ3: How does the future for the market look like? 
Identify market growth estimations. In order to minimize the inaccuracy of 
these estimations, the input for these estimations have been collected from 
multiple sources. This does not however totally negate the possibility of that 
these estimations have been set overly positive, so it is important to 
understand that these estimation are not an absolute truth. 
 
MAQ4: Which competitors are active in the different markets? 
Identify existing competitors the markets.  
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4.2.2 Market drivers and restraints 

MAQ5: What opportunities exist in the EVCS markets? 
Identify strengths and weaknesses for the markets.  
 
MAQ6: What regional developments are there in the EVCS markets? 
Identify regional development in the EVCS markets. 
 
MAQ7: What are the market drivers for the EVCS market? 
Identify market drivers affecting the EVCS markets. These drivers shall be 
divided up into the categories economical, environmental, governmental and 
social drivers (Elforsk/Swedenergy, 2009). By dividing the market drivers 
into four different categories the reader can easily see how the drivers are 
related to each other and can quickly identify which category is deemed to be 
the most interesting for that reader. These categories were selected as they are 
connected to the growth of the EVCS markets. 
 
MAQ8: What are the market restraints for the EVCS markets? 
Identify market restraints affecting EVs and EVCSs for each market.  
 
4.3 Competitor analysis 

The aim of a competitor analysis is to assess the competitive situation of a 
market, in this case the EVCS market (Fleisher and Bensoussan, 2007). The 
competitor analysis is divided into two components; competitor identification 
and competitor analysis (Bergen and Peteraf, 2002). The identification 
component involves classifying and categorizing companies (Gordon, 1989), 
in this case by a preliminary assessment of which companies are the greatest 
threats. The analysis component is essentially an evaluation of the competitors 
based on the relevant dimensions (Bergen and Peteraf, 2002). The relevant 
dimensions in this study are the research questions. The competitor analysis’s 
focus is to answer a set of questions that are labeled CAQ (competitor 
analysis question) 1-11.  
 
4.3.1 Competitor identification component 

The results from the market analysis will act as input for the competitor 
identification component. The first step of the competitor identification 
component is to construct a competitor array, which aims to answer: 
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CAQ1: Who are the current and future competitors in the EVCS market? 
CAQ2: In what markets are the competitors currently active? 
CAQ3: What markets may competitors aim for in the future? 
 
The competitor array (Gordon, 1989) will be constructed by first defining the 
industry and scope, followed by identifying and listing the competitors 
(Porter, 2008). The competitors will be arranged in alphabetical order, they 
will not be ordered according to geographical location. 
 
Selection of the top 10 competitors 
The top 10 competitors have been selected by screening all the competitors. 
The competitors have been classified into one of three different classes; Top 
contenders, Challengers, and Emerging. These categories were developed by 
studying market reports from renowned market research companies 
(Finpro/Finnode 2010; Frost & Sullivan 2011a,b; Global Data 2011; Pike 
Research 2011a,b). The top contenders are those who are contending for 
market leadership and is limited to 10 competitors, the challengers are those 
who are challenging the top contenders for a place among the top 10, and the 
emerging are those that does not belong to one of the other two categories. 
The end result is an adaption of how the competition among EVCS providers 
currently stacks up (Pike Research 2011a,b; Global Data 2011; Frost & 
Sullivan 2011a,b). The three classes are labeled and defined as follows. 
 
  Top contenders  
Meets all criteria for Challengers as well as: 

Supplier of both EVCS hardware and software. 

Is mentioned in reports by research companies, such as Pike Research 
and Frost & Sullivan. 

Cooperates with utilities, municipalities or governments. 

Contending for market leadership. 
 
 Challengers 

Meets all criteria for Emerging as well as: 

Has clearly defined its customers. 

Has started delivering its products and/services. 

Considered to be among the top competitors locally, but not globally. 
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 Emerging 
Meets the following criteria: 

Supplier of EVCS hardware or software. 
 
Data collection 
The second step of the competitor identification component involves data 
collection. Collect data about the top 10 competitors by examing their 
websites and by using search engines such as google and summon@bth to 
search for related news articles, marketing material, press releases, etc. An 
exploratory approach was used when searching for data, starting of by using 
key words such as EV, EVCS, electric vehicle, electric vehicle charging, etc. 
The data collection aims to complete the following criteria. 

Identify and collect data about competitors’ product/service offering. 

Identify and collect data concerning their target customers. 

Identify and collect data about their offers to their customers. 

Identify and collect marketing material from the competitors. 

Identify and collect data about their target market. 
Identify and collect data about what markets they are active in. 

 
4.3.2 Competitor analysis component 

The competitor analysis component is the second and last component of the 
competitor analysis. Begin by performing document content analysis on the 
data collected in the competitor identification component (see section 4.3.3 
Document analysis for detailed description).  
 
4.3.2.1 Understanding the competitors’ target customers 

CAQ4: Who are the competitors target customers? 
Identify competitors’ target customers.  
 
CAQ5: What offers do competitors have to their customers? 
Identify competitors’ offers to their customers.  
 
CAQ6: How do the competitors’ customer agreements look like? 
Identify and evaluate competitors’ customer agreements. 
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4.3.2.2 How competitors do business 

CAQ7: How does the competitors’ business model look like? 
Describe the competitors’ business model.  
 
CAQ8: What payment solutions do competitors use? 
Identify the payment solutions that the competitor uses.  
 
4.3.2.3 Competitors’ marketing 

CAQ9: How does competitors’ marketing material look like? 
CAQ10: What is included in competitors marketing material? 
Assess the marketing material from the competitors’ and state what is 
included. 
 
4.3.3 Document content analysis 

Document content analysis is a method that aids the researcher to analyze the 
contents of documents. It can be performed on any type of text, and generally 
follows the following procedure: 
1. Choose an appropriate sample of texts. 
2. Break down the texts into smaller component units. 
3. Develop relevant categories for analyzing the data. 
4. Order the units according to the categories. 
5. Count the frequency with which these units occur. 
6. Analyze the texts in terms of the frequency of the units and their 

relationship with other units that occur in the text (Denscombe, 2007:236-
238). 

 
The procedure that has been used for the document content analysis for this 
study differs slightly from the procedure above. The samples of texts have 
already been collected and the categories developed were based on the 
research questions. Steps five and six were removed, so instead of counting 
the frequency of the units, the units that were connected to each category were 
stored within each category along with a reference to the original source. This 
was done because the results that were obtained were of a qualitative rather 
than of a quantitative nature. The benefit of performing the document content 
analysis this way was that the relevant information about each top competitor 
could be pinpointed and competitor profiles could be created (See Appendix 
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B). The drawback would be that numerical analyzes of the samples cannot be 
performed, however as the focus was not to perform a numerical analyzes of 
the frequency and relationships of units of text steps five and six could be 
neglected. 
 
 
 
 
The categories that were developed are: 
 
1. Name of the competitor. 
2. Name of their solution. 
3. Brief description. 
4. Geographic location. 
5. Market establishment. 
6. Partnerships. 
7. Target customers. 
8. Description of competitor’s business model. 
9. Product or service description. 
10. Characteristics of customer agreement. 
11. Payments solutions offered. 
12. List of found marketing material. 
13. Description of what is included in the marketing material. 
 
The 13 categories will be structured in a table to ease the possibility of 
comparing competitors. 
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5 Results 

This section presents the results from the market and competitor analyzes that 
have been performed in this study. The results that are presented will later be 
discussed in the discussion section (6 Discussion). 
 
5.1 Market analysis 

The aim of the market analysis is to present a brief view of the Electric 
Vehicle Charging Station (EVCS) market in general by answering a set of 
nine questions. The questions are listed here as MAQ (Market Analysis 
Question) 1 – 9, and are followed an answer to the questions. 
 
Prior to answering the questions data about the EV and EVCS market was 
gathered by examining market reports, websites, news articles, marketing 
material, etc. 
 
5.1.1 EVCS markets 

MAQ1: What potential EVCS markets exist? 
 
The EVCS market is global, but it can be divided up into several different 
geographical entities: North America, Europe, Asia Pacific, Latin America, 
and Africa/Middle East. Currently the largest markets are those in North 
America and Europe, but the Asia Pacific market is expected to overcome 
these in the near future (See table 5.1.1b). 
 

MAQ2: What are the sizes of the markets? 
 
The markets in North America, Europe and Asia Pacific are currently the 
three largest. The EVCS markets are largely dependent on the state of EV 
adoption and governmental goals and targets in that specific region, meaning 
that the potential market for EVCSs is greater in regions where EVs are being 
widely adopted (See table 5.1.1a and 5.1.1b)(Frost & Sullivan 2011a, b; 
Campestrini and Mock, 2011). In the member states of EU the market share of 
EVs has been growing since 2003 and is predicted to continue to grow, with 
the Netherlands in the lead (Frost & Sullivan 2011b; Campestrini and Mock, 
2011).  
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Estimations of the sizes of the markets, in terms of number of EVCS units 
sold during 2012, are approximately: Asia Pacific 200,000, Europe 75,000, 
North America 70,000, Africa/Middle East less than 15,000, and Latin 
America less than 5,000 EVCSs sold annually (See table 5.1.1b) (Pike 
Research 2011a:1 ; Frost & Sullivan 2011a). 
 

MAQ3: How does the future for the market look like? 
 
The future for the EVCS market is dependent on the future growth of the EV 
market, which in turn appears promising. Table 5.1.1a shows the projected 
global sales of EVs, and as can be seen the sales are steadily increasing. Just 
in Europe the estimated number of EVs by 2017 is 700,000 vehicles (Frost & 
Sullivan 2011a:53). 
 

Table 5.1.1a: Projected global EV market sales (in thousands) (Frost & 
Sullivan 2011b). 

2012 2013 2014 2015 2016 2017 
193 453 792 1,287  1,736  2,203  

 
The EVCS market forecast in turn appears promising. The global market for 
EVCSs is estimated to grow at a compound annual growth rate of 155% 
during the period of 2011 to 2020, these forecasts are based on the increasing 
production of EVs in order to reduce GHGs from the transportation sector 
along with current and expected government support to aid the mass 
deployments of EVCS networks (Global Data 2011). A research conducted by 
Pike Research forecasts that by 2017 approximately 2,000,000 EVCSs will be 
sold globally per year (Pike Research 2011a). 
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Table 5.1.1b: EVCS sales by region, world markets 2012-2017 (in thousands), 
an adaption and approximation of predictions of the EVCS sales by market 

region (Pike Research 2011a:1;Frost & Sullivan 2011b: 58). 
 2012 2013 2014 2015 2016 2017 

Africa/Middle 
East 

<15 <20 <25 <40 <50 ~50 

Asia Pacific ~200 ~350 ~650 ~800 ~950 ~1,050 

Europe ~75 ~200 ~240 ~350 ~450 ~500 

Latin America <5 <5 <10 <15 <25 <25 

North 
America 

~70 ~200 ~260 ~350 ~400 ~450 

 
In Europe an installation base of nearly 2 million EVCSs is expected by 2017 
(Frost & Sullivan 2011a: 26). By observing table 5.1.1b the growth of the 
annual sales of EVCSs in Europe can be noticed, what can also be noticed is 
that the two projections of the annual sales in Europe are approximately of the 
same magnitude (Pike Research 2011a; Frost & Sullivan 2011b). 
 
The Asia Pacific market is projected, due to strong demand for EVs in China, 
Japan, Korea, and Australia, to have the largest annual growth rate. By the 
beginning of 2014, more than 50% of the annual global EVCS sales will come 
from Asia (Pike Research 2011a:2).  
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MAQ4: Which competitors are active in the different markets? 
 
A total of 54 competitors in the EVCS markets were identified. Some of these 
competitors are active within the power infrastructure industry, e.g. ABB, GE 
Energy and Schneider Electric, whilst others are purely focused towards the 
EV charging infrastructure industry, e.g. Better Place, Pod Point Ltd. And 
ECOtality. 
 

Table 5.1.1c: Competitors in the EVCS markets. 

350Green ABB Add Energie Aerovironment 
Aker Wade 
Power 

  
Alpha ALPIQ Better place BRUSA Charge point 

Circutor  ClipperCreek  
Coloumb 
technologies 

 

Conductix-
Wampfler  

Delphi 
Automotive 

  Eaton 
Corporation  EBG 

ECC 
Infracharge  ECOtality EDF 

Electromotive Eltek Valere  Endesa S.A.  Epyon Power  
Evatran 
(Plugless 

  
GE Energy GIFAS-electric GoSmart Green Charge Greenlots  
Gridtest 
Systems  HaloIPT  

KEBA 
(KeContact)  

Leviton 
Manufacturing 

   
Logica 

Magna 
International  Mehler-ME  Mennekes NRG Energy  Park & Charge  

Parkpod 
Pod Point 
limited Power park PowerStream  Protoscar 

Schneider 
Electric SEW Siemens AG SWE Tegrel 

Temper Walther WattsNXT 
WiTricity 
Corporation   

 

5.1.2 Market drivers and restraints 

MAQ5: What opportunities exist in the EVCS markets? 
 
The EVCS market relies to a great extent on the successful market penetration 
of the EVs. Currently EVs only represent a small niche market hardly 
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exceeding 1% of all vehicles within the transport sector (Reiner et al., 2010). 
There are only a limited number of different models of plug-in electric 
vehicles (PEVs) available in today’s market, but by 2013 there is expected to 
be more than 80 different models available. Furthermore, estimations claim 
that by 2017 more than 5.1 million PEVs will be sold globally (Pike Research 
2011a). Some claims state that estimations of a realistic market share for new 
EVs would be somewhere between 3 to 10% by 2020, however there are 
claims that the market penetration can be further increased reaching levels of 
up to 20% (Reiner et al., 2010). As a consequence of the projected growth of 
the EV market the EVCS market is estimated to have a compound annual 
growth rate of 155% between 2011 and 2020 (Global Data 2011).  By 2017 
the global annual EVCS sales is estimated to be approximately 2 million 
EVCSs (Pike Research 2011a). In this rapidly growing market there exists 
many opportunities for EVCS providers. 
 
In Europe the EU 2020 strategic targets push governments to give incentives 
for low carbon emission vehicles, and then especially EVs (European 
Commission, 2010).  In Europe, North America and Asia Pacific, government 
EV targets and governmentally funded deployment of EVCS networks along 
with subsidies of EVs and EVCSs create great opportunities for providers of 
EV charging infrastructure. 
 
There are currently no market leaders in the EVCS market, but there are many 
contenders for these positions. Many of these contenders are newly 
established, specialized companies, so there are opportunities here for larger, 
better known companies to take large market shares. Larger, better-known 
and established companies from the electrical/utility sector, e.g. GE and ABB, 
are entering the markets more and more. 
 
               MAQ6: What regional developments are there in the EVCS markets? 
 
North America 
Coulomb Technologies rolls out an EVCS network supported by GM, ford 
and smartUSA, it is projected to contain 4,600 EVCSs throughout 11 states of 
the Unites States (ChargePoint America, 2012; Ernst & Young's Global 
Automotive Center, 2011). 
 
The EV Project is a 36-month project that started in 2009, to support EVs and 
deployment of charging infrastructure. The total value of the project is 
US$230 million. ECOtality was awarded a US$100 million grant from the 
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U.S. Department of Energy. The aim of the project is to deploy 14,000 
EVCSs in 18 major cities and metropolitan areas located in six states of the 
United States (The EV Project, 2012 ; Ernst & Young's Global Automotive 
Center, 2011). 
 
Europe 
London is estimated to have 1,300 public EVCSs installed by 2013. Hertz has 
set up its own network of 16 EVCSs to support its London fleet. 
 
The Green eMotion project is a four-year project, with the goal to develop and 
demonstrate a commonly accepted and user-friendly framework built up by 
interchangeable and scalable technical solutions connected with a sustainable 
business platform, e.g. smart grid developments including EV charging. The 
project is driven by the European Commission and 42 partners from the 
energy sector, EV manufacturers, municipalities, and universities (Green 
eMotion, 2012).  
 
Asia Pacific 
The dominant power distributor in China, State Grid Corporation plans to 
deploy over 220,000 EVCSs by 2015 (Ernst & Young's Global Automotive 
Center, 2011).   
 
EV pilot cities in China should include EV charging facilities in the overall 
city construction plans. EVCSs should be installed for at the least 20% of all 
new public and community parking spaces (Ernst & Young's Global 
Automotive Center, 2011). 
 
In April 2011, Better Place and China Southern Grid made a strategic 
agreement on battery swapping to promote battery swapping in China (Better 
Place, 2011i; Ernst & Young's Global Automotive Center, 2011). 
 
The only two power distributors in China are State Grid and China Southern 
Grid, both of these are to some extent promoting battery swapping which 
could hinder further development of the EVCS market (Better Place, 2011i; 
Ernst & Young's Global Automotive Center, 2011). 
 

MAQ7: What are the market drivers for the EVCS market? 
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This section describes EVCS market drivers and constraints and as such also 
EV market drivers and constraints are discussed, as the EVCS market is 
dependent on the growth of the EV market.  
 
EV and EVCS market drivers include political incentives, the establishment 
of common standards, a cost effective and customer oriented charging 
infrastructure, knowledge buildup and dissemination of early learnings, an 
understanding of customer preferences, vehicle behavior and driving patterns 
(Elforsk/Swedenergy, 2009). The main drivers of the EVCS market have been 
divided into economical, environmental, governmental and social drivers.  
 
Economical drivers 
Oil prices are rising and with that the cost of liquid fuels, increasing the cost 
per driven mile of internal combustion engine (ICE) vehicles. It is thus 
becoming increasingly more expensive to run an ICE vehicle compared to an 
EV. The mass adoption of EVs will lower the demand of liquid fuels. By 
decreasing the need for liquid fuels the need for transportation of liquid fuel is 
lowered, thereby reducing costs and CO2 emissions caused by transportation. 
Additionally the amount of oil imported can be significantly lowered, 
reducing costs even further. 
 
High gasoline prices affect driver attitudes and vehicle preferences. Conley 
and Hickman (2008) states that a recent RBC survey concluded that 90% of 
Americans have made changes in their daily lives to counter higher energy 
prices, and that the major change has been to drive fewer miles. Conley and 
Hickman (2008) refer to a Federal Highway Administration survey where 
82% of the respondents considered buying a hybrid the next time they would 
purchase a vehicle (Conley and Hickman, 2008). Likewise a survey 
conducted by Elforsk states that in Sweden 28% of the survey respondents 
were absolutely interested in purchasing an EV and 73% were interested if 
fast-charging was available. According to the same survey 54% were 
absolutely interested purchasing a Plug-in Hybrid Electric Vehicle (PHEV), 
and 84% if fast charging was available (Elforsk/Swedenergy, 2009).  EVs are 
more fuel-efficient than conventional ICE vehicles, and are less expensive on 
a per kilometer basis. The predicted rapidly growing EV and EVCS markets 
will create new jobs (Global Data 2011; Conley and Hickman, 2008). 
 
Environmental drivers 
Today the transport sector stands for roughly 60% of the global oil 
consumption (IEA, 2010), and it is attributable for roughly 20% of all CO2 
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emissions within the EU27 area (EEA, 2011), and about 25% globally (IEA, 
2009). Nearly all new EVs are classified as Euro 5 vehicles, which currently 
is the highest environmentally friendly classification within the European 
Union (Campestrini and Mock, 2011). According to estimations the 
greenhouse gas (GHG) emissions of EVs would be less than 50% compared 
with conventional vehicles (Reiner et al., 2010; Campestrini and Mock, 
2011), thus a wide adaption of EVs could significantly lower the GHG 
emissions. The need to reduce the dependence on fossil fuels, e.g. oil, as well 
as reducing GHG emissions will improve the growth prospects for the EV and 
EVCS markets (Global Data 2011; Conley and Hickman, 2008). 
 
Governmental drivers 
According to the latest analysis of observations from the World 
Meteorological Organization (WMO) Global Atmosphere Watch Programme 
the globally averaged levels of greenhouse gases reached new highs in 2010, 
reaching values that are far greater than those in pre-industrial times (before 
1750) (WMO, 2011). To decelerate these changes a number of different 
actions have been taken across the world. One of these is the European 
Union’s Europe 2020: A strategy for smart, sustainable and inclusive growth, 
specifying five EU targets for 2020: for employment; for research and 
innovation; for climate change and energy; for education; and for combating 
poverty. The climate and energy targets to be met within the European Union 
are described as the 20/20/20 goals. The emission of greenhouse gases should 
be reduced by 20 % compared to 1990 levels (or by 30 % if the conditions are 
right), there should be a 20 % increase of energy efficiency, and 20 % of the 
energy should come from renewable energy sources. These goals are 
measured individually for each country in the EU and the countries’ 
governments are to ensure that these are met (European Commission, 2010). 
The use of electric vehicles (EV) is an important step towards completing 
these goals. EVs let out considerably less CO2 than internal combustion 
engine vehicles. However, the range of EVs is lower than that of conventional 
vehicles and in order to function they need to charge and recharge their 
batteries at Electric Vehicle Charging Stations (EVCS) (Faiz, Weaver and 
Walsh, 1996; Fox, 2011). The government targets for number of EVs on the 
roads will thus drive the installation of EVCSs, as will government funding of 
EV research and development projects to improve implementation of EVCSs 
(Global Data, 2011).  
 
Governmental subsidizations and grants is another way for governments to 
accelerate the EV and EVCS market growths. E.g. the U.S. office of Energy 



 27 

Efficiency and Renewable Energy has created programs to meet goals of 
decreasing imported oil consumption and creating clean and affordable 
energy. One of these programs is the vehicle technologies program that 
includes research to advance EVs and fuel cell vehicles.  Another U.S. 
governmental effort is the Emergency Economic Stabilization Act of 2008 
that includes tax credits for EV buyers, the total funding for the credits is $1 
billion, and will expire in 2014. The legislation provides tax credits of $2500 
and an additional $417 for each kilowatt-hour (kWh) of battery capacity over 
4 kWh, up to $7500 for cars less than 5000 kg, and up to $15000 for heavier 
vehicles (Conley and Hickman, 2008).  
 
Another example of a governmental effort is the Swedish government that has 
a long-term priority that by 2030 Sweden’s vehicle fleet should be 
independent of fossil fuels. This can only be achieved by the use of 
economical incentives. The “Supermiljöbilspremie” is one of the 
government’s measures to reach a fossil fuel independent vehicle fleet as well 
as to meet the EU 2020 targets of reducing GHG emissions by 20 % 
compared to 1990. The “Supermiljöbilspremie” (Super environmentally 
friendly car grant) is a subsidization of low carbon emission vehicles, 
especially EVs. The total grant is 200 million SEK (~€20 million), which will 
be used to encourage car buyers to choose the best environmental friendly 
alternatives. From January 2012 until the end of 2014 the Swedish 
government subsidizes highly environmentally friendly vehicles that follow 
EU’s latest emission requirements and emit a maximum of 50 grams of 
carbon dioxide per kilometer. Mostly electric vehicles and plug-in-hybrids are 
qualified for the subsidies. The purpose of the grant is to in a technology 
neutral way stimulate the market introduction of the most environmentally 
friendly vehicles and thereby begin to advance towards the Swedish 
government’s goal of having a fossil fuel independent vehicle fleet by 2030. 
The maximum grant given per vehicle is 40 000 SEK (Swedish Ministry of 
the Environment 2011). 
 
Social drivers 
Sustainability issues are becoming more and more important to consumers, 
and as such vehicles that emit less GHG than conventional vehicles are 
becoming more popular. EVs can be driven purely on electricity from 
renewable energy sources, and emissions are considerably lower than ICE 
vehicles. Some surveys show that around 80% of the respondents considered 
buying a Plug-in Hybrid Electric Vehicle (PHEV) or EV if fast charging was 
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available, showing that the EV market is gaining popularity 
(Elforsk/Swedenergy, 2009; Conley and Hickman, 2008). 
 

MAQ8: What are the market restraints for the EVCS markets? 
 
EVCS market constraints include e.g. dependency on the success of the EV 
market and the prizing structure for charging an EV (Global Data 2011). 
Examples of EV market constraints are that there is a limited number of 
commercial EV models on the market, the lack of a widespread EVCS 
network and that access to most EVCS networks are limited to its members 
(Elforsk/Swedenergy, 2009). 
 
Other constraints include the longer charging times compared to the time it 
takes to refuel a conventional vehicle, the high cost of manufacturing and 
installing EVCSs, the lack of standardization within EV charging e.g. certain 
EVCS products may only be compatible with a certain type of vehicle or 
provide different currents and voltage (Frost & Sullivan 2011:53-55). The 
range anxiety of vehicle owners together with the knowledge that longer trips 
must be planned based on where EVCSs are located might hinder them from 
purchasing an EV instead of a conventional vehicle with a longer range. The 
pricing of EVs is also a constraint, EVs are considered to be more expensive 
than conventional vehicles and are in fact so, when comparing passenger cars 
EVs are at an average approximately €9,000 more expensive than the average 
passenger car (Campestrini and Mock, 2011). 
 
5.2 Competitor analysis 

The competitor analysis’s focus is to answer a set of questions that are labeled 
CAQ (competitor analysis question) 1-12. 
 
5.2.1 Competitor identification 

The results from the market analysis act as input for the competitor 
identification component. The first step of the competitor identification 
component is to construct a competitor array, which aims to answer: 
 
CAQ1: Who are the current and future competitors in the EVCS market? 
CAQ2: In what markets are the competitors currently active? 
CAQ3: What markets may competitors aim for in the future? 
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5.2.1.1 Competitor array 

The industry that is investigated is the electric vehicle charging station 
(EVCS) industry. The competitors are defined as those who develop and sell 
hardware and/or software for electric vehicle charging stations/equipment. A 
total of 54 possible competitors in the EVCS market have been identified, 
these are listed in Table 5.1.1c: Competitors. 
The competitors have been sorted into the following classes: Top contenders, 
Challengers and Emerging. The top 10 competitors have been identified as 
ABB, Aerovironment, Better place, Coloumb, Technologies Inc., ECOtality, 
Electromotive, GE Energy, Logica, Pod Point limited, and Schneider Electric. 
The top 10 competitors can be observed in Table 5.2.1.1a. Table 5.2.1.1b 
presents the seven challengers to the top contenders, and table 5.2.1.1c 
presents the 37 competitors that have been classified as emerging competitors. 
Altogether Tables 5.2.1.1a-c presents an adaption of how the competition 
among EVCS providers currently stacks up (Pike Research 2011a; 2011b; 
Global Data 2011; Frost & Sullivan 2011a: 2011b). 
 

Table 5.2.1.1a: Top contenders 
 

ABB Aerovironment Better place Coloumb 
Technologies ECOtality 

Electromotive GE Energy Logica Pod Point Ltd. Schneider Electric 

 
Table 5.2.1.1b: Challengers 

 
Add Energie ClipperCreek Delphi 

Automotive LLP Eaton Corporation GoSmart 
Leviton 

Manufacturing 
Co. Ltd. 

Siemens AG    

 
Table 5.2.1.1c: Emerging 

350Green Aker Wade Power 
Tech. Alpha ALPIQ BRUSA 

Charge point Circutor Conductix-
Wampfler EBG ECC Infracharge 

EDF Eltek Valere Endesa S.A. Epyon Power Evatran (Plugless 
Power) 

GIFAS-electric Green Charge Greenlots Gridtest Systems HaloIPT 
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KEBA 
(KeContact) 

Magna 
International Mehler-ME Mennekes NRG Energy 

Park & Charge Parkpod Power park PowerStream Protoscar 

SEW SWE Tegrel Temper Walther 

WattsNXT WiTricity 
Corporation    

5.2.2 Analysis 

The competitor analysis component is the second and last component of the 
competitor analysis.  
 
5.2.2.1 Document content analysis 

The revised results can be found in Appendix A: Revised Document Content 
Analysis Results which are based on the results found in Appendix B: 
Competitor Profiles. 
 
        CAQ1: Who are the current and future competitors in the EVCS market? 
 
A total of 54 possible competitors were identified, see Table 5.1.1c for a 
complete list of the current competitors. The top 10 competitors have been 
listed in Table 5.2.1.1a. Future competitors are of course difficult to identify, 
but the possible competitors that have been identified will most likely be 
active within the EVCS market in the near future. Over a longer time span it 
is difficult to project which competitors that will establish themselves in the 
EVCS markets and which will leave the same markets. The companies that 
have been identified as the top contenders (Table 5.2.1.1a) along with the 
challengers (Table 5.2.1.1b) should be considered to be companies that should 
be further monitored.  
 

CAQ2: In what markets are the competitors currently active? 
 
Most companies appear to be active primarily within the European and North 
American markets, with some companies, e.g. Better Place, pursuing the Asia 
Pacific market (Appendix A). The African/Middle East and the Latin 
American markets are currently very small markets compared to the other 
markets, and therefore the number of established actors within these markets 
is small (Frost & Sullivan 2011a: 26). Even though the markets are arranged 
after geographical location the competition should be seen as global, therefore 
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it can be a poor choice to categorize competitors dependent on their own 
and/or their customers’ geographical locations. The global top competitors 
can therefore be seen as being among the top competitors in every market. 
There are of course smaller competitors that at a local scale can be seen as 
more competitive than the larger competitors, but this study investigates the 
global competition and it is therefore deemed unnecessary to perform a deep 
analysis of these smaller competitors. By observing table 5.1.1b the predicted 
growth of the annual sales of EVCSs in Europe can be noticed, what can also 
be noticed is that the two projections of the annual sales in Europe are 
approximately of the same magnitude (Pike Research 2011a; Frost & Sullivan 
2011b). 
 

CAQ3: What markets may competitors aim for in the future? 
 
The Asia Pacific market is the market that most top contenders and 
challengers most likely will target in the near future, followed by Europe and 
North America (Global Data 2011; Pike Research 2011a; Frost & Sullivan 
2011b). The Africa/Middle East and the Latin American markets are predicted 
to grow at a low rate during the coming 5 years, but after this time period 
these markets might become more attractive to EVCS providers, meaning that 
competitors might aim for these markets in the future.  
 
5.2.3 Understanding the competitors’ target customers 

CAQ4: Who are the competitors target customers? 
 
Most competitors appear to target municipalities, retailers, businesses, parking 
services, and individual EV users (Appendix A: row “Target customers”). 
Some competitors, e.g. Better Place and ECOtality, primarily target individual 
EV users through their EVCV networks (Appendix A: row “Target 
customers”). 
 

CAQ5: What offers do competitors have to their customers? 
 
Dependent on the type of customers, e.g. individual EV owners or 
municipalities, different offers exist. For the individual EV owners, residential 
chargers are offered. These offers differ slightly from company to company, 
but the typical offer would be that the EV owner could purchase a residential 
EV charger that is installed by an electrician for an additional fee. For 
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municipalities on the other hand, larger EV charging infrastructure solutions 
are offered (Appendix A). 
 

CAQ6: How do the competitors’ customer agreements look like? 
 
The customer agreements vary considerably between the different actors, 
ranging from paying directly for the time the EVCS is used or for the power 
consumed, to being charged a monthly fee for unlimited access to a network 
of EVCSs (Appendix A: row “Customer agreements”). 
 
Better Place has a number of interesting customer agreement types. There are 
essentially two different types: the fixed battery type and the exchangeable 
battery type. These subscriptions have in common that they include a fixed 
number of kilometers that can be driven yearly, meaning that all power 
necessary for driving this distance is “free of charge”, including the power 
that is used at home to recharge the EV. The agreement has some drawbacks, 
primarily that the charging can only take place within the network of EVCSs 
and battery exchange stations that are part of the Better Place network, but 
also that customers are forced to change power a utility that is cooperating 
with Better Place. In Denmark Better Place customers are forced to change to 
Dong Energy if they wish to charge their EVs at home (Appendix A: column 
“Better Place”). Apart from Better Place, also Coulomb Technologies 
ChargePoint and ECOtality’s Blink network have interesting customer 
agreement options. ChargePoint provides a number of different types of 
agreement options, ranging from charging by time, fixed time session, or 
power usage, and the possibility to vary the pricing for different users and 
Time of Use (Appendix A: Column “Coulomb Technologies Inc.”). The Blink 
network offers different membership levels, from Blink Guest to Blink Plus. 
The more expensive Blink Plus membership option comes with an annual fee, 
but offers discounted charging compared to other membership options. 
ECOtality seems to have considered customer loyalty programs in their 
membership model; they state that rewards and discounts for frequent users 
will be available later on (Appendix A: Column “ECOtality”).  
 
5.2.4 How competitors do business 

CAQ7: How does the competitors’ business model look like? 
 
Many competitors’ business models seem to be centered on providing EVCS 
networks to governments, municipalities, utilities, and retailers that are 
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intended to be used by individual EV users or EV fleets; this is usually done 
through collaborations with other actors. By performing governmentally 
funded pilot projects many competitors attempt to promote themselves as the 
leading provider of EVCS solutions (Appendix A: row “Business model”). 
 
 

CAQ8: What payment solutions do competitors use? 
 
The different types of payment solutions vary from direct payments with 
credit cards, pay-by-phone options, to monthly charged membership fees 
(Appendix A: row “Payment solution”). 
 
The main type of payment solution that is provided is some form of 
membership fee, where users typically are charged a fixed monthly or yearly 
fee for either unlimited or limited access to a specific EVCS network. RFID 
cards are used for authentication when accessing these types of networks. 
Better Place differentiates itself from the other competitors by allowing users 
to subscribe for the driving distance instead for the power used (Appendix A: 
Better Place). 
 
Direct payments at EVCSs is another form of payment solution, users are 
typically charged for either the time spent charging or the power usage 
(Appendix A: ).  
 
5.2.5 Competitors’ marketing 

CAQ9: How does competitors’ marketing material look like? 
 
Most competitors’ marketing material primary focus is on the physical 
products, i.e. the EVCSs. The marketing material typically is in the form of 
brochures or online product descriptions. Most competitors have different 
marketing material depending on the intended customer, e.g. for individual 
EV users and for retailers. By having customer specific marketing material 
the specific possible benefits of that customer can be highlighted (Appendix 
A: row “Marketing material”). 
 

CAQ10: What is included in competitors’ marketing material? 
 
The marketing material typically includes descriptions of their products and 
services, explanations of the benefits of using EVs compared to ICE vehicles, 
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as well as examples of success stories where, e.g., municipalities have 
installed a network of their EVCSs (Appendix A: row “Included in marketing 
material”). 
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6 Discussion 

The main purpose of this project has been to conduct a competitor analysis 
within the area of electric vehicle charging stations (EVCS) to increase the 
existing knowledge of possible competitors and their offers to the market. In 
parallel with the competitor analysis a basic market analysis has been 
performed to assess the EVCS market. 
 
6.1 Market analysis  

6.1.1 EVCS markets 

MAQ1: What potential EVCS markets exist? 
MAQ2: What are the sizes of the markets? 
MAQ3: How does the future for the market look like? 
MAQ4: Which competitors are active in the different markets? 

 
The study shows that the global EVCS market can be categorized into to the 
geographical entities North America, Europe, Latin America, Asia Pacific, 
and Africa/Middle East. Even though the markets are arranged after 
geographical location, the competition should be considered to be global, as 
most of the larger competitors already have globally spread organizations 
(Appendix A: “Geographical location”). 
 
The EVCS industry is quite small but has the potential to be a billion dollar 
industry in a couple of years (Pike Research 2011a:1; Frost & Sullivan 
2011a). Of the different geographical markets the Asia Pacific market is the 
largest followed by Europe and North America, these markets will grow at a 
high rate the coming decade. The markets in Africa/Middle East and Latin 
America are far behind the top three markets and can, as of today, almost be 
negated (Frost & Sullivan 2011b; Campestrini and Mock, 2011). I did not 
expect the Asia Pacific market to be the most promising market (Pike 
Research 2011a: 2), rather I believed that the European or the North American 
markets would be the most promising. This misconception was based on prior 
knowledge of the regional developments in North America and Europe, and 
lack of knowledge of the regional developments in the Asia Pacific region. 
When looking at the Asia Pacific region it is not surprising that it is deemed to 
be the most promising EVCS market in the near future, the frequent number 
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of densely populated metropolitan can be considered to be excellent 
candidates for EV and EVCS deployment. Another unexpected finding was 
that the Latin America market is so far behind the other markets and that its 
predicted growth is very low compared to the top three markets. The major 
weakness with the results obtained in this section is that the values that 
represent the annual growth of the EV and the EVCS markets are only 
predictions, and can thus be incorrect. The EVCS sales are partially based on 
projections of the EV market, therefore if the EV predictions are overly 
positive the projected growth of the EVCS market would also be overly 
positive (Pike Research 2011a:1; Frost & Sullivan 2011a). This uncertainty is 
expected as the EV and EVCS markets are quite young and immature. The 
notion that the estimations of the EV and EVCS market growth might be set 
too high is based on that magnitude of the growth was quite unexpected. That 
the EV and EVCS sales would be predicted to grow rapidly was expected, but 
not to what degree it would be projected to increase. 
 
Even though the markets are arranged after geographical location the 
competition should be seen as global, therefore it can be a poor choice to 
categorize competitors dependent on their own and/or their customers’ 
geographical locations. The global top competitors can therefore be seen as 
being among the top competitors in every market. There are of course smaller 
competitors that at a local scale can be seen as more competitive than the 
larger competitors, but this study investigates the global competition and it is 
therefore deemed unnecessary to perform a deep analysis of these smaller 
competitors. 
 
The results from the competitor identification are not very surprising, 
especially if the top contenders are observed. The strength of the results can 
be found in the extensive list of possible competitors together with the 
detailed tables showing the projected growth of both the EV and the EVCS 
markets. By creating an extensive list of possible competitors, even the least 
competitive EVCS actors are not negated. It is important to create an 
understanding that these companies exist and that they are active within the 
EVCS markets. The strength of the tables showing the projected growths is 
that both EV and EVCS market growths are displayed. The results can be 
used as background material for strategic decisions concerning which markets 
to target in the near future, and possibly to predict future sales volumes. The 
gains from the results obtained are that the future of the EVCS markets 
appears to be positive with projected increased annual growth (Global Data 
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2011; Pike Research 2011a), and that possible competitors within the EVCS 
markets have been identified, see Table 5.1.1c: Competitors. 
 
The transition from liquefied fuels to electricity will require major changes in 
technology and infrastructure; these changes are closely related to each other. 
For EVs to function they need to be charged with electricity, thereby putting 
further strain on today’s power grids. The infrastructure of today must go 
through major changes to be able to handle the increasing demand on the 
power grids; the transition to smart grids is a step towards this. For EVs to be 
widely adopted it is crucial that charging stations are conveniently located and 
accessible, but also that the benefits of an EV over a conventional liquid fuel 
driven vehicle are evident. Such a major change is demanding and will take 
time. There are however drivers that might accelerate the change. Oil prices 
are rising and with that the cost of liquid fuels, increasing the cost per driven 
mile of internal combustion engine (ICE) vehicles (IEA, 2010; EEA, 2011; 
IEA, 2009). It is thus becoming increasingly more expensive to run an ICE 
vehicle compared to an EV. The mass adoption of EVs will lower the demand 
of liquid fuels. By decreasing the need for liquid fuels the need for 
transportation of liquid fuel is lowered, thereby reducing costs and CO2 
emissions caused by transportation (Reiner et al., 2010).  
 
6.1.2 Market drivers and restraints 

MAQ5: What opportunities exist in the EVCS markets? 
MAQ6: What regional developments are there in the EVCS markets? 
MAQ7: What are the market drivers for the EVCS market? 
MAQ8: What are the market restraints for the EVCS markets? 

 
It seems as if the EV and EVCS markets are dependent of one another, 
without a mass adoption of EVs installations of EVCSs will dwindle, and 
without a widespread EVCS network the adoption of EVs will be hindered 
(Ernst & Young's Global Automotive Center, 2011; European Commission, 
2010). The results obtained in this section can be used as background material 
for strategic decisions that are dependent on having an understanding of the 
EVCS markets opportunities, regional developments, market drivers and 
market restraints. It can also simply be used to gain an understanding of some 
of the regional developments, and market drivers and restraints that affect the 
EVCS markets. From these it is very important to understand the drivers and 
restraints of the EVCS market in general to be able to act in the different 
EVCS markets. 
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The projected growth of EV sales causes estimations of EVCS sales to rise 
sharply (Global Data 2011), but yet the growth of the EVCS market cannot 
happen without governmental subsidies and incentives. In Europe the EU 
2020 strategic targets push the governments to ease the adoption of vehicles 
emitting small amounts of GHGs, which primarily concerns EVs and thus that 
of EVCSs (European Commission, 2010).  . 
 
Many of the competitors in the EVCS markets have begun to roll out large 
networks, often covering an entire state or city. As the EVCS markets grow I 
believe that we will see more large orders of networks such as the network of 
4,600 EVCS rolled out by Coulomb Technologies in the U.S. (Ernst & 
Young's Global Automotive Center, 2011), and the nationwide fast charging 
network rolled out in Estonia by ABB in cooperation with G4S (ABB, 
2012a). 
 
The Chinese market must be closely monitored and attempts to enter the 
Chinese EVCS market should definitely be performed. China State Grid and 
China Southern Grid should be contacted in these cases (Better Place, 2011i; 
China PHEV Forum, 2012; Ernst & Young's Global Automotive Center, 
2011), but also cities and metropolitan areas should be seen as potential 
customers. Today cities such as Beijing have problems with pollution, partly 
caused by transportation and partly by industries. These cities are important to 
target for EV charging infrastructure as the cities environments can be greatly 
improved by a mass adoption of EVs (China PHEV Forum, 2012; Ernst & 
Young's Global Automotive Center, 2011; Global Data, 2011; Conley and 
Hickman, 2008).  
 
The gains of the results obtained are that they give an understanding of what 
drives and hinders the EVCS markets, but also what drives and hinders the 
EV market. The EVCS market drivers appear to outnumber its constraints, 
social drivers are important. As EVs become the “standard”/popular vehicles, 
EVCSs will become more important, but this cannot be done by pure 
popularity. Governmental drivers play a major role in driving EV and EVCS 
adoption and deployment (Global Data, 2011). The strengths of the results are 
the detailed information concerning the mayor markets of interest, i.e. Asia 
Pacific, Europe and North America, together with the description of the 
market drivers as four separate categories; economical, environmental, 
governmental and social drivers. Several aspects of the results were expected; 
that government funding is an EVCS market driver (European Commission, 
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2010; Global Data, 2011), that the EVCS market is dependent on the success 
of EVs, and that use of EVs over ICE vehicles can considerably lower the 
emissions of GHGs. 
 
The EVCS market relies on the success of the EV market, and therefore the 
transition from an ICE vehicle to an EV should not be difficult. However in 
order for the EVCS market to truly flourish, common standards must be 
agreed upon and the price of EVs must be comparable to that of conventional 
vehicles (Campestrini and Mock, 2011; Elforsk/Swedenergy, 2009; Conley 
and Hickman, 2008; Reiner et al., 2010). 
 
6.2 Competitor analysis  

6.2.1 Competitor identification 

        CAQ1: Who are the current and future competitors in the EVCS market? 
        CAQ2: In what markets are the competitors currently active? 
        CAQ3: What markets may competitors aim for in the future? 
 
A total of 54 possible competitors were identified, including both current and 
future competitors (See Table 5.1.1c). Future competitors are of course 
difficult to identify, but the possible competitors that have been identified will 
most likely be active within the EVCS market in the near future. It is of 
course impossible to accurately project which competitors that will establish 
themselves in the EVCS markets in the future and which will leave the same 
markets. The results from this section can be used as background material for 
strategic decision making where e.g. identification of competitors, assessing 
which competitors that are the greatest threats, and deciding upon which 
competitor(s) to investigate further, are important issues. 
 
The study categorizes the competitors into three different levels indicating 
how big a threat they should be considered to be. A strength of the results is 
that not only are the top 10 competitors, first tier competitors, identified but 
also the second and third tier competitors, i.e. the Challengers and the 
Emerging, see Table 5.2.1.1a: Competitor screening. A weakness of the 
results would be that the companies that are on the border of being a top 
contender but instead is classified as a challenger could have been placed in 
the wrong category. The companies that have been identified as the top 
contenders along with the challengers should therefore be considered to be 
companies that should be further monitored.  
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The gains from the results are that an outline of the competitive hierarchy can 
be clearly viewed, which is displayed in table 5.2.1.1a, and that the top 10 
competitors have been identified along with what markets are most popular 
for the competitors now and those that competitors are likely to perceive as 
attractive in the near future (Appendix A), and that therefore might be 
important to target. Most companies appear to be active within the European 
and North American markets, with some companies pursuing the Asia Pacific 
market. The Asia Pacific market is the market that most top contenders and 
challengers will target in the near future, followed by Europe and North 
America (Appendix A). 
 
6.2.2 Understanding the competitors’ target customers 

CAQ4: Who are the competitors target customers? 
CAQ5: What offers do competitors have to their customers? 
CAQ6: How do the competitors’ customer agreements look like? 

 
The results from this section can be used for strategic decision making were it 
is vital to have knowledge about which customers that competitors are most 
likely to target, what the competitors might offer these customers, along with 
how the presented customer agreements might look like. The results can also 
be used as a source of information that can be utilized in a company’s 
development process of EVCS offers and customer agreements. Knowing 
what competitors are offering also allows for a company to differentiate their 
offers and customer agreements from competitors’.  
 
The study shows that there are a couple of common target customers that 
nearly all competitors target, and that many competitors have similar EVCS 
offers and customer agreements. Most competitors appear to target utilities, 
municipalities, retailers, businesses, parking services, and individual EV 
owners (Appendix A). 
 
Dependent on the type of customers, e.g. individual EV owners or 
municipalities, different offers exist. For the individual EV owners, residential 
chargers are offered. These offers differ slightly from company to company, 
but the typical offer would be that the EV owner could purchase a residential 
EV charger that is installed by an electrician for an additional fee (Appendix 
B). For municipalities on the other hand, larger EV charging infrastructure 
solutions are offered (Appendix A: Customer agreements). 
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The customer agreements vary considerably between the different actors, 
ranging from paying directly for the time the EVCS is used or for the power 
consumed, to being charged a monthly fee for unlimited access to a network 
of EVCSs (Appendix A: Customer agreements). Some of the results from this 
section were expected whilst some were unexpected. An expected result was 
that all top competitors targeted the individual EV users. This was quite 
expected as many of the competitors provide residential EVCSs and it is the 
individual EV users that are expected to be the largest user group of EVCSs. 
That there were different types of offers and customer agreements was also 
expected as a number of different companies were analyzed, all of which 
provides EVCSs. An unexpected result would be that so many competitors 
shared a, in practice, similar customer agreement model, namely the 
membership model, which in many cases granted unlimited access to an 
EVCS network (Appendix A: Customer agreements). This in turn might not 
truly be much unexpected as they are all active within the same market, and 
the membership model is a simple type of customer agreement. What was 
unexpected in this part of the study was Better Place membership model, 
whilst all other companies’ membership models were based on either 
unlimited access to an EVCS network or granted reduced fees for charging, 
the Better Place membership model is based on purchasing a defined annual 
driving distance (Appendix B: Better Place). This was unexpected as it was 
very different than other membership models that where analyzed. Better 
Place provides essentially two different types of contracts: the fixed battery 
type and the exchangeable battery type. These subscriptions have in common 
that they include a fixed number of kilometers that can be driven yearly, 
meaning that all power necessary for driving this distance is included, 
including the power that is used at home to recharge the EV. The agreement 
has some drawbacks, primarily that the charging can only take place within 
the network of EVCSs and battery exchange stations that are part of the Better 
Place network, but also that customers are forced to change power a utility 
that is cooperating with Better Place. In Denmark Better Place customers are 
forced to change to Dong Energy if they wish to charge their EVs at home. 
Apart from Better Place, also Coulomb Technologies ChargePoint and 
ECOtality’s Blink network have interesting customer agreement options. 
ChargePoint provides a number of different types of agreement options, 
ranging from charging by time, fixed time session, or power usage, and the 
possibility to vary the pricing for different users and Time of Use (Appendix 
B: Coulomb Technologies Inc.). The Blink network offers different 
membership levels, from Blink Guest to Blink Plus. The more expensive 
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Blink Plus membership option comes with an annual fee, but offers 
discounted charging compared to other membership options. ECOtality seems 
to have considered customer loyalty programs in their membership model; 
they state that rewards and discounts for frequent users will be available later 
on (Appendix B: ECOtality). Customer loyalty appears to be important as the 
companies wish to retain their EVCS network users by building a bond 
between the users and the company through customer loyalty programs such 
as the Blink Plus and Better Place memberships (Appendix B; Uncles, 2003). 
 
 
The obvious gains from the results are that a company can predict which 
customers the competitors are most likely to target, and that a knowledge base 
of the competitors’ EVCS offers and customer agreements has been created. 
A weakness with the results was that it was difficult to compare competitors’ 
customer agreements and their offers, and that there was a possibility of that 
not all forms of offers and customer agreements were identified. 
 
I think it is important as well as possible to target a range of different 
customers that can benefit from being part of EV charging networks. Larger 
customers, like governments, larger retailers, cities and municipalities, are 
especially important to target as these can lead to large orders. By having a 
wide customer range, the possibility of a company’s EVCS network to be a 
more wide spread might increase, thereby creating a larger possibly more 
attractive EV charging network.  
  
Customer agreements must include the possibility to in a simple and 
convenient way charge your EV at an EVCS that is not a part of the network 
that you have a membership in. Even though it might come with an additional 
fee compared to charging at an EVCS that is part of your membership 
network, it must be present to ease the mobility of EV drivers. For this to be 
possible it is crucial that common standards can be found so that different 
networks can communicate with each other.  
 
6.2.3 How competitors do business 

CAQ7: How does the competitors’ business model look like? 
CAQ8: What payment solutions do competitors use? 

 
The results obtained in this section can be used when making strategic 
decisions that involve understanding competitors’ business models and the 
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payment solutions that they offer. The results could also be used while 
developing a company’s business model in order to be able to differentiate 
from competitors, and in the development of EVCS payment solutions. The 
study identifies how competitors do business, most are involved in 
governmentally funded pilot projects to promote and test their solution. The 
study also shows different types of payment solutions that are used by 
different competitors. The most common is to charge the users of the EVCS 
network a monthly fee. The use of direct payments through the use of credit 
cards is also popular (Appendix A: Payment solution). 
 
Many competitors’ business models seem to be centered on providing EVCS 
networks to governments, municipalities, utilities, and retailers that are 
intended to be used by individual EV owners; this is usually done through 
collaborations with other actors. By performing governmentally funded pilot 
projects many competitors attempt to promote themselves as the leading 
provider of EVCS solution s (Appendix A: Business model). The strengths of 
the results are that the competitors’ business models are described briefly 
instead of being described extensively, this makes it easier for readers to 
quickly compare how competitors do business, and that common payments 
solutions are identified. One of the strengths of the results can also be 
considered to be a weakness. Only brief overviews of the competitors’ 
business models are presented, as these are not very detailed some details of 
the business models might be missing (Appendix A: Business model). This is 
mainly due to the limited size of the study. 
 
The different types of payment solutions vary from direct payments with 
credit cards, pay-by-phone options, and membership fees. The main type of 
payment solution that is provided is some form of membership fee, where 
users typically are charged a fixed monthly or yearly fee for either unlimited 
or limited access to a specific EVCS network. RFID cards are used for 
authentication when accessing these types of networks. Better Place 
differentiates itself from the other competitors by allowing users to subscribe 
for the driving distance instead for the power used. Direct payments at EVCSs 
are another form of payment solution, users are typically charged for either 
the time spent charging or the power usage. That so many competitors did not 
have a wide selection of payment solutions was quite unexpected. This can be 
explained by that many competitors have chosen to focus on developing their 
EVCSs first and then have begun with a simple payment solution to later on 
add more advanced payment solutions. As many of the EVCS have been 
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designed with a modular design it might not be too difficult to add these 
features later on (Appendix A: Payment solution).  
 
I think it is important as well as possible to target a range of different 
customers that can benefit from being part of EV charging networks. Larger 
customers, like governments, larger retailers, cities and municipalities, are 
especially important to target as these can lead to large orders. By having a 
wide customer range, the possibility of a company’s EVCS network to be a 
more wide spread might increase, thereby creating a larger possibly more 
attractive EV charging network.  
  
Customer agreements must include the possibility to in a simple and 
convenient way charge your EV at an EVCS that is not a part of the network 
that you have a membership in. Even though it might come with an additional 
fee compared to charging at an EVCS that is part of your membership 
network, it must be present to ease the mobility of EV drivers. For this to be 
possible it is crucial that common standards can be found so that different 
networks can communicate with each other.  
 
The gains of the results obtained are that by gaining an understanding of the 
competitors’ business models and their payment solutions, and due to the lack 
of a wide selection of payment solutions, a company with the ability to 
provide this could reap the benefits. 
 
6.2.4 Competitors’ marketing 

CAQ9: How does competitors’ marketing material look like? 
CAQ10: What is included in competitors’ marketing material? 

 
The results from the analysis of competitors’ marketing material can be used 
for strategic decisions involving the development of marketing material and to 
gain an understanding of how competitors market themselves. The results 
outlines that most top competitor have marketing material that is either 
grouped depending on what customer segment it aims to target, what product 
it aims to display, or both. Detailed technical product specifications have a 
central part of a large part of the analyzed marketing material, however 
common elements of the material also includes descriptions of the benefits of 
EV use compared to ICE vehicle use. Apart from explaining the benefits of 
using EVs, and thereby explaining the benefits of installing EVCSs, examples 
are given of e.g. municipalities that have installed a network of that 
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company’s EVCSs (Appendix A: Marketing material; Appendix A: Included 
in marketing material). The strength of the result is that by looking at the 
customers marketing material, the target customers of competitors can be 
identified. The weakness of the results is that I might not have found all 
marketing material, today a lot of the marketing material is web-based. As it 
would be very time consuming to analyze an entire website, compared to the 
size of this study, only brochures, pamphlets and leaflets were analyzed. 
 
The major gain from the results is that competitors have customer segment 
specific marketing material. 
 
6.3 Further studies 

The study that has been conducted had a very broad scope leading to that the 
results became quite shallow. Further studies would be needed to obtain more 
detailed results. For providers of EVCSs I would recommend performing 
studies of EVCS users, primarily individual EV users and EV fleets, needs 
and demands. I would also recommend further more extensive investigations 
of the Asia Pacific market. The market is expected to grow at a remarkable 
rate the coming years and it is therefore of great importance to keep track of 
this market. 
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7 Conclusion 

Electric Vehicles (EVs) and the infrastructure needed to charge are entering 
our everyday lives more and more. As a result Electric Vehicle Charging 
Stations (EVCSs) will begin to appear more frequently in parking lots, outside 
shopping malls and on the boardwalks. The EVCS market is a market to 
reckon with, its future potential appears to be excellent with a predicted global 
compound annual growth rate of 155% between 2012 and 2020 (Global Data, 
2011), parallel to the projected mass adoption of EVs. The EVCS market 
should be considered to be global, but the major markets are the Asia Pacific, 
European and North American markets.  
 
It is important for a company to have knowledge of the competition that exists 
in the market that the company is active in or aims to be active in; therefore 
the company can use the results and discussions presented in this study to 
gather vital information about the EVCS market and its competitors. This 
information can act as important background material during strategic 
decisions, such as: should the company enter a specific market; how does our 
offer differ from the competitors’; and how do we profit from this market? 
The results can also be used as a foundation for further studies, investigating 
certain competitors or markets further, or as reference material during the 
development of e.g. business models, products, services, and marketing plans.  
 
In this study the top ten competitors have been identified and analyzed 
(Appendix A; Appendix B), all of these should be watched closely, but the 
challengers must not be forgotten. In the rapidly growing and dynamic EVCS 
market the challengers might quickly ascend to be one of the contenders for 
market leadership. The competition in EVCS market is tough, but the future 
possibilities for actors within the EVCS markets are great. 
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Appendix A: Revised Competitor Analysis 
Results 

Table A: Revised Competitor Analysis Results presents the revised version of 
the results from Appendix B (Appendix B). 
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applications testing, netw

orking and com
m

unications, co-
branding EV

C
Ss, dealer developm

ent, custom
 m

arketing 
program

s. 

Provides charging infrastructure in form
 of w

all m
ounted-

private chargers, w
all m

ounted - public chargers, and fast 
charging - battery sw

ap stations.  

Provides charge poles and a C
loud-based service for EV

C
S 

m
anagem

ent. 

Product and service, they sell products in form
 of their EV

C
Ss 

and they provide the charging service through the B
link 

netw
ork. 

Product or Service description 
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A
B

B
 

A
erovironm

ent  

B
etter place 

C
oloum

b 
technologies Inc. 

E
C

O
tality 

C
om

petitor  

M
em

bership m
odel - price dependent on the type of m

em
bership: 

e.g. pay for use (basic), flexible, and prem
ium

. Prem
ium

 = € 
100/m

onth allow
ing for unlim

ited usage of the EV
C

S netw
ork. 

Flexible = €60/m
onth allow

ing three charges /w
eek, €5/charge 

outside the contract. Pay for use (basic) = €10/m
onth. fee payed 

once a year, €10/ charge.  Pay per charge (non-registered user).  
 U

ndefined m
em

bership m
odel and pay-per-use. 

N
um

ber of contract offers. Includes a defined num
ber of km

/year + 
base cost for private EV

C
S. Tw

o contract types: fixed battery, and 
exchangeable battery. If yearly num

ber of km
 is exceeded the 

custom
er is charged a fee per km

 driven. K
m

- based: all pow
er 

from
 B

etter place netw
ork, including residential EV

CS, is included 
in the price. To include residential EV

C
S custom

er m
ust change 

pow
er supplier to a B

etter place partner.  

Pricing of usage of the EV
C

S can be changed betw
een by tim

e, 
fixed tim

e session, or kW
h basis. EV

C
S netw

ork ow
ners can take 

advantage of Tim
e of U

se (TO
U

) energy prices by varying the 
pricing by tim

e of day.  
 D

ifferent prices can be set for specific users, such as preferred 
em

ployees, custom
ers or residents.  

 Three levels of Blink m
em

bership: Plus, B
asic, and G

uest. 
Plus - credit card on file, annual fee of $30 to receive discounts on 
com

m
ercial charging (free until beginning of 2013), EV

C
S access 

fee $1.00/hour, B
asic - no annual fees, EV

C
S access fee $1.50/hour  

G
uests - EV

C
S access fee $2.00/hour. Plus and B

asic - D
C

 Fast 
charging fees not m

entioned (to be unveiled later in 2012), 
R

ew
ards of som

e form
 com

ing soon; frequent charging is rew
arded 

w
ith discounts. 

 C
haracteristics of E

V
-user agreem

ent 

Provides optional Point-of-
sale system

s, M
em

bership 
m

odel – R
FID

 tag used, 
SM

S-, Sm
artphone- and E-

w
allet paym

ents, A
utom

ated 
phone access, R

FID
 tag- or 

PIN
 code authorization. 

R
FID

 tag used for 
authentication and credit card 
paym

ents. 

M
onthly paym

ents for their 
contracts. N

o other paym
ent 

solutions are m
entioned. 

C
redit cards, M

em
bership 

m
odel – C

hargepass 
(C

hargepoint RFID
 card), 

pay-by-phone option. 

InC
ard - linked to user’s 

credit card, m
obile-based 

paym
ents called B

link codes 
(not available yet). 

Paym
ent solutions offered 

(A
B

B
, 

2011a;2011b;2011c;2
011d;2011e; 2011f; 
2012; Langezaal &

 
B

oum
an, 2011). 

(A
erovironm

ent, 
2009; 2010; 2011a; 
2011b; 2011c; 2011d; 
2011e; 2011f; 2011g) 
 (B

etter Place, 2011a; 
2011b; 2011c; 2011d; 
2011e; 2011f; 2011g; 
2011h) 

 (C
oulom

b Tech., 
2011a; 2011b; 2011c; 
2011d; 2011e; 2011f; 
2011g; 2011h) 

(EC
O

tality, 2010; 
2011a; 2011b; 2011c; 
2011d; 2011e) 
 M

arketing m
aterial 
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A
B

B
 

A
erovironm

ent  

B
etter place 

C
oloum

b 
technologies Inc. 

E
C

O
tality 

C
om

petitor  

 D
etailed technical descriptions of their 

physical products. Explains the benefits of their 
products and services. Presents case studies of 
the netw

orks that they have installed. 
 D

ifferent m
arketing m

aterial, presenting 
different solutions, dependent on the intended 
custom

er. D
etailed technical specifications, 

but also high-level descriptions of the 
functionality and intended use. A

ttem
pts to 

describe how
 their solution w

ill ease the 
transition from

 ICE to EV
s. 

 Explains w
ith exam

ples the benefits w
ith EV

s 
com

pared to ICE vehicles. C
om

paring the 
price per km

, pricing of the exam
ple cars, 

illustrates the C
O

2 savings w
hen using Evs. 

Exam
ples of e.g. M

unicipalities that have the 
C

hargepoint netw
ork. 

D
escribes the B

link N
etw

ork, the benefits of 
their solution. Presents how

 m
any EV

C
Ss 

they have installed. Technical descriptions, 
and business benefits. 
 Included in m

arketing m
aterial 

 
 

E
lectrom

otive 

G
E

 E
nergy 

L
ogica 

Pod Point 
lim

ited 

Schneider 
E

lectric 

 C
om

petitor 

Elektrobay 

EV
 

Infrastructure 
Solutions. 

Logica C
iM

S 
(C

hargepoint 
Interactive 
M

anagem
ent 

System
) 

Pod Point 

EV
link 

Solution 

U
K

 based EV
C

S provider.  
Provides the Elektrobay EV

C
S 

product range and EB
C

onnect, 
a softw

are platform
 that 

connects all the different 
Elektrobay m

odels into an 
Elektrobay N

etw
ork. 

G
E aim

s to be a provider of 
end-to-end EV

 charging 
infrastructure solutions. 

C
iM

S allow
s the central 

m
anagem

ent of various 
charging points from

 different 
m

anufacturers and ensures safe 
custom

er identification. 

Pod Point's product range 
includes dom

estic chargers, 
com

m
ercial chargers, and the 

PO
D

 Point M
anagem

ent 
System

. 

Schneider Electric provides the 
entire range of EV

 charging 
infrastructure products. Their 
m

ain product line of EV
C

Ss is 
the EV

link, including 
residential chargers, 
com

m
ercial chargers and 

com
m

ercial D
C

 fast chargers. 

B
rief description 
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E
lectrom

otive 

G
E

 E
nergy 

L
ogica 

Pod Point 
lim

ited 

Schneider 
E

lectric 

 C
om

petitor 

U
nited 

K
ingdom

, 
Sw

eden, 
H

olland, 
G

erm
any, 

Ireland 

G
lobal 

G
lobal 

U
K

 

G
lobal 

G
eographic 

location 

U
nited K

ingdom
,  

(Exports 
Elektrobays to 
Sw

eden, H
olland, 

G
erm

any and 
Ireland) 

U
S 

N
etherlands, 

G
erm

any, 
Luxem

burg 

U
K

, Spain, 
Ireland, D

enm
ark, 

The N
etherlands 

and N
orw

ay 

U
S, Europe, A

sia. 

M
arket 

establishm
ent 

Sm
art, 

M
ercedes-B

enz, 
V

inci Energies 
U

nited 
K

ingdom
, ED

F, 
R

enault-N
issan 

B
etter Place 

E-laad.nl, 
Stadtw

erke 
D

üsseldorf, 
Estenteco 

Tesco, 
Sainsbury's, 
IK

EA
, N

issan, 
G

4S 

EV
 Plug 

A
lliance, 

Parkeon, SA
V

E 
Project – Seine 
A

val Electric 
V

ehicle, 
Strasbourg PH

V
 

Trial 

Partnerships 

M
unicipalities, 

retailers, individual EV
 

users, businesses. 

Individual EV
 users, 

retail and sm
all 

businesses, office and 
property ow

ners, hotels, 
cities and 
m

unicipalities. 

Logica aim
s to 

collaborate w
ith other 

actors w
hom

 aim
 to roll 

out EV
 infrastructure 

netw
orks, Logica 

provides the softw
are. 

Individual EV
 users, 

com
panies and public 

sector, public charge 
netw

orks, and builders, 
architects, and 
developers. 

Individual EV
 ow

ners, 
EV

 fleet operators, 
utilities, retailers and 
businesses, property 
ow

ners, paid parking 
garage operators. 

T
arget custom

ers 

C
ollaborate w

ith utility providers, 
m

unicipalities and other actors to provide 
EV

C
S infrastructure. 

G
E aim

s to supply charging 
infrastructure to support the introduction 
of EV

s, claim
s to be able to supply all 

necessary upstream
 infrastructure.  

G
E claim

s to be taking an active role in 
overcom

ing the barriers to w
idespread 

EV
 adoption. 

Sell their softw
are C

iM
S. 

 C
ollaborate w

ith organizations, 
m

unicipalities, and governm
ents to roll 

out pilot projects at first and then to 
expand the netw

ork. 

Provides the infrastructure for their 
EV

C
S netw

orks, the EV
C

Ss can be 
independently ow

ned and be connected 
to the netw

ork. 

D
eliver the “entire spectrum

 of EV
 

charging infrastructure, sm
art-grid 

integration, service and m
anagem

ent in 
one com

plete solution”. 
Involvem

ent in pilot projects to test their 
solutions and contribute to the early 
adoption of EV

s. 

B
usiness m

odel 
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E
lectrom

otive 

G
E

 E
nergy 

L
ogica 

Pod Point 
lim

ited 

Schneider 
E

lectric 

 C
om

petitor 

Product, 
Elektrom

otive 
sells their 
elektrobay 
charger. 

Products, 
provides their 
range of 
W

attStations and 
D

uraStations. 

Product, provides 
C

iM
S. 

Products, 
provides their 
range of EV

C
Ss, 

and the option to 
connect EV

C
Ss to 

their netw
ork. 

Three types of 
EV

C
S solutions: 

EV
link 

residential, 
EV

link parking 
and EV

link quick 
charge. 

Product or 
Service 

Pay-as-you charge. 
 Pay a fixed fee for e.g. 6/12 m

onth 
access to the Elektrobay netw

ork. 

N
one described. 

Pay per charge can be deduced. 

Exam
ple from

 E-laad-nl case study: 
"For the electric car ow

ners, usage of 
the system

 is inexpensive, as a free 
charge point is m

ade available near 
their hom

e and they only pay 100 
Euro per year to use the system

." 

PO
D

 Point O
pen N

etw
ork 

M
em

bership pack for £15, includes 
R

FID
 tag that gives access to the 

PO
D

 Point O
pen N

etw
ork. C

urrently 
no recurring yearly fees, these w

ill 
com

e at "som
e point". 

   Free charging w
ith or w

ithout R
FID

 
authentication 
Subscription (m

em
bership) m

odel 
Pay-per-use 

C
haracteristics of custom

er 
agreem

ent 

R
FID

-tag, data concerning w
ho, w

hen 
and how

 m
uch pow

er has been supplied 
is collected. This inform

ation is used for 
billing, statistical analysis, and efficiency 
and m

aintenance calculations.  “payas- 
you-go” credits m

ethod also available. 
“cash-less” paym

ent options. 

C
redit- and D

ebit card paym
ents. SM

S 
paym

ent 
 EV

 C
harger C

ard -RFID
 card that 

collects data on EV
C

S usage. 

Fixed rate is m
entioned. 

A
 sm

art card is used for authentication. 

M
em

bership package - R
FID

 tags.  
 Pay-per-use. 

Subscription based paym
ent 

(M
em

bership m
odel). 

Pay-per-use, various different paym
ent 

solutions offered such as credit card, etc. 

Paym
ent solutions offered 
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E
lectrom

otive 

G
E

 E
nergy 

L
ogica 

Pod Point 
lim

ited 

Schneider 
E

lectric 

 C
om

petitor 

(Elektrom
otive, 2008; 

2009a; 2009b; 2011) 

(G
E Energy, 2011a; 

2011b; 2011c; 2011d; 
2011e; 2011f; 2011g; 
2011h; 2011i) 

(Logica, 2010a; 2010b; 
2011a; 2011b; 2011c) 

(PO
D

-Point, 2011a; 
2011b; 2011c; 2011d; 
2011e; 2011f; 2011g; 
2011h; 2011i; 2011j) 

(Schneider Electric, 
2010a; 2011a; 2011b; 
2011c; 2011d; 2012) 

M
arketing m

aterial 

D
etailed descriptions of the elektrobay charging 

equipm
ent. D

escribes how
 to use the elektrobay. A

nd 
detailed schem

atics of the EV
C

S. 

M
otivates w

hy changing to an EV
 from

 an IC
E is the 

correct choice, the W
attStation is described as being 

designed to help …
 by decreasing tim

e needed for 
vehicle charing, and using sm

art grid technology to 
allow

 utility com
panies to m

anage the im
pact EV

s have 
on the local and regional grids. 

C
ase study of E-laad.nl. 

Explains benefits w
ith the use of C

iM
S.  

D
efines the possibilities of using Logicas softw

are. 

D
etailed technical inform

ation. H
ow

 the EV
C

Ss are 
used. D

escribes the products and services, and the 
EV

C
S netw

ork that they provide. O
n their w

ebsite 
statistics on the num

ber of installed EV
C

Ss, the 
num

bers of EV
C

S under construction, etc. are 
displayed. 
 The “future” of EV

s, the m
arket adaption of EV

s, the 
future for EV

C
Ss and sm

art grids, gives exam
ples of 

EV
, EV

C
S and sm

art grid incentives and governm
ental 

funding. 
States w

hat is needed for supporting shifting consum
er 

behavior and adoption of EV
s, and then claim

s that 
“you can count on Schneider Electric to deliver”.  

Included in m
arketing m

aterial 
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Appendix B: Competitor Analysis Results 

Appendix B: Competitor Analysis Results presents the results from the 
document content analysis from the competitor analysis. The results are sorted 
according to the name of the competitor. 
 
ABB 

• Name of their solution: EV charging solutions 
• Brief description: ABB offering for EV charging includes: AC 
regular and DC fast charging stations, powerful network management 
software, flexible maintenance service portfolio and components. 
According to ABB their "technologies ensure intelligent charging 
management and better power quality in the grid, thus helping to deploy 
sustainable mobility" (ABB, 2012b). 
 
• Geographic location: Global 
• Market establishment: Estonia (ABB, 2012a) 
• Partnerships: G4S 
• Target customers: Municipalities, retailers, utilities, businesses, and 
individual EV owners. 
 
• Description of competitors’ business model: Sell and install EVCSs. 
ABB is clearly focusing on DC fast chargers. 
ABB also sell components for EV charging infrastructure, offering energy 
meters, RCBOs, circuit breakers, switches, enclosures, plugs, sockets and 
connectors that can be combined to realize any kind of charging point for 
EVs (ABB, 2012c). 
 
• Product and/or service description: 
Products: 
Highway DC fast chargers - ABB's "compact, stylish" fast chargers 
provide up to 100kW of charging power with charging times as fast as 15-
30 minutes. 
Include: Point-of-sale systems, customer user-interfaces & styling, 
customer RFID access control, integration into companies own back-
office and ready-to-go online site management tools (ABB, 2012d). 
 
*Terra 100.2 Base Station 
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Described as "a web-connected, intelligent, DC fast-charging system with 
50 kW's of power per output. It is compatible with all electric vehicles 
using the CHAdeMO standard and is the ideal choice when multiple 
vehicles need to be charged simultaneously." 
Includes: 2 outputs, web-connected, power routing enabled, Installed 
charging power: 100kW, optional input power limiting software, optional 
Galaxy online site management tool, optional Point Of Sale and Back 
Office integration, optional navigation system link, optional charged kWh 
measurement, optional low temperature operating range, optional 
customized branding possibilities, optional GSM/UMTS connectivity. 
Max output DC current: 120A 
Intended for "all kinds of premises, including car parks, shopping malls 
and other service areas." Infrastructure suppliers (e.g. utility companies), 
service-station forecourts, shopping malls, commercial and private car 
parks, light commercial fleets (e.g. delivery vans). 
Intended purpose: "In combination with the Terra Charge Post, the Terra 
100.2 can be used to charge two vehicles at the same time. Typical 
charging times are between 15 and 30 minutes"(ABB, 2011a). 
 
*Terra Charge Post 
Described as an electric charging post with two outlets that works in 
conjunction with the Terra 100.2 Base Station. The base station, which 
cottons the power electronics and control/safety systems, can be 
positioned out of sight up to 20 meters away. "The Terra Charge Post's 
compact, space-saving design allows installation close to a vehicle 
parking space." 
Includes: Web-connected, space-saving design, user interface: color LCD 
and Start, Stop and Emergency buttons, RFID authentication, optional 
Galaxy online site management tool, optional Point Of Sale and Back 
Office integration, optional navigation system link, optional charged kWh 
measurement, optional customized branding possibilities, optional 
customized user interface styling. 
CHAdeMO DC charging standard 
Max output DC current: 120A (Dependent on base station configuration.) 
Intended for infrastructure suppliers (e.g. utility companies), service-
station forecourts, shopping malls, commercial and private car parks, light 
commercial fleets (e.g. delivery vans). 
Intended purpose: In combination with the Terra 100.2 Base Station, the 
Terra Charge Post can be used to charge two vehicles at the same time 
(ABB, 2011b). 
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*Terra 51 Charge Station 
Described as "an all in one electrical vehicle charging solution" 
Includes: Web-connected, power routing enabled, user interface: color 
LCD and Start Stop and Emergency buttons, RFID authentication, 
optional input power limiting software, optional Galaxy online site 
management tool, optional Point Of Sale and Back Office integration, 
optional navigation system link, optional charged kWh measurement, 
optional low temperature option, optional customized branding 
possibilities, optional customized user interface styling, optional 
GSM/UMTS connectivity. 
CHAdeMO charging standard 
Max output DC current: 120A 
Intended for infrastructure suppliers (e.g. utility companies), service-
station forecourts, light commercial fleets (e.g. delivery vans). 
Intended purpose: "the ideal choice when only a single vehicle needs to be 
charged at any given time. Typical charging times are between 15 an 30 
minutes." Can be installed centrally in fleet yards or at petrol/gas stations 
due to low noise levels during charging (ABB, 2011c). 
 
*Terra SC, single outlet DC fast charging station 
Described as "a Smart Connected charging station designed for 
convenient fast charging." 
Includes: Web-connected: remote assistance/management/servicing and 
smart software upgradeability, power routing enabled, wired and wireless 
connectivity, optional RFID authentication system, optional pin code 
authorization system, optional Galaxy web-based management software - 
statistics module with data per user - fleet access management module, 
optional special company fleet version with 2 integrated AC connections 
for 8 hour charging during the workday and display DC & AC charging 
progress, optional remote readable MiD certified AC meter to measure 
total power usage, optional 4.5 meter long cable + "easy" cable holder, 
optional billing interface to parking management systems. 
CHAdeMO charging standard 
Max output DC current: 50A 
Intended for SME/company car parking, company fleet operators, (off 
street) parking operators, EV infrastructure service providers, roadside 
meeting places, supermarkets & shopping malls. 
Intended purpose: "It will fully charge a car in 30-120 minutes while the 
EV driver attends a meeting, works in the office, enjoys shopping, 
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performs a sports activity or has a meal." Designed to support EV 
charging of company fleets, freed parking and commercial parking 
situations (ABB, 2011d). 
 
*Power Routing - Intelligent connected charging 
ABB complements its fast charging solutions with web-based control, 
management and maintenance systems. All Terra chargers are connected to 
the Power Routing network. ABB provides a suite of APIs, which enables the 
Terra chargers to interface to 3rd party billing servers, fleet management 
systems, smart grids or demand-response applications, via the Power Routing 
network. 
ABB also offers the Galaxy online management tool. This user-friendly web 
application allows a charging infrastructure operator to access status 
information and statistics from the Terra chargers at their sites, including kWh 
consumption and session statistics on a daily, weekly, or monthly basis. 
Additionally, an operator can use the Galaxy tool to configure chargers and 
sites according to their preferences. 
ABB’s Power Routing network is a robust IT backbone operated by ABB’s 
service center to provide support, software updates and upgrades, remote 
maintenance, servicing and monitoring of Terra chargers. The Power Routing 
network ensures the best possible uptime and performance for your charging 
infrastructure (ABB, 2011a; ABB, 2011b). 
 
*Galaxy online management tool 
Described as "an online management tool designed to interact seamlessly 
with any ABB Terra charging system offering you the right analysis and 
configuration tools to run your charging operation professionally." 
Features: Export of charge session data, integrated map review, real.time 
status, graphical statistics, export of charge session data, manage RFID 
card authorization, manage PIN code authorization, integrated geographic 
map for easy overview, drill-down capabilities for more detailed data, 
remote access management, rich data availability (statistics, etc.), 
modularized system (buy only the modules needed & purchase additional 
modules at any time). 
Available modules: 
-Status 
-Statistics 
-Configure 
-Card management (RFID cards and export connected charge sessions) 
-PIN code management (set PIN codes and export charge sessions per 
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PIN code) 
-Advanced statistics 
-Technical operator (ABB, 2011e). 
 
Services: 
*Service and Support for Terra Charge Products 
Description: ABB complements its fast charging solutions with web based 
control, management and maintenance systems. As all Terra chargers are 
connected to the Power Routing network, ABB can provide support, 
software updates and upgrades, remote maintenance, servicing and 
monitoring of Terra chargers. 
Main features: on-call response, preventive maintenance, pro-active 
equipment monitoring, hardware and software updates, repairs outside 
warranty, trainings, optional warranty extension, optional tailor-made 
service and support programs. 
Intended for: charging station operators, charging infrastructure owners. 
Levels of service: three different levels of service is offered: Basic, Full, 
and Extended. The Basic package is included with every Terra charger, 
while the other two service packages comes with additional prize. The 
prizes are given upon request. (ABB, 2011f). 
 
• Characteristics of customer agreement. 
Membership model - prize dependent on the type of membership 
(contract): e.g. pay for use (basic), flexible, and premium. Premium = € 
100/month allowing for unlimited usage of the EVCS network. Flexible = 
€60/month allowing three charges /week, €5/charge outside the contract. 
Pay for use (basic) = €10/month. the fee is payed once a year, €10/charge. 
(Langezaal & Bouman, 2011). 
Pay per charge (non-registered user). Use of SMS, smartphone and E-
wallet for payments. 
 
• Payments solutions offered. 
– Membership model, RFiD 
– SMS, Smartphone and E-wallet payments 
– Automated phone access (ABB, 2012a). 
EVCSs accessed by RFID tags or PIN code (ABB, 2011a; ABB, 2011b; 
ABB, 2011c; ABB, 2011d; ABB, 2011f). 
 
• List of found marketing material. 
(ABB, 2011a;2011b;2011c;2011d;2011e; 2011f; 2012; Langezaal & 
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Bouman, 2011). 
 
• Description of what is included in the marketing material. 
Detailed technical descriptions of their physical products. Explains the 
benefits of their products and services. Presents case studies of the networks 
that they have installed. 
 
Aerovironment 

• Name of their solution: Aerovironment EV Solutions 
• Brief description: Aerovironment EV solutions includes EV 
charging products and services, offering everything from installation of 
domestic chargers, co-branding EVCS, to purely selling EVCSs. 
 
• Geographic location: US, UK 
• Market establishment: US 
 
• Partnerships: Nissan, Think, EnerDel, US Department of 
Defense (Finpro/Finnode, 2010), NRG Energy (Businesswire, 2011), 
Mitsubishi Motors (OC Metro, 2012), Milbank (Aerovironment, 2011f). 
 
• Target customers: Automakers, fleets, municipalities and states, 
consumers (Individual EV drivers), utilities, retail and commercial 
(Aerovironment, 2012) Think, EnerDel, US DOD (Finpro/Finnode, 2010). 
 
• Description of competitor’s business model: Provide solutions 
for EV charging. 
 
• Product or service description. 
Products: 
*Public fast charging station, 60KW DC, Model EV60-PS 
Described as "Safe, fast, and reliable electric vehicle charging in minutes, not 
hours". "Mirrors the gas station experience." 
Includes: Point-of-sale options, Data management and metering options, 
wired and wireless communication options, built-in security and safety 
measures. 
CHAdeMO protocol compatibility option 
Max output DC current: 200A. 
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Intended for public locations, including: along well-traveled highways, 
federal and municipal buildings, charging stations in the city, airports, and 
rest stops. 
Intended purpose: To deliver a fast, reliable, and safe charge to EVs when 
drivers are away from home or on the road (Aerovironment, 2011a). 
 
*Public fast charging station, 250KW DC, Model EV250-PS 
Described as "Safe, fast, and reliable electric vehicle charging in minutes, not 
hours". "Mirrors the gas station experience." 
Includes: Point-of-sale options, Data management and metering options, 
wired and wireless communication options, built-in security and safety 
measures. 
CHAdeMO protocol compatibility option 
Max output DC current: 550A. 
Intended for public locations, including: along well-traveled highways, 
federal and municipal buildings, charging stations in the city, airports, and 
rest stops. 
Intended purpose: To deliver a fast, reliable, and safe charge to EVs when 
drivers are away from home or on the road. 
A 25kWh EV battery may receive up to an 80% battery capacity charge in 
less than 10 minutes, depending on conditions (Aerovironment, 2011c). 
 
*Commercial and public electric vehicle charging, Model EVSE-CS 
Described as "Safe, secure, convenient charging for commercial and public 
spaces ". 
Includes: Optional Point-of-sale, RFID activated, auto restart in event of 
power outage or ground fault, wired and wireless communication options. 
Industry standard SAE J1772 connector 
Max output DC current: 30A. 
Intended for public locations, including: shopping malls - charge while 
shopping, workplace - charge while working, fleet yards - charge during shift 
chug or shut down, retail/restaurants - charge while shopping or enjoying a 
meal, condo/apartments - charge while sleeping. 
Intended purpose: To provide a safe, reliable Level 2 charge for all EVs and 
PHEVs that are compliant with the SAE J1772 standards. The EVSE-CS 
features security safeguards to help protect against theft or unauthorized use 
and is ideal for commercial, public consumer, or fleet use. 
"Communication options over either a wired or wireless connection allow 
drivers to find the nearest charger and service providers to collect usage data 
over time. The same communication options allow charger owners such as 
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fleet managers, utilities and cities/ states to remotely monitor energy usage, 
and integrate securely with an enterprise smart network" (Aerovironment, 
2011e). 
 
*Electric Vehicle Charging Station configurations, Model EVSE-RS Single, 
Dual and Quad 
Described as "Practical multi-port charging for commercial parking facilities" 
(Aerovironment, 2011d), "easy to use … green light will tell you it's ready to 
charge. A blinking light tells users it's charging. When it's done, it stops 
automatically. You can plug in and unplug at any time, safely and securely - 
it's that simple." Keywords used to describe it are Safety, Dependability, and 
Service (Aerovironment, 2011g). 
Includes: auto restart in event of power outage or ground fault, optional 
network communication module (EVSE-RS+) for wired and wireless 
communication options. 
Industry standard SAE J1772 connector 
Max output DC current: 30A. 
Intended for higher-traffic commercial and public charing applications, such 
as: car dealerships, multi-dwelling units, shopping malls, corporate offices, 
and retail stores (Aerovironment, 2011d). 
Intended purpose: "the system of safe and reliable electric vehicle supply 
equipment (EVSE) that turn your garage into a personal filling station" 
"imagine 'fueling' your car while you sleep, enjoy a meal, or spend time at 
home or at work"(Aerovironment, 2011g). 
 
*Back Office Back Bone 
Described as "Back-end services that integrate seamlessly with your business" 
Includes: 
- Service: expanding nationwide (US) certified installer network, certified 
electricians, local code permitting and inspection expertise, site assessments 
and custom quotations, turnkey installations, user training and orientation, call 
center support, parts and labor warranty coverage, timely on-site service 
support. 
- Information technology: Oracle-based CRM, consumer portals and ERP, e-
commerce platform, customizable performance metrics. 
- Operations: Flexible global sourcing strategy, forward and reverse logistics. 
- Engineering: Customer-specified solutions, application engineering services. 
- Marketing: Private label product design, dealer development programs, 
regional and national co-marketing opportunities, custom co-branded 
consumer web portal design. 
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Intended purpose: Support an organizations launch of new EV models, 
implement municipal, state, or federal infrastructure programs, or introduce 
charging systems to their customers (Aerovironment, 2010). 
 
•      Characteristics of customer agreement: Undefined membership model 
and pay-per-use. 
 
•       Payments solutions offered: RFID tag used for authentication and credit 
card payments. 
 
•       List of found marketing material. 
(Aerovironment, 2009; 2010; 2011a; 2011b; 2011c; 2011d; 2011e; 2011f; 
2011g) 
 
•      Description of what is included in the marketing material. 
Different marketing material, presenting different solutions, dependent on the 
intended customer. Detailed technical specifications, but also high-level 
descriptions of the functionality and intended use. Attempts to describe how 
their solution will ease the transition from ICE to EVs. 
 
Better Place 

• Name of their solution: Better Place EV charging infrastructure 
network. 
• Brief description: Aims to deploy an EVCS grid including charging 
stations and battery exchange stations. "Better Place delivers the network 
and services that make an electric car affordable to buy, easy to use, and 
amazing to own. Electric car drivers will have access to a network of 
charge spots, battery switch stations and systems that optimize the driving 
experience and minimize environmental impact and cost" (Better Place, 
2012). 
 
• Geographic location: Global, foremost including Denmark, Italy, 
Australia, Canada, US, Israel, China and Japan. 
• Market establishment: Claims to be active and present in Israel, 
Denmark and Australia, while the market presence in China, North 
America, Japan and EU are under development  (Better Place, 2012). 
Active in Israel, Australia, Denmark, Hawaii, Canada and cities in the 
U.S. (Frost & Sullivan, 2011a). 
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• Partnerships:  Federal governments (US), Macquarie, DONG 
Energy (Denmark), Renault-Nissan, A123 Systems, Acorns to Oaks II, 
AGL, Automotive Energy Supply Corp., Esarbee Investments Canada, 
GC Investments LLC, General Electric , Hawaiian Electric Company, 
HSBC, Israel Cleantech Ventures, Israel Corp., Morgan Stanley (Better 
Place, 2012). 
 
• Target customers: Private EV users, Enterprise EV fleets, 
Municipalities 
 
• Description of competitor’s business model. 
Customers enter into contracts to purchase driving distance. 
 
Better Place Market Approach 
*Ease of use - Install personal and public charge spots, making it easy to 
charge up wherever you are. 
*Unlimited range - Provide instant-range via battery switch stations to 
enable longer distance driving without tradeoffs. 
*Affordability - BP pays for and owns the battery, minimizing the upfront 
cost and risk of EV ownership for drivers. 
*Driving satisfaction - Enable a zero-oil, zero-emission driving 
experience for the mass market. 
*Smart energy use - Manage charging on the network to align electricity 
supply with EV charging demand (Finpro/Finnode, 2010). 
 
• Product and/or service description. 
Provides charging infrastructure in form of wall mounted-private 
chargers, wall mounted - public chargers, and fast charging - battery swap 
stations (Developed and designed in collaboration with Renault) (Better 
Place, 2012; Frost & Sullivan, 2011a) 
 
• Characteristics of customer agreement. 
Customers are offered a number of different contract offer, each offer 
includes a defined number of kilometers per year and a base cost for a 
private EVCS. There are essentially two different types of contract types, 
the fixed battery type and the exchangeable battery type. If the yearly 
number of km is exceeded, the customer is charged a higher km cost for 
the extra km. As the customer contract is km-based the total electricity 
used from the Betterplace network is "free of charge", this includes the 
EVCS set up at the customer's home. The downside to this is that the 
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customer is forced to change his/her power supplier to a power supplier 
that cooperates wit Betterplace, in Denmark's case Dong Energy (Better 
Place, 2011b; 2011c; 2011e; 2011f). 
 
• Payments solutions offered. 
Customers are charged on a monthly basis for their payment plan 
(contract). The payment options of the Better Place network appear to be 
inflexible. Users are highly dependent on the network. The battery swap 
stations and the EVCS are accessed by the use of a Betterplace RFID 
card. Non-members appear not to be able to utilize the Betterplace EVCS. 
 
• List of found marketing material. 
(Better Place, 2011a; 2011b; 2011c; 2011d; 2011e; 2011f; 2011g; 2011h) 
 
• Description of what is included in the marketing material. 
Explains with examples the benefits with driving an EV compared to an 
ICE vehicle. Comparing the price per km, pricing of the example cars, 
illustrates the CO2 savings when using EVs. 
 
Coulomb Technologies Inc. 

• Name of their solution: ChargePoint 
• Brief description: The ChargePoint® Commercial Plan is a cloud-
based solution for managing electric vehicle (EV) charging services that 
gives you an effortless and highly effective way to attract new EV-driving 
customers, and provides easy and powerful means to retain those 
customers with new offers and services (Coulomb Tech., 2011h). 
 
• Geographic location. 
Global, including Denmark, Sweden, Italy, Germany, US and Australia. 
 
• Market establishment. 
US (Coulomb Tech., 2012a), Australia (Coulomb Tech., 2012b), 
Netherlands (Coulomb Tech., 2012c), Europe, Bulgaria, 
 
• Partnerships: Fullcharger, TomTom - TomTom’s navigation 
platforms can use the open ChargePoint Network Web Services API to 
assist drivers 
(Coulomb Tech., 2011j), Airbiquity - Joint partnership to integrate the 
ChargePoint Network’s driver services into Airbiquity’s Green Vehicle 
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service portfolio (Coulomb Tec., 2011i), Eaton Corporation - Eaton's 
Level II and DC quick charging Pow-R-Station charging stations can now 
connect to Coulomb's ChargePoint Network (Businessweek, 2012). 
 
• Target customers: Retailers, Municipalities, Parking services, 
Workplaces, Apartment owners and Utility service providers,. 
 
• Description of competitor’s business model. 
Provide the infrastructure for the ChargePoint EVCS network, which is 
built up from independently-owned EVCSs (Coulomb Tech., 2012d). 
 
• Product and/or service description. 
Provides charge poles and their own Cloud-based service for EVCS 
management. 
 
• Characteristics of customer agreement. 
The pricing of usage of the EVCS can be changed between by time, fixed 
time session, or kWh basis. EVCS network owners can take advantage of 
Time of Use (TOU) energy prices by varying the pricing by time of day. 
 
Different prices can be set for specific users, such as preferred employees, 
customers or residents (Coulomb Tech., 2011a). 
 
• Payments solutions offered. 
Credit cards, Chargepass (Chargepoint RFID card), pay-by-phone option 
(Coulomb Tech., 2011a). 
 
• List of found marketing material. 
(Coulomb Tech., 2011a; 2011b; 2011c; 2011d; 2011e; 2011f; 2011g; 
2011h) 
 
• Description of what is included in the marketing material. 
Examples of e.g. Municipalities that have the Chargepoint network. 
 
 
ECOtality 

• Name of their solution: Blink Network 
• Brief description: Provides the Blink Network, an infrastructure of 
residential and commercial EVCS connected through the Blink network 
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membership. The Blink Network is an infrastructure of residential and 
commercial EVCSs connected through the Blink network membership. 
ECOtality will be instituting access fees in 2012 - until which point, 
charging is free (ECOtality, 2012a). 
 
• Geographic location: UK, US 
• Market establishment: Select states in the US, as of 01-03-12 a total 
of 510 charging locations, including 1196 chargers, were set up in various 
states (ECOtality, 2012b). 
 
• Partnerships: Sprint, ECOtality will utilize the Sprint Command 
Center, across its nationwide system of residential, commercial, and 
public charging stations to control Machine-to-Machine (M2M) 
provisioning, billing, device, service management, and to run the Blink 
Network (ECOtality, 2011e). 
 
• Target customers: individual EV users, Retailers, businesses, 
 
• Description of competitor’s business model: Charges customers for 
hourly access to their Blink network, with the possibility for customers to 
receive discounts depending on their membership level (ECOtality, 
2012a). 
 
• Product and/or service description. 
Product and service, they sell products in form of their EVCSs and they 
provide the charging service through the Blink network. 
 
Products: 
*DC Fast Charge Station 
Simplified 2-piece design; separate Grid Power Unit (GPU - containing 
the power electronics) and charging station allow for ease of installation 
and design aesthetics 
Exterior treatment and graphics fully customizable for rebranding 
42” LCD display for optional media and advertising 
Adspace available through the Blink Network to provide additional 
revenue 
Connects with AMI Interface & Smart Meter capability for demand 
response and energy management 
Integrated with the Blink Network 
RFID allows for ease of payment 
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Can operate independent of a retailer point of sale (POS) system 
Smartphone Application provides EVCS location services and charge 
status. 
Web-based information delivery 
Charge status and cost (ECOtality, 2011a). 
Multiple modes of communications are supported, including Wireless 
IEEE 802.11g, cellular and LAN/Ethernet (ECOtality, 2012c). 
 
• Characteristics of customer agreement. 
Blink Plus membership - credit card on file, pay an annual fee of $30 to 
receive discounts on Level 2 commercial charging (free until beginning of 
2013), charged an access fee of $1.00/hour for L2, DC Fast charging fees 
not mentioned (to be unveiled later in 2012), Rewards of some form 
coming soon, frequent charging is rewarded with discounts. 
Blink Basic membership - no annual fees, charged an access fee of 
$1.50/hour for L2, DC Fast charging fees not mentioned(to be unveiled 
later in 2012), Rewards of some form coming soon, frequent charging is 
rewarded with discounts. 
Blink Guests - charged an access fee of $2.00/hour for L2, DC Fast 
charging fees not mentioned(to be unveiled later in 2012) (ECOtality, 
2012d; ECOtality, 2012e). 
 
• Payments solutions offered. 
*InCard, linked to users credit card. 
*mobile-based payments (Blink codes, works with any mobile device, not 
available yet). 
 
• List of found marketing material. 
(ECOtality, 2010; 2011a; 2011b; 2011c; 2011d; 2011e) 
 
• Description of what is included in the marketing material. 
Describes the Blink Network, the benefits of their solution. Presents how 
many EVCSs they have installed. Technical descriptions, but they also 
mention the business aspects. 
 
Elektromotive 

• Name of their solution: Elektrobay 
• Brief description: UK based EVCS provider. Their main productline 
is Elektrobay, a group of EVCS. They also have a product called 
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EBConnect, a software platform that connects all the different Elektrobay 
models into an Elektrobay Network (Elektromotive, 2011). 
 
• Geographic location: Global, including United Kingdom, Sweden, 
Holland, Germany and Ireland (Frost & Sullivan, 2011b). 
 
• Market establishment: United Kingdom, Sweden, Holland, 
Germany and Ireland (Frost & Sullivan, 2011a). 
 
• Partnerships: Smart, Mercedes-Benz and Vinci Energies United 
Kingdom (Elektromotive, 2012), EDF and Renault-Nissan - 
Electromotive has entered into a three-way partnership with Nissan 
Motors and EDF to strategically increase the number of charging stations 
across the cities of Paris, London and in Switzerland (Frost & Sullivan, 
2011a; Green Wise Business, 2011). 
 
• Target customers: Municipalities, retailers, EV owners and 
businesses. 
 
• Description of competitor’s business model: Collaborate with utility 
providers, municipalities and other actors to provide EVCS infrastructure. 
 
• Product and/or service description: Product, Electromotive sells 
their Elektrobay charger. 
 
• Characteristics of customer agreement. 
Pay-as-you charge. 
Pay a fixed fee for e.g. 6/12 month access to the Elektrobay network. 
 
• Payments solutions offered. 
RFID-tag that is used for authentication, the information from the tag is 
used for billing purposes. The tags can be programmed to have a finite life 
of e.g. 6 or 12 months, they can also be used as pre-paid pay-for-use 
credits (Elektromotive, 2009b). 
 
• List of found marketing material. 
(Elektromotive, 2008; 2009a; 2009b; 2011) 
 
• Description of what is included in the marketing material. 
The marketing material includes detailed descriptions of the elektrobay 
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charging equipment. Description of how to use the elektrobay. Provides 
detailed schematics of the charge pole and its foundation post, ground-
works and power supply detail (Elektromotive, 2008; Elektromotive, 
2009a). States the electrical characteristics and standards compliances of 
the elektrobay (Elektromotive, 2009b). 
 
GE Energy 

• Name of their solution: EV Infrastructure Solutions. (Including 
WattStation and DuraStation product range) 
• Brief description: GE aims to be a provider of end to end EV 
charging infrastructure solutions. 
• Geographic location: Global 
• Market establishment: US 
• Partnerships: Better Place, 
• Target customers: Retailers and small businesses, office and 
property owners, hotels, individual EV owners, cities and municipalities 
(GE Energy, 2012). 
 
• Description of competitor’s business model:GE aims to supply 
charging infrastructure to support the industry change, i.e. the introduction 
of EVs. 
”GE has more than 100 years of experience in the design and manufacture 
of electrical distribution products and, as a result, can supply all necessary 
upstream infrastructure” (GE Energy, 2011b). 
 
GE claims to be taking an acitve role in overcoming the barriers to 
widespread EV adoption, ”educating stakeholders about its advantages, 
and highlighting the innovative products and services that the company is 
creating to accelerate the transition (GE Energy, 2011a). 
 
"GE accelerates EV adoption. GE announced largest-ever single EV 
commitment" (GE Energy, 2011h). 
 
• Product and/or service description. 
Products: 
*DuraStation EV Charger 
Described as ”The DuraStation’s basic features are upgradeable, resulting 
in a robust and reliable solution for EV charging infrastructure.” 
Includes: Option to design a vinyl wrap in collaboration with GE 
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(customized appearance), Optional RFID reader, "commerce and 
communication options" (allowing credit card payments, open to all, 
smart metering, integration possibilities to management systems, 
flexibility), different mounting options (2-in-1 charging station, wall, 
pedestal or pole), Ethernet connection, screen to display messages, 
(Describes RFID technology and compatibility (GE Energy, 2011d). 
SAE J1772 EV connector 
Max output AC current: 30A 
Intended for ”various locations”, including retail locations, universities, 
hotels, and office parks. Designed for parking lots, sidewalks, residential 
garages, parking garages. 
Intended purpose: ”allows customers to support electric vehicle roll out 
with robust, upgradeable infrastructure that compliments existing 
branding at various facilities”, to provide level 2 charging (GE Energy, 
2011b; GE Energy, 2011c; GE Energy, 2011h). 
 
*WattStation mall-mounted 
Described as modern design, simplicity itself, safe for everyone, 
"installation - not a problem" 
Includes: No communication interface, hardwired or plug-in-unit option. 
SAE J1772 EV connector 
Max output AC current: 30A 
Intended for ”various commercial and residential locations." 
Intended purpose: charger without authorization (GE Energy, 2011f; GE 
Energy, 2011g). 
 
*WattStation pedestal 
Includes: 
SAE J1772 EV connector 
Max output AC current: 30A 
Intended for various commercial locations 
(GE Energy, 2011h). 
 
• Characteristics of customer agreement. 
None described. 
Pay per charge can be deduced (GE Energy, 2011i; GE Energy, 2011h). 
 
• Payments solutions offered. 
*Credit card 
*Debit card 



 82 

*SMS payment (GE Energy, 2011i; GE Energy, 2011h). 
*EV Charger Card, RFID, ”collects data on EVCS usage”. (GE Energy, 
2011a; GE Energy, 2011b; GE Energy, 2011c). 
 
• List of found marketing material. 
(GE Energy, 2011a; 2011b; 2011c; 2011d; 2011e; 2011f; 2011g; 2011h; 
2011i) 
 
• Description of what is included in the marketing material. 
GE has education and marketing campaigns consisting of TV 
commercials, advertisements and articles (GE Energy, 2011a). 
 
Motivates why changing to an EV from an ICE is the correct choice, the 
WattStation is described as being designed to help … by decreasing time 
needed for vehicle charing, and using smart grid technology to allow 
utility companies to manage the impact EVs have on the local and 
regional grids" (GE Energy, 2011f). 
 
-Motivates why EVs instead of ICE. 
-States government investments in EVS and EVCS infrastructure. 
-”for the nation to reap the benefits of EVs, it is not enough to develop 
more efficient batteries or motors. EVs must be supported by an energy 
infrastructure capable of bringing power from the utility to the charging 
station safely and reliably.” 
-”>100 years in the electrical infrastructure industry” 
-GE has full range of products to support EV deployment. (i.e. the 
customer only needs GE) 
-They have created a team of distributors and contractors (in the US?) 
with ”the expertise to help you design your entire EV infrastructure and 
the capacity to help you build it” (GE Energy, 2011a). 
 
Logica 

• Name of their solution: Logica CiMS (Chargepoint Interactive 
Management System) 
• Brief description: CiMS allows the central management of various 
charging points from different manufacturers and ensures safe customer 
identification. 
• Geographic location: Global 
• Market establishment: Netherlands (E-laad.nl), Germany ( 
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Stadtwerke Düsseldorf), currently establishing in Luxemburg (Estonteco) 
(Logica, 2012a). 
 
• Partnerships: E-laad.nl, Stadtwerke Düsseldorf, Estenteco, 
Netherlands (E-laad.nl), Germany ( Stadtwerke Düsseldorf), currently 
establishing in Luxemburg (Estonteco) (Logica, 2012a). 
 
• Target customers: Logica aims to collaborate with other actors 
whom aim to roll out EV infrastructure networks; Logica provides the 
software (Logica, 2012b). 
 
• Description of competitor’s business model: Sell their software 
CiMS by collaborating with organizations, municipalities, and 
governments to roll out pilot projects at first and then to expand the 
network. 
 
• Product and/or service description. 
Products: CiMS allows the central management of various charging 
points from different manufacturers and ensures safe customer 
identification. 
 
• Characteristics of customer agreement. 
Example from E-laad-nl case study: 
"For the electric car owners, usage of the system is inexpensive, as a free 
charge point is made available near their home and they only pay 100 
Euro per year to use the system" (Logica, 2011a). 
 
• Payments solutions offered. 
Fixed rate is mentioned. 
A smart card is used for authentication. 
 
• List of found marketing material. 
(Logica, 2010a; 2010b; 2011a; 2011b; 2011c) 
 
• Description of what is included in the marketing material. 
Case study of E-laad.nl. 
Explains  benefits with the use of CiMS. 
Defines the possibilities of using Logicas software. 
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POD Point Limited 

• Name of their solution: POD Point 
• Brief description: Pod Point's product range includes domestic 
chargers, commercial chargers, and the POD Point Management System 
(POD-Point, 2011k). 
• Geographic location: UK-based 
• Market establishment: UK, Spain, Ireland, Denmark, The 
Netherlands and Norway (POD-Point, 2011b). 
• Partnerships: Tesco, Sainsbury's, IKEA (POD-Point, 2011l), Nissan 
(Podpoint, 2011a), G4S (G4S, 2011). 
 
• Target customers: Individual EV drivers, Companies and public 
sector, Public charge networks, and Builders, architects, and developers 
(POD-Point, 2012a). 
 
• Description of competitor’s business model. 
 
Provide the infrastructure for their EVCS networks, the EVCSs can be 
independently owned and be connected to the network. POD Point sells 
the EVCSs, and allows the owners of the EVCSs to either charge for 
accessing the charge points or allowing free access (POD-Point, 2012a). 
. 
 
• Product and/or service description. 
Products: Pod Point's product range includes domestic chargers, 
commercial chargers, and the POD Point Management System (POD-
Point, 2011k). 
 
• Characteristics of customer agreement. 
EV users buy a £15 POD Point membership pack for Open Network. The 
pack includes an RFID tag, a user guide and password to the user's login 
account. POD Point members have access to all charge points on the POD 
Point Open Network and a user login account where they can view their 
usage profile and create their own live availability map.  POD Point 
members are also given call centre support in case of any charging 
problems. 
 
There are currently no recurring yearly fees (POD-Point, 2012b), POD 
Point states that at some point users will have to pay to charge their 
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electric vehicles, but that it is going to be miles cheaper than petrol (POD-
Point, 2012c). 
 
The membership RFID card will always be valid on all POD Points 
assigned to the Open Network. 
 
• Payments solutions offered. 
"To start charging you will need your charging cable and RFID charging 
card. 
If you do not have an RFID card please contact POD Point to join the 
POD Point Charging Network and we will be able to provide you with an 
RFID electric vehicle charging card"(POD-Point, 2011h). 
 
Currently only RFID tags can be used to access the chargers; these RFID 
tags are part of the POD Point membership pack for Open Network and 
can be bought through the POD Point webshop for a price of £15 POD 
Point (POD-Point, 2011k). 
 
Time-, kWh- and distance-based rating is not mentioned, neither is fixed 
rate pricing. 
 
• List of found marketing material. 
(POD-Point, 2011a; 2011b; 2011c; 2011d; 2011e; 2011f; 2011g; 2011h; 
2011i; 2011j) 
 
• Description of what is included in the marketing material. 
Detailed technical information. How the EVCSs are used. Describes the 
products and services, and the EVCS network that they provide. 
 
Pod Points website displays a clearly visible table that includes the following 
information: 
*Active Bays : 402 
*Bays Under Construction : 74 
*Total Power Supplied : 38041 kWh 
*Total EV Miles Supplied : 158,250  (POD-Point, 2011k). 
 
The pod point website has a webshop where EV owners can purchase 
domestic charge points and a membership pack to the POD Point Open 
Network. 
(POD-Point, 2012b) 
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Schneider Electric 

• Name of their solution: EVlink 
• Brief description: Schneider Electric provides the entire range of EV 
charging infrastructure products. Their main product line of EVCSs is the 
EVlink, including residential chargers, commercial chargers and 
commercial DC fast chargers (Schneider Electric, 2010). 
• Geographic location: Global 
• Market establishment: US, Europe, Asia. 
• Partnerships. 
EV Plug Alliance 

Schneider Electric has together with Legrand and Scame formed the 
EV Plug Alliance to promote high safety plug and socket solutions 
for EV infrastructure (Schneider Electric, 2010b). 

Parkeon 
Schneider Electric and Parkeon are jointly developing EVCSs that 
are fully integrated within urban mobility management policies 
(Schneider Electric, 2010c). 

SAVE Project – Seine Aval Electric Vehicle 
SAVE is an experiemental EV project in Yvelines territory, France, 
where Schneider Electric is partnering with the Renault-Nissan 
Alliance, EDF, Better Place Total, the Yvelines general council the 
contracting authortity for Seine Aval (EPAMSA) and the Ile de 
France Region. The targets of the project are to enable the 
experimentation of EVs, confirm the GHG emissions of EVs, and to 
test different operational solutions of EV charging, etc. The total 
budget for the project is 23 million Euros (Schneider Electric, 
2010d). 

Strasbourg PHV Trial 
Schneider Electric provided EVCSs for the PHV trial in Strasbourg 
conducted by EDF and Toyota (Schneider Electric, 2010e). 
 

• Target customers: EV owners, EV fleet operators, utilities, retailers 
and businesses, property owners, paid parking garage operators 
 
• Description of competitor’s business model: Schneider Electric 
appears to rely on being seen as a well established global specialist in 
energy management that wishes to deliver the “entire spectrum of EV 
charging infrastructure, smart-grid integration, service and management in 
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one complete solution” (Schneider Electric, 2011a). 
 
Schneider Electric is involved in pilot projects so that they can test their 
solutions under real life conditions and contribute to the early adoption of 
EVs (Schneider Electric, 2012a). 
 
• Product and/or service description: Schneider Electric has three 
types of EVCS solutions: EVlink residential, EVlink parking and EVlink 
quick charge. 
 
Products: 
* EVlink residential 
Described as a simple, easy-to-install, and user-friendly solution for 
charging EVs at home. 
Includes: Auto recovery and re-start, LEDs to display status, optional 
advanced metering functionality to collect and monitor energy and 
demand profile data, wall-mounted, 
SAE J1772 EV connector 
Max output AC current: 30A 
Intended for indoor residential locations. 
Intended purpose: Used as a residential EVCS as the charging access is 
unrestricted (Schneider Electric, 2011a; Schneider Electric, 2011b; 
Schneider Electric, 2010a). 
 
* EVlink parking 
Described as 
Includes: Auto recovery and re-start, LEDs to display status, optional 
localized RFID authorization (i.e. non-networked, ), wall- or pedestal-
mounted option, single/dual unit option, optional advanced metering 
functionality to collect and monitor energy and demand profile data, 
SAE J1772 EV connector 
Max output AC current: 30A 
Intended for various residential or commercial locations 
Intended purpose: 
(Schneider Electric, 2011b; Schneider Electric, 2010a). 
 
* EVlink Quick Charge 
Described as a solution providing short charging times for all types of 
EVs. 
Includes: both an AC and DC outlet, RFID authorization, restricted or 
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pay-per-use access, GPRS communication, advanced services for 
management and maintenance, tailored integration into the existing 
infrastructure and into the operator’s payment, supervision and safety 
systems. 
CHAdeMO EV connector 
Max output AC current: 63A 
Max output DC current: 125A 
Intended for various commercial locations 
Intended purpose: to provide a flexible charging solution with the 
possibility to provide fast charging (Schneider Electric, 2011b; Schneider 
Electric, 2010a; Schneider Electric, 2010f). 
 
• Characteristics of customer agreement. 
Free charging with or without RFID authentication 
Subscription (membership) model 
Pay-per-use (Schneider Electric, 2012b). 
 
• Payment solutions offered. 
Subscription based payment (Membership) model. 
Pay-per-use, various different payment solutions offered such as credit 
card, etc. (Schneider Electric, 2010a). 
 
• List of found marketing material. 
(Schneider Electric, 2010a; 2011a; 2011b; 2011c; 2011d; 2012a) 
 
• Description of what is included in the marketing material. 
The “future” of EVs, the market adaption of EVs, the future for EVCSs 
and smart grids, gives examples of EV, EVCS and smart grid incentives 
and governmental funding (Schneider Electric, 2011c). 
 
States what is needed for supporting shifting consumer behavior and 
adoption of EVs, and then claims that “you can count on Schneider 
Electric to deliver” (Schneider Electric, 2011b). 
 
• Trivia: 
Schneider Electric’s EVlink was the world’s first EV charging solution to 
be certified (Zero Emission) ZE ready by Renault. This is said to be a 
critical step towards a single protocol to ensure control and compatibility 
across the entire charging chain (Schneider Electric, 2011e). 
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Schneider Electric claims that they support electrical equipment 
contractors and installer for wide-scale deployment of charging 
infrastructure (Schneider Electric, 2011e). 
 
 
 
 
 
 
 


