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Executive Summary

The European Union has embarked in a transition to a sustainable, carbon-neutral mobility
sector. To do so, the EU promotes and envisages an energy system that prioritises efficiency,
preventing energy waste, and an electric market dominated by renewable energy sources. For
both the purposes of energy sustainability and efficiency, a more flexible energy usage across
the residential, commercial, industrial and mobility sectors will be needed, as well as the
development and provision of flexibility services to manage the electric grid. That is, all kinds
of electricity users will transition to a more proactive management of their consumption:
coordinating it with the necessities of the grid and synchronising it with periods in which energy
may be cheaper, and when the power mix may exhibit a larger share of renewables.

The V2Market programme is financed by the European Commission, under the H2020
programme, which aims to develop, test, and adapt to end-user needs the next generation of
smart energy services valorising energy efficiency and flexibility at the demand side. The
programme sets the focus on electric vehicles and explores the possible pathways to
incorporate them into the energy system as storage and flexibility capacity through Vehicle-
to-Grid (V2G) and Vehicle-to-Building (V2B) technology.

The project thus intends to develop business model propositions capable of creating value for
all the actors involved in the provision of flexibility services through V2B/V2G. This deliverable
constitutes the phase of synthesis and culmination of a comprehensive market study to identify
and evaluate the possibilities to commercialise V2B/V2G services, also referred to as V2M or
V2Market services. As such, this deliverable brings together the findings from the literature
review conducted in D2.1 and the first-hand research compiled in D2.2 and provides the final
value proposition for each of the ten actors that will be more determinant for the successful
escalation of V2Market services: EV users, fleet and car-sharing operators, utility companies,
facility managers, charge point operators, DSOs, ESCos, energy communities, aggregators,
and financial actors.

Therefore, this deliverable will offer a concise but all-encompassing overview of how engaging
in V2Market services — be it as end-user, an actor in the electric market, or an intermediary
actor —, helps each specific actor in fulfilling their needs, minimises the difficulties they
presently face in doing so, and creates additional value and gains. That is, it provides actor-
specific value propositions: it introduces the role each of the ten actors could play in the
provision or contracting of V2Market services, and it details the benefits they shall obtain from
doing so.
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1/ Background and Objectives

This deliverable stands as the third and last piece of a comprehensive market study conducted
to identify and assess potential pathways for the commercialisation of V2B/V2G services. It
builds on the two previous deliverables — which comprise an interdisciplinary literature review,
a SWOT analysis, five Customer Journey Canvases, as well as primary qualitative data from
expert interviews and focus groups —, to offer one value proposition canvas for each of the ten
actors that will be decisive to launch V2B/V2G to the mass EV-user market: EV users, fleet
and car-sharing operators, utility companies, facility managers, charge point operators, DSOs,
ESCos, energy communities, aggregators, and financial actors.

Through the elaboration of ten value proposition canvases, this deliverable aims to provide a
clear and synthetic overview of the various benefits that each actor shall obtain from either
contracting V2B/V2G services, or from participating in its provision. Furthermore, the canvases
also contain all the main forms of involvement each actor may adopt. As such these value
propositions both provide an evaluation of the ways in which V2B/V2G can fulfil the needs or
create additional gains for the ten main actors in the value chain of the services, as well as a
marketing tool with which to persuade actors into participation.

It is pertinent to note that in numerous cases, specific opportunities for participation may be
shared between actors. This characteristic reflects the capacity of business model
diversification the various actors have, and it takes into account the current potential of
different agents to perform similar functions.

This deliverable is structured as follows. First, the methodology section outlines the sources
that have been used to select the ten actors, as well as to develop the content for each value
proposition. It also details how each subsection of the canvas must be interpreted.
Subsequently, the actor-specific value proposition canvases are displayed, together with a
summarising narrative value proposition for each of the cases. The deliverable concludes by
describing how these value propositions will guide other work packages, informing the
development of a comprehensive business model for V2B/V2G services.



2/ Methodology and Proposition Interpretation Guidelines

The Value Proposition Canvas is an analytical tool developed by the Swiss business theorist
Dr. Alexander Osterwalder, which models the relationship between a product or service to be
commercialised and its potential customer(s), with the goal of assessing how well the first can
fulfil the interests of the latter®. A value proposition canvas can therefore be used to evaluate
the probability of selling a good or service to various types of customers, rank customer
typologies in accordance with those among which commercialisation may face less barriers,
and to identify additional features or bundles of services that could better fulfil different
customers’ needs and desires. In addition, value proposition canvases also constitute
insightful resources to better understand how good, appropriate, complete, and
uncontroversial a product or service is from the perspective of various customer profiles.

Building on the findings of D2.1 and D2.2, the following ten actors were identified as those
with the highest possibilities to benefit from V2M services: EV owners and users, fleet and
car-sharing operators, utility companies, facility managers, charging point operators, DSOs,
ESCos, energy communities, aggregators, and financial actors. It is pertinent to remark that,
as in the two deliverables mentioned, the facility manager category refers to actors in charge
of buildings with residential, commercial, industrial or educative purposes, in which energy-
intensive activities are conducted (e.g., manufacturing industries, office blocks, or shopping
malls). As such, this deliverable made use of the results of the Market Study tools developed
in WP2 to elaborate a value proposition canvas for each of these ten actors.

Because Value Proposition Canvases can be at times counterintuitive, the remainder of this
section details the structure of the canvases, and the guidelines to interpret each of the
subsections.

Firstly, the canvases are divided into two key sections, represented as columns: one
concerning the customer profile, and another for the value proposition. Secondly, the customer
profile includes three subsections. Customer Jobs refer to the various tasks a customer is
trying to accomplish, such as a practical function, economic security or profit, or completion
with social norms, values and morality. The subsection of Pains addresses the difficulties or
concerns the customer presently experiences when trying to complete her tasks. In the case
of Gains, the subsection is intended to map the customer aspirations in relation to the
completion of their tasks. It is worth noting that what the customer may desire as gains can
range from highly mundane and practical issues, to more socially minded, or emotionally
driven ones.

Thirdly, the value proposition column also encompasses three subsections: Product or
Service, Pain Relievers, and Gain Creators. This column shows how a product or service
creates value for a specific customer typology by helping them perform the tasks they want to
accomplish, minimising or solving the difficulties they encounter to do so, and by bringing
about customer aspirations (gains). In this manner, the Product or Service subsection
concerns the description of that which is to be sold to each specific customer.

1 Osterwalder, A., Pigneur, Y., Bernarda, G., & Smith, A. (2015). Value proposition design: How to
create products and services customers want. John Wiley & Sons.
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The subsection Pain Relievers addresses the ways in which the product or service soothes
the concrete difficulties or obstacles a customer experiences. Finally, the subsection Gain
Creators details how the features and functionalities of the product or service generate or
promote the better circumstances that a customer wants to achieve. As such, both the
subsections Pain Relievers and Gain Creators are deeply linked and dependent on the Pains
and Gains that have been previously identified as part of the Customer Profile.



3. Value Proposition Canvases
3.1 EV Owners and Users

EV owners

@ Gains Reduced energy More available Air quality
expenditure charging points and climate
mitigation effects

Cheaper battery Warranties for EV maintenance, of using EVs

replacement battery replacement and V2G

Social status related Tax deductions for EVs as
t0 environmentalism, purchasing an EV, high-income
and being an innovator using  for energy charging, or for class and
cutting-edge technologies charging infrastructure elite markers

@ Pains Additional taxation on EVs
Range anxiety  used as battery storage or DERs

(in some states, e.g., Spain)

Long-distance trips
Limited deployment of

High and volatile -0
charging infrastructure

energy prices
High cost of

chargers and EVs Battery degradation;

inoperability and replacement cost

@ Actor jobs

Data protection
Avoid rises in
energy expenditure
Reliable mobility

Efficient Social recognition:

Avoid battery energy use modern, technology-savvy,
degradation environmentally responsible

Figure 1: EV Owner and User Value Propostion Canvas
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Value
Proposition

@ Gain

creators

Revenue from V2B/V2G
{e.g. capacity payments)

With residential PV
Social recognition installations:
for opting for Boost energy
sustainable efficiency and reduces
mobility energy expenditure,
using excess energy
from self-consumption
Contributing to charge the EV(s).
Learning about to enlarging V2B/V2G also
technological innovation the RES share cancels out the
for societal good in the power mix need for a local battery

@ Pain relievers
Decrease electricity bills:
Through V2H,
use EV battery storage
in times of grid congestion
or peak load,
and consume grid energy
when the price is the lowest

Mobility as a service,
more affordable through V2B/V2G:
In exchange for using V2B/V2G,
pay-per-use subscriptions by renting
and car-sharing companies
can be offered at lower fees

@ Products and services

Bidirectional charging:
V2G, V2B, V2H, and charging, all with the same charger




3.1.1 Value Statement

» Through bidirectional EV chargers, avoid peak
EV OW Ners prices, power your house, maximise your
energy efficiency, and gain revenue by helping

an d US ers the grid use renewables!
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3.2 Fleet and Car-sharing Operators

Fleet and Car-sharing

Operators

@ Gains Warranties for To reduce or optimise

EV maintenance, energy expenditure

battery replacement .
Customer loyalty and V2G More available

and satisfaction Green branding and ~ charging points
social recognition
Tax deductions for purchasing EVs, o
for energy charging, Cheaper battery To optimise
or for charging infrastructure replacement EV battery life

. ) ) High cost of
@ Palns High and volatile chargers and EVs

Battery
degradation:
Sufficient EV availability inoperability Limited parking
when needed Users who and space,
only rely replacement and renting cost

on fast charging cost

energy prices

Additional taxation
on EVs used as battery

storage or DERs (in some Limited deployment
states, e.g., Spain) of charging infrastructure

Power outages,
need for emergency
charging capacity

H Avoid EV default and battery degradation
€ Actor jobs ¥ deg

Swiftly move vehicles .
from parking Efficient

Reliable mability to running mode energy use

Not to incur avoidable

. Good public image in term of reliability,
monetary expenditure

and/or environmentalism

Figure 2: Fleet and Car-sharing Operator Value Proposition
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Value
Proposition

@ Gain Creato rs Differential value? committing with

carbon emissions reduction,

1 3
Revenue from V2B and V2G, especially offering lower fees

for (a) large fleets, (b) with vehicles
parked for long periods, (c) constituted Mability as a service, more
by heavy-duty vehicles, or (d) with affordable, more demand:
regular mobility patterns (also from In exchange for using V2B/V2G,
capacity payments) pay-per-use subscriptions by renting
and car-sharing companies can be
offered at lower fees, attracting

Social recognition for opting new customers (e.g., youth)

for sustainable mobility

H H If paired with slow chargers,
@ Paln re' levers and keeping batteries in a range
of 20% to 80% of charge, battery
With PV installations degradation may be avoided
at the central hub:

Reduce energy expenditure Decrease electricity bills:
and the impact of taxes, Through V2B, use EV battery storage

using excess energy in times of grid congestion or peak load, and
to charge the fleet consume grid energy when the price is the lowest

@ Products and services

Bidirectional charging: V2B, selling flexibility services to the grid through
a V2G aggregator, and charging, all with the same charger(s)




3.2.1 Value Statement

IS e 1gle @15 . Use your EVs to power your building during
peak prices, offer lower user fees, and gain
revenues and recognition helping the grid use

sharing
Op erators renewables!
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3.3 Utility Companies

Utility
Companies

@ Gains Customer Base Expansion Differential vValue*

To minimise flawed Strong bargaining power
consumption forecasts Increased in Power Purchasing
short-term liquidity Agreements
Competitive Advantage

To avoid substantial
Sufficient Renewable Energy Certificates changes in consumer tariffs

H Independent Penalties for
@ Pa I ns aggregator's flawed consumption

communication forecasts (BRP)

Sufficient with the DSO

investment capital Intra-monthly liquidity
to develop energy Unstandardised to participate in daily
production plants regulation across Europe  and future markets

Technology uncertainty Deviation

(e.g., meters unfit for V2B/V2G) management ~ Energy Price Volatility

Customer loyalty
Profitability and satisfaction

€ Actor jobs

Provide a

. ) Provide tariffs and services
reliable service

attractive to customers

Positive public image:
lowering the carbon footprint

Good liquidity ratio

Figure 3: Utility Company Value Proposition Canvas
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Value
Proposition

Gain commission payments
from your consumer base,
in exchange for
aggregating their demand,
and providing flexibility
services to DSOs.

Prevent reliance on intermediaries
(e.g., independent aggregators)
to the benefit of the
utility and end-users

€ Gain creators

Offering subscription
packages for
the installation
of bidirectional chargers
to your consumers

€ Pain relievers

Manage internal deviations through
EV aggregation in your consumer base

Software allowing
interoperability with chargers

€ Products and services

V2B and V2G services:
revenue and management of internal deviations




3.3.1 Value Statement

Utl I | ty «Enjoy the benefits of EV aggregation: contract external
services for deviation management, or do it yourself and go

further: gain revenues by providing flexibility services to the

grid, and prosumption opportunities to your consumers!

Companies

15



3.4 Facility Managers

Facility
Managers

H To avoid unpredicted , .
@ Gains rises in energy expenditure  Differential Value?

Green branding and

! d Tax deductions for energy used
social recognition

for EV charging,
or for charging infrastructure

To reduce or optimise energy expenditure

€ Pains

Expensive energy
capacity contracts

Competitive advantage

To retain customers despite
energy price volatility
(for commercial facilities)

Penalties for deviating from
Impact of energy prices on the energy capacity contracted
the final cost per unit

(of a service or good) Keeping up with competition

H For commercial facilities:
@ ACtor .IObS Customer loyalty and popularity

Minimise Profitability

energy expenditure Good liguidity ratio

Positive public image:
Reliable fulfilment incorporating cutting-edge
of energy-dependant industrial, technological equipment,
commercial or residential activities. reducing the ecological footprint

Figure 4: Facility Manager Value Proposition Canvas
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Value
Proposition

-
@ Galn Creato I'S Revenue from V2B and V2G®
(e.g., capacity payments)
If a commercial facility: Increase competitive advantage
and customer loyalty by offering lower charging fees

If counting with numerous parked EVs:
strike profitable deals with aggregators,
for flexibility services’ provision

Proof of commitment with
carbon emission reduction goals

€2 Pain relievers

Reduction in energy expenditure:
In exchange for engaging _Through V2B_, use EV bgttery storage
: in times of grid congestion or of peak
inV2B/V2G, . ; ; s
industrial/commercial activity,
and consume energy
when the price is the lowest®

visiting EV users can be offered
lower charging fees

@ Products and services

Bidirectional charging:
offer lower charging fees for V2B/V2G,
power your facility, avoid peak prices, and gain revenue




3.4.1 Value Statement

FaC | | |t  Be more competitive being greener: offer lower
y charging fees, power your facility when prices

are high, and gain revenue and recognition
helping the grid use more renewables!

Managers

17



3.5 Charging Point Operators

Charging

Point Operator

Social recognition:
customer-friendly, modern,
knowledgeable, environmentalist

€ Gains

Differential value® Expansion of the Customer loyalty

customer base

Increase the profit margin

Competitive Advantage per customer or kWh

@ PainS Small EV user

Additional taxation on population
EVs used as battery
storage or DERs
(in some states, e.g., Spain)

High costs of Maintain profits and
EVs and chargers, retain customers
limiting an increase despite energy
in EV users price volatility

Maintenance costs Emerging competition

No easily-actionable legal
definition of mobile storage

Reliable service offer

€ Actor jobs

Good liquidity ratio

Customer loyalty
and popularity

Provide attractive charging

Profitability services, and fees

Figure 5: Charging Point Operator Value Proposition Canvas
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Value

Proposition

€2 Gain creators

Revenue from V2B Social recognition
and V2G hardware, for supporting
installation, and subscription the renewable
package offers energy transition

€ Pain relievers

Differential value for customers:
an opportunity for EV owners to
Business diversification contribute to innovation and sustainability.
This may attract or consolidate the
loyalty of senior, environmentally
aware or innovator EV users

@ Products and services

Offer diverse services enabling V2B/V2G capacities




3.5.1 Value Statement

Ch arg N 0 + Be competitive: offer innovative services to EV
users, allowing them to cut their energy
expenditure while they help the grid use more

Point
Op erators renewables!

19



3.6 DSOs

€ Gains

Expansion of the
customer base

Supportive and easily
actionable regulation

Procurement of flexibility
to avoid grid expansion

Pains Grid Grid capacity

reinforcement problems of

costs operating in highly

. Diff!culty in populated areas
Mismatch between managing voltage

congested areas drop due to
and additional LCT demand
capacity
Operation in geographical
areas with highly
distributed demand and
difficult topography

High expenditure in

mobile generation
Grid Monitoring to prevent

security problems

Actor jobs

Good liquidity ratio

Profitabilit
y Compliance with Grid reliability

EU guidelines

Figure 6: DSO Value Proposition Canvas
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Value
Proposition

Prevention of power outage
security problems,
and cheaper restoration of supply

€2 Gain creators

Diversification of flexibility
product sources Solving capacity

problems produced

by anincreased RES

share in the power mix

Long-term flexibility
products:

€ Pain relievers

Avoid voltage drop an alternative
Decrease in expenditure  due to LCT demand, to grid expansion
for new infrastructure and with less
and 0&M grid expansion

Electricity
provision via
Solving grid stress and capacity problems chargers in island mode,
in highly and sparsely populated areas in rural areas

@ Products and services

Contract flexibility services from EV aggregation:
solve congestions, and minimise grid expansion




3.6.1 Value Statement

* Minimise grid expansion, manage congestions
and prevent grid stress problems in highly and
sparsely populated areas by contracting
flexibility services from EV aggregation!
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3.7 ESCos

. Differential Value®
To increase

L]
€ Gains
profitability Social recognition
Capacity to prove for promoting
contributions environmental
to air quality To consolidate sustainability
and climate action and expand

the customer base Competitive Advantage

€ Pains

To maintain
profits steady

Coordination costs
for multi-users
service provision

Market competition

To keep up
with innovations

To retain customers in energy services

€ Actor jobs

Profitahility

Customer loyalty
and popularity
Good liquidity ratio
Contribute to

environmental

sustainability Reliable service offer

Figure 7: ESCo Value Proposition Canvas
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Value
Proposition

@ G aln CreatO rs Offer service bundles: Install
bidirectional chargers together
Battery Payment with (a) home automation,
and Usage: or (b) PV panels (and/or

Share or fully pay for the local batteries) at low fees.

purchase of the EV battery. In return, gain commission

In exchange, use battery payments over energy used

storage in V2B/V2G for charging and V2B/V2G.
and keep the revenue.

Energy Performance
Contracting,
for installing
bidirectional chargers

EV aggregation: Gain commission
payments for demand management and capacity
payments for deviation management to
energy retailers,for grid flexibility services to DSOs

& Pain relievers

Differential value:
providing
innovative sustainable
mobility services

Business diversification

€2 Products and services

Offer energy services linked EV aggregation: provision of flexibility
to bidirectional charging services to the grid and to energy retailers




3.7.1 Value Statement

*Be competitive: provide innovative energy services in
bidirectional EV charging, helping users cut energy costs,

E S ‘ O S while being more sustainable! And go further, become an
EV aggregator and gain revenues by offering flexibility

services to DSOs and energy retailers!
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3.8 Energy Communities

Energy

Communities

. To optimise o
@ Gal ns ev battery More available 1o reduce or optimise
; life charging points  €nergy expenditure

User loyalty Cheaper
and battery

satisfaction  replacement
Air quality and
climate mitigation
effects of using EVs

To reduce
the community’s Tax deductions
ecological footprint for purchasing EVs,
for energy
To make the community’s charging,
mobility services or for charging
accessible to more infrastructure

@ Pains High and velatile Additional taxation on EVs
energy prices used as battery storage or DERs
Planification of (in some states, e.¢., Spain)

cha_rgmg schedulgs ' Long—c!lstance Limited parking space, High cost of
to fulfil the community's trips d . chargers
mobility needs and renting cost and EVs
Limited Battery degradation:
i availability inoperability and
Range anxiety of EVs replacement cost

Limited deployment
of charging
infrastructure

Avoid EV default
and battery
degradation

Efficient o Avoid rises
energy use Sufficient EV in energy
aVaIlabIllty expenditure
to fulfil the community’s
mobility needs

Reliable mability

) Actor jobs

Data protection

Advance
environmental
sustainability

Figure 8: Energy Community Value Proposition Canvas
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Value

Proposition

. Contributing to
€2 Gain creators  ‘wagngte  RoeTuefom
Decrease electricity bills: RES share in (e.g., capacity
Through V2B, use the power mix payments)
EV battery storage
in times of grid
congestion or peak load,
and consume grid
energy when the price is the lowest

Learning about  gocial recognition
technological for opting
innovation for for sustainable
societal good mobility

If different
customer profiles
participate in the energy
community,
and park for long
periods at
different schedules
(e.g., a flat owner parks from
18:00 to 07:00, and an
office worker from 08:00
to 17:00), the investment
per capita decreases

€ Pain relievers

With shared PV installations:
Shared . Boost energy
efficiency an reduce energy
expenditure, using excess
energy from
self-consumption
to charge the EV(s).
V2B/V2G also cancels out
the need for a local battery

costs of
charger
purchase,
installation
and
maintenance

€ Products and services

Bidirectional charging:
V2B, selling flexibility services to the grid through a V2G aggregator,
and charging, all with the same charger(s)




3.8.1 Value Statement

» Expand the benefits of using EVs: power your
building, avoid peak prices, gain revenues by

T4 contracting an aggregator, and help the grid use
CO mmunities renewables!

Energy

25



3.9 Aggregators

Aggregators

Lower minimum

. i i 11
access requirements Differential Value

€ Gains

To increase the profit margin

per kwWh of energy aggregated Ta minimise flawed

consumption forecasts

Social recognition
for promoting
environmental
sustainability Harmonisation of regulation in the European Union

€ Pains

Small EV
user population

To enlarge the

aggregate demand Competitive Advantage

No actionable legal
definition of
mobile storage

Minimum access
requirements

Penalties for flawed
aggregate
consumption forecasts

Lack of standardised
regulation for the provision
of V2G services

H Contribute to
@ ACtor .IObs environmental
sustainability Secure
Reliable sufficient and
service offer stable aggregate
demand

Profitability

Good

Customer loyalt
liquidity ratio ye'y

and popularity

Figure 9: Aggregator Value Proposition Canvas
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Value
Proposition

@ Gain creato rs Battery Payment and Usage:

Share or fully pay for the
purchase cost of the EV battery.
In exchange, use battery storage

in V2B/V2G and keep the revenue.

Gain commission
payments for demand
management and capacity
payments, for providing Gain commission payments
short-term flexibility products for demand management and
for congestion management, capacity payments, offering deviation

and long-term products to management services
minimise grid expansion to DSOs to energy retailers

Energy Performance Contracting': Offer and install bidirectional chargers
for free or at a lower fee to customers. In return, gain commission
payments over energy used for charging and V2B/V2G

€ Pain relievers

More aggregate
demand can make
aggregators surpass
minimum access
requirements

Diversification of
aggregate demand

€ Products and services

EV aggregation: provide flexibility
services to DSOs and energy retailers




3.9.1 Value Statement

» Be a front-runner: aggregate EVs and provide

Ag g reg ators flexibility services to the grid and deviation

management support to energy retailers!
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3.10 Financial Actors

Financial
Actors

€ Gains

Competitive Advantage

Portfolio expansion
Customer

base expansion

A common EU
regulation
Differential Value™ and directives

€ Pains

Unharmonized EU legislation
regarding V2G, V2B, V2M
and related services

Lack of data concerning
investment returns over EVs, Asset
V2G equipment residual
and transactions value of
and forward-looking data  batteries and
charging
To keep up withnew  pepreciation infrastructure

Competition financial goods  rates of batteries
and services

gr . ACtor -IObs Customer/Shareholder
Profitability loyalty and satisfaction

Positive public image:
professional involvement To provide
in the financing of Good reliable services
the energy transition liquidity ratio

Figure 10: Financial Actor Value Proposition Canvas
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Value
Proposition

€ Gain creators

Partnership with
aggregators to get access
to data regarding returns
on EVs and V2B/V2G

Investment Portfolio
diversification
and expansion

Differential value' in terms
of commitment
with carbon emissions
reduction goals

@ Pain relievers

Create new financial products
via the finance of EV batteries

Long-term receivables

Front-runner by
investing in V2G/V2B/V2M

€2 Products and services

Invest in innovative technologies for sustainability,
and its related business models: V2B/V2G manufacturers and aggregators




3.10.1 Value Statement

FI nanc | al « Invest in innovative sustainable mobility
services, that are at the forefront of the
European energy transition, and bound to stay

ACtO rS in the market!
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3.11 Value Proposition Actor Map

To properly understand and contextualise the value propositions described in this deliverable, the following graph maps the main relations and
interactions between the ten key actors addressed above. A more comprehensive graph displaying both actor interactions and the content of the
value propositions for each of them is available on the website of the V2Market project, and can be consulted through the following link:
https://v2market-project.eu/wp-content/uploads/2022/06/mapa-actors-value-canvas.png .

Utili
ESCos ty
companies
DSOS Energy * * Energy
services contract
: i € Grid Fleet and
Financial —P Tstability car-sharin EV
actors g owners
operators Charge
Aggregators |f— — point
et N raser|  operators
Facility Energy 08M
managers communities

Figure 11: Value Proposition Actor Map
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https://v2market-project.eu/wp-content/uploads/2022/06/mapa-actors-value-canvas.png

4/ Conclusions and Next Steps

This deliverable has sought to outline the main benefits that ten key customers and
stakeholders in the value chain of V2B/V2G services would obtain from contracting them, or
from participating in their provision. To do so, it has indicated present needs of each of the ten
key stakeholders, as well as the contemporary difficulties and obstacles they face, and it has
described how V2B/V2G could contribute to solving or mitigating some or all of them.

The value proposition canvases evince that, should adequate and enabling regulation be set
in place, key beneficiaries of the commercialisation of V2Market services would be end-users
counting with large or heavy-duty fleets, as well as facilities pursuing energy-intensive
activities (e.g., industrial buildings, offices, commercial centres). From the provision site,
ESCos engaging in either or both energy service offers or EV aggregation, as well as DSOs
in need of flexibility services, also stand out as clear beneficiaries.

Together with the findings of D2.1 and D2.2, the results of WP2 contribute to the V2Market
project both a user and stakeholder-centric assessment of the business cases that can be
developed to launch V2B/V2G in European markets. As such, it adds to the work of the project
a clear understanding of the main needs, and interests of key customers and stakeholders to
V2Market services, constituting a highly insightful guide with which to evaluate the economic,
social, legal, and technical feasibility of commercialising V2B/V2G. Specifically, these insights
from WP2 will be able to inform WP3’s analysis of electricity markets and their capacity to
integrate flexibility services from EV aggregation. Likewise, the findings of this deliverable will
serve as orientation for the elaboration of financial schemes conducted in WP4, and the
various contractual arrangements to be designed in WP5.

To conclude, D2.3 will be consulted throughout the remaining WPs in order to validate and
assess business model proposals in terms of how adequately they suit the present
circumstances of key customers and stakeholders, how profitable they are likely to be for each
of them, and whether they align or not with their variegated interests, aspirations, and technical
capabilities.
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