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Executive Summary 

The thesis examined if Better Place will be able to build a strong competitive position on the 

Danish market. This was investigated with the use of two part-questions which investigated to 

what extent Better Place will be able to obtain first-mover advantage when going into the market 

and if the company has the possibility to obtain competitive advantage according to the resource-

based view. 

 

For the development of the thesis it was decided to use a combined research philosophy. It was 

chosen to make use of critical realism and philosophical hermeneutic as the thesis collected 

primary data through semi-structured interviews. Thus, a combined research philosophy helped 

interpret the data gained from the interviewees as it ensured that the information was set in 

relation to the subject matter; the market. Besides from the interviews, which were obtained with 

the use of the snowball method, also secondary data were collected for the analysis. 

 

Before the analysis was constructed the thesis investigated Better Place’s macro environment in 

order to gain a thorough understanding of the market and how it changes and develops. From this 

investigation it was seen that the macro environment in general is interested in electric vehicles as 

these are good for the environment. Hereafter, the thesis looked into the first part-question which 

was analysed with the help of the first-mover advantage theory. From the analysis it was seen 

that Better Place will not be able to obtain first-mover advantage to a great extent as the company 

will only gain advantage from Preemption of Scarce Assets. Further, the company will not be 

able to eliminate all disadvantages associated with a first-mover. 

 

The second part-question was examined through the resource-based view. It was determined that 

Better Place holds several resources that are considered valuable and some of these are even 

deemed as rare. Though this is the case it is only in the area of Preemption of Scarce Assets that 

the company possesses resources which can be considered to create competitive advantage. 

 

From the findings of the two part-questions it was determined that Better Place only to a small 

extent will be able to create a strong position on the Danish market. This was based on that the 

company will be able not gain significant first-mover advantage when going into the market and 

as it does not hold a great number of resources which can create competitive advantage. 
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Foreword 

The process of writing this thesis has been a great learning process as well as a challenging 

exploration. Throughout the development of the thesis there have been several challenges which 

needed to be overcome. Nonetheless, the process of writing the thesis also included numerous of 

inspirational moments and combined with the challenges these contributed to the overall 

experience. 

 

The thesis has been written with the help of several people, companies, and organizations 

operating on the Danish market. Thus, the researchers wish to thank all the participants who were 

involved as they have set time aside to provide valuable empirical information via interviews. 

Without their collaboration it would not have been possible to obtain the knowledge needed to 

make this master thesis a reality. Furthermore, without a critical and committed advisor the thesis 

would not have reached the academic level desired by the researchers. The fact that our advisor 

was always ready to give constructive criticism pushed and inspired us in ways which helped 

maintain focus on the areas of importance. 

 

It is essential to state that the thesis was not conducted on behalf of any of the people, companies, 

or organizations that have contributed with information to the thesis. Hence, the thesis 

investigated Better Place and the competitive landscape from a neutral point of view. As 

complete insights into the different companies were not obtainable the researchers acknowledge 

that misinterpretations may exist due to limited data. Thus, any potential inaccuracies which may 

be present in the thesis are due to the researchers understanding of the information gained from 

the interviews and this should therefore not reflect poorly on the interviewees. 
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1.0 Introduction 

As the society has become more technology intensive during the last 20 years, the production 

of CO2 emissions has increased. A report by the Global Footprint Network (2009) shows that 

the population requires resources 40 percent faster than the world can produce them. Hence, 

the waste produced by the population is much larger than what the Earth can absorb and 

thereby the excess CO2 emissions contribute to climate change. Nevertheless, as the society 

has become aware of the increasing level of CO2 emissions, climate change has turned into an 

issue that has raised a lot of debate. Especially within the last 10 years this debate has 

heightened as it has become a topic everyone has an opinion about. According to Porter and 

Reinhardt (2007, p. 22), “Climate change is now a fact of political life and is playing a 

growing role in business competition.…. [and] While individual managers can disagree about 

how immediate and significant the impact of climate change will be, companies need to take 

action now.”. 

 

Examining the political initiatives that are related to climate change and which have been 

implemented since 2007, Porter and Reinhardt are right in their argumentation. This is based 

on that climate change has brought several political initiatives, which have changed the 

competitive area in several business sectors, into play (Klima- og Energiministeriet 2010a, 

EUROPA 2010, and European Commission 2010). Moreover, it is not only in the political 

arena that focus has been placed on climate change as also the consumers have become more 

aware of how their lifestyles are affecting the environment (Pedersen 2008a). This is, among 

others, reflected in the buying behavior of goods such as washing machines, refrigerators, and 

dishwashers as the consumers have started to purchase products that are energy efficient as 

these are better for the environment. The change in buying behavior is also rubbing off on the 

car industry as the consumers to a higher degree are demanding cars that are more energy 

efficient and pollute less (Ritzau 2008b). Thus, the development of cars, which are better for 

the environment, has kicked into sixth gear in order to keep up with the green wave seen in 

the society. 

 

As a result of the changing demands from the consumers, the new generation of mass-

produced cars is greener than ever before (Skatteministeriet 2009 and Trafikstyrelsen 2010c). 

This is due to that the new car models hold different components which make them more 

energy efficient as some drive longer per liter, others drive on both fuel and electricity, and 
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some are purely running on electricity. At the moment, several car manufacturers are planning 

to introduce electric cars within the next couple of years (Trafikstyrelsen 2010c) and with the 

new trends and changes occurring in the car market, another market has slowly started to 

emerge. This new market, consisting of companies that offer services to the electric vehicle 

owners, can be compared to the one for mobile phone service providers as also this market is 

based on subscription paid services (Larsen 2010 and Linderberg 2010a). As the market for 

telephones evolved, when the mobile phone was introduced, a new market started to emerge. 

The interconnected market for companies that are selling subscriptions and services for the 

mobile phone customers developed rapidly as mobile phones caught on. Thus, it will be 

exciting to follow to what extent the consumers will welcome the new vehicles introduced on 

the market: the electric car and the plug-in hybrid. If these become a success, the companies 

providing services to the electric vehicle owners might face a future similar to that of 

companies providing services to people who have a mobile phone subscription. 
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2.0 Company Presentation 

According to Charles Stonehill, chief finance officer (CFO) at Better Place, the company is 

trying to solve the egg-and-chicken-problem which exists on the market for electric vehicles. 

Until now, the problem has been that the electric car manufacturers have not wanted to mass-

produce electric vehicles as long as the necessary infrastructure was not in place. However, 

the infrastructure was not being developed as no one would invest in this before the auto 

manufacturers would start to produce electric vehicles for the mass-market. Better Place 

believes that the solution for this problem is to invest in the infrastructure while at the same 

time form agreements with the car manufacturers in order to ensure that they will produce the 

needed electric vehicles (Stonehill 2010). Hence, Better Place is the first company that 

provides the consumers with a complete solution: an electric vehicle, the necessary 

infrastructure, and a subscription based on the number of kilometers driven. 

 

2.1 Better Place 

The idea for Better Place emerged in 2005 as the president and founder of the World 

Economic Forum, Klaus Schwab, posed the following question to a gathering of young global 

leaders: “How do you make the world a better place by 2020?” (Better Place n.d.a). This 

thoughtful question inspired Shai Agassi, founder and chief executive officer (CEO) of Better 

Place, to picture a world without oil dependency. 

 

In 2007, two years after the gathering at the World Economic Forum, Better Place was 

founded from a venture capital of $200 million. Though Better Place is a young company it 

can already be considered international due to its presence around the world. The reason for 

this is that Better Place already in the early stages of its endeavor announced cooperative 

agreements in Israel and Denmark. These agreements were to transform the countries‟ 

infrastructure of transportation from relying on oil towards being based on renewable energy 

as this would help reduce the level of CO2 emissions. Furthermore, the company is also 

involved in projects in China, Australia, France, Canada, and Japan though it has only 

established offices in Australia, Israel, Canada, and Denmark (Better Place 2010a). Though 

Better Place has expanded rapidly the Headquarter has remained situated in California, the 

United States of America, and furthermore the company is still not traded on the open market. 
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Currently, Better Place is one of the leading electric vehicle service providers that are trying 

to accelerate the global transition towards sustainable transportation. Better Place is building 

the infrastructure for electric vehicles and is connecting this with a range of services for the 

electric car owners in order to enable a widespread adoption of electric vehicles and the 

optimization of the use of green energy. The element which differentiates Better Place from 

earlier companies on the market is that the company addresses the obstacle that is associated 

with the driving range of the electric car by providing unlimited driving range in a convenient 

and accessible manner. This is due to that the company is connecting all parts of the value 

chain, including car manufacturers, battery suppliers, energy companies, and the public 

sectors, with the intention to create a solution which incorporates the different needs of the 

consumers. 

 

Looking into the business model of Better Place, this can be viewed as being very similar to 

that of companies selling subscriptions and services to the mobile phone owners. The 

similarity is based on that Better Place‟s customers buy a subscription to a certain amount of 

kilometers and thereby the company‟s business model enables the consumers to subscribe to 

transportation as a service in the same way as they do with mobile phones. The car 

manufacturers, in this case Renault, produce the electric vehicles that can utilize Better 

Place‟s network of charge spots and battery switch stations (Appendix 2, p. 134-135). In 

terms of the need for electricity it is energy companies like DONG Energy that provide Better 

Place‟s network with this resource. The aspiration of Better Place‟s concept is that the 

electricity should be produced by renewable energy sources such as windmills. However, this 

will only be possible if the electric cars are charged at night when there is an excess of green 

electricity due to a low demand. Better Place‟s concept ties Renault‟s and DONG Energy‟s 

products together in a package as the company makes it possible for the consumers to rent the 

car battery and buy the electricity, in terms of kilometers, as a subscription. Furthermore, 

Better Place provides the infrastructure in terms of charge spots and battery switch stations 

and this gives the consumers the flexibility to drive around the country as they please (Better 

Place 2010b). 
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2.1.1 Better Place and the Company’s Global Expansion 

Better Place‟s first business agreement was signed the 21
st
 of January 2008 as the company in 

cooperation with Renault agreed on the preparation and production of electric vehicles. The 

agreement was a breakthrough deal as its goal was to setup an infrastructure across Israel in 

order to reduce the country‟s dependence on oil and thereby reduce its CO2 emissions (Better 

Place 2010a). When looking into the political situation in the Middle East, this provides 

strong incentive for the state of Israel to eliminate its dependence on oil coming from hostile 

neighbors in the region. Thus, if Better Place‟s project becomes a success, Israel will be able 

to dictate its own industry of transportation without having to take the other countries in the 

region into consideration. 

 

A few months later, the 27
th

 of March 2008, DONG Energy and Better Place agreed on 

introducing electric vehicles on the Danish market in order to help reduce the country‟s CO2 

emissions. These two companies are going to build the infrastructure needed such that electric 

car owners can drive without taking the range limitation of the battery into consideration 

(Better Place 2010a). Bearing in mind the size of Better Place‟s project, the partnership with 

DONG Energy seems to be a natural as well as a good strategic decision. This is due to that 

DONG Energy is the largest supplier and distributor of electricity in Denmark and further the 

company is also operating in Northern Europe (DONG Energy n.d.). Better Place‟s intelligent 

charge system will provide a revolutionary method to store the unstable electricity output 

from windmills and thereby the Danish society will benefit from the company‟s concept as 

the electric cars most often will be charged at the night when the demand for electricity is low 

(Better Place 2010a). 

 

Seven months later, the 22
nd

 of October 2008, in a similar agreement to the one with DONG 

Energy, Better Place partnered with the Australian Gas Light Company (AGL) and Macquarie 

Capital Group in order to build an infrastructure for electric vehicles in Australia. According 

to Better Place, the agreement with these two companies was to raise around $1 billion (AUD 

1 billion) and develop an electric vehicle network, powered by renewable energy, which 

would help Australia become less dependent on oil imports. Besides from helping to raise the 

necessary funds for the construction of the infrastructure, the Macquarie Capital Group would 

also help in the overall business development process. Similar to DONG Energy, AGL would 

be supplying the network with the electricity needed in order to charge the electric vehicles 
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and thereby reduce the country‟s dependence on oil while enabling sustainable transportation 

(Better Place 2010a). 

 

In Israel, Denmark, and Australia Better Place‟s projects are taking form and the company is 

in a hurry to get the infrastructures in place in order to reverse the cash flow from an outgoing 

to an incoming stream (Better Place 2010a). 

 

2.1.2 Better Place’s Equity Structure 

Two years after Better Place signed its first agreement in 2008, the company announced on 

the 24
th

 of January 2010 that it had signed an agreement with a group of investors led by 

HSBC for new investments worth an astonishing $350 million (Better Place 2010c). HSBC is 

one of the world‟s largest banking and financial service organizations (HSBC 2010) and with 

this investment the organization will own approximately ten percent of Better Place. The 

agreement with HSBC is one of the largest clean-tech investments in history and will increase 

the overall value of Better Place to $1.25 billion (Better Place 2010c). 

 

When focusing on the Danish market, the agreement between DONG Energy and Better Place 

is also significant as it has a value of approximately DKK 770 million (Better Place 2010d). 

However, an article from Berlingske Tidende has cast doubt on the actual size of DONG 

Energy‟s investment in Better Place‟s project. According to DONG Energy, the company has 

so far invested DKK 50 million in Better Place Danmark (Sørensen 2010). Nonetheless, a 

press release from Better Place states that DONG Energy is committed to invest additional 

DKK 150 million in Better Place Danmark within the next couple of years on a step-by-step 

basis (Better Place 2010d). Furthermore, DONG Energy has promised to provide Better Place 

with a DKK 370 million credit in terms of technical services (Marfelt 2010). Though this is 

the case, DKK 200 million from DONG Energy and the same size of investment from Better 

Place does not equal DKK 770 million and thus Better Place has not completely been able to 

silence the discussion about the size of the investments for the Danish market (Weinreich 

2010). Nevertheless, the investments made by DONG Energy and Better Place will allow for 

the initial deployment of the infrastructure throughout Denmark. Following the agreement 

with Better Place, DONG Energy will assist in the network rollout in order to ensure that the 

physical cables and the electricity reach the charge spots and the battery switch stations 

(Eldrup 2010). 
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2.2 DONG Energy 

DONG Energy was established in 2006 as a result of a merger between six Danish energy 

companies: DONG, Elsam, ENERGI E2, Nesa, Københavns Energis elaktiviteter, and 

Frederiksberg Forsyning. At the moment, the company is the largest provider of electricity in 

Denmark with a market share of around 22 percent (DONG Energy 2009). 

 

DONG Energy is a diverse company operating in all parts of the value chain: from 

exploration and production of energy to the distribution of electricity to the end customer 

(DONG Energy n.d.). The electricity is produced from a wide variety of resources such as 

gas, wind, coal, and water. At the moment, roughly 85 percent of DONG Energy‟s electricity 

is produced from fossil fuels and 15 percent from sustainable resources. However, the 

company‟s long-termed goal is to flip this ratio by 2050 (DONG Energy 2010a). As a result 

of this, additional investments are made every year into the development and production of 

wind power in order for the company to become more environmentally friendly. Furthermore, 

the increasing use of sustainable sources helps DONG Energy to renew its businesses and at 

the same time meet the growing demand for green energy. Thus, in the long-run this change 

towards the use of green energy will make it easier for the company to comply with the new 

rules and regulations being imposed on CO2 emissions by the European Commission. 

 

2.3 Renault 

The French company Renault was found by Louis Renault in 1898 and since then the 

corporation has been developing and producing cars (Renault 2010a). Through the years, 

Renault has increased in size and in March 1999 the company established an alliance with 

Nissan. This alliance was the first industrial and commercial partnership of its kind and 

secured the two companies a position as the world‟s third largest auto manufacturer in terms 

of sales (Renault 2010b). In order to be more responsible and show its ecological engagement, 

Renault has created the ECO2 concept which is focusing on how to develop and produce cars 

that are better for the environment (Renault n.d.). Further, when Renault signed the agreement 

with Better Place for mass-production of electric cars in 2009, the company once again 

illustrated that it is serious in terms of improving the environment by reducing the 

environmental damages caused by its products. 
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According to Søren Thomsen (2010), Head of PR & Information at Renault, the company‟s 

market share for conventional cars in Denmark is around 3.9 percent which makes it one of 

the smaller players on the market when compared to auto manufacturers such as Toyota (9.3 

percent) and Ford (10.4 percent) (Toyota 2010 and Nielsen 2010a). Hence, the fact that Better 

Place has chosen to collaborate with Renault might not seem as an obvious choice if only 

looking at the company‟s market share. However, in 2009 Renault was the only company 

with the courage and future perspective to agree to collaboration with Better Place in an 

attempt to build and mass-produce electric vehicles. In the agreement with Better Place, 

Renault committed to produce 100,000 cars and these are to be sold on all markets where 

Better Place operates (Thomsen 2010). In Denmark, the first two electric vehicles from 

Renault, a car and a van, are to be launched in 2011 at the same time as Better Place‟s 

infrastructure should be ready (Thomsen 2010). In 2012, Renault will launch one more 

electric vehicle which, according to Thomsen (2010), is the car that the company is placing its 

focus on (Appendix 3, p. 136). The electric vehicles on the drawing board at Renault will be 

subject to the same safety standards and design specifications as the conventional cars. Thus, 

the differences between the electric vehicle and the conventional car are that this new type of 

vehicle does not produce any harmful emissions and has no tailpipe. Furthermore, the electric 

cars will be much more reliable than the conventional vehicles as they will have substantially 

fewer moving parts which reduce the chances of the cars breaking down (Thomsen 2010). 

 

2.4 Motivation for the Danish Market and the Alliance 

The founder of Better Place, Shai Agassi, is trying to revolutionize the way consumers 

perceive electric cars in order to improve the environment by ending the world‟s dependency 

on oil by 2020 and thereby make the world a better place. Hence, it will be essential for 

Better Place to obtain success in Denmark and Israel as these two countries are the markets 

which the company enters first. Going into the Danish market will allow Better Place to tryout 

a full-scale implementation as it will be possible to support and service the whole country due 

to its small geographical size. At the same time a small country like Denmark will be a good 

test market, compared to a larger market, as it will be easier for Better Place to maintain an 

overview and as it requires less capital funding for the development of the infrastructure. 

Furthermore, the Danish society‟s focus on green energy as well the very progressive 

environmental rules and regulations set by the government have made the country one of the 

leading nations in the world within this area. Moreover, Denmark‟s strong focus on being one 
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of the pioneers within the use of sustainable energy has helped develop a sizable windmill 

industry that supplies 20 percent of the country‟s energy demand (Wittrup 2010a). Looking 

into the area of transportation it is seen that the government has decided to prolong the tax 

removal for electric vehicles until 2015 in order to give the Danish consumes an incentive to 

buy an electric vehicle instead of a conventional car (Appendix 1, p. 124-125). 

 

From the above, it can be determined that Better Place‟s motivation for entering the Danish 

market is well founded as the country and its population is very interested in being green and 

this gives the company a good and positive starting point when launching its concept. Further, 

when looking at Better Place, and especially Shay Agassi, it seems that the potential for 

ending the world‟s dependency on oil by 2020 is the main motivational driver even though 

this scenario for many people may seem to be unrealistic. As with all other businesses, there 

is of course also an economic motivation for Better Place and if the company will be able to 

capture a large market share it will generate revenue from selling its package of services. 

 

In terms of DONG Energy, the company will first and foremost benefits from a more stable 

demand for electricity when entering into a partnership with Better Place. Secondly, the 

company will benefit from increasing sales as the demand for electricity will increase when 

the electric vehicles penetrate the market and this will enable the company to receive a better 

price and a better utilization of its non-stockable electricity (Eldrup 2010). Furthermore, as 

DONG Energy‟s long-term vision is to increase its sustainable energy production 

considerably, the investment in Better Place is well aligned with the company‟s future goal 

(DONG Energy 2010a). With Better Place‟s concept, DONG Energy has the opportunity to 

stabilize the electric grid as it can distribute the excess of the wind-generated power to the 

electric vehicles as these are primarily expected to be charged at night when the demand for 

electricity is low (Eldrup 2010). In regards to the charge of the electric vehicles, it is essential 

for DONG Energy that the current electricity capacity in the grid is not surpassed. Hence, in 

order to ensure that the grid is not overloaded the charging hours need to be differentiated and 

this is what is offered by Better Place‟s concept. 

 

Even though Renault has not invested capital into Better Place‟s project, the company is 

taking on an investment in terms of R&D. Thus, it is expected that Renault will benefit 

greatly from the collaboration with Better Place as the company, currently, is the only 
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supplier that manufacturers electric cars which can communicate with Better Place‟s products. 

Firstly, Renault will benefit from this collaboration as the initial boldness of investing heavily 

in battery R&D and the development of modern electric cars have the potential of turning into 

a very rewarding venture for the company. Secondly, with the current pace of new agreements 

between Better Place and various countries, Renault is potentially looking at future 

manufacturing of several hundred thousand electric cars which, all else equal, will lead to a 

large increase in annual revenue. Furthermore, there might be spill-over effects from the 

technology innovation and R&D investments which Renault will be able to use in its other 

business segments. 

 

In order for the reader to get a clearer understanding of how the business set-up between the 

three companies functions a model was developed: 

 

 

Source: Own Production 2010 

 

For all three players involved in Better Place‟s project, the motivations are driven by the 

expectations of growing their businesses while handling the changing and dynamic 

environment. 
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3.0 Deriving the Research Question 

In order to decide on the frame of the thesis different academic areas such as marketing, 

management, and strategy were discussed. After having determined that the thesis would be 

written within the area of strategy, the search for an interesting company began. Several 

criteria were taken into account when searching for the right business as the researchers 

wanted to investigate a subject that was up-to-date and had an impact on the society. As the 

researchers, prior to the thesis, had worked on different projects that investigated changes 

within the energy industry this seemed to be a good starting point when searching for a 

company. Further, as more focus has been placed on climate change, transformations have 

started to emerge in the car and energy industry in order to comply with the needs of the 

public. In the car industry the auto manufacturers have started to alter their products into 

being more environmentally friendly and thus new companies that are related or connected to 

this industry have started to emerge and enter the Danish market. The companies emerging as 

a result of the changes seen in the car industry have created a new industry that provides 

services to electric vehicle owners. 

 

Even though the electric vehicle has been on the market for a couple of decades (Dansk Elbil 

Komité 2009), the consumers have not given it much attention as its driving range is rather 

limited compared to a car driving on gasoline or diesel. In addition, the electric car has not 

been able to compete with the conventional car on parameters such as design and comfort. 

However, as the public‟s concern for the environment has increased, more focus has been 

placed on the advantage of the electric car; that it is non-polluting. This has led several car 

manufacturers to start designing and mass-producing electric vehicles (Trafikstyrelsen 

2010c). Nevertheless, the range limitation of the battery is still a problem which needs to be 

overcome and this has led Renault to partner with Better Place. If partnerships like the one 

between Renault and Better Place can convince the consumers that electric vehicles are a 

good alternative to the conventional car, this might revolutionize the car industry and the way 

the society views transportation. This is based on that the new electric vehicles can provide 

the consumers with the possibility to help reduce CO2 emissions without making a big 

alteration in their everyday lives. However, when entering a new market a company always 

faces various opportunities and challenges and this is also true in the case of Better Place as 

the company is trying to change the public‟s attitude towards driving environmentally 
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friendly. Thus, the challenges which Better Place faces are related to the company‟s business 

concept as this is very different from how the car market is functioning today. 

 

Even though Better Place is relatively young and untested, the company has already made 

implementation plans for rolling out its concept in several countries. One of these countries is 

Denmark which will be functioning as a pilot market in order for Better Place to test its 

concept. The scale of Better Place‟s investments on the Danish market is unprecedented, and 

combined with all the before mentioned elements, this makes the company extremely 

interesting to investigate. In addition, it will be interesting to see if Better Place can convince 

the consumers that the electric vehicle is the future standard of transportation. 

 

Based on the above mentioned situation the thesis investigated the following problem: 

 

3.1 Research Question 

“Will Better Place be able to build a strong competitive position on the Danish market?” 

 

In order to answer the research question, two part-questions were derived: 

 

3.2 Part-Questions 

1. “To what extent will Better Place obtain First-Mover Advantage on the market?” 

 

2. “Does Better Place have the possibility to obtain competitive advantage according to the 

Resource-Based View?” 

 

3.3 Definitions 

Strong competitive position: should be seen from an economic perspective as it refers to if 

Better Place will be able to become one of the most profitable players on the market in terms 

of sales and margins. 

 

The Danish market: is referring to the Danish car market and the services connected to this 

market. A more detailed definition of the market can be found in Delimitations (Page 17-19). 

 

To obtain: should be interpreted in relation to if Better Place will be able to succeed in 

acquiring first-mover advantage and competitive advantage. 
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4.0 Delimitation 

The reasoning behind the thesis and the choices taken during the process are presented below 

in order for the reader to be able to gain insight into the boundaries of the thesis. Further, this 

will enable the reader to study the thesis with the same perspective as it had been developed 

with. 

 

In order to streamline the thesis and achieve the desired outcome, the researchers chose to 

focus on Better Place‟s entrance on the Danish market. This focal point gave the thesis the 

opportunity to obtain an outcome that would be more investigative and detailed. Another 

reason for investigating Better Place‟s situation in Denmark was due to the material and data 

available for this market. Looking into the Danish market ensured that the thesis could obtain 

primary data, in form of interviews, from the company and other actors and players on the 

market. If the thesis had investigated Better Place‟s operations internationally it would have 

been difficult to obtain the same level of information. Thus, had the researchers‟ chosen to 

undertake a global analysis of Better Place this would have had the effect that the collected 

data would have been less focused and detailed. 

 

Even though Better Place is going to sell its products to both the consumer and the business 

sectors, the thesis is only focusing on the consumers. As the two segments differ in terms of 

needs, it was found more interesting to investigate the company in relation to the consumers 

as they have more requirements which need to be met by the electric vehicle and Better Place. 

 

Looking into the choice of theoretical models, this was of vital importance for the outcome of 

the analysis as the theories would create the structure the thesis. In order to answer the 

research question two theoretical models were used to guide the research process. Lieberman 

and Montgomery‟s (1988) first-mover advantage theory was an ideal choice as this 

framework is well structured and analyzes how a company is positioned, in terms of first-

mover advantage, when entering a market. With the use of various parameters the framework 

helped provide an analysis which would be able to answer the first part-question. However, as 

the first-mover advantage framework alone was not able to answer the research question, an 

additional framework was decided upon. Barney‟s (1991) resource-based view was deemed 

very applicable when investigating Better Place in terms of competitive advantage. Thus, the 

resource-based view was used in collaboration with the first-mover advantage framework as 
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this ensured that it was possible to draw a solid conclusion on the second part-question and 

thereby answer the research question of the thesis. 

 

As the thesis had its focus on the Danish market, the findings cannot and should not be 

applied to other countries where Better Place operates as culture and perceptions can vary 

from one country to another (Usunier & Lee 2005). However, the findings and conclusions 

can still be useful for Better Place as the company gets a neutral perspective on its business 

and its future on the Danish market. 

 

In order to stay true to the methodological decisions taken in the beginning of the research 

process, it was very important to ensure that the subject matter; how the researchers viewed 

the market, was clearly defined and delimited. This was based on that the subject matter was 

an important area of the research, and thus would have a great influence on the outcome of the 

thesis. Delimiting the market made sure that it was possible to investigate the layers of the 

subject matter that were already exposed as well as to examine the relations that were hidden. 

 

Though it was believed that Better Place is the first company of its kind to go into the market 

of transportation, it was also recognized that the firm would be competing with other 

companies which deliver the same end product – getting from A to B by car. To ensure that 

the subject matter was clearly understood by everyone involved in the thesis, a model of how 

the researchers viewed and understood the market was developed. Looking at the players on 

the Danish market, it was decided to divide the market into three layers: indirect, semi-direct, 

and direct competitors. Though all three layers included companies that sell products which 

compete with Better Place‟s, in terms of that they are able to fulfill the need of getting from A 

to B by car, the similarity of the products differ. Thus, the model was divided in such a way 

that the inner layer contained the companies that were almost identical with Better Place and 

the company‟s product. 

 

Indirect competitors: are companies selling gasoline and diesel such as Shell and Statoil. 

These companies are considered to be indirect competitors to Better Place as most cars run on 

gasoline or diesel. 
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Semi-direct competitors: Companies that offer products such as natural gas, ethanol, and 

hydrogen should be seen as semi-direct competitors as these products are expected to replace 

or substitute gasoline and diesel in the coming years. This is based on that the world is 

becoming more environmentally conscious and as more focus is being placed on green 

energy. 

 

Direct competitors: As Better Place is the first company on the market, with a solution of 

buying kilometers on subscription for the electric vehicle, it does not have any competitors 

which are completely alike. However, there are companies which have products that are quite 

similar to Better Place‟s product and thus these companies must be considered to be direct 

competitors. During the thesis the focus was placed on the companies that are direct 

competitors to Better Place. 

 

To get a clear picture of how the subject matter was understood, a model portraying the 

market was developed: 

 

 

Source: Own Production 2010 
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5.0 Methodology 

This section presents the frame and structure of the thesis as well as the method used when 

answering the research question. During the research process it was essential to stay true to 

the decisions taken as the methodological choices influenced on the outcome and the 

conclusions of the thesis. 

 

5.1 Ontology 

It was decided to make use of a combined research philosophy: critical realism and 

philosophical hermeneutic, as this would give the best angle when investigating the research 

question. The reason for choosing to combine these two research philosophies was that they 

would provide the thesis with a wider and more detailed perspective on the area in question. 

This was due to that critical realism and philosophic hermeneutic supplemented and 

complemented each other on different areas such as ontology and how to collect and analyze 

data. Further, when using a combined research philosophy it was possible to investigate the 

data from two different angles. For instance, when conducting an interview philosophical 

hermeneutic was used as this provided the possibility to consider how and why the 

interviewees responded and acted in the way they did. In other situations, such as the process 

of collecting data and developing the analysis, critical realism was used in order to ensure a 

continuing research cycle. 

 

5.1.1 Critical Realism 

The view of critical realism was decided upon as this philosophy of social science presumes 

that there is a reality which needs to be analyzed on a realistic foundation (Jespersen 2004). 

Critical realism emerged from the work of Roy Bhaskar (1975), A Realists Theory of Science, 

in which he justifies the use of transcendental realism and critical naturalism. According to 

Jespersen (2004) and Archer et al. (1998), these two philosophies laid the foundation for the 

research philosophy that today is known as critical realism. In critical realism it is important 

that the reality is explained and understood. Hence, it was of great importance to explain the 

reality as the outcome of the thesis rested on the researchers understanding of the subject 

matter‟s ontology; how the market is determined and understood. Thus, a clear understanding 

of the market and its structures was needed in order to be able to analyze Better Place. The 

market has therefore been defined in terms of how it should be interpreted as this ensured a 

better understanding of the ontology. Furthermore, when taking on the philosophy of critical 
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realism, three methodological considerations were guiding the research process: 1: “What are 

we looking at?”, 2: “How can we get a hold on (understand) the subject matter – given its 

ontology?” and 3: ”What can we expect from the (new) knowledge?”
 1

 (Jespersen 2004, p. 

149). Hence, when applying critical realism in the research and writing process it was very 

important to reflect on the epistemological aspects of the thesis. Further, the methodological 

considerations of critical realism ensured a thorough research process as more focus was 

placed on determining which choices to make in order to ensure that the data collection 

included the needed material. Additionally, critical realism does not strive to uncover 

permanent structure as it looks into how to clarify the relations between actors and institutions 

while these, over time, continuously change behavior and structure (Jespersen 2004). Thus, 

when examining to what extent Better Place will obtain first-mover advantage when going 

into the Danish market and if the company has the possibility to gain competitive advantage 

according to the resource-based view, it was important to be critical and analyze the collected 

data in relation to the changes seen in the market. Further, it was important to keep in mind 

that the market might transform later on. Thus, in order to comply with the beliefs of critical 

realism, several interviews were setup in order to uncover the subject matter by talking to 

authorities who hold an inside perspective of the market. However, as the interviewees‟ are 

part of the market it was necessary to ensure that their argumentation was compared with 

knowledge that came from sources that were not involved in the industry. 

 

5.1.2 Philosophical Hermeneutic 

The second research philosophy, philosophical hermeneutic, is part of the human science. It 

was chosen to incorporate this research philosophy as it could give the thesis another 

perspective than if only using critical realism. Philosophical hermeneutic contributed to the 

thesis as it looks into how to understand, interpret, and apply the meaning of a text in its 

context (Højberg 2004). Moreover, Thuren (2005) says that we, as researchers, interpret the 

world while at the same time contributing to a new understanding of it which will then marks 

future interpretations. Thus, the analysis was developed and based on how the information 

was understood and interpreted when working through the data. It was therefore important to 

look into how the information was presented instead of investigating it with a certain outcome 

in mind. For this reason, it was important to remain open-minded to the area in question when 

                                                           
1
 1: “Hvad ser vi på?”, 2: “Hvordan ”får vi styr på” genstandsfeltet – givet dets ontologi?”, og 3: ”Hvad kan vi 

forvente af (ny) viden)?” (Jespersen 2004, p. 149). 
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developing, conducting, and analyzing the interviews. Hence, the philosophy was used when 

interpreting the collected material: primary as well as secondary data. Further, during the 

interviews the philosophy helped place focus on how the interviewees acted and talked. In 

addition, the hermeneutic circle; the part and the entity, was used in the research process as 

this ensured that the data were analyzed in a spiral where the collected data continuously had 

to be compared with the subject matter and how this was understood. Thereby, the 

hermeneutic circle made sure that the analysis was altered during the research process as 

changes in the market occurred. Thus, by using this research philosophy and combining it 

with critical realism, the thesis was kept up-to-date as the collection and interpretation of data 

were continued throughout the thesis due to the never ending research cycle. In that way, it 

was ensured that the world had not changed too much compared to the subject matter. 

 

5.1.3 Combining Critical Realism and Philosophical Hermeneutic 

Combining critical realism and philosophical hermeneutic in the ontological considerations 

provided the thesis with a view on the world that was drawing on different elements from 

both philosophies. When looking at the market, with the combined research philosophy in 

mind, it was acknowledged that the information which could be gained from the industry 

would only provide insight into some areas as the different players tried to protect their 

knowledge due to competitive reasons. Hence, the knowledge acquired from the interviews 

was mostly connected to the structures of the market as well as how the different actors 

operate. As a reason of this, the interviews mainly served as a way to dig down into the layers 

of the market in order to uncover some of its structures. With the use of the combined 

research philosophy, the data gathered inside the market were examined and then combined 

with the overall perspective of the market in order to determine if the data revealed the same 

story. Further, as both philosophies emphasized the importance of a correct understanding of 

the market and the data, this provided the thesis with an extra dimension. This dimension was 

created as the analysis was guided by the changes in the market and thus the thesis was in a 

mode of continues change that were related to the subject matter. 

 

5.1.4 Epistemology 

It was acknowledged that the information available to the thesis would be altered through 

time and thus it was important to continue to acquire knowledge about Better Place and the 

market throughout the process. Nonetheless, the changes in the subject matter could not be 
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obtained merely by observation and it was therefore essential to gain information directly 

from the actors on the market as it was expected that they would possess knowledge that 

would be difficult to obtain elsewhere. For this reason, it was necessary to get in contact with 

several companies and organizations on the market in order to ensure that the collected data 

would be able to provide a thorough understanding of the market and Better Place. In order to 

create a solid foundation for the thesis, Better Place was contacted and asked if the company 

was interested in cooperating on the thesis in terms of providing the needed information 

during the research process. When approaching Better Place, by email, the first response to 

cooperation was turned down. However, when contacting the company a second time by 

telephone, as well as explaining that the thesis could not be written without information from 

the company, Better Place agreed to contribute in terms of a couple of interviews. 

Nonetheless, as Better Place is new on the market the company tries to keep up a shield in 

order to be able to work in peace without being monitored by the outside world. Thus, on 

some areas the company was not interested in providing information for the thesis due to 

competitive reasons. In order to overcome this problem and ensure that the information 

obtained from Better Place was accurate, several other actors on the market were interviewed. 

Besides the data gained from the actors on the market, it was also expected that supporting 

and additional information could be found in reports, academic studies, papers, and articles. 

In the end the different data sources were compared with each other in order to ensure that the 

information and knowledge acquired were reliable. 

 

5.2 Research Approach 

The thesis used a combination of the inductive and the deductive research approach; 

retroduction. When using a retroductive approach, the thesis would not evolve from theory 

(deduction) or from data (induction) as it would be a combination of the two. The justification 

for combining the two research approaches were that this provided an opportunity to test the 

data which had been gathered and thereby validate the chosen theories while continuing the 

search for new material during the writing process. 

 

In the first phase of the research process the inductive approach was applied as the data 

collection was not limited to the two theories chosen for the thesis: first-mover advantage and 

the resource-based view. The search and collection of data were not entirely limited to data 

which were to be used in the specific theories as it was necessary to ensure that the needed 
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data were available. Further, it was important to get an overview of the market as well as a 

clear understanding of how the entrance of Better Place might create changes in the structures 

of the market. Besides from the two theories mentioned before, theory in the area of 

Consumer Behavior had been considered for the thesis should the data collection not provide 

enough information to ensure that the resource-based view could be utilized. 

 

As Better Place is a new company entering the Danish market and as the company is 

introducing a new product, there was no hesitation in regards to the use of the first-mover 

advantage theory. After having gathered data for a long period of time, it was decided to 

proceed with the resource-based view theory as the search for data had provided enough 

material in order for the thesis to examine Better Place‟s competitive advantage. Having 

finalized which two theories to use in the thesis, the research approach changed and during 

the remaining stages of the research process the deductive approach was followed. According 

to Andersen (2002, p. 39), “Deductive conclusions are, when we with starting point in the 

general principles draw a conclusion about particular cases.”
2
. Thus, deduction is when you 

are working from theory towards data observation in order to clarify the causal relationship 

between variables (Blumberg et al. 2008 and Saunders et al. 2003). After it had been decided 

to use the theories first-mover advantage and the resource-based view, the deductive approach 

was used when examining how the information collected fitted into the two theories. 

 

The advantage of taking a retroductive research approach was that it incorporated elements 

from both the inductive and the deductive approach. As written above, the theories of the 

project were not completely decided upon when the data collection began. Hence, having an 

inductive approach in the beginning of the research process allowed the search for data to be 

broader than if only taking a deductive approach. This benefited the thesis as a clearer 

understanding of the market was obtained due to the broad research process and in addition it 

gave a better foundation when answering the research question. Had the thesis only taken an 

inductive research approach it would not have been possible to test the chosen theories. 

Moreover, with an inductive approach the primary data collection would have needed to be 

more extensive and this would have required additional resources than what was available as 

a lot more material would have needed to be investigated. Further, this would have caused 

                                                           
2
 ”Deduktive slutninger er, når vi med udgangspunkt i generelle principper drager slutninger om enkelte 

hændelser.” (Andersen 2002, p. 39). 
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problems as the time frame for the thesis was constrained. Also, the inductive approach did 

not support the chosen research philosophies as well as the deductive approach. This is due to 

that the inductive approach creates law like theories based on the data collection and that does 

not match the beliefs of critical realism and philosophical hermeneutics; people see the world 

with different mindsets. 

 

The advantage of the deductive approach was that when using theories these would provide 

clear guidelines for how and what to investigate. However, had the thesis only taken a 

deductive approach a disadvantage would have occurred as theories do not always correspond 

with the reality (Saunders et al. 2003). Therefore, if only using the deductive research 

approach a conflict would have occurred between the reality seen through the data collection 

and the guidelines of the theories. To overcome this, the two theories were combined and 

altered in order to match the reality and the collected data. Thereby, taking a retroductive 

approach made it possible to combine parts of the inductive and the deductive research 

approaches and in that way ensure that the thesis had a broad data collection which could 

provide the necessary insight to the subject matter. Further, the retroductive approach made 

sure that the process was guided by the structures of the theories. 

 

5.3 Research Strategy 

After having decided on a research approach, the research strategy of the thesis had to be 

determined. As the thesis took a focal point in an up-to-date issue; Better Place entering the 

Danish market, a case study was seen as an optimal choice. This was based on that a case 

study “… involves an empirical investigation of a particular contemporary phenomenon 

within its real life context, using multiple sources of evidence.” (Saunders et al. 2003, p. 93). 

Furthermore, the case study was a good tool for the thesis as the researchers were not able to 

affect or control the changes on the market. Thus, using a case study in combination with the 

chosen research philosophies enabled the thesis to maintain focus on the current issue at hand. 

In addition, the case study made it possible to include several types of evidence such as 

interviews, documents, and observations (Yin 2003) and this was of great importance as the 

data collection was expected to become a mixture of several types of data sources such as 

articles, interviews, and reports. 
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5.4 Time Horizon 

The time horizon of the thesis was cross-sectional as the research question and the part-

questions investigated to what extent Better Place will be able to gain first-mover advantage 

when going into the Danish market and if the company holds resources which can help it 

obtain competitive advantage according to the resource-based view. Thus, the analysis was 

investigating a particular incident at a specific point in time. Further, the thesis was mainly an 

exploratory study though it also included a small section which was descriptive. The 

descriptive study was the first part of the thesis as a portrait of Better Place as well as the 

company‟s relationships with DONG Energy and Renault were presented. From here on, the 

thesis became an exploratory study which examined Better Place in relation to first-mover 

advantage and competitive advantage. Hence, the exploratory study was investigated through 

several interviews which are characterizing a case study as well as a cross-sectional study. In 

terms of the time horizon of the data collection it was decided to continue this process as long 

as possible. As both Better Place and the market were experiencing continuing changes, it was 

important that the collected information was up-to-date as this affected the research question. 

Thus, the data collection was ongoing through the research and writing process and continued 

until the end of September 2010. 
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5.5 Structure of the Project 
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5.6 Empirical Data 

Complying with the epistemology it had been decided that the information used in the thesis 

should be a mixture of primary and secondary data. The data were collected from two types of 

empirical sources: 

 

 Oral 

 Written 

 

The collection of primary data allowed the researchers to guide and design a research study 

which focused on the research question. This ensured that the information collected from 

primary data sources would be able to help answering the research question. The secondary 

data were gathered in order to support the primary data while giving a broader perspective on 

the research area. The reason for not relying solely on primary or secondary data was that it 

was important to ensure that the data gave a trustworthy picture of the area in question. Had 

the thesis only made use of primary data, the outcome might have been different as a large 

part of this data was collected from sources which were involved in Better Place‟s project in 

one way or another. However, if only secondary data had been used, this could have resulted 

in a thesis that was superficial and which did not contribute to existing research. Before the 

collection of primary data began, secondary data were used to get a thorough understanding 

of the subject matter which then helped when formulating questions for the interview 

guide(s). In the following paragraphs, the different data sources collected for the thesis will be 

presented in order for the reader to get an overview of how the information was gathered 

through the research process. Thereby, the reader will gain a better understanding of the 

validity and reliability of the data findings. 

 

5.6.1 Primary Data – Oral Sources 

It was decided that primary data, in the form of interviews, had to be collected in order to 

obtain the information that could help answer the research question. This was due to that the 

data needed was very specific and detailed as a result of the focus of the research question. 

Furthermore, it was expected that the interviewees would be able to provide information 

which was not accessible from secondary data sources. The interviews would be conducted 

via the non-probability sampling method; snowball. By using this type of sampling it was 

possible to get in contact with people who the interviewees considered interesting for the 
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thesis. Thus, the snowball method provided the opportunity to interview other people than the 

ones selected for the interviews and this strengthen the analysis as the data contained a wider 

variety of viewpoints. According to critical realism, it is important to get beneath the surface 

in order to gain an understanding of the subject matter. This was accomplished with the use of 

the snowball method as it led the research process beneath the surface of the market which 

then revealed different layers hidden below that might not have been seen or understood if 

another method had been used. 

 

It was decided that the interviews should be semi-structured as this would make it possible to 

conduct interviews which to some extent resembled conversations. When using semi-

structured interviews it was allowed to deviate from the interview guide and explore other 

areas of interest. Thus, more information on subjects of interest to the thesis would be 

obtained when using semi-structured interviews. Furthermore, it was determined that the 

interview guide would be evaluated and changed prior to each interview in order to ensure 

that the questions asked would be relevant for the interviewee. However, if the same area was 

to be investigated via different interviewees, it was ensured that the same formulations of the 

questions were used. If this was not a possibility, a formulation similar to the original one was 

used. Choosing to change some of the questions in the interview guide also contributed to that 

it was possible to collect a lot of different information and thereby construct the analysis on a 

stronger foundation. Further, when conducting the interviews it was always the same person 

who acted as the interviewer while the other was acting as an observer while taking notes. 

The reason for this was that having the same interviewer, as well as observer, helped create 

consistency in the interviews as this increased the likelihood for the questions to be asked in 

the same manner. Also, having the same observer for each interview ensured that the person 

was looking for the same things each time. These precautions were taken in order to make the 

results of the interviews more trustworthy. 

 

In order to ensure a valid and reliable outcome of the thesis, it was important that the primary 

data were collected from Better Place as well as the company‟s partners: DONG Energy and 

Renault, other actors on the market, public institutions, and technical experts. The 12 persons 

interviewed for the thesis are presented below in the order they were interviewed. Six of these 

interviews can be found on the attached CD while the rest can be found in Appendix 6 to 11 

(Page 139-160). 
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Esben Larsen, Professor at the Technical University of Denmark
3
, was interviewed for the 

thesis as he has specialized in electric vehicles for several years and thereby his expertise 

could give the thesis a better understanding of the development of the market and electric 

cars. Furthermore, Larsen has been in contact with Better Place on a regular basis and the 

researchers therefore believed that he would be able to provide another view on the company 

and its future on the Danish market. Hence, this interview was the first one to be conducted as 

it was to provide the thesis with a solid understanding of the market and Better Place before 

the company was interviewed. 

 

Anders Eldrup, CEO of DONG Energy, was contacted at Copenhagen Business School 

(CBS) when he was giving the lecture Setting a New Course. The interview with Eldrup was 

conducted in order to ensure that information regarding Better Place‟s partnership with 

DONG Energy was obtained. Further, this interview would enable the thesis to understand to 

what extent and how these two companies cooperate. Eldrup also recommended the 

researchers to talk to Torben V. Holm, Project Leader at DONG Energy, if more information 

on the company‟s collaboration with Better Place was needed. 

 

Henrik Linderberg, Director of Marketing at Better Place Danmark, was referred to the 

researchers by Rikke Pedersen who coordinates and deals with all the student projects at 

Better Place. Linderberg was interviewed in order to acquire deeper knowledge about the 

company. In the end of the research development, the researchers contacted Linderberg for a 

follow-up interview which could provide answers to questions which had developed during 

the process. 

 

Jørgen P. F. Horstmann, Denmark‟s Representative in the International Energy Agency 

(IEA) and Project Leader at the Technical University of Denmark, had been referred to the 

researchers by Esben Larsen. Larsen referred to Horstmann as also he is considered an expert 

in the field of electric vehicles. As the research process developed, the researchers gained new 

knowledge as well as insights and it was therefore decided to contact Horstmann. It was 

expected that the researchers‟ new view on the area in question and Horstmann‟s expertise 

might generate a different outcome to questions posed in earlier interviews. 

                                                           
3
 Danmarks Tekniske Universitet (DTU) 
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Søren Hyltoft Thomsen, Head of PR & Information at Renault, was contacted in order to obtain 

more and deeper information about the company‟s role in Better Place‟s project. In addition, 

the thesis needed to gain insight into the collaboration of the two companies as this would 

help when analyzing Better Place with the resource-based view framework. 

 

Per Jørgensen Møller, Chairman for the Danish Electric Car Committee
4
, was approached as 

the researchers wanted see the market and its players from an unbiased angle. Møller was 

therefore interviewed as he could present the Danish Electric Car Committee‟s perspective on 

the market and Better Place. As the Danish Electric Car Committee does not gain 

economically from the increase of electric vehicles on the market, it was expected that Møller 

would be more neutral then other interviewees. 

 

Lasse Altmann, Director of Sales & Marketing at ChoosEV, was interviewed in order for the 

thesis to see the market with the eyes of one of Better Place‟s competitors. In addition, the 

researchers also hoped to gain information about the organizational differences between 

ChoosEV and Better Place. Before getting in contact with Altmann, the researchers had tried 

to setup an interview with Henrik Isaksen who is the CEO of ChoosEV. However, Isaksen did 

not have the time and thus Altmann was seen as a suitable replacement as also he would 

possess the information needed. 

 

Lars Olsen, Special Consultant at the Danish Energy Agency
5
, was referred to the 

researchers by Ana Nadine Luna, an employees working for Lykke Friis, Minister of Climate 

& Energy in Denmark. It was suggested by Luna that Olsen was contacted as he would be 

able to give the Danish Energy Agency‟s view on the market. Hence, Olsen was contacted for 

an interview concerning the political and the Danish Energy Agency‟s attitude towards 

electric vehicles, the market, and its players. 

 

Leevon Tian, Head of the Europe Region at Build Your Dream, was interviewed in order for 

the researchers to gain further information about this Chinese company which at some point 

in time will enter the market and become a competitor to Better Place. From this interview 

                                                           
4
 Dansk Elbil Komité 

5
 Energistyrelsen 
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information about Build Your Dream‟s infrastructure, electric vehicles, and the company‟s 

entrance on the European market was gained. 

 

Lykke Friis, Minister of Climate & Energy in Denmark, was contacted in order to obtain the 

political view on electric vehicles and the market. It was expected that this interview could 

give an in-depth political angle on some of the questions in the interview guide. 

 

Per Brinch, Head of PR and Communication at Statoil A/S, was interviewed as the 

researchers expected to obtain information which could give a deeper understanding of the 

market. Further, Brinch was expected to contribute with information that could reveal how the 

market might change due to the entering of electric vehicles and companies like Better Place. 

 

Helle Petersen, Project Leader at the Danish Road Directorate
6
, was contacted after the 

interview with Statoil A/S as Brinch‟s answers and explanations had given rise to new 

questions concerning Better Place‟s plans in terms of building battery switch stations along 

the Danish highway system. 

 

Besides from the interviewees presented above, the European Climate Commissioner, Connie 

Hedegaard, was contacted in order to obtain an understanding of the European view on the 

Danish market and how the commission affects it. However, after several attempts and 

without having received a confirming answer for an interview, it was decided to acquire the 

information through other sources. Furthermore, Dansk Shell was contacted in order to obtain 

another perspective on the future of electric vehicles and possible market changes. 

Nevertheless, Dansk Shell was not interested in participating in an interview as the company, 

due to competitive concerns, was not willing to answer the questions presented in the 

interview guide. 

 

5.6.2 Secondary Data – Written Sources 

It had been decided to incorporate secondary data when developing the analysis as this type of 

data could provide a different view on some of the areas investigated. The reason for this was 

that the data retrieved from Better Place, the company‟s partners, competitors, and investors 

might be biased whereas the secondary data most often was produced by persons who were 

                                                           
6
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not directly involved in the project. Hence, comparing the findings of the primary data with 

those of the secondary data should, all else equal, give a more accurate picture. The secondary 

data used in the thesis was a mixture of several different data sources: 

 

 Books 

 Articles 

 Reports & Papers 

 Academic Studies 

 Legislation Texts 

 Materials from Better Place, DONG Energy, Renault, and Dansk Standard 

 

In order to provide the reader with an updated and current portrait of the research question, 

the thesis strived to only incorporate secondary data from 2009 and 2010 in the analysis. Data 

that were from 2008 or older would thus mainly serve as basis information and thereby give 

an overview of the development of the market. The reason for this choice was that the market 

is changing quite rapidly and if the analysis, to some extent, was based on secondary data that 

were more than two years old the outcome would not depict a correct picture. In addition, it 

was decided that the thesis should be based on findings from several types of data sources as 

this would make the outcome more reliable. In the paragraphs below the different secondary 

data sources used in the thesis will be presented and accounted for: 

 

Books have been retrieved from the main library of Copenhagen, bibliotek.dk, and from the 

CBS library. The books have mostly been methodological and theoretical in nature and have 

been used to obtain a solid foundation for the thesis in terms of research considerations and 

theoretical choices. 

 

The Articles used in the thesis have mainly been downloaded from the internet as only a 

couple has been found in a printed version. In order to gather a wide and representative data 

collection, different search engines and newspaper have been utilized. However, the thesis has 

not made use of all accessible newspapers and thus the search might not be statistically 

representative. Nonetheless, the search covers newspapers with different standpoints and 

should therefore be considered reliable. A large amount of the articles have been found on 

Ingeniøren.dk. Furthermore, online databases such as Berlingske Tidende, Politiken, Børsen, 
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Jyllands Posten, and Business Source Complete
7
 have been used in the search for data. In 

order to find articles of interests to the thesis, different keywords have been used when 

searching through the data bases: Better Place, electric vehicle(s), electric car(s), DONG 

Energy, Renault, ChoosEV, and Build Your Dream. However, if the articles have only been 

used to gain an understanding of the areas in question they have not been included in the 

reference list. 

 

The Reports & Papers collected for the thesis have primarily been gained through searches on 

the internet. However, a couple of the reports have been presented by the interviewees during 

the interviews. The reports and papers have mainly been conducted for different political 

organs such as the Danish Transport Authority
8
 and the Danish Energy Agency by experts 

within the area or by consultants. 

 

Academic Studies have been found when searching in the library of CBS and through 

Business Source Complete. The studies have mostly been related to the two theories used in 

the thesis. Nevertheless, some studies have been investigating electric vehicles, Better Place, 

and other players on the market. The academic studies have been found by using keywords 

such as first-mover advantage, resource-based view, electric car(s), and electric vehicle(s). 

 

Legislation Texts have been included in the thesis in terms of the Danish government‟s new 

work program Denmark 2020
9
 and the European Commission‟s Climate and Energy Package. 

These texts have been found through searches on the Danish government‟s and the European 

Commission‟s websites. 

 

Materials from Better Place, DONG Energy, Renault, and Dansk Standard have been 

acquired online from the companies‟ and the organization‟s websites. Furthermore, different 

materials that were not available online were presented during the interviews with Better 

Place and Renault. At Better Place, Linderberg (2010a) explained via an improvised map of 

Denmark where the company would build its battery switch stations and at Renault photos of 

the new electric cars were presented. 

 

                                                           
7
 An online tool that is available to students studying at Copenhagen Business School. 

8
 Trafikstyrelsen 

9
 Danmark 2020 
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The mixture of the data sources has contributed to the thesis as each of the materials has been 

developed with different methodological considerations in mind. Hence, the diversity of the 

secondary data sources strengthened the conclusions of the analysis and the research question. 

 

5.7 Criticism of the Empirical Data 

In order for the thesis to be valid and reliable it was important to be attentive to the type of 

data sources which the analysis was based on. In order to minimize the possibility of using a 

data source that could not be considered reliable, the validity and reliability of all the different 

source were discussed throughout the research and writing process. Though this was the case, 

it was still necessary to reevaluate the data used in the analysis as also sources which in the 

beginning were considered to be reliable could weaken the thesis. Hence, in the paragraphs 

below the primary and secondary data used in the thesis will be evaluated for reliability and 

validity. Looking into the weaknesses of the data will allow the reader to understand to what 

degree the thesis might be biased. 

 

5.7.1 Primary Data 

As the thesis to a great extent was based on primary data it was very important that the 

interviews represented different parts of Better Place‟s macro environment. Even though it 

was not possible to interview all the persons who were contacted, the thesis has still been 

based on a broad and representative mixture of companies, organizations, and political organs 

present on the market. 

 

When collecting the primary data the focus was placed on keeping the interviews similar in 

terms of the way they were conducted. Still, it has not been possible to conduct all of the 

interviews face-to-face and with a voice recorder to document it and some of the interviews 

have therefore been conducted with the use of other interview methods. The interview with 

Olsen was conducted face-to-face though without the use of a voice recorder on the request of 

the interviewee. The interview was therefore documented in notes which afterwards were 

approved by Olsen. Another interview was conducted and recorded over the telephone as 

Horstmann did not have the time to meet for a face-to-face interview. The interview with 

Tian, the second interview with Linderberg, and the interview with Friis were all carried out 

in a written format as the interviewees preferred this. For this reason, the questions were sent 

to all three interviewees who later on returned them via email. The interviews with Brinch and 
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Petersen were conducted by telephone and were not recorded due to technical difficulties. 

Both interviews have therefore been documented via notes that have been approved by the 

interviewees. 

 

The fact that all of the interviews have not been conducted in a similar way can affect the 

analysis. Hence, for the interviews which have not been conducted face-to-face with a voice 

recorder, it was decided not to use quotes and thus only use general information in order to 

reduce possible misinterpretations of the data. 

 

Looking into the different interviewees, it was evident that most of them are used to 

participating in interviews as they possess good interviewing skills and techniques. Thus, it 

was important to be aware of this as the interviewees might give a rehearsed answer to a 

question instead of an answer which was spontaneous. To limit the number of rehearsed 

answers, the interviewer often asked elaborating questions, went back to the subject later on 

during the interview, or twisted the question(s). Further, the observer was attentive to the 

interviewees‟ body language and tone of voice during the interviews as this to some extent 

could reveal if the answer was not completely accurate. Still, as the interviewees are very 

experienced in the field of conversation it was difficult to completely eliminate official and 

rehearsed answers. 

 

As the interviewees are part of the market, it was important to be attentive to the possibility 

that some of the answers given during the interviews might be biased as a result of the 

persons‟ position and background. Hence, when analyzing the interviews close attention has 

been given to the person who the information came from as this in some cases had an effect 

on the outcome. 

 

5.7.2 Secondary Data 

Secondary data have been used in the thesis in order to validate the primary data as well as to 

gain information on other areas not investigated through interviews. As the secondary data 

have been produced by other authors and with a different purpose than this thesis in mind, it 

was important to remember that the data might be biased to some extent. Hence, the thesis has 

made use of and compared several types of secondary data in order to ensure that the 
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information utilized in the thesis did not affect the findings due to biased opinions and 

perceptions. 

 

Large parts of the secondary data have been found on the internet. Nevertheless, a critical 

focus has been taken when looking into which online sites to incorporate. Thus, the thesis has 

mainly used materials found on online newspapers sites, official political websites, and 

through Business Source Complete. 

 

Being critical towards the primary as well as the secondary data throughout the research and 

writing process has helped to ensure that the thesis was not based on inaccurate information 

which would cause the findings to be unreliable. 
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6.0 The Theoretical Framework – First-Mover Advantage 

In this section, the first-mover advantage framework will be presented in order for the reader 

to understand the foundation on which the analysis was built. Several theories investigate how 

a firm is positioned in a market and how this affects its competitiveness. One of the theorists 

who are often referred to in relation to competitive advantage is Porter with his Three Generic 

Strategies. However, as Better Place is about to enter the Danish market it was decided that 

the company‟s competitiveness needed to be set in connection to this. Hence, the first-mover 

advantage theory developed by Lieberman and Montgomery (1988) was decided upon as this 

framework focuses on why a firm does or does not obtain first-mover advantage. 

 

6.1 First-Mover Advantage 

According to Lieberman and Montgomery (1988), a company‟s first-mover opportunity is a 

multi-stage process which has its starting point in changes occurring in the macro 

environment. Moving further into this process, first-mover opportunities may occur due to 

pure luck, that the company in question possesses unique resources or foresight, or a 

combination of the two. Firm proficiency and luck combined with environmental change may 

enable a company to utilize or enhance its first-mover advantage. Nevertheless, the thesis did 

not look into these triggers as it would be almost impossible to construct a valid analysis 

based on how and why one firm is lucky compared to another. However, Lieberman and 

Montgomery (1988) have also identified three categories which they believe first-mover 

advantage can arise from. These three mechanisms are the primary sources from which a 

company can gain first-mover advantage if asymmetry has been created between the firm and 

its competitors: 

 

 Technological Leadership 

 Preemption of Scarce Assets 

 Switching Costs and Buyer Choice under Uncertainty 

 

6.1.1 Technological Leadership 

Technological leadership can ensure first-mover advantage for a company through two 

mechanisms: learning curve and R&D & patents. The learning curve explains how the unit 

costs fall with cumulative output. Hence, a company can gain advantage by being first on the 

market as it all else equal will have a higher output and market share than second- and late-
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movers and thereby the company gains a sustainable cost advantage. However, this only holds 

true if learning can be kept proprietary and depending on how fast the diffusion of innovation 

is as both of these parameters can diminish the cost advantage stemming from the learning 

curve. Nonetheless, advantages within technological leadership can also occur due to R&D 

and patents. If the first-mover is able to obtain a patent or maintain its R&D as a trade secret, 

this will create some protection in terms of high barriers to entry for competitors which 

thereby increases the likelihood of success for the company. Though this is the case a patent 

only provides protection to some extent as it, in most industries, is easy to invent around and 

as the patent only has temporary value due to the speed of technological change (Lieberman 

& Montgomery 1988). 

 

It was expected that Better Place would not benefit from the learning curve advantage as the 

researchers believe that every company will go through a learning process when entering a 

new market. Further, as the technological development of batteries and electric cars are 

changing rapidly it might be that patenting the products will not benefit Better Place in the 

long-run. 

 

6.1.2 Preemption of Scarce Assets 

Preemption of scarce assets is the second mechanism which can create first-mover advantage. 

Being a first-mover on a market can create advantage for the company as it has the possibility 

to gain control over assets which will subsequently not be available to second- and late-

movers due to scarcity. As a first-mover on the market, the company is in the position to 

purchase assets at market prices which might increase later on due to the market evolving as 

competitors enter. The most important of these assets are the natural resource deposits and 

locations as when the company controls these it will have secured a strong position on the 

market (Lieberman & Montgomery 1988). In most markets there is only room for a limited 

number of profitable firms. Thereby, a company can gain first-mover advantage if it is able to 

prevent competitors from entering the market by selecting the most attractive niches which 

then makes it harder for the competitors to profit. Lastly, a firm can gain advantage by 

preemptive investment in plant and equipment as this allows the company to have a high 

output which creates scale economies and barriers to entry. However, research by 

Schmalensee (1981) has shown that barriers to entry, created by scale economies, are not as 

substantial as theory suggests. 
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According to empirical evidence, geographic preemption does not always create advantage 

for the first-mover company (Johnson & Parkman 1983 and Glazer 1985). However, the case 

of Wal-Mart shows that it is possible to gain success from this factor. Wal-Mart placed its 

stores in areas which its competitors found unprofitable and by connecting spatial preemption 

with an efficient distribution network the company was able to protect its position and 

continue to earn high profits (Ghemawat 1986). Looking into the market, an assumption was 

that the preemption of scarce assets would be of great importance when trying to gain first-

mover advantage as geographical positioning could influence Better Place positively due to 

scarcity of strategic good positions along the highway system. 

 

6.1.3 Switching Costs and Buyer Choice under Uncertainty 

The third mechanism which can help a company to create first-mover advantage is switching 

costs and buyer choice under uncertainty. Being first on the market has the advantage that 

when a competitor enters, it needs to invest extra resources in order to attract the customers 

away from the first-mover. Switching costs can arise from the transaction costs or investments 

which the customers have incurred when adapting to a product. Other switching costs arise as 

the buyer gets familiar with the product and thus is reluctant to change due to the hassle of 

becoming familiar with another product (Lieberman & Montgomery 1988). Further, switching 

costs can be in the form of a contract placed on the buyer, by the seller, which makes it costly 

for the buyer to switch to another product. A company can also benefit from being first on the 

market due to buyer choice under uncertainty. This is due to that buyers are interested in 

product quality and if the information about a product is limited, their rationality sets in and 

they are thus likely to stick with the product that satisfy their demands (Lieberman & 

Montgomery 1988). 

 

As the product of Better Place is connected to the purchase of an electrical vehicle, which is 

not an everyday purchase, the switching costs might be high due to parameters such as price, 

quality, loyalty, and uncertainty. The reason for this is that it is a big decision to buy a new 

car and during the decision making process the buyers‟ are often uncertain in relation to if 

they are taking the right decision. 
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6.2 First-Mover Disadvantages 

As Lieberman and Montgomery (1988) have identified the mechanisms which can create 

first-mover advantage for a firm, they have also identified the disadvantages of being the first 

company on the market. These disadvantages should be seen as the advantages second- and 

late-movers might enjoy when entering the market. The four disadvantages presented below 

have been identified in the first-mover advantage framework and it is important that the 

company takes these into consideration in order to see if they will outweigh the advantages of 

being first on the market. 

 

 Free-Rider Effects 

 Resolution of Technological or Market Uncertainty 

 Shifts in Technology or Customer Needs 

 Incumbent Inertia 

 

6.2.1 Free-Rider Effects 

Free-rider effects may be enjoyed be the second- and late-movers going into a market. When 

second- or late-movers enter a market these companies might be able to free-ride on the first-

mover‟s investments in areas such as R&D, buyer education, and infrastructure development. 

Further, research has shown that it is less costly to imitate than to innovate and this benefits 

second- and late-movers as they enjoy free-rider effects such as information spillover 

(Lieberman & Montgomery 1988). However, as second- and late-movers are free-riding on 

the first-mover‟s investment this reduces the company‟s incentive to spend money on early 

investments. Thereby, following this circle of processes, the free-rider effects can to some 

extent be decreased though not completely eliminated. 

 

In terms of Better Place, an assumption was that free-rider effects only to some extent would 

be a disadvantage as the second- and late-movers would need to develop their own 

infrastructure when entering the market. Hence, it was expected be the researchers that the 

second- and late-movers would not be able to free-ride on this parameter. 
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6.2.2 Resolution of Technological or Market Uncertainty 

Resolution of technological or market uncertainty can be an advantage for second- and late-

movers as they do not enjoy the same degree of risk as the first-mover did when entering the 

market. According to Teece (1986), the uncertainty on many new markets is resolved when a 

dominant model emerges. Thus, when the standard of a product is determined, the focus of 

competition shifts towards price and thus companies which enjoy scale economies might be 

positioned better. 

 

When entering the market Better Place might be disadvantaged due to consumers‟ 

unwillingness to replace a product they know, the conventional car, with a product which may 

not be on the market five years from now. Further, the resolution of technology can also affect 

Better Place as significant changes are still occurring in the design of the product and this can 

have the effect that it will not be Better Place‟s design that will end up becoming the 

dominant model. 

 

6.2.3 Shifts in Technology or Customer Needs 

Shifts in technology or customer needs can be a disadvantage for the first-mover if the 

company is not attentive and reacts when the market or the needs of the customers change 

(Lieberman & Montgomery 1988). However, it can be hard for the first-mover to react to 

these changes as new technology often appears while the old technology is still growing. 

Therefore, coming into the market, the second- and late-movers have the advantage that they 

can adjust their products to the changes seen in the market. Depending on how well Better 

Place is at adapting to shifts in technology and customer needs, these might disadvantage the 

company to a large extent. 

 

6.2.4 Incumbent Inertia 

Incumbent inertia often enhances the vulnerability of the first-mover as it makes it difficult 

for the company to respond to environmental changes or threats stemming from competitors. 

The first-mover can suffer from incumbent inertia originating from different factors such as 

being locked to fixed assets, cannibalization of existing product lines, or being 

organizationally inflexible. 
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Using the first-mover advantage framework allowed the thesis to investigate if Better Place 

would be in a favorable or unfavorable position when entering the market as the first 

company with this type of product. Further, the analysis would validate or discard the 

assumptions held in relation to Better Place. Should Better Place be able to obtain first-mover 

advantage, the first-mover advantage theory would help reveal why and to what extent this 

was the case. In addition, as the three categories defined by Lieberman and Montgomery 

(1988) contribute differently to first-mover advantage, as some are easier to imitate by 

competitors than others, it was important to know what type of first-mover advantage Better 

Place might obtain. 

 

6.3 A Critical Approach to the First-Mover Advantage Theory 

According to Lieberman and Montgomery (1988), a drawback when discussing the first-

mover advantage theory is that the definition of being a first-mover differs widely. Is the 

company a first-mover if it is the first to enter a market with a new product, if it is doing 

preliminary work in areas such as R&D, or if it is entering an existing market while it is able 

to appeal to a new demand segment? If the answer is yes then one needs to be even more 

thorough when looking at the definition of a first-mover (Lieberman & Montgomery 1988). 

Thus, when using the first-mover advantage theory it was very important to define the term 

first-mover in order to examine if Better Place could be considered a first-mover. 

 

Secondly, the first-mover advantage theory is criticized for not having defined how one 

should measure first-mover advantage. Hence, it can be difficult to determine if a firm has 

obtained first-mover advantage on a market when comparing with second- and late-movers as 

different measures are used. Lieberman and Montgomery (1988) argue that first-mover 

advantage should be measured by the company‟s present value of profit. However, as this 

type of data is often unobtainable, measures such as market share or rate of company survival 

might be used as a substitute (Lieberman & Montgomery 1988). Nonetheless, if using these 

variables when measuring first-mover advantage, it is necessary to keep in mind that even 

though a company might have the largest market share, this does not ensure that it has the 

highest present value in terms of profit as another firm might be more cost effective 

(Lieberman & Montgomery 1988). 
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A third criticism of the first-mover advantage theory can be linked to the disadvantages which 

the first-mover company faces when entering a market. According to Markides and Geroski 

(2005), the company that enjoys first-mover advantage is the company that enters the market 

by using a fast-second strategy. In addition, Markides and Geroski (2005) argue that there are 

two types of companies entering markets with new products: colonists and consolidators. 

Colonists are young, small, and agile companies which are often the first to go into a new 

market as they are driven by innovation. The consolidators are mature, big, and established 

companies which do not have any reasons for going into a new market as the first companies 

as this would cannibalize their existing product lines. Hence, the consolidators do not enter 

the market before it is ready to be scaled up as that is something which these companies are 

good at. According to Markides and Geroski (2005), it is the company that wins the battle of 

the dominant design and is able to scale up the market which enjoys the advantages associated 

with being a first-mover. The reason for this is that “…a market has to be large and relatively 

settled for first-mover advantages to exist and very young markets are typically neither large 

nor settled.” (Markides & Geroski 2005, p. 138). Thus, when a product becomes standardized 

the prices are cut, production is scaled up, and large amounts of money are spent on 

advertising. From these factors, first-mover advantages such as buyer loyalty, increasing 

learning economies of scale, and the creation of brands and loyalty are created (Markides & 

Geroski 2005, p. 55). Though Markides and Geroski (2005) give numerous of examples 

which support the argument that it is the consolidators that end up enjoying the first-mover 

advantages, they also acknowledge that it is possible for a colonizer to scale up the market 

and gain advantage by being a first-mover. 
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7.0 The Theoretical Framework – The Resource-Based View 

In order to obtain an in-depth understanding of the resource-based view (RBV) it was 

important to acknowledge the relevant theoretical perspectives of this framework. The first 

contribution to this field of research was in form of the book The Theory of the Growth of the 

Firm written by Edith Penrose in 1959. According to Penrose (2009), a company is a bundle 

of resources used in the production of goods and services which are to be sold on the market 

for a profit. In order for a company to expand, human and in particular managerial resources 

are required to combine and exploit the company‟s other resources in the best way possible. 

Thus, Penrose (2009) argues that the adequacy of the traditional explanations of limits to 

growth do not stand up to scrutiny as the earlier growth theories of firms, which are based on 

neoclassical economics, cannot easily be used to explain why innovating companies expand. 

 

In later research, Wernerfelt‟s 1984 article suggests that a company‟s optimal competitive 

strategy is based on the way the firm combine its resources and how its current resources can 

be used to develop new ones. Further, he suggests that companies are fundamentally 

heterogeneous in terms of resources and internal capabilities. Wernerfelt was the first to coin 

and use the term the resource-based view. In 1991 Barney expanded the RBV by explaining 

that resources can be tangible (raw materials, land, equipments, and etcetera) as well as 

intangible (technology, corporate culture, knowledge, and etcetera). Many other researchers 

have also contributed to the research area of the RBV and among these are Lippman & 

Rumelt (1982), Dierickx & Cool (1989), and Peteraf (1993). All of them have their own 

opinion on the subject though the stream of research relies on the same foundation. Looking 

back, Penrose‟s original definition is perhaps too limited in today‟s dynamic environment in 

which companies are operating and thus Barney‟s expanded definition seems more 

appropriate to use when analyzing Better Place. 

 

7.1 Defining Concepts 

In the RBV differences exist in regards to the use of the various concepts: capabilities, 

competencies, and resources, as researchers view these differently (Barney 2002, Prahalad & 

Hamel 1990, and Collis 1994). When Wernerfelt (1984) introduced the RBV, he used the 

term resources to describe a company‟s attributes and during the years other researchers have 

adopted his perspective (Barney 2002). However, some researchers find Wernerfelt‟s 

definition of resources too broad and thus they have used the terms capabilities and 
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competencies to distinguish between different types of resources (Grant 1991 and Prahalad & 

Hamel 1990). 

 

The concept of capabilities refers to a company‟s ability to combine and exploit its resources. 

On their own, resources are not very productive and therefore the company needs to be able to 

link different resources together in order to achieve success. Thus, capabilities can be defined 

as “... the capacity for a team of resources to perform some task or activity.“ (Grant 1991, p. 

119). Examining the work of Barney (2002, p. 157), he defines capabilities as “… internal 

firm attributes that enable a firm to coordinate and exploit its other resources.”. This shows 

that Barney recognizes that resources cannot obtain results by themselves. From the before 

mentioned definitions it is seen that resources and capabilities are strongly coupled as the 

resources are valueless if they cannot be turned into capabilities and as capabilities are not 

able to exist without inputs (resources). 

 

Competencies can be seen as the “… collective learning of the organization, especially how to 

coordinate production skills and integrate multiple streams of technologies.” (Prahalad & 

Hamel 1990, p. 82). Thus, the term competencies is often used in the formation or 

implementation of a company‟s strategies (Barney 2002). Though several researchers have 

provided different definitions for how to understand resources, capabilities, and 

competencies, all of these refer to something within the company which might be able to 

create competitive advantage. Thereby, as only subtle differences exist between the concepts, 

the thesis will only make use of the term resources which then covers all aspects of the above 

discussion. 

 

Another concept which has been subject for a lot of discussion and differing viewpoints is 

competitive advantage. Among the researchers who have contributed to the discussion of the 

term competitive advantage are Barney (1991) and Porter (1985). These scholars offer two 

completely different approaches in terms of how to identify competitive advantage as Barney 

examines the company from an internal perspective whereas Porter sees a company‟s 

competitive advantage from an external perspective. Though Barney and Porter are often cited 

in articles discussing and investigating competitive advantage, they are not the only ones who 

have contributed to this field of research (Lippman & Rumelt 1982, Peteraf 1993, Priem & 

Butler 2001a, Spender & Grant 1996, Williams 1992, and Collis 1994). Besides from the 
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differing views on how to investigate competitive advantage, there also exist several 

definitions in terms of how to determine competitive advantage. This presents an overall 

problem as no common ground has been reached on how to measure this definition. 

According to Barney (2001), it will be useful for companies and researchers to state exactly 

what they wish to examine when investigating a company‟s competitive advantage. Based on 

the varying definitions of competitive advantage, the concept is often measured by the use of 

different parameters such as market share, profits, and costs. The notion of competitive 

advantage will be easier to understand and become more applicable for managers and 

researchers if a common definition can be agreed on. In order for the researchers to work 

around this drawback, it has been decided not to investigate if Better Place has competitive 

advantage. Instead, the thesis looked into if Better Place possesses resources which can help 

the company to obtain competitive advantage in the long-run. 

 

7.2 The Resource-Based View 

Looking into the RBV two main assumptions regarding competitive advantage exist. The first 

assumption is that companies in an industry are heterogeneous in terms of the strategic 

resources which they control. Secondly, it is assumed that resources are not perfectly mobile 

across firms (Barney 1991). According to Barney (1991), heterogeneity and resource 

immobility need to be present in an industry in order for companies to be able to obtain 

competitive advantage. 

 

When merely looking at companies, it can be difficult to explain why certain firms 

outperform competitors (Spender & Grant 1996) and thus the RBV tries to explain this 

difference in performance by investigating the companies‟ bundles of resources (Barney 1991 

and Wernerfelt 1984). The extension offered by Barney (1995), to the original RBV 

framework by Wernerfelt (1984), is an analysis which he calls the VRIO framework. Barney 

(1995) states that resources need to be valuable, rare, inimitable, and organization in order to 

create competitive advantage. For a company these four factors should make it easier to 

determine if a resource can create competitive advantage. Nonetheless, the VRIO framework 

has been criticized for not providing concrete definitions in terms of when a resource is 

considered valuable and rare (Priem & Butler 2001a). According to Barney (1991, p. 106), 

“… resources are valuable when they enable a firm to conceive of or implement strategies 

that improve its efficiency and effectiveness.”. In the end, resources can be considered 
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valuable when they reduce a company‟s net costs or increase its revenue (Barney 2002). 

However, it is important to remember that the value of a company‟s resources may change as 

the macro environment changes. Thus, as product or customer parameters change the value of 

the company‟s resources may change as well (Priem & Butler 2001a). The concept rare has 

been criticized as it is argued that the RBV does not give a clear definition in terms of when a 

resource is rare (Priem & Butler 2001a). Looking into the work of Barney (2001), he does not 

give a specific number for how many companies that can possess a resource while it is still 

considered rare. However, Barney (1991, p.107) says that resources can be considered rare 

“as long as the number of firms that possess a particular valuable resource… is less than the 

number of firms needed to generate perfect competition dynamics…”. 

 

The RBV is providing companies with a managerial perspective as it is the management team 

that has to decide how the resources should be utilized and which strategies that should be 

followed (Barney 2002). Thus, the management team is given a central role in the process of 

creating competitive advantage. Moreover, the RBV has become more applicable to managers 

after Barney (1995) introduced the VRIO framework as this offers managers a more concrete 

way to determine which of the company‟s resources that can lead to competitive advantage or 

even sustained competitive advantage. Nonetheless, it should be noted that in order for a 

company to obtain sustained competitive advantage it needs to be able to keep its competitive 

advantage while its strategy changes (Barney 1995 and 2002). Even though Barney explains 

this, he does not give managers any guidance in terms of how to obtain sustained competitive 

advantage. A reason for this is that a company‟s resources are dynamic and changes 

throughout time (Teece et al. 1997 and Collis 1994). 

 

Barney is not the only theorist who has extended the RBV in order to make it more 

operational. Peteraf (1993) has also constructed a model which shows how competitive 

advantage is obtained and sustained. Peteraf‟s model consists of four conditions that must be 

met in order for a company to achieve competitive advantage: heterogeneity, ex post limits to 

competition, imperfect mobility, and ex ante limits to competition. 

 

According to Peteraf (1993), heterogeneity is a condition which needs to be met in order for 

competitive advantage to exist. Looking into productive factors in use, these can have 

intrinsically differential levels of efficiency (Peteraf 1993) and this difference will have the 
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effect that some production factors are superior to others. Hence, the companies that possess 

such resources will be able to produce an outcome which is more profitable than its 

competitors while satisfying customers‟ wants at the same time (Peteraf 1993). If the 

companies‟ resources are equally efficient there cannot be any difference in the profits earned. 

This implies that heterogeneity, which creates efficiency differences, will be vital for a 

company when trying to achieve competitive advantage. 

 

If heterogeneity only exists in the short-run, so will the rents likewise only be short lived. As 

most people are concerned with rents over a long-term period, heterogeneity must also be 

long-lasting in order to add value (Peteraf 1993). Peteraf (1993) argues that heterogeneity will 

only be long lived if there exists ex post limits to competition. This implies that there must be 

factors that limit the competition which threatens the companies‟ rents. In 1984 Rumelt 

coined the term isolating mechanisms which is referring to situations that protect firms from 

imitation and thus preserve their rents (Peteraf 1993). The isolating mechanisms include 

property rights to scarce resources as well as various quasi-rights such as information 

asymmetries which reduce competition. Alongside the term isolating mechanisms, the 

concept of causal ambiguity plays an important role in ex post limits to competition. Causal 

ambiguity refers to that there exists uncertainty regarding the causes of efficiency differences 

among companies and that it is difficult to explain where and why these differences exist. 

This ambiguity prevents imitators from realizing what exactly makes the resources efficient. 

In some cases it may be that the company itself does not know what makes its processes more 

effective than its competitors and thus it is almost impossible for imitators to copy them. 

Dierickx and Cool (1989) provide a further perspective to the area of limited competition as 

they incorporate social complexity into the RBV by suggesting that some resources cannot be 

bought or sold directly. Thereby, the resources are made into non-tradable assets pertaining to 

the firm which will make it time-consuming and expensive for competitors to imitate these 

resources. 

 

Imperfect immobility exists for resources if these cannot be bought or sold (Peteraf 1993). 

Hence, an example of imperfect mobility can be seen in labor clauses as when an employee 

quits his job, he is often not allowed to acquire a similar job in the same industry. Thus, the 

employee becomes imperfectly mobile as he cannot be acquired by a competitor. Therefore, 
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when resources are immobile or imperfectly mobile, these are non-tradable and less valuable 

to other users and thus cannot easily be bid away from the company. 

 

In order for a company to obtain a resource which has a superior position, it is required that 

limited competition exists for this position. Further, a company‟s economic performance is 

based on its strategies as well as the costs of implementing these. Thereby, the productivity of 

superior resources will depend on how and in what manner these are integrated in the 

company (Peteraf 1993). 

 

Peteraf‟s view on the RBV can assist managers when distinguishing between what resources 

that will contribute to competitive advantage. The model contributes in the sense that it 

examines each independent resource. Thus, it is a method where the resource is analyzed 

independently and evaluated in terms of its heterogeneity. Nonetheless, there are also 

drawbacks to this model as managers cannot use it to analyze a cluster of resources. This is 

clearly a limitation of the framework as it might be that a company‟s competitive advantage is 

based on bundles of resources and not on individual resources. Furthermore, looking into the 

causal ambiguity created by the model, this also becomes a point of criticism as it makes it 

very difficult for the company to identify which of its resources that can create competitive 

advantage; individually or in combination with other resources. Thus, if the company does not 

know which resources or what combination of resources that can lead to competitive 

advantage, it cannot create a strategy that will function in the long-run. Nevertheless, the 

causal ambiguity can also be seen as a positive element as it prevents other companies from 

knowing exactly what resources to imitate and how to go about it. Peteraf‟s (1993) model is 

applicable when investigating if a company‟s resources can create competitive advantage, as 

it follows a stringent approach. Also, the ex ante and ex post factors help clarify why a 

company has been able to create competitive advantage. However, as the model is based on 

mathematical and micro economic perspectives it is not as easy to use as the VRIO 

framework. Hence, Peteraf‟s factors will not be included when using the RVB in the analysis. 

Furthermore, though the ex post and the ex ante limits to competition theoretically are 

interesting factors to make use of, these are difficult to apply in the case of Better Place as the 

access to information about the company and the industry is limited. Hence, it would be very 

difficult to identify when a resource is ex post and when it becomes ex ante. 
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7. 3 Criticism of the Resource-Based View 

Various researchers (Priem & Butler 2001a, Pfeffer & Salancik 1978, and Collis 1994) have 

highlighted potential pitfalls of the RBV framework. One of the drawbacks of this framework 

is that it does not take the company‟s macro environment into account. This is a problem as 

most industries have become very dynamic due to increasing information technology (Porter 

& Millar 1985 and Porter 2000). Besides from the increase in information technology there 

are also other external factors which impact on a company‟s ability to compete. Among these 

are the efficiency of the local infrastructure, the extent of governmental regulations, and the 

availability of skilled and motivated employees (Porter & Kramer 2002). Hence, when using 

the RBV a considerable amount of causal ambiguity can arise since external factors, in some 

circumstances, will influence the company‟s competitive advantage. 

 

An additional limitation of the RBV is that it is a static framework as it only looks at the 

company‟s current situation. The reason for this is that the framework does not give any 

attention to the area of effectiveness and therefore it cannot foresee changes in the macro 

environment. Though Barney extended the RBV to include the VRIO framework, in order to 

help managers determine the resources which can lead to competitive advantage, the theory 

still neglects the external perspective. According to Priem and Butler (2001b), the RBV 

cannot explain or predict competitive advantage and therefore they argue that the framework 

is best applied when it is used to predict strategic advantages from resources which are 

thought to be valuable. Through the years, Barney (2002) has opened up to the criticism in 

relation to that the RBV framework cannot neglect the external environment when explaining 

competitive advantage (Priem & Butler 2001a). To overcome this criticism, Barney (2002) 

argues that Porter‟s value chain could be included in the VRIO framework in order to fully 

analyze a company‟s competitive advantage. If including Porter‟s value chain in the RBV 

framework, both the internal and the external aspects of the company would be examined. 

 

As mentioned before, the RBV is not looking into effectiveness as it only takes efficiency into 

account. The terms effectiveness and efficiency are often confused as the words are very 

similar. Pfeffer & Salancik (1978) suggest that the difference between organizational 

effectiveness and efficiency is at the heart of the internal and external perspective. 

Effectiveness should be seen as the external standard for how well the company is meeting 

the demands of the different groups and organizations that are concerned with its activities 
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whereas efficiency is related to the internal standard of performance (Pfeffer & Salancik 

1978). Thus, looking at efficiency the question is not if the company is producing the right 

product but how well the product is being produced. 

 

As the RBV only examines efficiency, it might be that the company in question is not 

producing the product which is demanded by the customers. Even though the thesis did not 

investigate the effectiveness of Better Place‟s product, this drawback was minimized by the 

PESTEL analysis which investigated the changes seen in the macro environment. Thus, if the 

changes in the PESTEL analysis are in Better Place‟s favor, this will to some extent indicate 

that the environment in general is positive towards the company‟s product (effectiveness). 

 

Besides from being blamed for not looking into effectiveness, Barney‟s (1991 and 1995) RBV 

framework is also criticized for not determining exactly how valuable a resource is as well as 

how the resources should be combined in order to create competitive advantage (Priem & 

Butler 2001a and 2001b). The fact that Barney does not investigate these two factors is a clear 

management limitation of the RBV as it transforms the framework into a black box. This is 

due to that the framework only provides the ingredients and not the recipe for obtaining 

competitive advantage. Besides from this it is also troublesome that the resources which seem 

to be the most interesting are the ones that are the hardest to identify and assess (Spender & 

Grant 1996). This drawback has also been investigated by Castanias and Helfat (1991) who 

argue that a CEO either possesses superior or inferior management talent. Nonetheless, it is 

not possible to measure the difference between these two levels of management talent and as a 

company‟s profit is determined by several factors it will be insufficient if the CEO‟s 

competences are the only factors to be analyzed (Castanias & Helfat 1991). Furthermore, as a 

great deal of a company‟s knowledge is tacit in nature this makes it almost impossible to 

measure (Castanias & Helfat 1991). Hence, there seems to be a tendency that many of the 

interesting phenomena, which create competitive advantage, are immeasurable (Spender & 

Grant 1996). Thus, it can be argued that competitive advantage may arise from parameters 

which cannot entirely be understood or measured (Lippman & Rumelt 1982 and Collis 1994). 

If this is the case, the RBV is constructed on a significant amount of causal ambiguity. Hence, 

when a large amount of uncertainty exists in terms of which factors that contribute to 

competitive advantage, this gives the RBV limited applicability for managers to use as it 

cannot help them to understand how and why competitive advantage occur. 
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Looking at the RBV, another drawback of the framework is that the company can lose its 

competitive advantage even though it is based on a resource which is inimitable (Collis 1994). 

This can happen if a competitor, in an attempt of becoming the market leader and obtain 

competitive advantage, substitutes the firm‟s capability with another or a superior one, thus 

making the first capability inferior (Collis 1994). Collis (1994) also suggests that using 

resources in different combinations can generate the same level of value for companies 

operating in the same industry. Thereby, it is possible that two different firms, which hold 

completely different resource configurations, can acquire the same competitive advantage. 

From this it can be argued that resources and capabilities are not the best factors to use when 

examining how companies build and sustain competitive advantage (Collis 1994). 

 

From the above arguments it can be seen that the RBV is a complex tool to use as it is 

difficult to comprehend and costly to identify (Priem & Butler 2010a). Since the framework is 

very detail orientated it can be argued that it will be time consuming to implement and 

expensive to use. Further, as the RBV only investigates the current situation in a company it is 

therefore best to apply the framework in industries that are not considered dynamic. Using the 

framework in industries that are very dynamic can have a negative end result as once the 

company has completed the RBV analysis, the outcome may no longer be correct since the 

market may have changed. Hence, the resource(s) which was identified as being valuable 

whilst conducting the analysis may not provide the same level of value after the investigation 

has ended. 
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8.0 Overview of the PESTEL Analysis 

In order to obtain a thorough understanding of how the market changes and develops a 

PESTEL analysis was conducted. The following paragraphs are summarizing the most 

important changes seen in the different categories of PESTEL. The entire analysis can be 

found in Appendix 1 (Page 123-133). 

 

Looking into the political area it is seen that there is strong motivation for green transport 

solutions, such as the electric vehicle, to become a success in Denmark. In addition, there 

exists strong political will for Denmark to be seen as the leading nation within the area of 

sustainable energy production. This has led the government to invest money in sectors such as 

the windmill industry as it provides green energy solutions (Eldrup 2010 and Friis 2010). 

With strong initiatives for green transport solutions, such as the removal of the registration fee 

on electric vehicles until 2015, the political arena is seen to encourage and help create optimal 

growth possibilities for companies like Better Place. Thus, if entering the market at this point 

in time the company might get a head start and be able to transform its business concept into a 

success in the long-run. 

 

The economic sector in Denmark, along with many other economies around the world, has 

been hit hard by the economic crisis. As the consumers started to feel the effects of the crisis, 

household spending went down 1.1 percent in the first quarter of 2008. Furthermore, 

government expenditure dropped 1.4 percent alongside fixed investments which in the same 

period fell 0.6 percent. Also, the car sales were hit hard as these took a significant fall of 4.4 

percent (Shilton 2008). In 2008, the average Danish consumer lost over DKK 101,000 due to 

the economic crisis. Though consumer confidence has shown signs of improvement in the 

economy, it is believed that the economic crisis still has an impact on the Danish consumers. 

One of the reasons for this belief is that even though the car sales have increased since the low 

point of the crisis in 2008 and 2009 (Pinholt 2010), there is still some way to go before the 

pre-crisis level is reached. Thus, if the sales do not continue to improve this will have a 

negative effect on Better Place as the company, all else equal, will sell fewer subscriptions 

than had the car sales not decreased. 

 

Even though Denmark in terms of geographic size is a small nation, the social differences 

contribute to the variations existing in the purchasing patterns of cars. As Denmark is a 
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country with high living standards, a large percentage of the consumers have access to one or 

more cars in their daily lives. However, the number of cars per household differs depending 

on where in Denmark the families live (Danmarks Statistik 2009b). For instance, the families 

living in the area of Copenhagen and Aarhus have the least number of cars available. Only 

three to five out of ten families living in these two areas have a vehicle while eight out of ten 

families living in Northern Zealand and Southern Jutland have one or more cars. In 2009, 

1,675 million families (60 percent of the population) had access to one or more cars. This is 

an increase of 49,600 families when comparing to the number of families who owned one or 

more cars in 2007 (Danmarks Statistik 2009b). For a company like Better Place it is important 

to know the patterns and changes in the consumption of cars as this helps the company to 

tailor its marketing. When examining the distance from one end of the country to the other, 

this can have an influence on the driving patterns of the consumers and according to Larsen 

(2010) 90 percent of the population drives less than 90 kilometers per day. Thus, as the range 

of an electric car battery is around 160 kilometer, this should be more than sufficient to cover 

the daily driving range of the average consumer. 

 

Industries that are driven by technology are evolving at a rapid pace and it is expected that 

this development will continue in the future. When looking into the rate of the technology 

development the computer industry is often used as an example. This is due to that a 

computer‟s performance roughly increases two fold while the price drops by half every 18
 

months. It is expected that a similar trend will be seen in the development of the car battery as 

the number of electric vehicles on the market increases (Larsen 2010). As the production of 

car batteries is quite complex, the barriers to entry for this industry are relatively high. Thus, 

at the moment only a small handful of companies are producing the battery components 

(Eldrup 2010). Due to the limited competition between the battery producers, the market has 

not been fully developed and therefore the batteries are still very expensive. As the 

technological progress is developing and improving at a rapid pace, the market may be 

witnessing changes in products and standards in the future. In the end this can force 

companies like Better Place to change their business concepts in order to survive on the 

market. 

 

The Danish government has through the past couple of decades taken a progressive stand in 

order to improvement and preservation the environment. Besides from the government, also 
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many Danish companies, institutions, and organizations are interested in improving the 

environment and they are therefore becoming more environmentally responsible. In order to 

increase environmentally friendly transport, different initiatives such as the EDISON project 

and Risø DTU‟s new project on developing batteries have been established (Primdal 2008 and 

Stage 2010). These projects are expected to improve the electric vehicle as well as increase 

the use of it. The growing awareness of social responsibility for the environment can also be 

seen in the way DONG Energy encourages the consumers to save electricity. The company 

even goes as far as to recommend solutions for how its customers can use less electricity and 

thus become more environmentally friendly. 

 

Within the area of legislation, several changes have occurred in order to improve the 

environment. For instance, within the last couple of years the European Commission has 

increased its attention towards the reduction of CO2 emissions. An initiative stemming from 

this is the Climate Action and Renewable Energy Package which requires an increase in 

renewable energy of 20 percent and a reduction of greenhouse gas emissions of 20 percent by 

2020 (EUROPA 2010). With this package each member state is given a specific target in 

order for the European Union to reach the overall target of 20 percent – the target for 

Denmark is 30 percent (European Commission 2009a). In order for Denmark to reach this 

target, the government has to find solutions which can help bring down the country‟s CO2 

emissions. The Danish government hopes that it with the removal of the taxes on electric cars 

can get the consumers to buy an electric vehicle instead of a car running on gasoline or diesel. 

 

Having examined Denmark in terms of the PESTEL framework it was seen that the different 

categories in general was portraying positive trends in terms of changes which support the 

introduction of electric vehicles. This is in large part due to the political and the public‟s focus 

on being environmentally friendly. Further, the removal of the registration fee makes the 

electric vehicle more competitive on price when compared to the conventional car. 

Nonetheless, there are still trends such as the rapid changes in technology which companies 

like Better Place need to be aware of in order to ensure that their business concepts and 

systems do not become outdated. Nevertheless, the positive trends identified in the categories 

of the PESTEL framework indicate that the macro environment supports the introduction of 

electric cars and companies such as Better Place. The trends seen in the PESTEL analysis will 

also be included in the discussion. 
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9. 0 Identifying the Competitors 

A short description of Better Place‟s product is needed in order to establish why ChoosEV 

and Build Your Dream should be considered as direct competitors. Better Place should be 

seen as a service provider to customers who own or lease an electric vehicle and the services 

which the company is offering are bundled together in a monthly subscription. Better Place‟s 

subscription is based on a fixed number of kilometers that covers the amount driven by the 

customer (Linderberg 2010a and 2010b). Furthermore, the customer will have an intelligent 

charge spot installed at home which ensures that it is easy to charge the electric vehicle. In 

addition, the charge spot has an intelligent system which ensures that it can start and stop the 

charging process so that it charges the car when the demand for electricity is low (Larsen 

2010 and Linderberg 2010a). The last service which is covered by Better Place‟s subscription 

is the battery switch stations. The battery switch stations provide the electric vehicle owners 

with a high degree of flexibility in terms of driving range as these ensure that the customers 

can get a fully charged battery when needed. The battery switch stations will be built on 

strategic locations along the highways in order for the customers to drive from one end of 

Denmark to the other (Linderberg 2010a). 

 

When Better Place is asked who the company‟s competitors are the answer is: “The 

competition is the conventional car if you say it like that… The more electric vehicles which 

are on the roads the better it is for the electric car category, of course it is, and thus also for 

us seen form a business perspective as if you do not have an electric car then you have no 

interest in Better Place…”
10

 (Linderberg 2010a). Hence, all companies that sell fuel for the 

conventional car, such as Shell and Statoil, should be considered competitors to Better Place 

as the conventional car owners have no reasons to invest in a Better Place subscription. Even 

though these companies can be considered competitors to Better Place, they cannot be 

considered to be direct competitors as Better Place‟s product is a service that is combined 

with the electric vehicle. Thus, only companies that offer the customers a similar service 

should be seen as a direct alternative to Better Place. There are a couple of companies which 

to some extent offer the consumers a service that can substitute the product of Better Place. 

Of these companies ChoosEV and Build Your Dream are offering the consumer a service 

                                                           
10

 ”Konkurrencen er den konventionelle bil om man siger det sådan… Jo flere elbiler der er på vejene jo bedre 

er det for hele elbil kategorien kan man sige selvfølgelig er det det og dermed også for os ud fra et 

forretningsmæssigt perspektiv for hvis du ikke har en elbil så har du ingen interesse i Better Place…” 

(Linderberg 2010, minutes 00:19 – 01:54). 
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which to a large extent is the same as Better Place‟s. This is based on that both companies 

will provide the consumers with the possibility to buy a subscription which is based on 

services that are connected to the electric car. 

 

In order justify why ChoosEV and Build Your Dream can be seen as direct competitors to 

Better Place, and thus be used in the first-mover advantage analysis, both companies are 

examined below. The reason for not investigating Move About is that the company‟s business 

model is built around car sharing (Move About n.d.) which sets the company apart from 

Better Place, ChoosEV, and Build Your Dream. 

 

9.1 ChoosEV 

ChoosEV is a Danish company that was founded in November 2009 by Henrik Isaksen. The 

company had a start-up capital of DKK 30 million and furthermore each of the three owners: 

SEAS-NVE, Syd Energi, and Sixt Danmark A/S, is willing to commit additional funds in the 

company if needed (Altmann 2010 and ChoosEV n.d.). SEAS-NVE and Syd Energi are 

among the largest companies on the Danish electricity market and the third owner, Sixt 

Danmark A/S, is part of one of the largest car rental companies in the world (ChoosEV n.d.). 

ChoosEV offers the consumers a non-polluting solution compared to the cars running on 

gasoline or diesel. The company is offering its customers a complete package which includes 

leasing of an electric car, a charge spot setup at the customers home, availability to 

ChoosEV‟s public charge spots, insurance, service of the vehicle, and a replacement car when 

needed. All this ensures that the customer only has to buy a subscription from ChoosEV and 

then everything will be taken care of. The subscription is paid on a monthly basis though it 

covers a lease of two to five years. Should the customer regret the purchase, the subscription 

can be cancelled after a year with one months notice. However, if the electric vehicle, at this 

point in time, does not have the value expected by ChoosEV the customer has to pay the price 

difference (Altmann 2010). At the moment, the company is only offering leasing agreements 

to companies and municipalities though it expects to be ready to target the consumers 

sometime during 2011 (Altmann 2010). 

 

The difference between ChoosEV and Better Place is that ChoosEV has its main focus on the 

electric car while Better Place is focusing on the infrastructure (Altmann 2010). Furthermore, 

ChoosEV only provides its customers with the possibility of charging their electric cars via 
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charge spots, mainly at the customers‟ home, as the company does not see the need for 

additional ways to charge the vehicles. When comparing this to Better Place, the level of 

flexibility in terms of driving range, for ChoosEV‟s customer, is not as high as for the 

customer using Better Place‟s concept. The reason for this is that the customers have to 

charge their vehicles in the charge spots, where it takes several hours for the battery to be 

fully charged, while Better Place‟s customers can use the battery switch stations which only 

takes a couple of minutes. 

 

9.2 Build Your Dream 

Build Your Dream (BYD) is a Chinese company that was established in 1995 with a capital of 

around $380,000 (RMB 2.5 million). BYD is a high-tech company which has specialized in 

IT, automobiles, and new energy. Today, the company is listed on the Hong Kong Stock 

Exchange and holds the largest market share within nickel-batteries, handset li-ion batteries, 

cell-phone chargers, and keypads (Build Your Dream 2003-2010). For many years, the 

company only worked and specialized in IT though in 2003 BYD officially entered the 

automobile market. According to the company, it has “… gradually consummated its business 

structures and grown up to be the most innovative new brand in China.” (Build Your Dream 

2003-2010). Furthermore, BYD Auto has the last five years had a growth rate which has 

exceeded 100 percent and these days the company is leading the field of electric vehicles with 

unique technologies. Today, BYD is part of the industry which is working with electric cars 

and energy storage and according to the company it will continue to lead this development 

forward (Build Your Dream 2003-2010). 

 

In the beginning of 2006, BYD Denmark ApS was established (Build Your Dream n.d.) with 

the intention that BYD at some point in the future would enter the Danish market. In 2009, 

BYD and Better Place met a couple of times prior the United Nations Climate Change 

Conference (COP15) in order to reach a cooperative agreement about supplying electric 

vehicles and charge facilities for the summit. However, according to Linderberg (2010a), 

BYD never came to the conference. Even though BYD never showed during COP15, the 

company expects to enter the European market in 2011. Nonetheless, the specific time for 

entering the Danish market depends on when BYD has a suitable pilot (Tian 2010). 

Furthermore, the company will also need to seek partnerships which can ease the entry on the 

market. Hence, it might take a couple of years before BYD is ready to enter the Danish 
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market with electric vehicles even though the company hopes to be ready to enter sometime 

during 2011. 

 

When comparing BYD to Better Place, the company offers the customer the same level of 

flexibility in terms of driving range. This is based on that BYD provides the customer with a 

charge spot at home just like Better Place and further the company offers its customers to 

charge the car batteries on its fast-charge stations (Appendix 4, p. 137) which take around 15 

minutes (Tian 2010). 

 

The reason for analyzing ChoosEV and BYD against Better Place in the first-mover analysis 

is that no company, delivering the exact same product as Better Place, is present on the 

market at the moment. Currently, ChoosEV is the company, on the Danish market, which is 

closest to offering the consumers a product which can substitute Better Place‟s product. Thus, 

ChoosEV should be considered a direct competitor on the Danish market even though the 

company cannot provide the customers with the same level of flexibility as Better Place. The 

company that comes closest to Better Place‟s concept is BYD though the company, so far, has 

not been ready to enter the Danish market. Nevertheless, BYD is seen as a direct competitor 

to Better Place‟s concept as the company expects to enter the Danish market in 2011. 

 

Only analyzing ChoosEV would give a distorted outcome of the analysis as the company‟s 

product cannot completely substitute that of Better Place. Also, the analysis would give a 

skewed outcome if only BYD would be compared to Better Place. This is due to that though 

the products of the two companies are interchangeable BYD has not entered the market. Thus, 

analyzing both ChoosEV and BYD gave a clearer indication in terms of to what extent Better 

Place will be able to obtain first-mover advantage on the Danish market. If Better Place‟s 

advantages outweigh the second- and late-mover advantages of ChoosEV and BYD, then the 

company must be considered to hold first-mover advantage. 
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10.0 Better Place as a First-Mover 

Better Place is the first company to innovate the electric car further as the company offers an 

integrated package of services that is combined with the electric vehicle. In addition, Better 

Place‟s concept allows its customers to drive around Denmark without the range limitation of 

the electric car battery (160 kilometers). 

 

When investigating Better Place with the use of the first-mover advantage framework the 

question of whether the company is the first player on the Danish market was highlighted. 

The concept first-mover should be understood in relation to the distinction between invention 

and innovation. According to Fagerberg (2003, p. 3), “…Invention is the first occurrence of 

an idea for a new product or process while innovation is the first commercialization of the 

idea”. Thus, Better Place can be considered a first-mover in terms of innovation as the 

company is the first on the market to combine electric vehicles with subscriptions. However, 

as Better Place is also developing new technologies in terms of battery switch stations it can 

to some extent also be seen as a first-mover in the area of invention. Nonetheless, it is 

important to note that the concept first-mover in this thesis referred to the first company to 

enter the market. Even though Better Place is not the first company in Denmark, in terms of 

producing electric vehicles, it is the first company that combines the cars with an 

infrastructure. The infrastructure will enable the electric vehicles to compete on equal terms 

with the conventional car which is something that has not been possible until now. 

 

Currently, no other company than Better Place is offering a service that can provide the 

customer with the possibility to drive further than the range of the battery. Though ChoosEV 

entered the market at the same time as Better Place, the company cannot be considered a first-

mover. This is based on that ChoosEV is not addressing the limitation of the battery‟s driving 

range as it does not build an infrastructure. BYD provides the customers with a similar service 

to that of Better Place. The concept of BYD will enable the consumers to drive without 

limitations as this company builds an infrastructure which ensures that the vehicles can be 

fully charged within 15 to 20 minutes. Nonetheless, as BYD has not entered the Danish 

market, it cannot be considered to fall under the definition of being a first-mover. When 

looking at the innovation which has been undertaken by Better Place in this market, and 

comparing the company to the competitors, it is seen that the company fits the description of a 

first-mover.  
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11.0 Analysis 

The structure of the analysis was based on the first-mover advantage framework and it was 

therefore divided into two parts; advantages and disadvantages of being a first-mover. In 

order to answer the research question, the resource-based view was incorporated into the part 

of the analysis which was investigating first-mover advantages. In consideration to the flow of 

the analysis, the resources identified in the resource-based view were incorporated into the 

subcategories of the first-mover advantage framework. An example of this is that the 

resources related to Coordinating Systems (resource-based view) were incorporated in R&D 

and Patents (first-mover advantage). After a resource had been analyzed it was concluded on 

from a VRIO perspective. The reason for only incorporating the resource-based view into the 

first part of the analysis, which was investigating first-mover advantages, was that though 

Better Place might be able to neutralize the disadvantages a first-mover faces, the company 

cannot turn these into valuable resources. 

 

11.1 Technological Leadership 

There are several ways in which a company can achieve first-mover advantage. One way to 

create advantage is when a company manufactures a product that has a competitive edge over 

the competitors‟ products as this can create technological leadership. By being the first 

company on the market, the first-mover has more time than its followers to accumulate and 

master technological knowledge (Lieberman & Montgomery 1988). 

 

11.1.1 Learning Curve 

Minimizing Costs 

The concept of the learning curve deals with the declining price of production as the number 

of produced units‟ increases. Looking at this advantage from the first-mover perspective, 

Better Place has the possibility to systemize its processes and make them less costly before 

the second- and late-movers enter the market. This especially holds true when looking into the 

company‟s construction of battery switch stations. The more battery switch stations Better 

Place builds, the cheaper these stations will tend to become due to economies of scale and the 

general learning process of how to build a station in a cost and time effective manner. As 

ChoosEV is not building battery switch stations, the company will not obtain any initial 

advantage except for the fact that it does not need to invest as many resources as Better Place. 

When comparing Better Place to BYD, the lowering of costs when building the battery switch 
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stations will create advantage for Better Place in the long-run. As BYD has another 

infrastructure setup, the company does not endure the same setup costs as Better Place. 

However, the costs incurred when building fast-charge stations are still significant as the fast-

charge process is rather complex (Larsen 2010 and Olsen 2010). Further, it can be assumed 

that when BYD enters the market, Better Place will be able to build its battery switch stations 

at a lower cost compared to the costs of the initial battery switch station. Thereby, Better 

Place will gain advantage from the learning curve compared to BYD that will go through the 

process which can reduce the costs of its fast-charge stations later on than Better Place. Thus, 

Better Place should be able to sell its subscription at a lower price than BYD. Moreover, as 

Better Place will start to acquire more customers, the costs of the battery switch stations can 

be spread out over a larger customer base meaning that the company bears fewer costs. 

 

As ChoosEV is not building battery switch stations and as BYD has not yet entered the 

market, the knowledge that Better Place acquire from building battery switch stations have a 

better chance of being kept proprietary. This is a unique opportunity for Better Place as it 

allows the company to setup its infrastructure with limited competitive pressures. You often 

witness the competitive pressures in the medical industry where firms are placing a lot of 

emphasis on corporate intelligence. As the pharmaceutical industry is very profitable, 

companies are always keen on knowing if and how their competitors are developing new 

products. When comparing the competitive pressures in the pharmaceutical industry with the 

situation Better Place is experiencing, this situation is very different as the company is the 

only player on the market that has and wants to have an infrastructure of battery switch 

stations. When the market grows and more competitors are ready to enter, it might become 

harder to keep knowledge proprietary as other companies may want to build battery switch 

stations as well. 

 

Having investigated Better Place in terms of resources within the area of knowledge, it can be 

determined that the learning curve is valuable for the company when building battery switch 

stations as it decreases the costs in the long-run. However, the price, which Better Place is 

able to build a battery switch station for, depends on the experience accumulated in the 

building process. Thus, this resource cannot be regarded as being rare in nature as also the 

company‟s competitors go through the learning process. 
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Global Presence 

Being a global company with operations in various countries affects Better Place positively 

when looking into the learning curve. With Better Place‟s large network around the world, the 

company will be able to draw on different resources which can help it achieve a steeper 

learning curve. This is due to that Better Place alongside operating in Denmark also will be 

operating in Israel which has the effect that lessons learned in one country can and should be 

transferred to the other. Looking into ChoosEV, the company will not have the opportunity to 

take advantage of lessons learned in other countries as it is only operating in Denmark. When 

investigating BYD it is seen that this company also benefits from being multinational though 

not in the same scale as Better Place as the company has not started building the infrastructure 

for its electric vehicles. While Better Place‟s concept is almost complete, BYD‟s layout of 

how its infrastructure setup is going to be developed has not yet been finalized (Tian 2010). 

Hence, the final layout of BYD‟s fast-charge stations faces long and complicated prospects. 

In addition, the standard and type of business model which BYD is going to follow will also 

to some extent depend on what standard the Chinese government adopts as well as the 

standards decided on for the European market (Tian 2010). From this it can be determined 

that some time remains before BYD will be ready to enter the Danish market and thereby be 

able to take advantage of the learning curve opportunities in terms of knowledge sharing 

between markets. 

 

Having access to global resources enhances Better Place‟s knowledge sharing within the 

organization and thereby enables the company to draw on information which might otherwise 

be limited if only operating on one market. Thus, Better Place‟s access to knowledge from 

several different markets is deemed to be valuable for the company as this enhances the 

learning curve process. The transfer of knowledge can also be considered rare as national 

firms such as ChoosEV cannot gain from knowledge sharing between markets. However, as 

BYD is also present in many countries it is believed that this company, like Better Place, will 

be able to draw on learning between markets which thereby destroy the rarity of this resource. 

 

Prior to examining Better Place, in terms of technological leadership, it was assumed that the 

company would not benefit from the learning curve as other companies would also gain value 

from the learning process. This is to some extent seen to be correct as Better Place will not 

gain learning curve advantage in the long-run. Nonetheless, when looking at Better Place‟s 
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battery switch stations, the company will gain advantage when compared to BYD as it will 

have obtained scale economies and knowledge from building the first battery switch stations 

before BYD enters the market. 

 

11.1.2 R&D and Patents 

Organizing Systems 

As Better Place is only a few years old its focus is placed on becoming established and 

gaining market share. Placing the focus on becoming a recognized player has the effect that 

Better Place puts less emphasis on the procedure of developing organizing systems and 

routines for how to conduct R&D, projects, decision-making processes, and etcetera. 

According to theory, young companies have not been around long enough to have created and 

become locked into different coordinating systems and procedures (Markides & Geroski 2005 

and Nelson & Winter 1982). Thereby, the behavior of these companies is more free, 

innovative, and flexible as they are not tied down by systems which control the business 

procedures. As the companies become settled in the market, they start to develop systems that 

can ensure a coordinated approach to work procedures which creates consistency. Although 

young companies have not yet defined coordinating systems, this should not be considered a 

problem even though it might cause irregularities in the way they conduct business (Markides 

& Geroski 2005 and Nelson & Winter 1982). The reason for this is that companies, like Better 

Place, instead of the coordinating systems possess flexibility that makes it possible to take 

advantage of the different ideas and initiatives which develop as the firms evolve. 

 

ChoosEV is in the same situation as Better Place in terms of the lack of coordinating systems 

and procedures. In fact, this company is even younger than Better Place as it was established 

less than a year ago in the end of 2009. Nevertheless, ChoosEV might be somewhat further in 

its development of coordinating systems and procedures as the company was founded by 

three firms which for several years have been conducting business. Thus, the owners of 

ChoosEV probably have certain expectations for how they wish to organize the company. 

Contrary to Better Place and ChoosEV, BYD has many years of experience as the company 

was established more than 10 years ago in 1995. During the years, BYD has adopted 

coordinating systems such as ISO9001 and ISO14001 (Build Your Dream n.d.). BYD‟s ISO 

certifications confirm that the company has developed strong coordinating systems over the 

years. Looking into theory, BYD‟s coordinating abilities and systems are not surprising as 
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these are expected to be built over time while the company develops and grows (Nelson & 

Winter 1982). With defined systems and processes the company becomes more structured and 

organized in the way it conducts business. Thus, BYD might not hold the same level of 

flexibility as Better Place and ChoosEV, nonetheless, the company possesses clear guidelines 

on how to work and develop. Even though the company‟s production of fast-charge stations 

and the Danish market are relatively new to BYD, the company is expected to follow the 

procedures which it has applied in its other businesses and markets as this creates stability and 

consistency. 

 

In a large organization, coordinating systems are considered valuable resources as these help 

organize and streamline the company as well as the information flow. However, as Better 

Place has only been established for a couple of years it is believed that the company has not 

created organizing systems. Though Better Place is likely to establish coordinating systems 

later on, these cannot be considered rare as most large organizations possess coordinating 

systems (Markides & Geroski 2005 and Nelson & Winter 1982). Hence, the value of having 

coordinating systems is based on to what extent these are integrated and used in the company. 

 

Information Flow 

Looking into other areas of Better Place, one of the company‟s strengths is its integrated 

supply chain which ensures access to special resources around the globe (Linderberg 2010a 

and Thomsen 2010). Furthermore, Better Place‟s collaboration with DONG Energy and 

Renault makes sure that the company is able to gain R&D from these two companies and 

thereby obtain a high level of knowledge. As ChoosEV is owned by SEAS-NVE, Syd Energi, 

and Sixt Danmark A/S the company is ensured solid support from specialists within the field 

of energy and cars. However, Better Place is seen to possess a slight advantage over ChoosEV 

as the company operates globally and thereby its field of experts, which it can draw upon, is 

larger than ChoosEV‟s. Strategic networks of this kind can create barriers to entry for second- 

and late-movers and in some cases serve as a competitive advantage (Gulati et al. 2000). 

ChoosEV and BYD will not be able to take advantage of this type of cross country learning to 

the same extent as Better Place as they do not have operations in the same number of 

countries. 
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When examining the area of battery production, it is seen that Better Place and ChoosEV do 

not pay for the R&D as this is carried out by car manufacturing companies such as Renault. 

Thereby, it is Renault
11

 that takes on the burden of developing the batteries (Thomsen 2010). 

Unlike Better Place and ChoosEV, BYD has taken on the task of developing the batteries and 

this can be both positive and negative for the company. Keeping the R&D in-house enables 

BYD to control and prioritize the company‟s investments in whichever way it deems 

necessary. Furthermore, the in-house production facilitates BYD to reap the benefits directly 

from its R&D projects without having to transfer the knowledge between firms. The 

drawback of this is that being both the battery manufacturer and the car manufacturer require 

substantial R&D budgets in order to keep up with firms that have only focused on one area. 

Thus, the companies that are only focusing on R&D in one area have the possibility to build 

core competencies since they do not have to divide their attention and capital. However, as 

BYD has worked with battery technology for a long period of time, the company is expected 

to possess extended knowledge connected to the development of batteries and this can be 

transferred to the production of electric vehicles. Hence, BYD holds advantage within battery 

R&D as the company is in full control of this development. 

 

When working with DONG Energy and Renault, Better Place obtains close collaboration and 

high information flow within areas where it does not possess competences. Thus, with these 

collaborations the company has compensated for its missing knowledge in the areas of energy 

and electric vehicles and DONG Energy and Renault can therefore be considered valuable 

resources for Better Place. Further, the collaboration with Renault is very valuable for Better 

Place as it allows the company to influence parts of the technology used in the electric 

vehicles to an extent which its competitors cannot. Hence, when comparing Better Place‟s 

business partners with its competitors‟ relationships, the collaboration with Renault can be 

considered rare as none of the competitors have similar relations. For a competitor it will be 

difficult, if not impossible, to obtain full insight into Better Place‟s collaborations and these 

can therefore be considered resources which to some extent are inimitable. This is in large 

part due to that the competitors are not able to see the dynamics which occur between the 

companies. Nonetheless, it must be noted that even though Better Place‟s competitors cannot 

gain full insight into the company‟s collaboration with Renault, this does not signify that they 

                                                           
11

 Renault entered an alliance with Nissan in 1999 and it is a subsidiary to Nissan which is producing the 

batteries for Renault‟s electric vehicles. 
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will not acquire knowledge from having investigated the relationship. Even so, it is believed 

that Better Place may be able to achieve competitive advantage based on its partnerships as 

these fulfill the first three characteristics of VRIO. However, if Better Place does not possess 

the organizational capabilities to master these resources in the long-run, the competitive 

advantage might not emerge. 

 

Intelligent Charge Systems 

Currently, Better Place works in close collaboration with Renault in order to ensure that the 

company‟s battery switch stations and charge spots can communicate with the system in the 

electric cars. The collaboration with Renault ensures that Better Place can offer its customers 

the service to switch the vehicle batteries along the Danish highway system. Thus, if Better 

Place will be able to match the price of ChoosEV‟s subscription, the researchers expect that a 

majority of the consumers will choose Better Place as this company offers more flexibility. 

However, it is possible that ChoosEV will be able to offer cheaper subscriptions as the 

company has not invested resources in an infrastructure. Should this be the case, the reduced 

price of ChoosEV‟s subscription might attract customers away from Better Place. If BYD 

enters the market and decides to build fast-charge stations it will be interesting to see if the 

price of the company‟s services will be on the same level as Better Place‟s and ChoosEV‟s. 

Should the price of BYD‟s services be higher than better Place‟s and ChoosEV‟s, the 

company will have a hard time attracting customers. Further, this will be strengthened by the 

fact that ChoosEV and Better Place have been on the market for a longer period than BYD 

and therefore they are more familiar to the consumers. 

 

In order to complete an infrastructure, as the one Better Place is building, a great deal of R&D 

is needed. Even though Better Place has invested a lot of capital into the battery switch 

stations the company will not be able to patent the actual stations. However, the software that 

makes the stations intelligent can be patented as this is considered intellectual property 

(Linderberg 2010a). This also applies to the software used in the intelligent charge spots 

which ensures that the electric vehicles are charged when the demand for electricity is low. 

Developing the intelligent charge software at an early stage gives Better Place and ChoosEV 

an advantage over late-movers, such as BYD, since they will have more time to change and 

adapt to potential pitfalls in their systems. This should be seen as an advantage for Better 

Place and ChoosEV as it is crucial for all companies entering the market to develop an 
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intelligent system which can charge the electric vehicles when the demand for electricity is 

low. The reason for why the intelligent charge system is very important is that without this 

system the cars will start to charge when they are plugged into the electric socket and thereby 

they will charge when there is already a high tension in the grid (Appendix 5, p. 138). If this 

was to be the case, extra peak load capacity would be needed to produce electricity and this 

would cause an overload of the grid. Nevertheless, with the intelligent charge system the 

electric cars are charged during the night where a larger amount of wind energy exist in the 

system, as the wind blows more at night, and thereby the extra peak load capacity will not be 

needed (Olsen 2010). 

 

Research is currently being conducted in order to create systems which can make sure that the 

cars are charged intelligently and that they can release the electricity back into the grid. The 

concept which can lead the electricity back into the grid is known as vehicle-to-grid. When 

fully developed this concept holds huge opportunities as it allows the customers to drive at a 

reduced cost compared to the current price of driving an electric car (Larsen 2010). The 

reason for this is that when the vehicle is stationary during the day, where the demand and 

price for electricity are high, it can deliver some of the electricity that is stored in the battery 

back into the grid. Energy companies will thus pay the consumers or Better Place for the 

electricity, which is led back into the grid, and thereby the costs of driving an electric vehicle 

will be substantially lower compared to driving a conventional car (Larsen 2010). If Better 

Place and ChoosEV manage to create the vehicle-to-grid system before BYD enters the 

market, this will create a huge advantage since both companies will be able to price their 

products at a very competitive level. Thereby, it will be much harder for BYD to enter the 

market as the company will not have developed a similar system. However, the vehicle-to-

grid system is still five to ten years away which indicates that BYD still has time to enter the 

Danish market before the system is fully developed and operational. If BYD enters the market 

before the vehicle-to-grid system is ready, the company might be able to take part in the 

development and thus ensure that it, along with the other companies, can profit from this 

system. 

 

The intelligent software system, which is being developed by Better Place, is valuable for the 

company as it allows the customers to charge their vehicles at hours where excess electricity 

exist in the system. However, as some of Better Place‟s competitors, like ChoosEV, are also 
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developing intelligent charge systems these can hardly be seen as rare. Hence, these systems 

cannot provide significant advantage to any of the companies operating on the market even 

though they are considered to be valuable. 

 

At first, it was assumed that Better Place in the long-run would not benefit from having 

patented its products, the battery switch stations and charge spots, as the technology is 

changing rapidly on the market. After the data collection, it was acknowledged that Better 

Place cannot patent these products but only the software behind them. Hence, the patents that 

Better Place has acquired are based on the software of its intelligent systems. Though it is 

correct that Better Place will not benefit from its patents in the long-run, due to rapid changes 

in technology, this is not the main reason for why the company will not obtain advantage. At 

the moment, the company‟s competitors are already working on solutions which can 

substitute Better Place‟s concept and this is the reason for why the company‟s patents are 

considered to be insignificant. 

 

11.2 Preemption of Scarce Assets 

Before the research process commenced, an assumption regarding Better Place was that the 

company will be able to obtain first-mover advantage due to preemption of scarce assets. The 

reason for this belief was that the researchers expected the geographical positioning of the 

battery switch stations to be of great importance in order for Better Place to gain first-mover 

advantage. 

 

11.2.1 Preemption of Input Factors 

Access to Raw Materials 

As Better Place is considered a service provider due to its business concept, the company is 

not highly dependent on access to raw materials in order to conduct business. Hence, 

compared to a company that uses platinum in its products, raw material in general should not 

be considered an important resource for Better Place as the company is not heavily relying on 

this in order to be able to provide the customers with an end product. Nevertheless, some of 

the services provided by Better Place are based on that the company is able to build charge 

spots and battery switch stations as well as having access to electricity. Though the charge 

spots and the battery switch stations are physical products, which are part of Better Place‟s 

services, these do not affect the company‟s need for scarce resources. The reasoning behind 
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this argument is that the charge spots and the battery switch stations are constructed with 

materials such as iron and steel which cannot be considered rare as these resources are often 

used in everyday products and as there is relatively easy access to them. When looking into 

the need for electricity, which is one of the most important resources for Better Place to have 

access to in order to service its customers, this resource is also easily accessible on the Danish 

market. Thus, none of the resources which Better Place uses to service its customers can be 

considered scarce in terms of access and quantity. 

 

The easy access to resources, such as electricity, also benefits Better Place‟s competitors as 

they too need access to electricity in order to service their customers. BYD‟s fast-charge 

stations are, like Better Place‟s battery switch stations, built with iron and steel and thus the 

company does not experience any problems in terms of access to these resources. 

Nevertheless, the fast-charge stations are also based on the company‟s access to electricity 

cables and power stations which contain a very high voltage. However, in Denmark the access 

to these resources is limited in the sense that only some parts of the country‟s grid can comply 

with this need (Tian 2010 and Olsen 2010). Thus, if BYD should overcome the difficulties of 

accessing these resources, the company needs to invest a lot of capital in enhancing the grid. 

 

Looking into resources in the area of preemption of scare assets, access to raw materials 

cannot be considered a factor which will enable Better Place to achieve competitive 

advantage. Further, the raw materials which the company uses in its production are not 

considered valuable in terms of the VRIO framework as these are easy to access and 

frequently used. 

 

Partnerships 

Analyzing Better Place‟s partnerships with DONG Energy and Renault, it is seen that these 

input factors are important for the company. This is due to that DONG Energy has invested a 

substantial amount of money in Better Place and thus the company is less likely, in Better 

Place‟s start-up face, to be functioning as an input factor through investments for companies 

which have a similar concept. Thus, if DONG Energy invested in companies similar to Better 

Place, this would limit the chances for Better Place to become a success as the competition 

would increase. However, as Better Place gains a foothold on the market, DONG Energy 

might be interested in investing in similar projects if these seem to be a good investment. The 
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main argument for this is that DONG Energy is interested in finding solutions which can help 

the company to store the excess electricity produced and thereby overcome the problem of 

unstable electricity in terms of supply and demand (Eldrup 2010). Hence, if DONG Energy is 

presented with other projects, like Better Place‟s, it is possible that the company seizes this 

opportunity and thus will be ready to invest money in these projects as well. Thereby, the 

partnership with DONG Energy can only be considered scarce in the short-run. In the long-

run, the cooperation with DONG Energy cannot be seen as a scarce asset as there is nothing 

which indicates that the company will not go into collaboration with Better Place‟s 

competitors. 

 

In contrast to DONG Energy, Renault has not invested any capital in Better Place. However, 

Renault has established close collaboration with Better Place in order for the company to be 

able to deliver electric vehicles which can utilize and communicate with the battery switch 

stations and charge spots that Better Place has developed. Though Renault has used a lot of 

time and money in order to ensure that its cars can communicate with Better Place‟s products, 

the companies partnership cannot in any way be seen as a scarce asset. As Thomsen (2010) 

says, “We are engaged to Better Place but we are not more engaged than that we are kind of 

semi-single… there are other players…”
12

. This clearly shows that Renault is interested in 

collaborating with as many different partners as possible. It is not surprising that Renault has 

this attitude as the more cars the company can sell the higher its revenue will be. Although 

Renault sells cars to Better Place‟s competitors, this will not have a negative effect on the 

company. On the contrary, this will be positive for all the companies on the market as it will 

accelerate the market penetration of electric vehicles (Linderberg 2010a and Thomsen 2010). 

Hence, it can only be seen as an advantage for Better Place that ChoosEV has already talked 

with Renault about buying the company‟s new electric cars. 

 

Besides from Renault and DONG Energy, Better Place also interacts with Danish Standards
13

, 

the municipalities in Denmark, and different political organs such as the Danish Transport 

Authority. All of these can be seen as valuable though none of them can be considered scarce 

in the case of Better Place. However, Better Place still benefits from its interaction with these 

                                                           
12

 ”Vi er jo forlovet med Better Place men vi er ikke mere forlovet end at vi også sådan er semi-single… der er jo 

andre aktører…” (Thomsen 2010, minutes 43:11 – 44:22). 
13

 Danish Standards (Dansk Standard) is an organization which develops and decides on standards within 

different areas. The organization works in Denmark as well as on an international scale (Dansk Standard n.d.). 
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organs as they are the ones that decide the future of the market in terms of standards, rules, 

and regulations. Being part of Danish Standards ensures that Better Place, along with the rest 

of the committee members which include DONG Energy, can decide how the standards on 

the market will be in the future. As both Better Place and DONG Energy are members of 

Danish Standards, this may give Better Place the advantage that the company can influence 

the regulations of the future standards on the electric vehicle market. Currently, none of Better 

Place‟s competitors are present in the committee and this has the effect that Better Place 

probably has a greater say on the end result of the standards than had its competitors been 

represented as well. It is surprising that ChoosEV is not part of Danish Standards as the 

company, like Better Place, produces a charge spot which at some point in time will become 

standardized. However, as ChoosEV has decided to focus on the car, and not the 

infrastructure, and as its charge spot is designed to support different types of sockets 

(Altmann 2010), the company seems to have worked around some of the areas which need 

standardization. Hence, ChoosEV‟s presence in the committee might not be as necessary as 

Better Place‟s in order for the company to adapt and survive the future standards. 

 

Both Better Place and ChoosEV are interacting with the government through organs such as 

the Danish Transport Authority and the Danish Energy Agency though it seems that Better 

Place is more eager to ensure an ongoing and open dialogue (Linderberg 2010a, 

Trafikstyrelsen 2010a, Energistyrelsen 2009, and Trafikstyrelsen 2010b). The reason why 

Better Place is more keen on communicating with these political organs might be that the 

company has a lot more money invested in the market than ChoosEV. Hence, Better Place has 

more to lose than ChoosEV if the politicians should decide to support other green transport 

initiatives than electric vehicles. As BYD has not yet entered the Danish market, the company 

will not gain an advantage by being represented in Danish Standards or through interaction 

with the Danish municipalities and political organs. Hopefully for BYD the standards, rules, 

and regulations for the market will have been decided upon before the company enters 

Denmark. If this is not the case, BYD will have a great deal of work to do in order to gain 

influence on the rules and regulations of the market. BYD should therefore pay close attention 

to what is happening on the Danish market as quite often the decisions regarding standards 

take a very long time to agree on, if an agreement is reached at all (Møller 2010). 
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In the partnerships with DONG Energy and Renault, Better Place has found two input factors 

that are important for the company as these provide unique insight to the market which 

otherwise might be difficult to obtain. Even though these partnerships are valuable for Better 

Place, they cannot be considered rare as there are several other energy and automotive 

companies which can cooperate with Better Place‟s competitors. For instance, ChoosEV has 

very close bonds with the energy companies Syd Energi and SEAS-NVE as these two firms 

own parts of the company. Further, organizations such as Danish Standards are valuable for 

Better Place though they cannot be considered rare as all players on the market have access to 

them. 

 

Employees 

After having examined the external input factors that influence Better Place‟s advantage, it is 

important to examine the internal factors as also these can have an effect on the company. In 

some companies the CEO and top management embody the entire company as these leaders 

function as the main driving force. This is especially true for companies such as Apple and 

Virgin which are managed by Steve Jobs and Richard Branson. Leaders like Branson become 

inspirational drivers for companies and the society in general as they have courage, take 

chances, and put their heart and soul into the work. Even though Branson several times has 

proven unsuccessful in different businesses, such as the soft drink industry with the launch of 

Virgin Cola, he continues to enter new markets due to his belief of not giving up (Virgin n.d. 

and Virgin 2010). The founder of Better Place, Shai Agassi, also possesses the drive which is 

seen in Jobs and Branson. This is in large part due to that Agassi works to realize a dream of 

his (Ireland 2008) which thereby makes Better Place a passion for its CEO similar to 

Branson‟s enthusiasm for Virgin. Agassi‟s determination and belief have ensured Better Place 

a lot of attention and have helped to build up strong network relations in the industry. If Better 

Place continues to receive this level of media attention, and in the long-run becomes one of 

the leading companies in the industry, Agassi is likely to obtain the same level of recognition 

for his leadership as Jobs and Branson. 

 

Being the first company on the market has given Better Place the possibility to hire prominent 

leaders and it seems that the company understands the importance of having respected and 

well-know CEO‟s to manage its operations. For the Danish market, Better Place hired Jens 

Moberg to fulfill the position as CEO and Lars Torpe Christoffersen as the CFO. Both 
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Moberg and Christoffersen are prominent figures in the Danish business sector and their 

presence in Better Place gave the company cachet to a great extent (Nielsen 2010b). Moberg‟s 

move to Better Place created a lot of media attention as he was leaving a key position as CEO 

for Microsoft Denmark to take on the position as CEO for an, at that time, unknown 

company. This shift suggested that Moberg strongly believed in Better Place‟s concept and it 

made the company an interesting target for the media and the public. Looking into Better 

Place Israel, the company has also in this country managed to attract a well respected leader to 

the position as CEO. Moshe Kaplinsky had prior to his position as CEO of Better Place Israel 

served in the military as Major General and he had also been working as Military Secretary to 

the Prime Minister (Better Place n.d.b). From a Danish point of view it might seem strange 

that Better Place appoints Moshe Kaplinsky as the CEO in Israel. Nonetheless, due to many 

years of instability in the region the military has a vital role in the society as it provides 

stability and control. Hence, from an Israeli view point it is a natural choice to appoint 

Kaplinsky as CEO, as he has a similar status in Israel to that of Moberg‟s in Denmark. 

 

The CEO of ChoosEV was an internal shift in positions as Henrik Isaksen before ChoosEV 

was managing Sixt in Denmark. As the shift in positions was an internal move, and as Sixt 

Danmark A/S is not nearly as large and recognized as Microsoft, this did not create a lot of 

media exposure. Looking into BYD Denmark, the decision regarding who will be appointed 

CEO has not yet been decided upon as the company still needs to settle on other important 

areas such as how to implement its concept on the Danish market (Tian 2010). As BYD is not 

a well-know company in Denmark, it is questionable if the company‟s future appointment of 

CEO will carry any media weight. 

 

The CEO of a company can be an important resource depending on his experience. For Better 

Place, Jens Moberg can be considered very valuable as his profile has attracted a lot of 

attention from the media and the society. Furthermore, Moberg is very experienced and 

knowledgeable within the technology area and thus his business experience attracted other 

valuable employees, such as Sara Helweg-Larsen, to the company (Nielsen 2009). Executives 

who hold this type of profile should be considered rare in nature as there are not many CEO‟s 

that have a similar profile and the same level of experience. As business skills are not always 

something people can acquire merely by reading a book, it is unlikely that anyone can imitate 

Moberg‟s skills and knowledge. Further, due to his past experience as CEO of Microsoft 
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Danmark, it can be argued that Moberg has the organizational skills needed to develop and 

guide Better Place and thereby enable the company to achieve competitive advantage based 

on areas where it holds valuable resources. Moberg‟s influence on Better Place will be 

examined further in the discussion. 

 

Aside from the CEO and the top management, the employees are also considered an 

important resource for a company. Looking into the market for electric cars, it could be 

assumed that the employees working at Better Place would come from the automotive 

industry as the electric vehicles are a new and different version of the conventional car. 

However, this does not hold true as the company is mainly composed of people who come 

from the IT sector. The fact that some of Better Place‟s employees come from the IT industry 

should be seen as an advantage as their IT background provide an alternative way of seeing 

things which helps when developing a new industry (Linderberg 2010a). Coming from the 

conventional car manufacturing industry has some limitations (Altmann 2010) as the new and 

upcoming industry revolves around developing an infrastructure as well as an intelligent 

system which can charge electric vehicles. As the majority of Better Place‟s employees are 

from the software industry, this has the effect that the company does not hold the same level 

of knowledge related to vehicles as a firm which has developed from within the car industry. 

For Better Place, this limitation is partly overcome by its close collaboration with Renault as 

this company is knowledgeable in the area of developing and building electric vehicles and as 

it possesses valuable information about the conventional car market. 

 

When investigating the employees at ChoosEV it is determined that most of them come from 

the car industry. This is not surprising as ChoosEV has been founded by Sixt Danmark A/S 

which is already working in this sector. Hence, ChoosEV does not have the same level of 

expertise as Better Place within the area of technology and this might affect the company 

negatively in the long-run if further development of the charge system needs to be 

undertaken. Looking into BYD, the company holds experience from both the car industry 

(vehicle manufacturing) and the technology sector (battery development). Thereby, the 

company can draw on several areas of expertise, such as car manufacturing, where Better 

Place and ChoosEV hold limited information. 
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It has been suggested that one of Better Place‟s unique features is that a significant proportion 

of its employees come from the IT sector. This is believed to create value for the company as 

it gives a different approach to the market. Even though the employees might be valuable for 

Better Place they cannot be seen as a rare resource as the company‟s competitors can easily 

acquire employees with strong IT capabilities from the technology industry. 

 

Training Systems 

As argued earlier in R&D and Patents, Better Place is a young company and thus its main 

focus is to become established on the market. Hence, the company places less focus on fixed 

training programs which are normally implemented and used in large companies that have 

been on the market long enough to develop these. Even though new employees are introduced 

to the operating environment (Linderberg 2010b) it is not likely that fixed training structures 

have been established in Better Place as many other and more important questions remain 

unresolved. As a company grows and develops, the need for training systems increases as the 

information flow and organizational routines become more complex. Thus, training systems 

play a more vital role in large companies than what the case is with Better Place. With the 

expected growth for Better Place in the future, training systems are likely to become part of 

the daily assignments for new employees in order to control and streamline the organization. 

 

ChoosEV‟s situation, in terms of implementation of training programs, is somewhat similar to 

that of Better Place‟s as this company is even younger. Nonetheless, as ChoosEV is owned by 

three well established companies that all have fixed training systems it might be that the 

company is closer than Better Place to having training systems implemented. Looking into 

BYD, this company is in a different situation than Better Place and ChoosEV as it is well 

established and has been around for many years. Hence, due to the company‟s large size and 

established structure, it is believed that BYD possesses training schemes that are more 

detailed in contrast to Better Place‟s and ChoosEV‟s. This is also supported by the company‟s 

coordinating systems (Page 65-66) as these reflect its organizational culture. 

 

Having fixed training programs provide value to an organization. However, as Better Place 

has not established any training systems, this parameter will not be analyzed from a VRIO 

perspective as when the resource does not exist within the company it cannot be turned into 

an advantage. 
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11.2.2 Preemption of Locations in Geographic & Product Characteristics Space 

Location of Battery Switch Stations 

Before the data collection commenced it was expected that Better Place will be able to gain 

first-mover advantage if the company is the first to decide where to position and build its 

battery switch stations. After having investigated the subject, it was determined that being the 

first company to build battery switch stations would not provide Better Place with first-mover 

advantage. Firstly, none of the other players on the market are, at the moment, interested in 

the infrastructure and thus they are not interested in building battery switch stations or any 

other type of charge station which can provide the customer with a fast way to charge the car 

battery. The reason for the lack of interest is that the infrastructure is unnecessary as the 

customers most of the time will charge the electric vehicle at home. Thus, the need for 

switching the battery when driving from A to B and back is very low (Horstmann 2010 and 

Altmann 2010). 

 

Another reason why geographical space does not create advantage for Better Place is that, for 

the consumers, it does not matter where the stations are positioned as long as they are easy to 

access from the road. Hence, it does not make a difference if a station is placed on one or the 

other side of Lillebæltsbroen as long as it is built nearby the road (Thomsen 2010). An effect 

of this is that Better Place cannot protect the value of the geographical positions of its stations 

as the company‟s competitors can buy properties close to Better Place‟s which will be equally 

valuable as the consumers do not differentiate between these. An example of this could be if 

Better Place decided to partner with Shell as a competitor then could choose to partner with 

Statoil. Nonetheless, as the consumer chooses the fuel station which is the most convenient to 

them, the same should hold true for the battery switch stations. Thereby, though Better Place 

might have been the first company to choose a partner, this would not give the company an 

advantage compared to the competitor. Further, it must be noted that Better Place and the 

company‟s competitors will not be able to build battery switch stations or charge stations 

directly next to the highways as the companies will not be allowed to gain access to and from 

the highways due to regulations issued by the Danish Road Directorate (Petersen 2010). A 

solution to this could be that Better Place formed an agreement with the Danish Road 

Directorate that allowed the company to build battery switch stations on the rest stops and 

picnic areas along the highways. Another solution could be to form a partnership with a 

company like Statoil that, according to Brinch (2010), will be ready to cooperate with the 
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companies that can provide charge spots and charge stations which match the future 

standards. Though the battery switch stations might not give Better Place advantage in terms 

of geographical positioning, the company sees these stations as being the key which can 

reduce the consumers concerns about the range limitation of the battery (Linderberg 2010a). 

Thus, Better Place is building 15 battery switch stations which are to be ready in 2011 and 

additional 15 stations which will be ready in 2012 in order for its customers to be able to 

switch their car batteries no matter in what area of the country they are. The first 15 stations 

will be placed on strategic positions along the Danish highways which form an H going down 

and across Zealand, Fyn, and Jutland. The next 15 stations will be placed in other strategic 

areas of the country along the road systems (Linderberg 2010a). 

 

If Better Place should be able to obtain any advantage in terms of geographical space it is due 

to that the company has the possibility to combine the criteria of location with price. This 

should be understood in terms of that if two locations are for sale next to each other Better 

Place can take advantage of being first and buy the location which is cheapest. Though this 

might be the case, it is expected that the price difference between two properties lying next to 

each other will not be noteworthy enough to create advantage which will be significant in the 

long-run. Thus, should ChoosEV or BYD decide to build battery switch stations or another 

type of charge stations, they will not be disadvantaged even though Better Place was the first 

company to decide on the geographical locations. 

 

It has been argued that selecting the best geographical locations for building battery switch 

stations does not provide value for the company as its competitors can choose to build charge 

stations right next to Better Place‟s. Hence, according to the VRIO framework, Better Place 

cannot obtain competitive advantage from the geographical positioning of its battery switch 

stations. 

 

Brand Awareness 

When examining geographical location further, Better Place has been relatively fast at 

establishing offices and projects in different parts of the world. To some extent this might 

seem a bit premature as the company still has not started selling its services in any of these 

countries and as it does not expect to be ready for a commercial launch before fall 2011 

(Linderberg 2010a and Better Place 2010e). Though Better Place might be taking on high 
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risks when operating in very diverse parts of the world such as Israel, Denmark, USA, and 

Japan, this strategy might turn out to be a valuable resource in the long-run. Operating on 

several continents can become an important resource as the company‟s brand awareness will 

increase as more people hear about Better Place. Further, if the electric vehicle, tied to a 

subscription, is the future standard on the market for transport Better Place will benefit from 

being able to service consumers in several different markets. Hence, Better Place will be the 

first, or one of the first companies, on these markets and this will give the company more 

attention from the consumers as it does not need to fight for their attention to the same extent 

as if it entered the markets later on (Lieberman & Montgomery 1988). 

 

Comparing ChoosEV and its business with that of Better Place, the company will not be able 

to use its presence on different markets as a resource as it is only operating in Denmark. Thus, 

when evaluating the brand recognition of ChoosEV and Better Place on an international scale, 

Better Place will have a higher rate of recognition. Should ChoosEV decide to expand its 

business by going into a foreign market, the company might choose a country which 

possesses a low level of uncertainty, is close to the home market in terms of geographical 

distance, or is similar to Denmark in terms of culture (Zhao & Decker 2004). For BYD the 

brand recognition might be on more or less the same level as Better Place‟s as this company is 

present on several markets such as USA, Europe, and Asia, and as it has existed for many 

years. Nevertheless, BYD‟s brand is most likely associated with gasoline and diesel cars or IT 

technology as that is what the company has been working with since it was founded. Hence, 

the consumers might not associate BYD with electric vehicles and fast-charge stations as this 

part of the business is only a couple of years old (Build Your Dream n.d.). Though BYD 

needs to educate the consumers about the new products of its business, the company still has a 

valuable resource in being present in different parts of the world as it already has acquired 

knowledge about these markets and its consumers. 

 

As Better Place is located in countries all over the world, this creates value for the company‟s 

brand exposure. Since competitors such as ChoosEV also has the possibility to setup offices 

and rollout its business concept internationally, this resource cannot be considered rare. Even 

though Better Place might acquire more brand recognition in the future, this resource cannot 

be seen to create competitive advantage at this point in time. 
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11.2.3 Preemptive Investment in Plant & Equipment 

Infrastructure Investments 

At the moment, the investments Better Place has made on the Danish market have been fairly 

limited as the company has not yet begun building its battery switch stations. However, by 

fall 2011 the company‟s first 15 battery switch stations should be up and running with the first 

station being completed in the end of 2010 (Linderberg 2010a). Though extensive 

investments in plant and equipment, according to Lieberman and Montgomery (1988), can 

deter competitors to enter the market this does not apply in the case of Better Place. In some 

industries such as the automotive industry, heavy investments in plant and equipment have the 

effect that the company can increase output and thereby lower its prices. In the case of Better 

Place, the number of battery switch stations does not necessarily equal price cuts as the 

amount of customers needs to increase in order for the company to lower the price on its 

subscriptions. Hence, it does not matter if Better Place, from the day it enters the market, 

starts investing in plant and equipment as the number of battery switch stations does not affect 

the price on the subscriptions. Thus, it makes sense that Better Place is waiting as long as 

possible to build the battery switch stations in order for these to be up-to-date and not have 

deteriorated in the time they have not been used (Thomsen 2010). 

 

Although preemptive investment in plant and equipment does not give Better Place the 

opportunity to cut prices and thereby make it harder for its competitors to be profitable, the 

investments in the battery switch stations might have an effect in the long-run in relation to 

deterring entry of competitors. The reason for this is that the battery switch stations are very 

expensive and Better Place expects to invest around DKK 1.1 billion in the development of 

the infrastructure (Henriksen 2010). Thus, when the battery switch stations are built it will be 

a huge task for a competitor to enter the market. In order to survive a later entry on the 

market, the competitor would have to be able to offer the consumers the same flexibility in 

the infrastructure as Better Place and this would require enormous investments in plant and 

equipment. This level of investments entails a great deal of capital and thus it might deter 

entry of competitors unless they wish to cater for a niche in the market or possess capital 

which can ensure a fast rollout of an infrastructure which can compete with Better Place‟s. 

 

The capital of ChoosEV (DKK 30 million) is not nearly as large as the capital of Better Place 

Danmark (DKK 770 million) though this is probably connected to that ChoosEV is not 
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investing in the Danish infrastructure. Hence, the DKK 30 million which have been invested 

by the three owners: SEAS-NVE, Syd Energi, and Sixt Danmark A/S, are to be used in the 

start-up face where ChoosEV is focusing on the electric vehicle and its intelligent charge spot 

(Altmann 2010). If ChoosEV were to focus on the infrastructure, the company would need to 

acquire a lot more capital in order to be able to match Better Place‟s investments. If this 

should be possible ChoosEV would have to ensure that the company would get a lot more 

publicity as this would heighten the society‟s recognition of the company. Better Place has 

been able to obtain a large amount of publicity even before the company has proven that its 

business model works in practice. Further, the exposure which has been given to Better 

Place‟s projects around the world has attracted international investors that have invested large 

amounts in the company (Stonehill 2010). Though ChoosEV might be able to increase the 

publicity of its business, it will probably be hard for the company to attract companies like 

HSBC which has invested in Better Place. This is based on that ChoosEV only operates in 

Denmark and thus the scale of the company‟s project might not be big enough to attract 

investments from large international corporations. 

 

When BYD enters the Danish market, the company has to invest heavily in the infrastructure 

in order to be able to offer the consumers the same level of flexibility as Better Place. This 

will require a lot of capital to be invested in a short period of time and this scenario might 

make it less attractive for BYD to build an infrastructure in Denmark. BYD would, like Better 

Place and ChoosEV, need to partner with companies on the Danish market when entering as 

this would give the company invaluable knowledge about the market and quite possible also 

capital in terms of investments. However, it might be harder for BYD to attract partners and 

extra capital as Better Place and ChoosEV have already attracted the large energy companies 

on the market. Thus, BYD might decide not to build an infrastructure, depending on the time 

of entry, and thereby only sell electric vehicles as this does not require the same amount of 

investments in plant and equipment. 

 

As the costs of building battery switch stations might deter competitors to enter the market in 

the long-run it is seen to be valuable for Better Place to invest in these stations. Thus, if the 

battery switch stations become a success in the long-run Better Place will be advantaged in 

terms of that the company already has a complete infrastructure. This would have the effect 

that the company‟s competitors would have to invest in an infrastructure that matches their 
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products or go into cooperation with Better Place. If Better Place‟s competitors decide to 

build switch stations the only obstacle would be to obtain the capital needed for this process 

as the geographical position of the stations does not create advantage. Even though Better 

Place is the only company building battery switch stations these cannot be considered rare as 

the competitors easily can build similar stations. 

 

Technological Development 

When examining the technology used for building charge spots, this resource cannot be 

considered extremely complicated and secretive as Better Place is not the only company that 

develops intelligent charge spots. The intelligent charge spots are also produced by ChoosEV 

and BYD and thereby it must be assumed that when more competitors enter the market, these 

will also be able to provide the customers with intelligent charge spots. Hence, the technology 

embedded in the charge spots cannot be considered a special resource for Better Place as 

several other companies also possess this knowledge. Investigating the battery switch stations, 

it must be expected that the technology embedded in these is more complicated than the 

technology used in the charge spots. This is based on that the battery switch stations need to 

be able to communicate with the electric vehicles and be intelligent enough to operate 

unattended. At the moment, no other company has considered building switch stations like the 

ones Better Place is investing in. Nonetheless, BYD has prepared another type of charge 

station and it can therefore be determined that also the technology of the battery switch 

stations can be replicated. Though this is the case, Better Place might still be better positioned 

than its competitors, except for BYD, as the company has roots in the technology industry and 

these will most likely play in the company‟s favor as the understanding for the technology 

development will be greater. 

 

In relation to the battery switch stations, as well as the charge spots, the technology used to 

charge the electric vehicles should be seen as valuable for Better Place. This is based on that 

the technology creates value for the customer as it can ensure that the car is charged at times 

where excess energy exists in the system. As Better Place‟s competitors also develop the 

technology used in the intelligent charge systems, similar to the concept offered by Better 

Place, this technology cannot be considered rare and thus this resource does not help the 

company to build competitive advantage. 
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11.3 Switching Costs and Buyer Choice under Uncertainty 

11.3.1 Switching Costs 

Consumers & Internal Perspective 

The researchers expected that there was potential for large switching costs and buyer choice 

uncertainty in the initial stages of the market‟s development. The reason for this is that the 

first company entering a market is in the unique position to show the consumers how its 

products work and thereby build bonds with new and future customers. Hence, second- and 

late-movers will have a hard time breaking these bonds when entering the market and this 

creates advantage for the first-mover. As both Better Place and ChoosEV have entered the 

market, as some of the first companies, they have time to build up strong relationships with 

their customers. This has the effect that both Better Place and ChoosEV can familiarize and 

teach the customers about their concepts before late-movers, such as BYD, enter the market. 

Familiarizing the customers with Better Place‟s and ChoosEV‟s concepts will build up 

switching costs for the customers and ultimately make it less attractive for them to switch to a 

competitor. As the number of customers‟ increases, Better Place might be able to gain from 

the word of mouth effect in a positive manner if the customers are satisfied with the 

company‟s product. When a neighbor or colleague has had a positive experience with Better 

Place‟s product, it is likely that you will become more willing to try out this product in 

contrast to a competitor‟s product. Further, as Better Place has been given a lot of attention by 

the media this places the company a step ahead of ChoosEV that has not received nearly as 

much exposure. All else equal, this gives Better Place an advantage as it does not need to tell 

the customers about the company and its services to the same extent as ChoosEV. 

 

Perhaps the largest switching cost, experienced by the consumers, is related to that Better 

Place is closely connected to a product which is not an impulse buy. Hence, as the purchase of 

the electric vehicle is a large investment, the consumers are not likely to change their mind 

after they have bought the car, and buy another vehicle in the short-run. Whether you choose 

to subscribe to Better Place, when buying or leasing an electric vehicle, this combined 

package should still be considered a large investment for a traditional family and thus cannot 

be seen as an impulse buy (Thomsen 2010). According to Thomsen (2010), the costs incurred 

when leasing an electric vehicle from Renault are not higher than if buying the car. Thereby, 

having the possibility to lease the electric vehicle is a benefit for the consumers as they carry 

less risk with this setup than when buying the car. Further, at ChoosEV an advantage for the 
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consumer is that no initial down-payment is required which is often the case when leasing a 

car. If the customer decides to purchase the vehicle from Renault, with a Better Place 

subscription, there will not be an incentive for the customer to sell this car and start leasing a 

vehicle from ChoosEV. This is based on that ChoosEV does not provide the customer with 

the same level of flexibility and Better Place is therefore provided with a small advantage in 

contrast to ChoosEV. As Better Place and ChoosEV have entered the market before BYD, 

this give them an advantage as the researchers expect that the consumers are not going to buy 

a car from BYD just because their vehicle does not work with BYD‟s fast-charge concept. 

 

Switching costs can also be investigated from an internal perspective through the employees‟ 

point of view. According to Linderberg (2010a), the employees at Better Place enjoy and take 

pride in what they do. This is based on that the employees are working at the forefront of a 

new type of business and in a market which is developing rapidly. Working with a new type 

of business while developing and producing a product which might revolutionize the car 

market creates a dynamic and exiting work environment. From Better Place‟s employees‟ 

point of view this is an area which is considered valuable (Linderberg 2010a) and that is 

important for Better Place as it makes it easier for the company to hold on to its employees. 

When the employees are excited about the company‟s business and enjoy their assignments, 

switching costs arise as it will be harder for other companies to attract the employees. Hence, 

when switching costs exist it will be easier to retain the employees and thereby drive the 

company forward with a solid foundation in terms of human resources. For Better Place it is 

an advantage that its employees hold switching costs as this affect their mobility in a positive 

manner when looking at it from Better Place‟s point of view. This is due to that the employees 

are less mobile when they hold switching costs and thereby Better Place can continue to 

develop these assets and make them more valuable from a company perspective. As Better 

Place, ChoosEV, and BYD are all working with the same type of business, the switching costs 

held by the employees might not be significant between the individual companies. Thus, if 

switching costs exist for the employees, when deciding between the companies, these will be 

based on other parameters such as company culture, pay, and work-life-balance. However, 

determining which of the companies that has the lowest level of switching costs, seen from 

the employees‟ point of view, cannot be established as this will vary as we as people do not 

value the same things. 

 



Cand.merc. in International Marketing & Management 

Master Thesis                                                                                   Andreas Nørkjær & Maria H. Olesen 

86 

 

Being one of the first companies on the market ensures that the consumers will be exposed to 

Better Place‟s product first and thus they will face switching costs towards the company‟s 

competitors. Hence, the switching costs held by the consumers are seen to be valuable for 

Better Place. Nonetheless, as ChoosEV entered the market on a similar timeframe, this type of 

switching costs cannot be considered rare. When looking at switching costs from an internal 

perspective, these also exist for the employees and this is valuable for Better Place. Although 

this is the case, the employees who work for one of Better Place‟s competitors face a similar 

situation. Thereby, switching costs are valuable though not rare since employees working for 

ChoosEV or another competitor will face similar switching costs to those of Better Place‟s 

employees. 

 

Network Relations 

As with the employees, also the firms that have formed relations with Better Place hold 

switching costs towards the company‟s competitors. At the moment, Better Place has setup 

partnerships with various firms operating in Denmark and among these are DSB and Avis 

(DSB 2009 and Avis 2010). It is expected that these partnerships have been reached as all 

parties involved benefit from the agreements. DSB and Avis will obtain a greener profile 

from the collaboration while their customers benefit from the increased flexibility in terms of 

transportation choices. The collaboration with DSB and Avis should be seen as an advantage 

since these two companies are probably not going into collaboration with other companies 

before they have experienced that projects like Better Place‟s can become a success. The more 

partnerships Better Place can establish, the stronger the company will be positioned as these 

relations will provide Better Place with more visibility. Further, Better Place might be better 

positioned than its competitors in terms of gaining new partnerships as a business like DSB, 

which is the fourth most visible organization in Denmark (Reputation Institute 2010), has 

agreed to cooperate with the company. 

 

At the moment, ChoosEV is only cooperating with Sixt Danmark A/S which is one of the 

company‟s founders. However, should ChoosEV seek partnerships with companies like Avis 

and DBS the firm needs to start soon as the longer it waits the harder it will become to create 

these relations. This is based on that Better Place‟s eager search for new partners, in the end, 

can have the effect that ChoosEV is left out of the picture as Better Place in the end will be 

more recognized by the public. Further, also BYD might be affected by this as the company 
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enters the market as a late-mover and it therefore needs to establish its brand and operations 

before it can search for relationships. Hence, BYD might end up in a situation where the 

companies that are ideal for a partnership are already cooperating with either Better Place or 

ChoosEV. 

 

Better Place‟s agreements with DSB and Avis create more exposure for the company, as well 

as flexibility for the customers, and these can therefore be seen as valuable. As DSB is one of 

the largest public transportation companies in Denmark, it is relatively rare to have a 

collaborating agreement with this type of transportation company. This is also based on that it 

is unlikely that DBS will collaborate with ChoosEV, BYD, or other competitors before Better 

Place‟s concept has proven to be a success. Since the number of companies which can 

substitute DBS is limited, this collaboration cannot easily be imitated by Better Place‟s 

competitors and thus the agreement becomes very lucrative and important for Better Place. 

Whether Better Place holds the organizational capabilities needed to create competitive 

advantage from this collaboration cannot be said at this point in time since it will depend on 

how the two companies utilize the agreement and if they are able to reap the benefits to their 

advantage. 

 

Before investigating Better Place, it was assumed that switching costs would exist on the 

market in relation to factors such as price. This proved to be correct as the arguments 

presented above reveal that several switching costs such as employment satisfaction, 

uncertainty, and price exist on the market. Further, Better Place appears to possess certain 

advantages in terms of switching costs and if the company is able to capitalize on these it 

should result in a small advantage. ChoosEV is also perceived to possess certain advantages 

in terms of switching costs though not to the same extent as Better Place as the company is 

not building battery switch stations. When compared to BYD, both Better Place and ChoosEV 

will have an advantage due to the switching costs that are connected to price and customer 

relationships. 
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11.3.2 Buyer Choice under Uncertainty
14

 

According to Lieberman and Montgomery (1988), buyers tend to rationally stick to the first 

product they encounter if this performs the job adequately. Nonetheless, it should be noted 

that this does not apply for all industries. For instance, in the fuel industry the consumers are 

willing to switch from one company to another if they can save money when refueling the car 

(Brinch 2010). However, in the case of Better Place and ChoosEV the researchers expect that 

the customers will hardly perceive the benefits of finding an alternative electric car 

worthwhile when they have committed themselves to one of the companies. This is based on 

that the additional costs incurred in the search process as well as the monetary costs of buying 

another car are substantial (Lieberman & Montgomery 1988). The aforementioned argument 

will ultimately make it more difficult for BYD to capture market share when entering the 

Danish market. Further, as Better Place is offering the consumers a more flexible solution to 

the range problem, in contrast to the concept of ChoosEV, it is believed that the consumers 

are likely to choose Better Place. The reason for this is that the consumers might feel less 

uncertainty regarding Better Place‟s product as this gives them more flexibility. Thereby, if 

Better Place is doing a good job in limiting the potential flaws of its concept, the company has 

the possibility to further reduce some of the uncertainty which exist on the market. 

Nonetheless, ChoosEV is going to launch its TestEnElbil project in various places around the 

country in collaboration with several companies and municipalities. Hence, different families 

will be able to make use of the TestEnElbil project on a three month stretch to see if the 

electric vehicle fulfills the family‟s needs. Currently, Renault and Better Place have no 

intentions for introducing this type of customer trials (Thomsen 2010) even though it is 

believed that conducting such trials can limit the uncertainty which is associated with electric 

cars. Thus, having a project such as TestEnElbil might increase ChoosEV‟s potential for 

success. 

 

In regards to buyer choice under uncertainty, the limited degree of BYD‟s brand recognition 

in the eyes of the Danish consumers will present disadvantages for the company (Tian 2010). 

It is possible that the disadvantages will be further exacerbated as BYD will be entering the 

market as a late-mover. In addition, BYD might suffer from the country-of-origin effect when 

entering the Danish market as the made in China association will leave the company‟s 

products in an unfavorable position compared to Better Place‟s and ChoosEV‟s. This is due to 
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 In this thesis the term uncertainty was used when it was not feasible to determine a current or future outcome. 
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that even though the quality of the cars coming from China has improved, these still have a 

lower quality standard than other international cars. Furthermore, the overall perception of the 

Chinese manufacturing culture and its products are also likely to affect negatively on the 

impression of BYD‟s products (Lubo 2007 and PC/Ritzau 2007). Finally, the planned 

infrastructure and setup of BYD‟s fast-charge stations in Denmark is rather complex due to 

the limitations of the electric grid and further these stations might also seem more dangerous 

in the minds of potential customers (Larsen 2010 and Olsen 2010). This is based on that the 

fast-charge stations will require substations
15

, as well as very large cables for the transfer of 

electricity to the electric car, and as the stations cannot be operated by the customers (Larsen 

2010). 

 

In the long-run it must be considered valuable for Better Place to have entered the market as a 

first-mover when examining buyer choice under uncertainty. Nonetheless, ChoosEV is to a 

great extent in the same position and thus the VRIO framework does not ensure competitive 

advantage for Better Place within this area. 

 

11.4 First-Mover Disadvantages 

Even though Better Place in some areas benefits from being first on the market, when 

compared to ChoosEV and BYD, this does not necessarily have the effect that the company 

will be able to achieve first-mover advantage. This is in large part based on the drawbacks 

and disadvantages associated with being first on the market and these should be seen as the 

advantages late-movers might enjoy when entering the market. 

 

11.4.1 Free-Rider Effects
16

 

New Technology & Customer Uncertainty 

When a new type of technology is introduced to a market there is often a hesitation from the 

consumers before trying the product and this can also be seen on a traditional product 

diffusion curve. Once Better Place has built the infrastructure, as well as having convinced the 

consumers that its technology works, its competitors can take advantage of the company‟s 

customer education as they will not have to spend as much time and money on this. However, 
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 A substation is where the electricity is transformed so it can be distributed by a low voltage network. 
16

 Normally, the term free-rider effects is related to national economics as it refers to situations such as when a 

Danish citizen watches television without paying a subscription fee to the government; license. Free-rider effect 

in this thesis refers to the way second- and late-movers can benefit from factors such as work, research, and 

buyer education which the first-mover has carried out on the market. 
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as ChoosEV is entering the market almost at the same time as Better Place, the company 

cannot benefit to the same extent as BYD. This is due to that ChoosEV still has to invest time 

and resources in order to convince the consumers that its concept and electric vehicles in 

general can fulfill their needs. The problem BYD will face when entering the market is that its 

concept, to some extent, differs from the concept of Better Place. Hence, BYD cannot free-

ride 100 percent on Better Place‟s investments though it can still take advantage of the buyer 

education which has been undertaken by Better Place, ChoosEV, and other companies already 

present on the market. 

 

After a couple of years, some of the mental barriers held by consumers are likely to have 

disappeared as buyer education along with positive electric car experiences have taught the 

consumers that the electric vehicle is a real alternative to the conventional car. Thereby, late-

movers such as BYD will not be perceived with the same skepticism as the first- and second-

movers. Thus, late-movers will, in regard to consumer uncertainty, have an easier time when 

entering the market. Nonetheless, BYD will still have to use resources on convincing the 

Danish consumers that its cars are safe to drive and perform to the same standard as other 

electric vehicles as well as that its fast-charge stations are as efficient as Better Place‟s battery 

switch stations. 

 

Looking into the infrastructure, Better Place expects to invest DKK 1.1 billion in building 

battery switch stations along the Danish highway system (Henriksen 2010) whereas ChoosEV 

has no intention of building any type of infrastructure (Altmann 2010). If ChoosEV should 

decide to change its strategy in order to provide a service similar to that of Better Place, the 

company might still have the option of entering into an agreement with Better Place. This way 

ChoosEV‟s customers would have the choice to utilize the service of the battery switch 

stations. ChoosEV can thus avoid the large investment costs of developing an infrastructure 

and thereby free-ride on Better Place‟s investments. If the battery switch stations become a 

success, companies such as BYD can draw on Better Place‟s experiences in terms of where to 

place the stations and to what degree these are necessary. 

 

Imitation 

It is argued that innovation is often more costly than imitation if merely looking at the costs 

incurred in the process (Lieberman & Montgomery 1988). Nonetheless, if a product or service 
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becomes a great success, such as Microsoft‟s operating system, the initial costs incurred are 

minute in contrast to the revenue gained in the long-run. Looking at the intelligent charge 

systems, which Better Place is creating, the software used to create these can be patented. 

However, the competitors can still imitate the original idea and essentially develop their own 

intelligent systems at a reduced cost. If a competitor enters the market with the exact same 

concept as Better Place, this company will be able to free-ride on Better Place‟s investments 

and experiences. As the market is in its infant stage, the competition on the market is still 

limited. Nevertheless, it is likely that competition will emerge as the market grows and as the 

industry is found profitable. Hence, it is expected that Better Place‟s concept will be imitated 

in the future by competitors that can free-ride on the company‟s investments in technology. 

 

As was assumed earlier, the free-rider effects would only to a limited extent affect Better 

Place. From the arguments above, this is found to be true as the second- and late-movers 

cannot directly free-ride on Better Place‟s investments in relation to the battery switch 

stations. Although this is the case, there still exist areas in which second- and last-movers will 

benefit in contrast to Better Place. However, as this is only to a limited extent it is believed 

that second- and late-movers cannot achieve a strong advantage when merely looking at the 

free-rider effects. 

 

11.4.2 Resolution of Technological and Market Uncertainty 

Hesitation 

One of the reasons which cause the consumers to hesitate before buying a new product is the 

fear that they will end up suffering a financial loss. However, as the product proves safe to 

use this fear slowly disappears (Allred et Al. 2006). At the moment, most consumers do not 

know very much about the electric car and its attributes and this might create difficulties for 

Better Place in the beginning when the company tries to attract the consumers to buy an 

electric vehicle instead of a conventional car. Currently, only five percent of the consumers 

expect that they will have an electric car by 2015 (Møller 2010). This suggests that the 

general consumer is not ready to adopt the electric vehicle. A reason for this is that the 

consumers are not certain that the electric car will fulfill their needs (Larsen 2010 and 

Miljøministeriet 2005). 
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At the moment, a lot of insecurity exists on the market in terms of if the consumers are ready 

to buy electric vehicles as well as how the end result of the different standards will look like. 

According to Better Place, this is of course a problem as it might be that the company‟s 

products do not match the future standards and thereby it would have invested a significant 

amount of money in something which might not reach its full potential in the future. 

However, as Linderberg (2010a) says, “…what should we do? Should we do this [nothing] 

and wait three four five eight years until a standard is decided upon? ... You can be first-

mover and then you can be first-prover…”
17

 and Better Place does not want to wait around 

until the standards have been cleared. The company wants to conduct business now and 

accepts that it might have to change its products later on in order to adapt to the standards. 

Hence, Better Place is ready to change its products if it turns out to be necessary and that is 

also one of the reasons for why the company is designing and developing products that are 

flexible as this will make it easier to adapt later on (Linderberg 2010a). 

 

Minimizing Risks 

Investing in a market that has not been cleared in terms of standards poses a high degree of 

risk as the company can end up investing money in products which will not survive in the 

long-run. Nevertheless, if the first-mover is able to affect the future standards the market 

becomes more attractive (Lieberman & Montgomery 1988). As mentioned earlier, Better 

Place is often represented when the standards of the market are discussed (Trafikstyrelsen 

2010a and 2010b). Thus, the company might be able to influence how the market evolves and 

in what way the standards will be shaped. When comparing the risk of Better Place with that 

of ChoosEV, the risk of ChoosEV is not nearly as great. This is due to that ChoosEV is not 

building an infrastructure like Better Place‟s and thus the company‟s investments are not as 

large as the amount Better Place is investing in its battery switch stations. However, ChoosEV 

has also invested in charge spots which might need to be adapted when the standards have 

been decided upon. Though this is the case, ChoosEV already has different models of charge 

plugs and thus the company might only need to make small adjustments to comply with future 

standards. Nonetheless, the company is not part of the standard committee and even though it 

participates in the political discussions about electric vehicles (Trafikstyrelsen 2010a and 

2010b) it cannot ensure that the standards will fall out to its advantage. Compared to both 
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 ”Hvad skal vi gøre? Skal vi gøre den her [ingenting] og sige nu venter vi en tre fire fem otte år indtil der 

kommer en standard… Man kan være first-mover og så kan man være first-prover.” (Linderberg 2010, minutes 

01:09:50 – 01:11:45). 
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Better Place and ChoosEV, BYD is not taking any risk on the Danish market as the company 

so far has not been ready to enter. Hence, depending on when BYD enters the market the 

company might gain advantage through resolution of technological uncertainty. This is based 

on that it will be easier for BYD, as a late-mover, to take the right decisions and make sure 

that it follows the industry standards. 

 

Earlier in the thesis (Page 42) it was assumed that Better Place would be disadvantaged by the 

consumers‟ unwillingness to replace their cars with electric vehicles. This assumption holds 

true for Better Place as only five percent of the consumers expect to have an electric vehicle 

in 2015. According to Allred et al. (2006), it generally takes time for new products to gain the 

consumers trust and convert them into buyers. At the moment, the resolution of technology 

has not been resolved and it is therefore difficult to say to what extent Better Place will be 

affected by changes in technology. However, the company is trying to influence and be part 

of the authority that takes the decisions regarding the standards and thus Better Place might 

not be affected by this in the long-run. 

 

11.4.3 Shifts in Technology or Customer Needs 

Battery Switch Stations 

At the moment, the electric vehicle industry is taking its first steps in the development of the 

market. Thus, the framework of the market is developing in a slow pace as the standards have 

not been finalized and this makes it hard for Better Place to ensure that the decisions which 

the company takes are correct. This should especially be viewed in relation to Better Place‟s 

huge investments in its battery switch stations. According to Better Place, these stations are 

necessary in order to create the flexibility needed and demanded by the consumers. If Better 

Place does not invest in the battery switch stations and give the consumers an infrastructure 

which can satisfy their needs and demands in terms of driving range the electric vehicle 

market will, according to the company, not develop in the near future (Linderberg 2010a). At 

this point in time, Better Place has teamed up with Renault which has agreed to produce 

electric vehicles with a battery that can be switched. If Better Place is not able to reach 

agreements with other auto manufacturers than Renault, in terms of producing electric 

vehicles with switchable batteries, then the company‟s battery switch stations will be a sunk-

cost. This is based on that if the future electric vehicles do not have switchable batteries, 

Better Place‟s battery switch stations will be worthless, for the company and the consumers, 
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as the technology of the cars will not support the system used in these stations. The 

investments and the costs of the battery switch stations will be discussed even further later on 

in the thesis. 

 

At the moment, it is not possible to determine if the future electric vehicles will have an 

integrated or a switchable battery and it is not everyone who agrees with Better Place‟s vision 

in terms of the need for battery switch stations (Horstmann 2010 and Altmann 2010). One of 

the reasons for why battery switch stations might not become the standard used in the future is 

that the consumers, according to Horstmann (2010), most of the time will charge their cars at 

home. This argument is also supported by a report, made by Trafikstyrelsen (2010c), which 

has looked into the driving patterns of the consumers. In this report it has been concluded that 

when the battery has a range of 80 kilometers, home charging would be sufficient for 87 

percent of the consumers. Further, when the driving range of the battery is increased to 200 

kilometers 98 percent of the consumers would not be in need of charging the cars outside the 

home (Trafikstyrelsen 2010c). Should the electric vehicle manufacturers decide to develop 

and produce the future electric vehicles based on the driving patterns of the consumers the 

probability of having integrated batteries in the future electric cars will be quite high. This is 

based on that if the battery should be switchable, then the car manufacturers need to cooperate 

with Better Place during the development process in order to ensure that their vehicles can be 

serviced by Better Place‟s battery switch stations. The collaboration with Better Place can be 

a costly affair in terms of both time and money for the car manufacturers. Thus, if the auto 

manufacturers can produce electric vehicles with integrated batteries, which can fulfill the 

consumers‟ needs in terms of driving range, there will not be any motivation for entering into 

cooperation with Better Place. Even though Renault already cooperates with Better Place, the 

company does not intend to produce all its future electric vehicles with a switchable battery 

(Thomsen 2010). 

 

Batteries 

The current development of the car batteries also supports the argument that the battery 

switch stations might be an unnecessary investment. At the moment, an electric vehicle can 

drive around 160 kilometers on a full battery (Altmann 2010 and Thomsen 2010). However, it 

is expected that the range of the batteries will increase due to better utilization of the battery 

in terms of efficiency as well as a better regeneration when using the brakes. As in the laptop 
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industry, also the players operating in the electric vehicle and the battery industries continue 

to improve the range and the efficiency of the batteries in order to please the consumers for 

whom the range of the battery is one of the most important criteria when deciding to buy an 

electric vehicle (Larsen 2010, Horstmann 2010, and Miljøministeriet 2005). Currently, the 

batteries for the electric vehicles are very expensive, however, as the production increases the 

price is expected to decrease (Larsen 2010). Already now, it can be seen that the range of the 

batteries is improving as several companies have shown that it is possible to deliver a battery 

with a higher range than 200 kilometers (Simonsen 2010 and Tornsberg 2009). If this 

development continues, the range of the batteries will also be an element for why the battery 

switch stations will become unnecessary. Hence, building battery switch stations before the 

market has been standardized and before a dominant model has emerged seems to be a 

disadvantage for Better Place. This is in large part based on that the technology of the future 

electric vehicles will probably not be compatible with Better Place‟s battery switch stations as 

the cars might have an integrated battery. Further, as the range and the effectiveness of the 

batteries increase, this might also have the effect that the battery switch stations will become 

unnecessary. 

 

It is not only in areas such as the integrated battery and the range of the battery that due to 

changes in technology affects Better Place negatively. In the first-mover advantage theory, 

Lieberman and Montgomery (1988) state that new technology often develops while the old 

technology is still growing. The electric vehicle market has just started to grow and already 

new technologies have begun to emerge on the market. Especially one other type of green car 

has been able to catch the interest of experts within the industry (Trafikstyrelsen 2010c). The 

development of the plug-in hybrid is starting to take off and if this car becomes a success it 

can end up having a negative effect on Better Place‟s concept. This is due to that the 

company‟s battery switch stations will be more or less useless for the consumers who own a 

plug-in hybrid. According to a report conducted by Trafikstyrelsen (2010c), the plug-in 

hybrid will enter the market a couple of years later than the electric car. However, when the 

plug-in hybrid finally reaches the market it is expected that this is the car that will pave the 

way for the electric vehicle in the long-run. If this holds true, the plug-in hybrid will enter the 

market after Better Place has invested in its battery switch stations and charge spots. Thus, at 

that point in time the company‟s investments might either have been unutilized for a few 

years or maybe even have become outdated. 
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Looking into how the above mentioned developments and changes on the market are affecting 

ChoosEV, it can be seen that the company is not affected to the same extent as Better Place. 

According to theory (Markides & Geroski 2005), this should be due to that ChoosEV is a 

second-mover on the market and thus has had the chance to adapt to these changes before 

entering the market. However, this is not the reason in this case as ChoosEV entered the 

market right after Better Place. Hence, the company experiences the same changes in 

technology as Better Place. The reason for why ChoosEV is not disadvantaged by the before 

mentioned changes, to the same extent as Better Place, is that the concept of the company 

differs from that of Better Place. Thus, while Better Place‟s investments in infrastructure 

might become unnecessary or even obsolete, ChoosEV is only affected in the way that the 

company has to buy new cars in order to adapt to the technological changes. Therefore, the 

investments which ChoosEV has to make in order to adjust to these changes are relatively 

small and do not pose a direct threat to the concept of the company. If BYD had entered the 

market at the same time as Better Place and ChoosEV, the company would also have been 

affected to the same degree as Better Place, as BYD is expected to place large investments in 

the infrastructure when building fast-charge stations. However, as BYD will enter the market 

as a late-mover, this will allow the company to adjust to the changes occurring in the 

technological area of the market and thus it can avoid building an expensive infrastructure 

which might be redundant. 

 

11.4.4 Incumbent Inertia 

The penetration of the electric vehicles on the market will be initialized by the plug-in hybrids 

(Trafikstyrelsen 2010c) as these are expected to become the stepping stone which consumers 

will use before buying electric vehicles. If this becomes the case, BYD can potentially benefit 

from its existing product portfolio as it includes a hybrid car and the company can therefore 

easier adapt to such possible market demands. However, it should be noted that the main 

success of BYD will be founded on the general acceptance of the electric car and therefore the 

company is also dependent on the consumers‟ acceptance of these vehicles. The advantage 

that BYD faces is that the timing of its entrance provides the company with the possibility of 

monitoring and potentially adapt to the development of the market. 
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Better Place is locked into a certain amount of fixed assets as the company is committed to its 

concept of battery switch stations. The more stations Better Place builds the more fixed assets 

the company is going to accumulate. In 2012, it is expected that Better Place will have built 

30 battery switch stations (Linderberg 2010a). When Better Place has built these stations it 

will be difficult to abandon the concept even though the market might discard it. This will in 

large part be based on the inertia that Better Place has built up and as the company would 

have to write-off the battery switch stations as a sunk cost. A company that faces large sunk 

costs may in some cases want to utilize its investments beyond a point where it is 

economically feasible such that it can earn money rather than transform the company in the 

right direction (Lieberman & Montgomery 1988). An example of this is the production of cars 

on the American market. When examining the American car manufacturers, these are still 

mainly producing large and heavy vehicles that use a lot of gasoline. Hence, these companies 

have not adapted to the global market trends in terms of producing vehicles that are more fuel 

efficient and reduce CO2 emissions. At the moment, the three largest auto manufacturers in 

the United States are receiving financial support from the government in order to avoid 

bankruptcy. If these companies do not adjust to the global market trends they will end up 

losing more than their competitiveness (Amadeo 2009). In terms of Better Place, the company 

holds an investment of such a significant amount (DKK 1.1 billion) that there is a chance that 

it will be blinded for other more feasible business opportunities. If this is the case, Better 

Place will stay loyal to the company‟s investments and therefore not be willing to cannibalize 

on its business model. This scenario has the potential to occur if plug-in hybrids emerge as the 

winner of the market within the next decade. As ChoosEV is not investing in the 

infrastructure, the company will not face the same kind of inertia as Better Place. To some 

extent BYD is in the same situation as Better Place as the company plans to build fast-charge 

stations. However, BYD can take advantage of being a late-mover as this will enable the 

company to see if Better Place‟s battery switch stations will become a success on the market 

or whether they are unnecessary. Thus, BYD can adjust the scale of its investment to suit the 

demand of the market. 

 

Better Place‟s international scale and management team have been part of the company‟s 

strengths when acquiring capital and resources (Thomsen 2010). However, in large 

corporations, organizational inflexibility may arise due to complexity in the company 

structure and information flow. Thus, it can be debated how quickly Better Place can adapt to 
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changes in the market if decisions have to go through the company‟s Headquarter in the 

United States. Whether this issue will be of vital importance for Better Place is too soon to 

say as the company is still in its development stage. Nonetheless, it is expected that 

organizational inflexibility in the long-run will affect the company negatively. As ChoosEV is 

only present on the Danish market, the company does not have the same level of 

organizational complexity and thereby it might hold a slight advantage over Better Place if in 

need of implementing fast decisions. Of the three companies BYD is the largest and it is 

therefore anticipated that this company will face organizational inflexibility to a larger extent 

than Better Place and ChoosEV. 

  



Cand.merc. in International Marketing & Management 

Master Thesis                                                                                   Andreas Nørkjær & Maria H. Olesen 

99 

 

12.0 Discussion 

Jens Moberg 

From the analysis, it was seen that the resource Better Place possesses in term of Jens Moberg 

can create advantage for the company as he is considered valuable, rare, inimitable, and 

organizational. However, in late August 2010 Jens Moberg decided to leave the position as 

CEO of Better Place with immediate effect. This organizational change is likely to create 

turbulence internally as well as in the company‟s macro environment. One result of Moberg‟s 

exit is already apparent internally as Sara Helweg-Larsen, who also worked with Moberg at 

Microsoft, has decided to leave the company. With the exit of Moberg and Helweg-Larsen, 

Better Place needs to fill a large gap in the company‟s management team. According to 

Bendtsen and Springborg (2010), Moberg‟s departure was mainly based on strategic 

disagreements with Better Place‟s founder. One disagreement should be related to that 

Moberg did not agree with Agassi‟s strategy of implementing a universal concept as the one 

used by McDonalds as this would mean that the concept would be implemented with the 

exact same structure in all countries. According to Moberg, Better Place needed to take the 

structures of the countries into account in order for the company‟s concept to succeed on the 

different markets (Bendtsen & Springborg 2010). 

 

When a CEO leaves a company, prior to its first concept launch, there will be speculations 

regarding the reasons behind the departure and this might cast doubt on the feasibility of the 

entire project. Even though there is a year until Better Place is ready to launch its concept in 

Denmark, the image of the company has been weakened by the departure of Moberg. With 

Moberg‟s exit the CFO Morten Leth has been appointed as the new CEO until a suitable 

replacement has been found. When an uncertainty such as who should run the daily 

operations arises, it is expected that this will make it more difficult for Better Place to attract 

capital and partners to fund its project. However, only a few days after Moberg‟s departure 

DONG Energy announced that the company was ready to provide Better Place with an 

extensive credit amounting to DKK 370 million in terms of technical services (Marfelt 2010). 

The fact that DONG Energy, just after Moberg‟s exit, decides to publicize that it is ready to 

provide Better Place with extended support in term of credit suggest that the company wants 

to convince the public that Better Place is still a good investment. Hence, it is expected that 

this announcement is a direct result from DONG Energy in order to remove the attention from 

Moberg‟s exit. Whether the public is going to reject Better Place as a possible investment in 
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the future, due to Moberg‟s exit, is too soon to tell but at the moment the company is facing 

hard criticism from the media (Bendtsen & Springborg 2010). Nonetheless, the consumers‟ 

skepticism towards electric vehicles is a factor that does not go well together with the media‟s 

criticism of Better Place as this combination might create even more doubt regarding the 

company‟s concept. 

 

Cooperating Agreements 

It is believed that in order for Better Place to become a success, the company needs to 

establish cooperating agreements with different vehicle manufacturers in order to ensure that 

the electric cars can be serviced by its battery switch stations. One year prior to Better Place‟s 

launch in the fall 2011, agreements to deliver vehicles for the Danish market have only been 

established with one vehicle manufacturer; Renault. As Better Place has invested large 

amounts of money in its battery switch stations, it will be imperative for the company to 

convince automobile manufacturers to build electric vehicles which have a switchable battery 

such that these cars can utilize the company‟s stations. If the car manufacturers start to 

introduce electric vehicles with stationary batteries, a large part of Better Place‟s concept will 

fall to the ground since the vehicle batteries cannot be switched. According to Better Place, 

the company is currently negotiating with several of the large car manufacturers in order to 

reach collaborating agreements (Linderberg 2010a). Nonetheless, there is nothing which 

indicates that the electric vehicles, which will be introduced in 2011 and 2012 by other car 

manufacturers than Renault, will have a switchable battery (Thomsen 2010 and 

Trafikstyrelsen 2010c). Even though Better Place has an agreement with Renault, it is only 

two out of three of this company‟s electric vehicles which will have a switchable battery 

(Thomsen 2010). Thus, the fact that Renault has decided not to produce all its electric 

vehicles with a switchable battery only enforces the indications that Better Place‟s battery 

switch stations will not be used to a great extent in the long-run. 

 

In Denmark, around 140,000 cars are sold every year and if seven percent of these were 

electric vehicles this would give an estimated sale of around 10,000 electric vehicles per year. 

According to Moberg (2010), it should not be a problem for the market to sell 10,000 electric 

vehicles per year depending on how the market takes off. As five percent of the consumers 

expect to own an electric vehicle by 2015 (Appendix 1 p. 127-129), a sale of 10,000 electric 

vehicles per year is not impossible (Springborg 2010). It is expected that around five car 
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manufacturers will enter the market with one or more electric vehicles in 2011 (Thomsen 

2010 and Trafikstyrelsen 2010c). Assuming that these car manufacturers will all acquire an 

equal market share Renault will sell 2,000 electric vehicles per year if the total sale is 10,000. 

As it stands now, this will result in that Better Place‟s switching stations will be serving a 

maximum of 8,000 cars by 2015 and that is not a very significant number when comparing to 

the expected total sale of 40,000 electric vehicles. Further, if looking into Renault‟s market 

share for the conventional cars sold in Denmark, the company only holds 3.9 percent of the 

market whereas a company like Toyota has a market share of 9.3 percent (Thomsen 2010). 

Thus, being realistic about Renault‟s sale of electric vehicles, the company might obtain a 

smaller market share than some of its competitors if taking the conventional car market as an 

indicator for the sale of electric vehicles. Hence, the number of 8,000 might be an estimate 

that is somewhat higher than the actual number of electric vehicles sold by Renault within the 

next four years. As a battery switch station costs between DKK 7.5 and 11.3 million 

(Henriksen 2010), the process of building 30 stations within the next two years will cost 

Better Place between DKK 225 and 339 million. Furthermore, additional costs will be 

incurred as the company needs to ensure that its stations hold enough batteries to supply the 

customers‟ cars. According to Linderberg (2010a), each station will need around 12 batteries 

and with a cost of around DKK 75,000 per battery Better Place will face an additional cost of 

DKK 27 million (Springborg 2009b). In addition to these are the costs of the public charge 

spots, which are placed throughout the country, and the charge spots installed at the 

customers‟ home. Altogether Better Place expects that the infrastructure will cost around 

DKK 1.1 billion (Henriksen 2010). Should the majority of the vehicle manufacturers decide 

to construct their electric cars with a permanent battery, this will pose a serious problem for 

Better Place as the initial revenue gained from consumers with an electric car from Renault 

cannot cover the costs of the company‟s stations. Thus, in the long-run the company might 

have to write off the battery switch stations as a sunk cost. If this will be the case, Better Place 

will incur a loss of minimum DKK 252 million and as high as DKK 1.1 billion which is 

problematic as this is a significant amount of money to lose for a young company. 

 

First-Mover Advantage 

Some might discard Better Place as a winner on the market in the long-run and maybe even in 

the short-run when examining the factors mentioned above and the outcome of the first-mover 

analysis. This is also supported by theory as the fast-second theory states that it is often the 
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big established companies which end up enjoying the first-mover advantages. Even though it 

seems that Better Place will not be able to obtain first-mover advantage, due to the reasons 

presented above and in the analysis, the researchers do not completely agree with this 

scenario. The argumentation for this is based on several factors which can work in Better 

Place‟s favor in the long-run. First of all, though Better Place is considered a relatively young 

company it has already been able to grow into an international corporation with operations in 

several countries all over the world. Hence, the company has shown that it is capable of 

generating the needed capital for large investments in R&D, organizational growth, and plant 

& equipment. Furthermore, if Better Place should be in need of supplementary capital, the 

company expects that current or new investors will announce their arrival (Linderberg 2010a). 

Thus, Better Place might not be the typical company for scaling up the market and in addition 

it might not be the company that wins the battle of the dominant model, nonetheless, it is 

expected that Better Place has the needed capital to stay in business until the market has 

become commercial. 

 

Another factor that has been investigated in the analysis, and which in the long-run can help 

Better Place gain first-mover advantage, is that the company has established close 

collaborating agreements with DONG Energy and Renault. These two companies have both 

been established on the Danish market for many years and they are also well established on 

markets outside of Denmark. This indicates that both companies have a lot of experience and 

market knowledge and furthermore it also signifies that they have a solid foundation in terms 

of capital and other resources. Hence, as DONG Energy and Renault can be characterized as 

well established, big, and mature companies (Markides & Geroski 2005), these should 

possess knowledge of how to scale up a market and make it commercial. This type of 

knowledge is very beneficial for Better Place as both companies will take part in scaling up 

the market. DONG Energy will be able to contribute to the commercialization of the market 

with knowledge, resources, and the relationship which the company has established with the 

Danish consumers. Renault will take on a larger part in scaling up the market as the company 

is providing the necessary resources and market knowledge in addition to providing the 

electric cars which can help Better Place penetrate the market and gain a solid customer base. 

With the support of these two consolidators, Better Place has a good chance of staying on the 

market and be part of the commercialization process. 
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Besides from the above, Better Place is part of the discussions regarding future standards. At 

the moment, it is not possible to determine how the dominant models will look like. However, 

there is a chance that Better Place and DONG Energy have been able to affect the other 

members of Danish Standards to such an extent that the dominant model for the different 

products (charge spots, vehicles, and batteries) will be similar to the package created by 

Better Place. If Better Place wins the battle of the dominant models, this might ensure that the 

future electric vehicles will have switchable batteries that can be switched on the company‟s 

battery switch stations. This scenario would result in that Better Place‟s investments in plant 

and equipment would become very important for the future of the market. However, if Better 

Place does not succeed in affecting the dominant models, the company will have to adapt its 

business concept in order to survive on the market. Though it might be difficult for Better 

Place to survive on the market if the dominant models do not fit with the company‟s products, 

Better Place knows that this is part of the game. According to Linderberg (2010a), the 

company is prepared to change and adapt its concept if necessary. Thus, Better Place has 

made sure that it can adapt to future standards if needed and with DONG Energy and Renault 

as partners, the company has a good possibility to find solutions to the complications which 

might arise in the future. 

 

Lastly, though equally important, the macro environment is positive towards the use of 

electric vehicles (Appendix 1 p. 123-133) and this has the effect that Better Place and its 

competitors might have an easier start when going into the market. The trends in the macro 

environment and especially the consumers‟ perception of electric vehicles will be essential for 

Better Place‟s future development. According to Møller (2010), five percent of the Danish 

population expects to buy an electric vehicle within the next three years and 44 percent 

expects that they will acquire one within the next four to 15 years. Thus, it seems that the 

consumers are ready to adopt the electric cars but are they also ready to tear down the 

uncertainty in relation to the driving range? As seen in the analysis (Page 94), the driving 

range of the new electric vehicles is able to cover the needs of 87 percent of the Danish 

consumers driving patterns and thereby the driving patterns of the consumers do not need to 

be changed. However, before the consumers start to find the electric vehicles a realistic 

alternative to the conventional car the mental barrier of normally being able to drive unlimited 

has to change. Right now Better Place is the only company, in collaboration with Renault, 

which addresses this mental barrier and even though the battery switch stations might be 
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unnecessary, these can be exactly what the consumers need in order to feel secure about the 

electric vehicle and its driving range. Thereby, Better Place might be able to take advantage of 

being the company that tries to overcome the driving range barrier as this behavior can gain 

the trust of the consumers which then creates a long lasting relationship. 

 

The Resource-Based View 

In terms of the RBV, the resources Better Place possesses have been analyzed on an 

individual basis. When looking at Better Place‟s resources in this way, it might not seem that 

the company holds a significant number of resources which can help create competitive 

advantage. This is based on that Better Place does not possess resources in the areas of 

Technological Leadership and Switching Costs that according to VRIO creates competitive 

advantage. Only in the area of Preemption of Scarce Assets is Better Place seen to hold 

resources that can help the company obtain competitive advantage on the market. A reason for 

why the majority of Better Place‟s resources cannot create competitive advantage is that it is a 

young company. Thus, it can be argued that Better Place has not had time to build up the 

necessary resources required to help the company to obtain competitive advantage. At the 

moment, Better Place may not hold resources that individually can create competitive 

advantage. Nonetheless, it is important to state that the company‟s resources may be able to 

create competitive advantage when combined. This is based on that Better Place holds a large 

number of resources that are valuable and to some extent rare. Hence, if these resources are 

combined in the correct way, the company may in the future be able to create competitive 

advantage. 
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13.0 Conclusion 

The thesis has investigated if Better Place will be able to build a strong competitive position 

on the Danish market. In order to answer the research question the thesis needed to determine 

to what extent Better Place will obtain first-mover advantage by being the first player on the 

market as well as if the company has the possibility to obtain competitive advantage 

according to the resource-based view. 

 

After having examined the first part-question it has been established that Better Place will 

only gain first-mover advantage to a limited extent when compared to ChoosEV and BYD. 

This has been determined as Better Place does not benefit from being first on the market in 

the areas of Technological Leadership and Preemption of Scarce Assets. However, Better 

Place is believed to be able to obtain first-mover advantage within Switching Costs, though 

this is not thought to outweigh that the other areas do not provide the company with any direct 

advantages. Furthermore, Better Place will not be able to completely eliminate the 

disadvantages that are connected to being a first-mover. 

 

Looking into the second part-question Better Place does not possess resources in the areas of 

Technological Leadership and Switching Costs that from a VRIO perspective can create 

competitive advantage. Only in the area of Preemption of Scarce Assets was the company 

seen to hold resources that can help it obtain competitive advantage on the market. 

Nonetheless, Better Place possesses a large number of resources that are valuable and to some 

extent rare and it is believed that these resources may be able to create competitive advantage 

in the future if they are combined in the correct way. However, Better Place has so far not 

been able to organize the company‟s resources in ways that create competitive advantage. 

 

When looking at the outcome from the two part-questions which have been investigated in the 

thesis, it can be concluded that Better Place only to a small extent will be able to build a 

strong competitive position on the Danish market. Thereby, the company is not thought to be 

positioned in a better place in contrast to its competitors. 

 

Better Place is facing an upcoming period which will be extremely important for the 

company‟s future success on the Danish market as it will launch its business concept in fall 

2011. However, the timing to introduce electric vehicles has never been better as strong 
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support from the government is in place. Though this is the case, Better Place will face an 

immense challenge in getting the consumers to switch from their conventional cars to electric 

vehicles. Further, Better Place has only managed to establish one partnership with an 

automobile manufacturer and this is a strong cause of concern as the company‟s launch is 

under a year away. The concern is related to that Better Place‟s success is strongly associated 

with partnering with other car manufacturers in order to produce electric vehicles with 

switchable batteries such that these vehicles will be able to use the company‟s infrastructure. 

If Better Place is not able to establish partnerships with other car manufacturers than Renault 

the company will have invested money into a concept and an infrastructure which will not be 

used in the future. 

 

Many questions related to the structure of the market and the future standards remain to be 

answered and this leaves Better Place in a situation where great uncertainty exists. However, 

this also provides the company with a unique opportunity to make the world a better place. 
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15.0 Appendix 

 

15.1 Appendix 1 – PESTEL Analysis 

The PESTEL analysis investigated the changes in the Danish macro environment that might 

affect Better Place. The reason for examining the macro environment was that these changes 

can have an impact on to what extent Better Place will be benefitting from being a first-mover 

on the market. 

 

The external environment is tremendously complex and dynamic (Porter 2000) and thus 

significant changes can occur extremely quickly. Hence, it is important for companies to be 

aware of their macro environment in order to ensure that they are ready to react and cope with 

the changes that occur. A tool which can be used to examine a company‟s macro environment 

is PESTEL (Oxford University Press 2007). PESTEL is an audit of the changes seen in the 

external environment and the tool can thus be used to guide and influence a company‟s 

strategy. Thereby, if the company is able to see and foresee changes in its environment, as 

well as being able to evaluate these, the firm will be better positioned than its competitors 

(CIPD 2008). 

 

In order for a company to be able to make important decisions and plan for future events, it is 

essential to understand the meso- and macro-economic environments in which it operates 

(CIPD 2008). The meso-economic environment is where the company has limited influence, 

whereas the firm has no direct control in the macro-economic environment. By understanding 

these environments it is possible for the company to take advantage and maximize 

opportunities and limit external treats that arise (CIPD 2008). Further, PESTEL is a useful 

tool for understanding the risks connected with market growth or decline. The reason for this 

is that when knowing which factors that are changing in the macro-environment, the company 

can make the strategic decisions which will protect it against the identified risks. Changes 

occurring in the macro-environment could be demographic changes, new laws, tax changes, 

and government policy changes (Oxford University Press 2007). 

 

The PESTEL analysis is divided into six categories in order to separate and clarify how the 

business environment is portrayed: 
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 Political 

 Economic 

 Social 

 Technological 

 Environmental 

 Legal 

 

In order to streamline the analysis and only focus on changes which can have an effect on 

Better Place, some of the changes occurring in the company‟s environment will be left out of 

PESTEL. This is due to that the researchers want to provide the reader with information 

which only pertains to the market and the company at hand. 

 

15.1.1 Political 

In contrast to other parts of the world, two of the cornerstones in the Danish society are that 

the government is viewed as being very democratic and that you have freedom of speech. 

Further, Denmark should be seen as an open market with freedom for firms to run their day-

to-day businesses without governmental intervention. 

 

At the moment, governments around the world are showing their support for renewable 

energy and green initiatives. In Denmark there is strong political will for the country to be 

seen as the leading nation within green initiatives and sustainable energy production. This is 

reflected in several governmental initiatives such as the Energy agreement for 2008-201118, 

Green Growth 2.019, and A green transport policy20 (Klima- og Energiministeriet 2010a and 

Friis 2010). Further, the Danish government hosted the United Nations Climate Change 

Conference (COP15) in Copenhagen, Denmark, in December 2009. During this conference 

the Danish Prime Minister, Lars Lykke Rasmussen, placed strong pressure on the delegates 

from all over the world in order to reach a binding agreement for reducing CO2 emissions 

(Klima og Energiministeriet 2010b). The newest initiative related to green energy was 

presented in the new government plan in February 2010. The government had decided that in 

order to increase the use of vehicles that are non-polluting, the taxes on electric vehicles 

would be removed until 2015 (Larsen 2010 and Jankovic 2010). 

                                                           
18

 Energiaftalen for 2008-2011 
19

 Grøn Vækst 2.0 
20

 En grøn transportpolitik 
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In Denmark, and in many other European countries, it is common to subsidize farming. 

However, within recent years we have witnessed that the green energy sector in Denmark has 

also received funds from the state (Eldrup 2010). This political support, which is seen to be 

building up, makes Denmark an ideal market for green energy companies to start-up or 

expand into. For instance, the government is giving indirect support to the market, with the 

removal of taxes on electric vehicles as a way to ensure that it will increase and flourish. This 

scenario is not surprising as it is not the first time that the Danish government has helped a 

market to develop and grow strong. An example of this can be found in the history of another 

green industry, the Danish windmill sector, which today is a strong industry that continues to 

grow rapidly. Even though it is more than 30 years ago since the windmill industry evolved, 

the Danish company Vestas is still dominant on the global market as the number 1 supplier of 

windmills (Archer 2010). However, without subsidizing and the support from the Danish 

government, this sector and Vestas would probably not have been as developed as they are 

today (Karnøe 1991, p. 197-198). Nonetheless, though the government has made it easier for 

the electric vehicles to succeed, it is not favoring electric vehicles compared to other green 

transport initiatives according to Olsen (2010). At the moment, it is expected that the taxes on 

electric vehicles gradually will return after 2015 until they reach a normal level based on the 

environmental load of the cars (Friis 2010). However, it still remains to be seen if this plan 

will be implemented. 

 

As the government election has to take place before 2012, Gallop and other research agencies 

have conducted several polls which indicate a regime change and this has created political 

uncertainty (Ritzau 2010 and Hjortdal 2010). Whether or not this will have a direct affect on 

the business life throughout Denmark is hard to say, however, social democrats are prone to 

increase taxes in contrast to the current liberal administration. Even though the social 

democrats should win the election, a regime change will not single out particular businesses 

though it can have an overall impact on the business environment. For instance, a 

governmental change may result in companies having to pay slightly higher taxes. 

Nevertheless, the political parties on the left possess strong political will in terms of 

investment in green energy (Jessen 2010) which would probably benefit companies such as 

Better Place. 
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15.1.2 Economic 

Denmark was ranked 17
th

 in terms of the nominal growth domestic product per capita in 2007 

(United Nations Development Programme 2009). Thus, this indicate that the average Danish 

consumer is relatively well of and have room in the economy to spend money on luxury items 

such as electric cars. Even though the average citizen in Denmark has a good living standard, 

the country‟s economic sector has been hit hard due to the economic crisis. Prior to the end of 

2008, Denmark was the first country in Europe to experience recession in the economy with 

two consecutive periods of negative growth (Shilton 2008). The slump hit the economy as a 

whole with household spending falling 1.1 percent in the first quarter of 2008. In addition, 

government expenditure declined 1.4 percent alongside fixed investments which fell 0.6 

percent. More significantly was the reduction in car sales which fell by 4.4 percent (Shilton 

2008). Furthermore, due to the economic crisis, and as many Danes have their money tied in 

stocks, the average Danish citizen lost over DKK 101,000 in 2008 and this is equivalent to a 

drop of 35 percent in their net-income (Danmarks Statistik 2009a). As indicated above, the 

Danish consumers feel uncertain about their financial situation and have reduced their 

spending to a minimum. Hence, as a car is not an everyday purchase this product takes a 

harder punch than most other products. Had Better Place entered the market in 2008, the 

company would most likely have struggled to survive due to the low car sales. Nevertheless, 

the economic crisis is slowly starting to wear off and the consumers are beginning to spend 

money again (Kaae 2010). However, as a result of the economic crisis and the financial 

uncertainty for the future the consumers are becoming more critical when purchasing 

expensive products such as cars. Nonetheless, consumer confidence has risen significantly 

within the last couple of months (Danmarks Statistik 2010a) and this is a good sign as it 

indicates that the consumers are slowly starting to spend money again. 

 

As an effect of the economic downturn, the average Danish citizen is borrowing less from 

banks and other credit institutions than previously and in the first quarter of 2010 consumer 

credit fell 1.7 percent (Danmarks Statistik 2010b). Taking this quarter into account, the 

consumer credit has been falling for six straight quarters in a row. As banks are lending out 

less money, due to credit risks, this has had the effect that the consumers are going to have a 

harder time obtaining loans for larger purchases such as a new car. The fact that consumers 

have a harder time obtaining loans can have a negative effect on Better Place as this might 

impact on the rate of cars sold. Nonetheless, the latest numbers show that the car sales are 
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starting to recover from the crisis (Pinholt 2010) and if this positive trend continues, Better 

Place will not be affected to the same extent as was expected. 

 

Though the Danish economy is still suffering from the effects of the global economic crisis, 

the economy is slowly improving and heading in the right direction. If this positive 

development continues, Better Place will not face as many problems as had the company 

launched its concept when the recession was at its highest. 

 

15.1.3 Social 

Even though Denmark is a small country, both in terms of geographical and the population‟s 

size, large variation exists in terms of purchasing patterns of cars. In Denmark, six out of ten 

families have one or more vehicles available in the household. However, the number of cars 

per household differs depending on where the families live (Danmarks Statistik 2009b) as 

families living in the Copenhagen and Aarhus area have the least number of cars available. In 

these two areas, only three to five families out of ten have a vehicle, in contrast to Northern 

Zealand and Southern Jutland where eight out of ten families have one or more cars. Thus, as 

Better Place will be operating in all areas of Denmark, this should not be seen as a problem 

though more as a reminder to ensure that a lot of attention is placed on the areas where the 

ratio of cars is high. 

 

In 2009 1,675 million families had access to one or more cars, around 60 percent of the 

Danish population, and thereby the number of families with cars have increased with 49,600 

families since 2007 (Danmarks Statistik 2009b). Knowing the patterns and changes in the 

consumption of cars is important for companies such as Better Place, as this helps them tailor 

their marketing towards the right market segment. The geographic size of Denmark may 

influence the driving range of the population. Currently, 90 percent of the population drives 

less than 90 kilometers per day to and from work (Larsen 2010). This means that even with 

the limited range of around 160 kilometers per charge, the electric vehicle will be more than 

sufficient to cover the driving needs of the average consumer. Even though this might be the 

case, the consumers have a hard time reconciling with the idea of not being able to drive 

around 500 kilometers on a full tank21 as they are used to with cars running on gasoline or 

diesel (Miljøministeriet 2005). This mental barrier might be the hardest obstacle for Better 

                                                           
21

 The 500 kilometers on a full tank is an estimate based on kilometers per liter and the size of the tank. 
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Place to overcome. However, the development of the car batteries continues and different 

research projects have already shown that it is possible to drive more than 200 kilometers on a 

single charge though only with a speed of 40 to 60 kilometers per hour (Simonsen 2010 and 

Djursing 2008a). Nevertheless, it seems that the electric vehicles will be able to compete with 

the conventional car, as the car manufacturer Tesla in 2009 introduced an electric car on the 

market in the United States of America which could hold the same speed as a conventional 

car and still drive 482 kilometers on a single change (Hansen 2009). 

 

When producing new products such as the electric vehicle it is important to look into the 

changes in social tends as these can have an impact on the demand for certain products. In 

Denmark, as well as in many other countries, the population is aging and this can be an 

important factor for Better Place to take into account. This is due to that elder people might be 

less likely to purchase new technology products such as electric vehicles where you buy 

kilometers through a subscription. Whether this will influence the rate of penetration of Better 

Place‟s concept can be debated though it should be a subject of discussion in the company. 

According to an analysis made by Gallup, it is not only the elder consumers who Better Place 

should be concerned about. The analysis shows that nine out of ten Danes are saying no to 

electric vehicles and when asked only 5 percent of the population expects to own an electric 

car in 2015 (Møller 2010). The reason which the Danes give, for not wanting to buy an 

electric car, is that they do not trust the car battery. The main concerns are related to that the 

battery might not be durable enough and that it will not have a range which is sufficient to 

cover the driving needs of the average consumer (Springborg 2009a). 

 

When changes occur in social trends, these might also affect the labor markets and peoples‟ 

willingness to work. Currently, Denmark has a labor force of around 2.9 million (Statistics 

Denmark 2010) and in addition the country has one of the highest ratios of tertiary education22 

in the world (UNESCO 2009). Furthermore, as a result of the economic crisis a high level of 

employees, who possess a higher education, are unemployed (Pihl 2010) and they are 

therefore available for the market. This makes Denmark a good country for Better Place to 

enter as it should be easy for the company to find highly qualified employees. Being able to 

pick and choose from a strong resource pool of potential employees holds the potential to give 

Better Place a strong start on the market. Additionally, Better Place has the possibility to 
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attract employees from abroad as foreigners are able to pay substantial less tax for the first 3 

years when working in Denmark (Fogh & Schmidt 2009). This holds the possibility for Better 

Place to attract employees, from outside the Danish borders, who possess unique talent and 

are specialized within the field of electric vehicles. Hence, with the possibility to attract 

employees from abroad Better Place can ensure that its employees are the best possible for the 

job and this will improve the quality of the company as a whole. 

 

80 percent of the consumers in Denmark have a strong tendency to express positive feelings 

regarding the purchase of organic food. However, when the consumers are actually in the 

store, a large part of them will buy the non-organic food products due to the price difference 

(Ehnhuus 2010). The same can be said about green energy, as 64.4 percent of the consumers 

have a positive attitude towards being green and buying sustainable energy (Dyrskjøt 2007). 

Nevertheless, if the consumers have to pay a higher price for the electricity they might act in 

the same way as with organic food; disregarding the environmental aspect of being green and 

buying the product that has the lowest price. From this it can be derived that there is a strong 

tendency for the consumers to be price driven when it comes to the purchase of green 

products such as organic food and sustainable energy. As this is the case, it is important for 

Better Place to prove to the consumers that its concept is cheaper in the long-run compared to 

a vehicle running on gasoline or diesel. 

 

15.1.4 Technology 

The technology development evolves at a rapid pace and it is expected that this development 

will continue in the future. The clearest example of technology progress is seen in the 

computer industry where performance increases two fold while prices drop by half every 18
 

months according to Moors law23. When a sufficient amount of electric vehicles are on the 

market, it is expected that similar trends will be seen in the price and the range capacity of the 

battery for electric cars (Larsen 2010). Based on the complexity of the batteries, the entry 

barriers are high and thus there are only a small handful of companies which produce the 

battery components (Eldrup 2010). At the moment, the price of the vehicle battery is around 

DKK 75,000 (Springborg 2010b) as only a small number of players are present on the market 

                                                           
23

 In 1965 Gordon Moor, co-founder of Intel, observed how “the number of transistors per square inch on 

integrated circuits had doubled every year since the integrated circuit was invented.”From this he predicts that 

this development would continue and in the following years it was seen that data density double for every 18 

months (Webopedia n.d.). 
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and as the market is not very developed. If the electric vehicle and Better Place‟s concept 

becomes a success, more R&D will most likely follow and bring in additional battery 

producers. Furthermore, the attention given to climate change and green energy has had the 

effect that several vehicle producers have started to develop and produce electric cars as well 

as investing more in R&D within this area. 

 

Due to changes and improvements within the technological area of electric vehicles and 

batteries, Better Place‟s concept might be outdated within a short period of time. If this is to 

be the case, Better Place will have to transform its product in order to stay on the market. For 

Better Place to overcome the problem of being outdated in the long-run, it is essential for the 

company to ensure that its design will be adopted as one of the dominant standards on the 

market. This would ensure that consumers will not switch if an alternative model becomes 

available. Should a new and improved design emerge after the launch of Better Place, policy 

makers might enforce regulations based on the new model. Currently, no standards have been 

developed on the market for electric vehicles, batteries, charge spots, and battery switch 

stations (Linderberg 2010a). Nonetheless, standards will appear in the near future and thus it 

is very important for Better Place to be part of the committee(s) that decides on the different 

standards (Djursing 2008c). 

  

Today, traditional fossil power plants are running at all hours of the day and due to this the 

energy that comes of the electric socket will always be a mix of polluting and non-polluting 

sources (Eldrup 2010). This has the effect that it is impossible to distinguish between the 

sources of electricity that will ultimately fuel the electric vehicles in Denmark. At the 

moment, 85 percent of the energy that is produced by DONG Energy comes from fossil fuels 

and 15 percent from sustainable sources. However, over the next 30 years the goal of DONG 

Energy is to reverse these figures such that 85 percent of the electricity will be from 

sustainable energy sources such as wind power. Within the next 10 years, DONG Energy will 

take a large step in order to fulfill this goal (DONG Energy 2010a). With this initiative the 

energy being produced and used to fuel electric vehicles will become greener and thereby 

fulfill the initial goal of making the electric car completely green. Until this happens it is 

important that the electric vehicles are charged when the demand for electricity is low and this 

is exactly what the intelligent system from Better Place is programmed to do (Linderberg 

2010a). The reason for why it is important that the cars are charged when the demand for 
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electricity is low is that the amount of wind energy in the grid, during these hours, will be 

somewhat higher and thus the electricity will contain less CO2. 

 

15.1.5 Environment 

In the past couple of decades, Denmark has taken a progressive position regarding 

environmental improvement and preservation. Already in 1971 Denmark created a ministry 

which job was to control pollution (Miljøministeriet n.d.). In 1995, the country adopted 

mandatory public environmental reporting for all companies; the so called Green Accounts 

(Department of Development and Planning 2004). At the time, this meant that about 1,000 

Danish companies were to produce environmental reports to state their level of pollution. 

These days, Denmark is well on its way to reach the goal of 30 percent renewable energy set 

by the European Commission (Klima- og Energiministeriet 2009) and this shows that the 

country is still committed to improve the environment. 

 

The Danish government as well as many companies, institutions, and organizations in 

Denmark are becoming more socially responsible. For instance, different initiatives for 

increasing green transport are seen with projects like the EDISON project and Risø DTU‟s 

new project on developing batteries for electric cars (Primdal 2008 and Stage 2010). These 

projects have been set in motion in order to test and improve electric vehicles and the car 

batteries. Furthermore, the projects are attempts that hopefully will help expand the electric 

vehicle market in Denmark. The social responsibility is also illustrated by DONG Energy as 

this company encourages its customers to use less electricity and the company even goes as 

far as to recommend ways in which consumers can do so. Furthermore, DONG Energy has 

given the consumers the possibility to become green as it is now possible to buy electricity 

only stemming from windmills (DONG Energy 2010c). In addition to DONG Energy, also 

companies such as DBS and Avis are trying to establish a green profile. DBS has recently 

made an agreement with Better Place in order to secure its customers door-to-door 

transportation (DSB 2009). Also the rental company Avis has signed a contract for 

cooperation with Better Place which will ensure that it can offer electric vehicles to its 

customers (Avis 2010). This trend is a positive sign and according to Linderberg (2010a) 

other companies are following the example of DBS and Avis. 
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Though several companies are becoming more aware of the environment, the world is still 

experiencing environmental changes. Due to factors such as low water levels at hydro-power 

stations in Sweden and Norway coinciding with a long hard winter, the price of electricity has 

risen sharply in the past year (DONG Energy 2010b). If this development continues, Better 

Place will be affected negatively as the company buys electricity from the energy companies 

such as DONG Energy. Furthermore, in the end this development can have a negative effect 

on the amount of money the consumers can save when driving an electric vehicle compared to 

a car running on gasoline or diesel (Larsen 2010). 

 

15.1.6 Legal 

As mentioned previously there is strong motivation in the Danish government for improving 

the environmental awareness and make the market, as well as the consumers, more open 

towards green energy solutions (Larsen 2008 and Friis 2010). Even though the Danish 

politicians want to improve the conditions for companies that produce environmental friendly 

products, no concrete proposals are carried through. This is in part due to that the government 

is uncertain and does not always agree on how to show its support in the best possible way 

(Horstmann 2010 and Olsen 2010) without affecting competition. 

 

In Europe, the European Commission has taken the first step toward a greener environment 

via the Climate Action and Renewable Energy Package which imposes an increase in 

renewable energy of 20 percent and a reduction of greenhouse gas emissions of 20 percent 

(EUROPA 2010). It has been decided that each member state has to increase its renewable 

energy production by a country specific percentage in order for the European Union to reach 

an overall target of 20 percent – the target for Denmark is 30 percent (European Commission 

2009a). The package also sets regulations on the area of electricity and transport which has 

the effect that the European countries, and companies operating on the European market, will 

have to comply with new rules that makes them more environmental friendly and green 

(European Commission 2009b and 2010). The fact that the European Commission is inflicting 

targets for renewable energy and greenhouse gas emissions on its member states ensures that 

green initiatives such as Better Place has a larger chance for survival. 
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In Denmark the government has chosen to improve renewable energy and reduce greenhouse 

gas emissions via a removal of the taxes on electric vehicles. However, some suggest that if 

the electric cars are to have a chance to succeed on the market the taxes need to be removed 

for a much longer period than to merely 2015 (Larsen 2010). For the next five years, electric 

vehicles will have a unique opportunity to take a piece of the Danish transport market as the 

taxes are removed. It will be essential for all players positioned on the market to take 

advantage of this opportunity in terms of getting the consumers to adopt electric cars before 

the taxes will be imposed again. Based on this, it will be more difficult to sell an electric car 

with the full tax in place, and by 2015 more competition is likely to exist on the market. 

 

Furthermore, the possibility of extending the period where the taxes are removed for the 

electric vehicles places policy makers in a big dilemma. This is due to that Denmark imposes 

extremely high taxes on new cars with fees amounting to 180 percent. Hence, the sale of 

automobiles is an important source of income for the Danish government due to these taxes 

(SKAT n.d.). Thus, removing the taxes will leave a large gap in the incoming cash flow as the 

state will be missing out on a large amount in income taxes (Djursing 2008b). Traditionally, 

the Danish government has been very positive towards a reduction or a complete removal of 

the taxes for environmental friendly vehicles. However, the government has realized that 

eliminating the taxes completely costs DKK 2.7 billion a year (Ritzau 2008a). Other estimates 

are reaching as high as DKK 40 billion provided that half a million cars, of the Danish car 

fleet in 2020, are electric vehicles (Djursing 2008b). The income gap from the taxes might 

lead to the politicians resisting to prolong the removal of the taxes for electric vehicles. 

Nonetheless, so far it looks like the income lost on electric vehicles will be gained by a tax 

increase on the conventional cars (Wittrup 2010b and Jankovic 2010). 
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15.2 Appendix 2 – Better Place’s Battery Switch Station and Charge Spot 

Better Place‟s battery switch station and charge spot are depicted below in order for the reader 

to gain an understanding of the products. 

 

Battery Switch Station: 

  

 

How the Battery Switch Station Functions: 
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Charge Spot: 

 

 

 

Source:  Better Place n.d.c and Better Place n.d.d 
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15.3 Appendix 3 – The Electric Vehicles Produced by Renault 

Below are the electric vehicles that will be presented by Renault in 2011 and 2012. 

 

Electric Vehicles Introduced on the Danish Market in 2011: 

  

 

Electric Vehicle Introduced on the Danish Market in 2012: 

 

Source: Autocardesign.com n.d.a, Thomsen 2010, and Autocardesign.com n.d.b 

  

http://www.autocardesign.org/2010-renault-zoe-preview/2010-renault-zoe-preview
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15.4 Appendix 4 – Build Your Dream’s Fast-Charge Station 

BYD‟s fast-charge stations will look like the gas-stations we now from the Danish market. 

However, instead of gas pumps the stations will have charge cabinets that can charge the 

vehicles. 

 

 

Source: PEGE n.d. 
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15.5 Appendix 5 - Energy Use by 2020 in Denmark 

The model below shows how electric vehicles will be charged if the charge systems are not 

intelligent. 

 

 

Model 1: An example of a charge of 200.000 electric vehicles distributed over eight hours closest to 6 pm.
24

. 

 

Source: Energistyrelsen 2010 

  

                                                           

24
 Figur 1: Eksempel på ladning af 200.000 elbiler fordelt i de 8 timer tættest på kl. 18. 

Standard electricity use in 2020 10 % electric vehicles – simple charge 

Electricity Use in 2020 
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15.6 Appendix 6 – Interview with Lars Olsen from Energistyrelsen 

The interview was conducted the 9
th

 of July 2010. Below are the notes taken during the 

interview as well as an email from Lars Olsen which approves the notes. 

 

 

Questions for Lars Olsen: 

 

1. Hvad er din baggrund? 

Lars er blevet ‟fløjet ind‟ på området for at koordinere Energistyrelsens rapport om 

elbilers samspil med elsystemet. Ud over det så er han med til at rådgive ministeren 

(Lykke Friis) omkring transportsektoren med afsæt i energivinklen. 

I Energistyrelsen arbejder der 260 mennesker. Der er et transport team som arbejder med 

energi effektivitet og CO2 udledning. Der er et tæt samarbejde med Færdselsstyrelsen 

som ved en masse omkring bilen og dens motor. 

Energistyrelsen har 35 mio. som skal bruges til forsøg med elbiler, hvor bl.a. Region 

Bornholm har fået del i puljen. Endvidere følger Energistyrelsen med i projektet Edison, 

men er ikke egentlig deltager. 

 

2. Er der politisk opbakning med hensyn til at få elbiler ind på det danske marked? 

Der er en opbakning fra politikernes side omkring elbiler men også generelt omkring 

‟grønne‟ teknologier da det er vigtigt at få knækket CO2 kurven. Derfor er der ikke kun 

opbakning til elbilen men også til teknologier som f.eks. brint. Politikerne anser brint som 

en mulighed blandt flere, men der er tale om en teknologi der ligger langt ude i fremtiden. 

De tror derfor ikke så meget på brint på den korte bane. Man skal også huske at brint ikke 

er ‟gratis‟ i forhold til miljøet. 

Eftersom der er opbakning til at få elbiler ind på markedet ser Lars Better Place som en 

spændende løsning men de er bare en af mange andre interessante løsninger – men deres 

konceptet løser umiddelbart problemet med batteriets rækkevidde. 

a. I så fald hvordan kommer denne opbakning til udtryk ud? 

Med regeringens arbejdsprogram ”Danmark 2020” afgiftsfritages elbiler 

frem til 2015.  

b. Kunne man forestille sig at regeringen vil yde økonomiskstøtte til elbil markedet 

som der blev gjort dengang vindmølle industrien startede op? 
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Det er der ikke tanker om, men afgiftsfritagelsen har visse paralleller. Når 

elbilerne begynder at blive serie producerede vil de ende med at blive billigere og 

dermed prismæssigt kunne konkurrere med konventionelle biler. 

 

3. Har Energistyrelsen oplevet nogen modstand, politisk eller fra industriel side mod 

at fremme elbiler? 

Der er forskel på hvad de forskellige politikere mener, skal være løsningsmodellen for at 

få elbiler ind på markedet, men der er general enighed om at bl.a. elbiler er et muligt 

virkemiddel for at knække CO2 kurven. Ved forlængelsen af den afgiftsfrie aftale var der 

også andre overvejelser såsom at afgiftsfritage et bestemt antal elbiler frem for at lade 

afgiftfritagelsen af hænge af en tidstermin. 

Når man går ned i de små detaljer så er der mange tekniske drøftelser på 

embedsmandsniveau – f.eks. om den el som elbilerne bruger, skal betegnes som værende 

marginal eller gennemsnits el. Marginal el kommer fra kræftværker (ekstra forbrug) og 

gennemsnits el kommer fra den ‟daglige‟ forsyning. Ved marginal el bliver prisen dyrere 

og den el der bruges er mere ‟snavset‟. 

Mens elbil markedet vokser kan man godt udnytte normal el og nå at opbygge mere af den 

‟grønne‟ el som så kan bruges i netværket og at der samtidig tænkes i intelligent 

elforsyning. 

Politikerne er faktisk nogenlunde enige og det var således et flertal i Folketinget der 

støttede regeringens grønne transportstrategi – men der kan være forskelle i hvor hurtigt 

de synes det skal gå og samtidig må man også holde sig for øje at politikere lever af at 

komme med skarpe holdninger – indtil de sidder i regeringen. Elbilerne kan på sigt blive 

interessante fordi de kan lagre strøm, som kan tilbageføres til nettet og det er der ikke 

andre teknologier der kan lige nu. 

 

4. Er Danmark i gang med at udforme krav og regler for elbiler (standardisering)? 

a. Hvad med Europa Kommissionen? 

Danmark er ikke i gang med at udforme krav. Lige nu kigger Europa 

Kommissionen bl.a. på at standardisere ladestikket. 

Det er også vigtigt at man får lavet en standard på hvordan man afregner for 

strømmen hvis man lader strøm fra en anden distributør end den man har 

derhjemme. 
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5. Dækker den afgiftsfrie aftale på elbiler også vægtafgift og den grønne afgift? 

Vægtafgiften eksisterer ikke mere for nyregistrerede køretøjer og da elbilen ikke udleder 

CO2 er der ikke nogen grønafgift. Derfor dækker den afgiftsfri aftale kun 

registreringsafgiften. 

 

6. Er der mulighed for at den afgiftsfri aftale bliver forlænget til efter 2015? 

Det ved man ikke endnu. Industrien presser meget på for at få økonomiske incitamenter. 

En samfundsøkonomisk prioritering er mere end at finde en løsning på hvordan man får 

danskerne til at købe elbiler. Det er svært at få alle prioriteter på plads så alle er tilfredse – 

ressourcerne er jo begrænsede. 

a. I så fald hvor længe? 

Det kommer an på hvor mange elbiler der er kommet på markedet i 2015. Hvis det 

nu kun er 600 så er det jo en ‟gratis‟ omgang at forlænge aftalen. 

b. Hvornår vil der komme en udmelding om dette? 

Det bestemmer politikerne og den siddende regering 

 

7. Har politikerne fået udarbejdet rapporter omkring markedet for elbiler i Danmark og 

mulighederne ved at bruge elbiler? 

Der er den fra Energistyrelsen, som kigger på samspillet med elsystemet og den fra Centret for 

grøn transport, der kigger mere på selve køretøjerne og transportmønstre. 

a. Hvad med rapporter om forbrugernes holdning til elbiler? 

 

8. Kan man forstille sig at der er et ’max antal’ for hvor mange udbydere der kan 

være på markedet eftersom man ikke kan have skiftestationer over det hele? 

Der er nok ikke nogen begrænsning på antal udbydere af selve køretøjerne– det bliver den 

fri konkurrence på markedet som kommer til at afgøre antallet af udbydere. 

a. Hvad er den politiske holdning til dette? 

 

9. Tror I forbrugerne er klar til at købe elbiler eller et koncept som det Better Place 

og ChoosEV tilbyder? 

Det er ikke til at sige da vi (forbrugerne) alle sammen vil have noget forskelligt. Et 

problem med elbilerne er rækkevidden – som forbruger ønsker man jo en vis fleksibilitet i 

sin dagligdag. Prisen er også en vigtig faktor – elbilen er ikke så dyr men det er batterierne 
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- lige nu er prisen høj men den vil falde når der kommer serieproducere elbiler (som 

prisen på computere er faldet i løbet af årene). 

Som forbruger kigger man nok både på pris og rækkevidde hvis man overvejer at købe en 

elbil og så sammenligner man med prisen for en alm. bil. 

 

10. Er der brug for et intelligent system på markedet som det Better Place og ChoosEV 

tilbyder? 

Ja, det er der helt sikkert. Med et intelligent system kan vi bedre udnytte den 

overskydende vindenergi i elnettet. På den måde får vi et mere stabilt elforbrug. 

 

11. Hvad skal der til for at elbiler og et koncept som Better Place bliver en succes i 

Danmark? 

Prisen er en afgørende konkurrenceparameter. 

Politikerne ønsker at styre samfundet og sikre en bæredygtig udvikling. Forbrugeren 

ønsker det bedste produkt de kan få sammenholdt med prisen. 

 

12. Hvad er Deres holdning til Better Place? 

Better Place er et spændende koncept. 

a. Hvad ser De som værende Better Place’s største udfordringer på det 

danske marked nu og i fremtiden? 

Det vil være at vise forbrugeren at der ikke er nogen børnesygdomme ved 

projektet (forbrugeren vil være meget kritisk i starten fordi det er et helt nyt 

koncept for dem). Derfor er det også vigtigt at Better Place kan formidle deres ide 

og viden omkring elbiler og deres koncept for at forbrugeren skal blive ‟klar‟ til at 

bruge deres produkt. 

 

Danmarks lednings netværk kan nogle steder nok klare stationer som de fast-charging 

stationer som Build Your Dream tilbyder. Men mange steder vil nettet ikke være ‟stærkt‟ nok 

og så ville der skulle graves nye kabler ned. 

Det sammen gælder også hvis man skal have vehicle-to-grid nettet til at fungere. Men hvem 

skal så betale for at netværket bliver ‟forstærket‟? Skal det være en samfundsopgave (betaling 

over skatten) eller energiselskaberne og herigennem borgerne via elprisen. Vehicle-to-grid 

nettet er stadig på undersøgelsesstadiet. Der vil komme en rapport omkring dette i slutningen 
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af året. Man har endnu ikke styr på ledningsnettet og hvor der skal lægg es nye og stærkere 

kabler ned hvilket er nødvendigt for at vehicle-to-grid kan fungere. Man kan godt lave et 

vehicle-to-grid system i hovedstadsområdet men der skal nok stærkere kabler til hvis det skal 

virke i rand områder. 

 

 

Email from Lars Olsen: 
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15.7 Appendix 7 – Interview with Leevon Tian from Build Your Dream 

The interview was conducted the 9
th

 of July 2010 by email. Below are the answers Tian gave 

to our questions as well as the email which the questions were returned with. 

 

 

Questions for Leevon Tian 

 

1. What products do BYD produce which relate to electric vehicles (Electric 

vehicles, batteries, charging cabinets (charging stations), etcetera)? 

BYD‟s vertical integrated manufacturing covers whole vehicle and all key components 

used in an EV, like power ferrous battery, motor, range extender ICE and charging 

facilities. 

 

2. How many different types of electric vehicles do you produce (1, 2 or 10)? 

2 models are mass produced and on sales in China, namely F3DM and e6. 

a. Can the batteries only be charged through BYD charge spots and 

charging cabinets (fast-charging stations)? 

Chinese national charging standard adopted lots of suggestions from BYD and 

when it‟s officially released BYD is going to follow. 

i. When going into the European market how can BYD charge their 

cars? Can they only be charged from BYD charge spots and 

stations? (As E6 needs to be charged via the special charge facility 

how will this car be charged in Europe? – Will you build charging 

facilities for this car?) 

Since there‟s no European DC charging standard, BYD will stick to its 

own. We will provide charging facility along with the car. Installation and 

maintenance may create some cooperation opportunities. 

b.  How long does it take to use the charging cabinet? 

Depending on the power of the charger, ranger from 15 minutes to 6 hours. 
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3. Who do you see as competitors on the Chinese and the European market? 

We believe all the OEMs working on the EV products are jointly creating the market, 

since electrification ratio is really not a big figure comparing to the conventional ICE 

vehicles. 

 

4. What are your biggest challenges when going into Denmark? 

Our limited knowledge or hand-on experience over the Danish market, like the Danish 

drivers‟ preference, driving habits and etc. 

a. Do you see it as a challenge (problem) that you will enter the Danish market 

later than your competitors? 

No. We need a joint force from all interested OEMs to develop the EV market. 

 

5. Are BYD only going to work with (fast) charging stations or are you also going to 

build battery switch stations? 

BYD adopts charging. 

a. Can you elaborate on the charging facility which you provide for the 

customer? (We know that you offer the customers a charge spot at home, 

but can the customers charge their cars anywhere else?) 

Yes. F3DM could be charged through any regular household power outlet, while 

e6 needs bigger DC power which could only be found at charging stations. 

b. Do you plan to set up charge spots on different locations in the cities? 

Depending on the need. F3DM could use household power and e6 requires special 

charging facility. 

Electric vehicle business is not a game for the vehicle manufacturer alone. Not 

necessarily that BYD takes the entire jobs. As infrastructure, support from the 

government and efforts from some operating companies are needed to lay out the 

network of charging facilities, no matter it‟s a regular charging pole or bigger 

power charging station. 

c. Do you provide the customer with a charge spot at home? 

Yes. Together with F3DM, there is a charging box to be mounted on the wall of 

the customer. 
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6. What is the price of building a (fast) charging station? 

Not decided yet. 

7. What is your timeframe for entering the Danish market? 

General time frame for the Europe entry is set at 2011. And specific time for Denmark 

depends on a suitable pilot. 

a.  How long time do you expect it will take to setup a suitable pilot for the 

Danish market? 

It could not be decided by BYD alone. We prefer to join one within 2011. 

 

8. Do you have any partners (companies) which have invested in your project? 

Not yet. 

a. When going into Europe (in particular Denmark) will you then team up 

with automobile manufactures, electricity providers or another type 

company which can become a good partner for BYD? 

Very possible. 

 

 

Email from Leevon Tian: 
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15.8 Appendix 8 – Second Interview with Henrik Linderberg from Better 

Place 

The interview was conducted the 17
th

 of August 2010 by email due to time constraints. Below 

are the answers Linderberg gave to our questions as well as the email which the questions 

were returned with. 

 

 

Questions for Henrik Linderberg: 

 

1. Hvor mange ladestandere vil der blive opsat rundt om i landet? 

Alle Better Place kunder får en ladestander ved eget hjem, desuden opsættes der ladestandere, der 

hvor det giver mest værdi for kunder (f.x. store arbejdspladser, p-huse m.v.) 

a. Kan man bruge en ladestander fra f.eks. ChoosEV hvis man er Better Place 

kunde og omvendt?  

Der eksisterer p.t. ikke en standard for stik osv. men Better Place bygger et åbent netværk 

b. Hvad koster det at opsætte en ladestander der står i det ’offentlige rum’? 

Det afhænger af en række forhold - er det åben gade og hvilken belægning er der tale om? 

Er det en parkeringskælder osv. 

 

2. Hvad koster det at bygge en skiftestation?  

Det afhænger også af en række forhold - skal jorden købes, lejes, leases - skal det være en 

station med 1,2 eller flere skiftespor 

a. Er de fuldautomatiske eller vil der være bemanding på hver station? 

De er fuldautomatiske og er designede til at fungere ubemandet 

 

3. Hvordan og hvornår vil Better Place markedsføre sig selv? 

Vi har været i gang med markedsføringen over for flådeejere og beslutningstagere siden 2009 

og bruger alle relevante medier og kanaler 

a. Bliver det både overfor virksomheder og den almene forbruger? 

Ja 

b. Vil I gøre brug af Dong Energy og Renault i markedsføringen? 

Jeg er ikke sikker på, at jeg forstår dit spørgsmål, men Better Place vil gerne søge stærke 

markedsføringssamarbejder med relevante virksomheder og brands og de to du nævner er 

oplagte 
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4. Er Better Place’s abonnementet baseret på måneds, halvårs, eller årsbasis? 

Produktpaletten er ikke defineret endnu, men det vil blive en abonnements struktur med 

månedlige afregning 

5. Kan det intelligente ladesystem sprede opladningen over natten eller lader den kun i et 

stræk? 

Ladningen kan styres ift. en række parametre og kan derfor tilrettelægges så den passer til 

den enkelte kundes aktuelle behov 

a. Kan ladestanderen der opsættes i kundens hjem understøttes af elnetværket 

uden ekstra ’forstærkning’? 

Ja. Den beskytter reelt huset øvrige installationer 

 

6. Hvis man har en elbil med fast batteri er abonnement prisen så lavere fordi kunden ikke 

kan benytte skiftestationerne? 

Det er endnu ikke fastlagt 

 

7. Ligger der en fast trænings procedure som nye medarbejdere skal gennemgå når de 

starter i Better Place? 

Ja, vi sikrer, at vores nye kollegaer bliver uddannet i løsningen 

 

8. Hvordan træffer man beslutninger i Better Place – skal alt gå gennem hovedkontoret i 

Californien? 

Nej, mange beslutninger der berører det danske marked træffes lokalt i Danmark 

 

9. Ligger der faste rutiner for hvordan arbejder i Better Place? (Beslutnings processer, 

kvalitets system) 

Ja 
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Email from Henrik Linderberg: 
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15.9 Appendix 9 – Interview with Lykke Friis from the Ministry of Climate 

& Energy 

The interview was conducted the 31
st
 of August 2010 by email. Below are the answers Friis 

gave to our questions as well as the email which the questions were returned with. 

 

 

Questions for Lykke Friis: 

 

Spørgsmål: Er der politisk opbakning med hensyn til at få elbiler ind på det danske 

marked? 

a. I så fald hvordan kommer denne opbakning til udtryk? 

Der er bred politisk opbakning til at fremme introduktion af elbiler i Danmark. 

Samtlige partier undtagen enhedslisten stod bag den seneste energipolitiske aftale, 

hvor der bl.a. blev aftalt en afgiftsforlængelse af elbiler frem til udgangen af 2012. 

Regeringen ønsker at forlænge denne afgiftsfritagelse til udgangen af 2015, jf. 

regeringens arbejdsprogram ”Danmark 2020 – viden-vækst-velstand-velfærd” fra 

februar 2010. I energiaftalen fra februar 2008 indgik også en forsøgsordning for 

elbiler, der med 35 mio. kr. over 5 år, bl.a. skal give os nogle erfaringer med tekniske, 

økonomiske og brugermæssige forhold omkring elbiler. 

 

2. Spørgsmål: Har De oplevet nogen modstand, politisk eller fra industriel side mod at 

fremme elbiler? 

Elbiler i stor skala er stadig nyt og uprøvet. Der er naturligvis debat om energipolitikken 

og hvilke områder vi skal satse på. Med sit nye arbejdsprogram fra i år har regeringen lagt 

op til at forlænge afgiftsfritagelsen for elbiler frem til og med 2015. Det udestår stadig at 

borgere og virksomheder i langt højere grad får deres egne erfaringer med elbiler. Det er 

klart at vi alle skal blive klogere og bedre til at forklare nye spændende tiltag som elbiler. 

Det er ikke et ”enten-eller” mellem biobrændstof og elbiler, men et ”både-og”. 
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3. Spørgsmål: Er Danmark i gang med at udforme krav og regler for elbiler 

(standardisering)? 

a. Hvad med Europa Kommissionen? 

Ansvaret for udarbejdelse af tekniske standarder ligger i de internationale og 

europæiske standardiseringsinstitutioner som ISO, IEC, CEN m.fl., og vi følger 

arbejdet i disse organer – væsentligst gennem en elbilgruppe under Dansk Standard. 

EU-kommissionen har nedsat en fokusgruppe, der skal danne sig overblik over 

standarder, der vedrører elbiler - såvel eksisterende standarder som nye standarder. 

Formålet med gruppen er at presse på for hurtigst muligt at få et fælles sæt standarder 

for elbiler.  

 

4. Spørgsmål: Er der mulighed for at den afgiftsfri aftale bliver forlænget til efter 

2015? 

a. I så fald hvor længe? 

b. Hvornår vil der komme en udmelding om dette? 

Foreløbig er forlængelsen frem til 2015 et regeringsønske. I regeringens 

arbejdsgrundlag fra februar 2010 fremgår det endvidere, at afgiften herefter vil blive 

gradvist normaliseret, indtil den når et teknologineutralt niveau i forhold til den 

enkelte elbils lave miljøbelastning. 

 

5. Spørgsmål: Har politikerne fået udarbejdet rapporter omkring markedet for elbiler 

i Danmark og mulighederne ved at bruge elbiler? 

a. Hvad med rapporter om forbrugernes holdning til elbiler? 

Der i mit ministerium udarbejdet information om el- og plug-in hybridbiler og 

analyser af elbilers samspil med elsystemet. Endvidere arbejder et udvalg pt. på at 

undersøge mulighederne for etablering af en offentlig ladeinfrastruktur. Egentlige 

markeds- og forbrugeranalyser har vi ikke lavet, men vi administrerer en 

forsøgsordning for elbiler, hvor vi netop er i gang med en spørgeskemaundersøgelse 

om brugen af de elbiler, ordningen har støttet indkøb af. Endvidere har Center for 

Grøn Transport under Transportministeriet i april 2010 udarbejdet en redegørelse om 

elbiler og plug-in hybridbiler. 
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6. Spørgsmål: Kan man forstille sig, at der er et ’max antal’ for, hvor mange udbydere 

der kan være på markedet, eftersom man ikke kan have skiftestationer over det 

hele? 

a. Hvad er Deres holdning til dette? 

Der er forskellige ”roller” i elbilmarkedet. Nogle er bilforhandlere og nogle er 

elproducenter, mens andre er elhandelsfirmaer og firmaer, der gerne vil levere strøm 

til bilerne, evt. i form af en abonnementsordning eller i form af et koncept for styring 

af flåder af elbiler (en slags alt-i-et pakke). Det er på nuværende tidspunkt svært at spå 

om hvilken type af firmaer og hvor mange, der vil være at finde på markedet om nogle 

år, når elbilerne formentlig begynder at få en markedsandel i Danmark. 

 

7. Spørgsmål: Tror De, forbrugerne er klar til at købe elbiler eller et koncept som det 

Better Place tilbyder? 

Jeg er sikker på, at rigtig mange gerne vil have en elbil, men det er også klart at 

forbrugerne stiller krav til deres bil, herunder til komfort, rummelighed og kørelængde, 

som kan være begrænsende for, hvor mange der ender med at foretrække elbilen. 

Derudover er der også spørgsmålet om økonomien, hvor vi jo støtter via afgiftsfritagelsen. 

 

8. Spørgsmål: Er der brug for et intelligent system på markedet, som det Better Place 

tilbyder? 

En nylig rapport fra Energistyrelsen om samspillet mellem elbiler og elsystemet viser, at 

de første tusinder af elbiler ikke vil få nogen større indflydelse på driften af elsystemet. 

Men når antallet af elbiler får en større volumen, er der behov for at ladningen kan ske 

intelligent. 

 

9. Spørgsmål: Hvad skal der til, for at elbiler og et koncept som Better Place bliver en 

succes i Danmark? 

Først og fremmest vil jeg tro, at folk vil forvente at kunne få stort set samme 

transporttjeneste med en elbil, som med en konventionel bil. Nok vil rækkevidden være 

begrænset, men med tanke på at over 90 pct. af de ture, der køres, er under 50 km, vil 

mange kunne klare sig med en elbil. Især familier med 2 biler vil formentlig være blandt 

de første til at anskaffe en elbil – og selv om det vil være bil nr. 2 vil den nok i brug blive 

bil nr. 1. 
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10. Spørgsmål: Hvad er Deres holdning til Better Place og hvad ser De som værende 

Better Place’s største udfordringer på det danske marked nu og i fremtiden? 

Det er Better Place de bedste til selv at svare på. 

 

 

Email from Lykke Friis: 
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15.10 Appendix 10 – Interview with Per Brinch from Statoil A/S 

The interview was conducted the 9
th

 of September 2010 over the telephone. Below are the 

notes taken during the interview as well as an email from Per Brinch which approves the 

notes. 

 

 

Questions for Per Brinch: 

 

1. Hvordan ser du fremtiden for bilmarkedet? 

Der er ingen tvivl om at der kommer nye transport midler som er bedre for miljøet da 

udviklingen allerede er i gang. Spørgsmålet er mere hvornår der sker store ændringer i 

bilparken og om det bliver elbilen som vinder indpas. 

a. Tror du elbiler vinder indpas i Danmark? 

Det må forventes at der går mange år før elbilen bliver den foretrukne model på 

markedet da den danske bilpark er cirka 16 år om at blive udskiftet. Derudover kan 

den endnu ikke kan køre lige så langt på batteriet som en alm. bil kan på en fuld 

tank og der mangler også at komme standarder på området. 

b. Hvad er tidshorisonten på dette? 

I hvert fald ikke inden for de næste par årtier. 

 

2. Hvor mange år ud i fremtiden kan I blive ved med at sælge benzin og diesel? 

Det bliver i hvert fald ikke inden for de næste par årtier at der sker en ændring. Uanset 

hvor hurtigt de traditionelle biler udskiftes for biler som ikke kører på benzin og diesel så 

vil der stadig være et behov hos lastbilerne. Men salget af benzin og diesel er faldet i de 

sidste par år da bilerne er begyndt at kører længere på literen. 

a. Er der nogen problemer ved salg af benzin og diesel? 

b. Arbejder I på at finde alternativer for benzin og diesel? 

Statoil følger med i de ændringer som sker i bilbranchen. Udover det så har 

virksomheden i flere år arbejdet med benzin som indeholder bioethanol. Bio 95 er 

et Statoil produkt som indeholder 5 procent bioethanol. For at kunne forhøje 

niveauet at bioethanol i benzinen skal bilerne ændres da det lige nu ikke er alle 

biler som kan tåle at køre på benzin som indeholder mere end 5 procent 

bioethanol. 
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Det er nu et lovkrav at alle benzin stationer har et produkt som indeholder 5 

procent bioethanol. I Sverige har man et produkt som hedder E85 – det er en 

benzin som indeholder 85 procent bioethanol og som kræver en speciel bil/motor. 

Bilen kører 30 procent kortere på literen men det opvejes af støtte fra regeringen så 

forbrugeren ikke skal betale ekstra for at være miljøvenlig. 

 

3. Hvordan vil BP’s væltede olieplatform og andre problemer påvirke benzin 

priserne? 

Det er ikke noget som vil havde indvirkning på benzinpriserne. Hvis der kommer en 

ændring grundet BP‟s uheld så vil det være i form af en strammere lovgivning som kan 

hjælpe med at sikre mod sådanne uheld – men det er ikke noget der forventes at få en 

indvirkning i den nærmeste fremtid. 

a. Hvor land tid frem vil dette have en effekt? 

b. Vil benzin priserne blive ved med at stige? 

Benzin priserne har i lang tid været stabile. De ændringer der ses i priserne skyldes 

i øjeblikket svingninger i dollar kursen og ikke på selve benzinen (olie priserne). 

Umiddelbart er der ikke noget der taler for at vi skal se væsentlige ændringer i 

olieprisen i den nærmeste fremtid 

 

4. Hvad gør I for at gøre jeres brændstof mere miljøvenligt (grøn)? 

Se spørgsmål 2. 

 

5. Vil CO2 kvoterne påvirke jeres salg af benzin og diesel til forbrugerne? 

Statoil er ikke påvirket at CO2 kvoterne på det danske marked. 

a. Hvordan kan I arbejde jer rundt om dette? 

 

6. Har I ændret jeres strategi nu hvor vedvarende energi er ”in”? 

a. Hvilke ændringer har I fortaget jer? 

Statoil var de første i Danmark med en benzin som indeholdt bioethanol. De 

arbejder videre med dette og fra næste år kan man også købe biodiesel. 

b. Hvilke ændringer vil vi se i fremtiden? 

Statoil arbejder videre på at forbedre deres benzin og diesel så de ikke forurener 

lige så meget som på nuværende tidspunkt. Ved en højere i blandning af bio i 
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benzin/diesel er den måde hvor Statoil bedst kan hjælpe. Man kan godt forestille 

sig at der også vil komme andre produkter som kan hjælpe med at reducere CO2 

udslippet. 

 

7. Hvad gør I for at sikre jeres position på det danske marked over for nye 

initiativer som elbiler? 

De forsøger at følge udviklingen så de er klar til at reagere når der sker store ændringer. 

De kigger også på hvordan udviklingen af elbiler former sig så de på længere sig kan være 

med til at servicere elbiler når de vinder indpas på markedet. 

 

8. Er det muligt at Statoil vil begynde at sælge el via ladestandere og 

batteriskiftestationer hvis elbiler bliver en succes i Danmark? 

Hvis elbiler bliver en stor del af den danske bilpark er Statoil nødsaget til at tilpasse sig 

for at blive på markedet. Det er derfor ikke utænkeligt at virksomheden i fremtiden vil 

have ladestandere på deres stationer men det afhænger fuldstændig af hvad der bliver den 

fremtidige elbilløsning. 

 

a. Eller indgå i et samarbejde med et firma som Better Place? 

Statoil forventer at hvis de skal have ladestandere på deres stationer (eller andet til 

elbilerne) så vil det være noget som foregår via et partnerskab med en virksomhed 

som tilbyder produkter som matcher til de standarder som kommer på markedet. 

9. Kan man forstille sig at der er et max antal for hvor mange udbydere af elbils 

abonnementer der kan være på markedet eftersom man ikke kan have 

skiftestationer over det hele? 

På det danske marked er det staten som ejer de benzinstationer som ligger langs 

motorvejene. Benzin stationerne lejer disse for en begrænset periode af gangen via 

vejdirektoratet. Dette gælder dog kun for stationerne langs motorvejene. 

Når der skal bygge ladestationer til elbilerne langs motorvejene så kan det godt tænkes at 

vejdirektoratet skal ind over når nu man som tankstation skal leje stationerne. 

a. Er det tilfældet for benzinstationer? 

b. Hvad er din holdning til dette? 

 



Cand.merc. in International Marketing & Management 

Master Thesis                                                                                   Andreas Nørkjær & Maria H. Olesen 

157 

 

10. Tror du forbrugerne er klar til at købe elbiler eller et koncept som det Better 

Place tilbyder? 

Det kommer helt an på prisen. Forbrugerne er meget pris bevidste og hvis det er dyrere af 

have elbil end en alm. bil så bliver det nok ikke til noget. Statoil har set hvordan kunderne 

skifte mellem stationer for 2 øres pris forskel pr liter så det bliver prisen som får den 

største betydning. 

 

11. Hvordan ser du politikernes rolle i udvikling af markedet? 

Der er altafgørende. Man kunne godt forestille sig at de ville have en rolle i hvordan 

infrastrukturen kom til at se ud. 

a. Forsøger I at påvirke denne til jeres fordel? 

Statoil har haft kontakt til regeringen dengang de startede med deres bio95 men 

der var de det eneste firma som arbejdede med dette og derfor var regeringen ikke 

klar til at tage en kamp omkring hvorvidt bioethanol var mere miljøvenligt. Nu 

skal alle firma efter lovgivningen have et produkt som bio95 og derfor er 

brancheforeningen gået i gang med at samtale med regeringen. 

 

12.  Hvad er din holdning til Better Place? 

Det bliver alt for dyrt for forbrugeren. Det vil blive batteriernes udvikling som nok vil 

blive løsningen i fremtiden og ikke batteriskiftestationer. Det kunne også være lynladning 

af batterierne som blev løsningen men det kan man først se når standarderne falder på 

plads. 

a. Hvad ser du som deres udfordringer på det danske marked? 

b. Ser du Better Place som en konkurrent til Statoil? 

De er ikke en konkurrence som sådan das det ikke er samme produkt. Om noget så 

vil de blive en samarbejdspartner. Statoil er klar til at samarbejde med det firma 

som kommer frem med et produkt som passer til de standarder som der bliver på 

området. 
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Email from Per Brinch: 
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15.11 Appendix 11 – Interview with Helle Petersen from the Danish Road 

Directorate 

The interview was conducted the 9
th

 of September 2010 over the telephone. Below are the 

notes taken during the interview as well as an email from Helle Petersen which approves the 

notes. 

 

 

Notes taken during the phone conversation with Helle Petersen, Project Manager at the 

Danish Road Directorate: 

 

Det er sådan at man som benzinselskab skal leje sig ind på de service stationer der ligger 

langs motorvejsnettet. Dette gøres for en begrænset periode af gangen. 

Det er muligt at købe grunde der ligger langs motorvejsnettet men det er ikke muligt at få til 

og fra kørselstilladelse direkte til selve motorvejen. Dette skyldes at der skal være en hvis 

afstand mellem hver afkørsel til og fra motorvejen. 

 

Det er muligt at bygge på grunde der ligger ved en til/fra kørsel til motorvejen dog er der 

regler som skal overholdes med hensyn til nye overkørsler. Nye overkørsler skal have en vis 

afstand til eksisterende lyskryds og kryds. Det er meget få steder hvor det er muligt at bygge 

ved afkørsler og det er meget besværligt og dyrt. 

 

En mulighed kunne være at anlægge batteri skiftestationer samt ladestandere på de 

rastepladser som ligger langs motorvejsnettet. Det ville betyde at de var let tilgængelige og de 

ville ligge på steder hvor bilisterne i forvejen stopper. Skulle dette muliggøres ville der skulle 

etableres et samarbejde med Vejdirektoratet for at sikre at alle bestemmelse og regler blev 

overholdt. 
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Email from Helle Petersen: 
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