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1.
Scope and objectives of the document

1.1 The WP4 context in the FINA-RET development

The main objective of the FINA-RET project is to work on the identification and packaging of financing products for small scale investments dealing with Renewable Energy Technologies (RET) and Energy Efficiency Technologies (EET). The potential investors targeted by the project are small and medium size ones – residential end users, commercial, agricultural and small industrial investors. 

In order to achieve this objective, a systematic process of eliciting the user requirements and characteristics of the financing products that are to be designed within the context of FINA-RET project, has been identified. This process involves a) the categorization of RET and EET based on their investment requirements, b) the review and assessment of the available RE & EE technologies financing mechanisms, c) the development of a methodological framework for user requirements elicitation (including a user requirements and market assessment survey in the member states involved in the project), and c) the development of an effective communication strategy, that involves dissemination events and interaction with stakeholder groups involved in or affected by the financing of RET and EET investments. 

More specifically, the fourth Work Package (WP4) entitled “Packaging of the Financing Products” is the specification and “packaging” of alternative financing products explicitly targeted to the financing of investments in small-scale RET & EET by households, SMEs and small communities, as well as to identify the characteristics of an effective promotion strategy for these financing products.

In the Project’s Technical Annex it was stated that the financing products could take the form of different instruments, including, inter alia, commercial loan products, financing instruments supported by the EU and Member States under their state-aid policies, indirect funding programmes through the provision of awards like green certificates and other energy related fiscal privileges or a combination of commercial loan products and state-aid funding/awarding programmes. However, during the project development it became apparent that the most viable and feasible solution was to design commercial loan products that could build on the existing public funding schemes but be implemented and introduced into the market independently by banking institutions. The two participating banks in the consortium, i.e. cdbbank and Millenium Bank, had the additional task of taking the process a step further to develop prototype products for their own countries.

1.2 
Objective of the task 4.2 and related deliverable D4.2

The present document includes the findings of task 4.2 titled “Identification of the critical success and failure factors for an efficient and effective promotion strategy” the aim of which is to identify - if possible, in the form of a guide-book the characteristics that a promotion strategy for financing products should have in order to be effective within different socio-economic and cultural settings and RET and EET market development. 
The work performed within this task is based on the review performed on past and on going financing products, measures and initiative presented in deliverable D2.2 titled “Financing Products for Investments in Small-Scale Renewable Energy and Energy Efficiency Technologies”, the synthesis of the survey results on the needs and requirements of potential investors from a loan addressing RET and EET investments that is presented in deliverable D3.3 titled “Financing Products for Investments on Small-Scale RE and EE Technologies Applications: A User Requirements Report” and the characteristics of loans designed within FINA-RET that is presented in deliverable D4.1 titled “Developing and introducing financing products for investments in small-scale RET & EET applications”. Furthermore, knowledge acquired through project events and validation process has been also included. 

At this point it should also mentioned that this version of the report has been enhanced with the comments of the consortium and the comments and recommendations provided by the external reviewer of this report (see Annex A) that were considered relevant by the authors of this report.
The document is structured into nine sections. Section two describes the approach developed and implemented in order to identify the characteristics of the promotion strategy under consideration, while sections three, four, five and six presents the findings from the implementation of the methodological approach. Sections seven and eight presents the promotion approach that will be implemented by Millennium Bank and CDB Bank in order to promote the loan developed within FINA-RET, while section nine provide some overall conclusions.
2. Approach 

Taken into consideration the overall methodological approach of FINA-RET, there are two basic project results that could provide substantial information to be exploited in the design and development of the promotion strategies for small-scale investments in RET/EET.  More specifically, the aforementioned project results include the review of past and on-going financing measures as well as the findings of the surveys that took place in the five consortium countries, i.e. Austria, Greece, Italy, Cyprus and France providing the project team with substantial information on the perception of the interviewees regarding the nature of RET and EET, the need to invest on them and the appropriate financing characteristics of these investments.

In the following figure (Figure 1) the approach developed and implemented within task 4.2 is presented.
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Figure 1: Methodological Approach for Identifying Promotion Strategy Characteristics

As illustrated above, three different sources of information (including primary and secondary ones) were considered and reviewed in order to generate the necessary information upon which the promotion strategies’ characteristics were drawn. More specifically, from the review of the past and on-going financing measures and programmes, information on critical success and failure factors regarding the development of a successful promotion campaign under different socio-economic and cultural settings was derived. Then the results of the surveys performed within the consortium countries were considered in order to draw some conclusions with regards to:

1. The profile of the appropriate promotion campaign person,

2. The content of a successful message

3. The channels through which the financial product will be promoted, i.e. through media, through the technology providers and constructors, etc.

4. Special issues to be considered, i.e. the perception of the public on banks, their perception and sensitivity on environment or on energy security, etc. 

Last but definitely not least, all the above identified pieces of information were considered along with the basic principles of marketing theory. Based on literature review, focused on marketing of banking products, the basics of services marketing are herewith presented in a concise way, so that the framework -on which the findings of FINA-RET project were introduced- could be clarified. 

Combining a variety of sources ensures the multi-scope analysis of the promotion strategy’s characteristics, providing a set of guidelines and proposals that if followed can guarantee the successful design of the promotion strategy of a financial product addressing small-scale energy related investments.

3. Marketing Principles for the Promotion of Financing Products
The consumers' role as the driving force of green growth should be carefully considered since consumers ultimately determine the economic structure through product purchase. Financial institutions willing to promote their newly launched “green” products should review their marketing strategy with an emphasis on its communicational/ promotional objectives and tools. 

When it comes to services-marketing, intangibility, inseparability and heterogeneity are manifested at both strategic and tactical levels. Financial institutions should understand consumer needs and identify how those consumers should be grouped into different market segments. Product attributes, pricing decisions, methods of distribution and communication should all seek to reflect the chosen position. The above elements -which consist the 4Ps of the traditional marketing mix- are supplemented with 3 more Ps (People, Physical environment and Process) when it comes to financial products and services.
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[Source: Orovwiroro G. “Introduction to Relationship Marketing”]
Figure 2: The 7Ps of Service-Marketing
The following diagram refers to the all marketing decisions taken in banking services. These all are important decisions which are perceived as essential ingredients of services marketing mix. The analysis has been done in the context of banking services with focus on loans provided for investing in RE/EE technologies. Because promotion is considered of relatively high importance in view of disseminating information about new “green” financing tools, a more detailed analysis will subsequently be presented.
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Figure 3: 7Ps in Banking Service
3.1 Promotion Strategy
Promotion forms a vital role in helping raise the awareness for “green” financial products to potential customers. Considering the intangible element of banking products, promotion has to add significance and tangibility to the product and help customers make a better evaluation of the service offered. The promotion of “green” banking products encompasses a number of major areas. These areas known as communication mix include the following elements:

· Mass media advertising: Mass media advertising includes TV commercials and advertising in national level newspapers which have a wide coverage. Advertising in these has made maximum people aware about the offerings of the banks and established most of the bank names as big brands. Different types of advertisement campaigns have been seen in form of TV commercials and as print ad in newspapers. Print ads mainly focus on corporate image advertising of banks as well as a new offering of the bank such as increase in interest rate on deposits or decrease in the interest rates in loans and so on. TV commercials mainly focused on corporate advertising, where banking service is promoted as a whole rather than a particular product of banks.
· Personal selling: Personal Selling is being very much popular and effective for private banks. It is concerned with face to face meeting with the customer and making the presentation of the service offering to the prospect and making the person customer of the bank. This process has its own advantages and disadvantages. Banks may have some complex service offer which may include so many charges and facilities of different types. The biggest advantage of personal selling in banking services is that the salesperson can make the prospect well understood about the product. Further customers may prefer it because they need not to go anywhere the sales person comes to them. But there is certain limitation also people usually do not give their time to meet and talk on issue. It also does not become cost effective if the sales are not closed in a handsome number 
· Sales promotion: Sales promotion has become popular due to the popularity of the usage of debit and credit cards. The offers are also given to the customers for registering and transacting with internet banking. For example HDFC bank has come with the offer where a flip book light is free on opening an account and a DVD of famous movie on shopping with Debit Card. Further there are lots of other schemes also giving discount and other gifts on different types of purchase on debit and credit card of the bank. However the sales promotion has its nature that it is always for a particular time being. The purpose of sales promotion is to enhance the sales in particular time duration. The sales promotion offers are redesigned frequently for effective promotion in sales. Consumers feel happy when they get something extra then the regular utility. Sales promotion offers really attract customers. 
· Public relations: PR is the use of media tools by a firm in order to promote goodwill from an organization to a target market segment,

· Word of mouth: Word of mouth marketing can be highly valued by banking marketers. Because of the personal nature of the communications between individuals, it is believed that product information communicated in this way has an added layer of credibility.  

· Direct marketing: Direct marketing is a process where a firm uses communication channels to attain and retain consumers for its product. It is a comparatively new mode of marketing communications (when compared with forms such as advertising, sales promotions, personal selling, etc.) Direct marketing involves carefully seeking out persons within a target market, and communicating to them about the nature of a product. This process is signified by brochures sent via the mail, e-mails from companies, etc. It can also constitute the use of telemarketing, in order to communicate with a target market.
· In present time the most popular tool for promotion of banking services has become Internet Marketing of services. E-Advertising is being very much popular. The e-advertising of banking services not only promote the services by giving offers but it also interacts with the person and a potential customer can purchase the product with the help of this. However internet advertising in pop ups irritates the internet users but advertisements done on home page of any website such as email service provider is useful and customers get knowledge about the new banking services and promotions. When they see something in front of their eyes they can remember it much. 
The choice of the mix, the mediums to be used as well as the relative emphasis on the different communication elements, are determined by the target audience, the promotion objectives, the message to be conveyed and the budget available. Banking services and especially new “green” financing tools being of a sophisticated nature should be promoted carefully, clearly and innovatively
Based on the literature findings, some of the most common techniques to enhance new customer acquisition and to boost product usage, which can easily be applied to “green” financial tools, are the following: 

· Gifts – Rewards: The customer is offered promotional gifts or rewards for reaching a certain level of usage, i.e. cash rebates, future discounts, entry to a “high user” club, etc. In this context, Cash-back (cash given upon certain number of transactions or volumes) or cash-injection techniques (cash given prior to any activity on behalf of the client but with a prerequisite that he will transact within a certain timeframe), are usually developed. 

· Product Enhancements: Adding or improving a feature or service offered to customers i.e. a 24-hour helpline, a more detailed statement, etc.

· Pricing: Pricing for usage means having a competitive fee structure such as interest rate and annual fee that encourages (or at least not discourage) consumers to use the Bank’s products. An example of applying pricing for usage, is when offering a free annual fee for annual spending levels higher than a pre-defined limit or when offering lower interest rate (or even interest rate free) for purchases at specific days/ periods during pick shopping times.

· Education: Consumers are given information about how they can use their products and the benefits they can get out of that. In some cases low usage may be related to the simple fact that consumers are unaware of usage opportunities, therefore actions like explanation of how to use technologies related to renewable energy or energy efficiency can make the difference. 

To sum up, it is clear that financial service providers can no longer sustain growth and profitability targets through mass direct mail campaigns that deliver less than one percent response rate. Those that do will lose out to competitors implementing personalized communications that target the right customer, at the right time, with the right product or service. 
3.2 Green marketing
Green marketing can be defined as the marketing of products which are environmentally sound. In this regards, the notion of green marketing is of critical essence for the development and promotion of financing products for small-scale investments in RET/ EET. Green marketing is a comparatively new within general marketing thought, as it has chiefly grown in acceptance since the 1990s. Nonetheless, as a contemporary branch of marketing thought, it can be seen as one of the fastest growing areas of marketing principles. The rationale for the devising and emergence of green marketing is thus:

· A higher quantity of persons willing and able to buy green products.

· Heightened awareness among consumers, concerning the potentially negative aspects of global climate change.

Green marketers thus target persons who are more environmentally conscious. The segmentation and market research processes of numerous firms denote that the target market for green products has grown widely in numerous years. Accordingly, green marketers are willing to supply what persons are willing and able to buy. It can also be stated that green products are often more expensive than "non-green" products, due perhaps to higher production costs. Nevertheless, green consumers are typically willing to pay higher prices, as a means of doing their part to safeguard the environment of the planet Earth.

Some drawbacks of green marketing are thus:

· The perception of "green washing"

· Disputes and contention surrounding the exact meaning of a green product

Green washing pertains to when a firm misleadingly produces a product, with ostensible green characteristics, which is not actually environmentally sound. In addition to evident ethical issues concerning deceit, such conduct can undermine an organisation's drive to be deemed a "green" company. Accordingly, a firm must be sincere in its efforts to be environmentally sound, regarding its environmental practices and policies.

Moreover, the extent and nature of a green product can be a moot point. To some, a product must be wholly green to be viewed as green. To others, a product may only possess a reduction in environmentally harmful inputs to be worthy of being labelled green. Nonetheless, a firm can enhance its green marketing efforts if it persuades consumers that the purchase of green products can enhance environmental protection [Henion & Kinnear 1976,  Friedman 2007].
4. State of Practice in promoting financing products for small scale energy related investments: A review result 

Within task 2.2 titled “Review of RE and EE technologies financing mechanisms” of WP2, over a 100 loans addressing energy related investments, in seventeen European countries, have been reviewed. Among these financial products there are several success stories and a large number of not successful ones. It must be mentioned before any further discussion that the success of a financial product offered by a commercial bank is to a great degree subject to the degree of development of the RET and EET market and the ability provided by the existed subsidies, grants or other local or national financing programmes and initiatives in order for the financial product to capitalize on them.

In markets with a low degree of development, the banks have to undertake the task to increase awareness on RET and EET and through it to promote the capacity they provide to potential investors for financing. This requires an extra investment cost for banks that they have: (i) to enhance the background of their staff on technologies’ issues (i.e. expected benefits and costs if investing on them) and (ii) to organize a more advanced promotion campaign. The difficulty in this case is that banks undertake the task with the rest of the market’s actors to create the market!
Several attempts of banks in Greece, Italy and Cyprus to provide loans for RET and EET investments have failed for reasons other than the loan characteristics itself or the cost-effectiveness of the investments. Some major ones are:

1. The message of the promotion strategy was mainly “..we sell a good loan”  rather than “….to save energy cost invest on technology X, we can provide you financing…”, so people show little if at all interest.
2. There was no training of the staff that sells these loans. They could only provide information regarding the loan terms without correlating them with the expectations from the investment. As mentioned in the literature review, one of the most important sales channels through which customers can build loyalty when it comes to complex or “newly” developed products are the sales persons with whom they interact. As a result, the lack of well-trained and knowledgeable sales personnel capable of proposing customized solutions revealed to be one of the most important deterrent factors regarding the successful launch and promotion of “green” loans. 
3. There was a lack of cooperation with the rest of the market actors and mainly construction industry and RET and EET industry. Although they have tried to acquire knowledge they didn’t actually digest it leading to the development of technology specific loans that could be promoted appropriately through technology providers and technology intermediary users, channels. 

4. Ignorance of institutional and technical barriers to invest.

5. Lack of correlation of the loans promotion with the available governmental measures and initiatives, for the case of Italy and Cyprus.
A general comment that can be raised is that the majority of the reviewed banks further to specific loan products addressing energy related investments they have not attempt to implement a more holistic approach while developing their green identity. Express it differently they have not tried to implement the green flavor in the rest of their products, i.e. mortgages, investment funds, etc. that will create trust to the public. We should mention here that the degree of distrust of the banking system, as derived form the surveys performed within FINA-RET is very high.
In the case of markets that have been greatly supported by national programmes and initiatives and where the degree of awareness of the public is high, the business opportunity for the banking sector has been already created and, therefore, the effort required on its behalf is less than in the case described above. The loans reviewed in France, Switzerland, Austria, Germany and the Netherlands to name a few, demonstrate a high degree of success, that is partly due to the overall socio-economic activities and market development and partly to the specific characteristics of the loans per se and of their promotion approach. More specifically some success factors that derived from the review can be summarized as follows:
1. Highly specialized loans to the different technologies, in order to provide the opportunity both for the bank as well as the investor to capitalize at the most on the expected benefits. This is part of the message used in the promotion campaign.

2. Alliances with actors (i.e. government, technologies, constructions, etc.) and implementation of a join promotion campaign. 

3. Capitalization as much as possible on any existing national or local measure or incentive supporting RET and EET technologies application. The available measures and incentives can be used either as a collateral, or as secure, or can be even part of the whole product (i.e. subsidized interest rate), or even the loan can be the facilitator for an individual to take the opportunity provided by the measures and incentives, i.e. provision of matching funds. In any case the correlation between the loan and the incentives should be clear in the promotion of the loan since in most cases is the catalyst for its success.  
4. Well trained staff, capable to answer to the majority of questions and issues raised by the customers.
5. Combine the loan, if possible, with no financial services like for instance the provision of energy certifications.

6. Ease to access and apply 
7. Networking and promotion through independent mechanisms and organizations coming from consumers or research groups in order to increase the publicity and acceptance of the loan. 
Further to the above, it’s worth mentioning the impact of competition both on loan characteristics, as well as on promotion strategy characteristics and on the available channels for communicating information on the loans. A success story is the initiative of Eco-Pret in France that provides the results of a benchmarking among available green loans that is performed by an independent consumer’s organization named Testerpourvous.com. 
As it becomes apparent in both cases described above success of a green loan product is subject to several issues some of which are out of control of any promotional approach. However an issue of no doubt is that the creation of synergies and the cooperation among actors can ensure to a great extend the success of a loan. 

In the table that follows some success stories among the loan reviewed are presented [FINA-RET 2009A], with a focus on the success and failure factors of their promotion approach.  

	
	Name of the product
	Characteristics of the product
	Characteristics of the Market
	Success Factors
	Failure Factors
	Comments

	1
	Eco-prêts ("PREV'AIR", "Prêt economie d'energie", etc.)
	It's a bouquet of loans, specifically designed for RET/EET investments. Each of them is addressed to a specific typology of investment, including the retrofitting of buildings. All of them present variable interest rates, but within a fixed range.
	France is a very mature and aware market. Both households and SMEs are highly responsive to the environmental issues. The financial markets are very developed in this particular segment and benefit from a strong action of the government which is highly committed in favouring the diffusion of RET/EET (Grenelle de l'environment).
	The usual channels (bank's branches and website) have been successfully sided by the promotion through the institutional channel (ADEME) and the benchmarking provided by an independent third-party ("tésté pour vous").
	NONE
	Strongly dependent on the great sensitivity and concern of the French population about the environmental issues. It is a good case of how much important can be, in terms of multiplying effect of future efforts, a successful awareness raising action that prepares the ground.

	2
	MINERGIE LOANS
	The product relies upon the "MINERGIE" certification of the investment. Only labelled investment projects can access the MINERGIE loans. MINERGIE loans are preferential loans that have an interest rate which is from 0,25% to 1% lower than market rate. This is possible thanks to: (i) a guarantee released by the government; (ii) tax exemption on the interests received by the lenders; (iii) lower risk due to the certification of the energy performance of the investment.
	Switzerland is a very mature market for RET/EET. The Swiss government is engaged in the promotion of green technologies since more than 20 years. Households and SMEs are very responsive to the environmental issue and this allowed the market to develop in advance with respect to the rest of Europe and Switzerland to gain an important role as a front-runner in the diffusion of environmental-friendly solutions and behaviour. The MINERGIE loans are availble on the Swiss market since 1992.
	(i) Convenient for the borrower;

(ii) capitalising on the public support (guarantees + tax emeption);

(iii) providing the end-user with also non-financial services (the bank take responsibility to obtain the MINERGIE certification of the investment project).
	The necessary investments in HR (training for managers) and dedicated software prevented from an easy replication outside the Zurich Canton.
	MINERGIE loans are available in approximately 70% of the country, but most of the impact of the initiative is affecting the Zurich Canton. The possibility to replicate outside the Zurich Canton is hampered by the necessity of a strong engagement of the Cantonal Banks. Most probably a strong support action made at national level could have set more favourable conditions for Banks from other Canton to join the initiative.

	3
	SUNTECHNICS-PRESTITEMPO
	This financial product stems out from a cooperation agreement established between a German banking group operating in Italy (Deutsche Bank) and a Swiss provider of PV plants (Suntechnics). It is a mid-term loan for investments in PV, addressed to households, similar to consumer credit in its features, for which no guarantee is required. Suntechnics is in charge to design and implement the investment and to market the financial solution agreed and developed by Deutsche bank.
	Despite the final demand (both households and SMEs) state to have a great concern about the environmental issues and a strong engagement of the government in the last 5 years (introduction of the "Conto Energia"), the development of the market in Italy is very slow. A number of reasons are behind this. Among these, surely the following play an important role:

(i) demand scarcely capable to make a long-term evaluation of the investments in RET/EET

(ii) feeling of distrust towards the banking sector

(iii) uncertainty about the actual committment over the time of the government in supporting RET/EET investments

(iv) poor financial culture of the demand side (sophisticated financial solutions are not understood and positively evaluated)
	The partnership between installers and the banking group was fundamental to overcome the reluctance of the Italian households and SMEs to go directly to banks to borrow money for this kind of investments. The USP perceived by the houseolds of this product is not in its financial terms, but in the possibility to have a "ready-to-use" solution for both the technical and the financial aspects of the investment.
	NONE
	It has to be noted that such a more sophisticated market solution (integration of the financial offer in the technical offer) that proved to be capable to address and overcome one of the main negative characteristics of the Italian market for the RET/EET dedicated financial products (distrust of the demand towards the banking sector) has been set-up by foreign companies. This reveals how the market in Italy is not that much developed and how Italian market players are not able to see the window of opportunity yet.

	4
	MICRO RINNOVABILE
	This financing product refers to a mid/long-term loan. Proceeding fees consist 0,5% of the loan amount (not less than 75€). Loan amount is disbursed at once, on the production of the estimate (also possible to have the loan disbursed in three instalments). Depreciation period may take up to 18 months. FInancing limits are up to 40.000€.
	
	High consistency with the ethical values of the bank, favourable terms and conditions, easy proceedings, highly trained bank staff, cooperation with technical experts in order to promote good practice,  lacking of other well-grounded financing products on the supply-side.
	Limited promotion budget and lack of public support to spread awareness on the initiative.
	Banca Etica is an Italian bank which invests the financial resources collected from the public only in initiatives which present a high social-ethic-enironmental value. Investments in RET/EET are prefectly fitting with Banca Etica's mission.

	5
	KIDS FUND ENERGY EFFICIENCY FACILITY
	The Facility combines European Investment Bank (EIB) loans at finest terms with grants from the Kolzoduy International Decommissioning Support Fund (KIDS Fund).                                                                                                                                                                       Public sector promoters of RET/EET projects, financed under the Facility are entitled to a grant of 20% of the EIB loan amount provided by the respective EIB partner bank, subject to a successful completion of the project, certified by the Facility’s Independent Energy Expert.

Private sector promoters could receive a grant of 7.5% of the EIB loan amount for their energy efficiency projects and 20% of the EIB loan amount for their renewable energy projects. The EIB financing usually amounts up to 50% of the total project cost, in exceptional cases up to 75%. 
	Bulgaria consists an emerging market regarding RET/EET. Many steps are now being taken in order to promote RES. Indicatively, (i) a bill is foreseen for 2011 on the market mechanisms for encouraging production of electricity and heating power from renewable energy sources and (ii) Bulgaria is currently implementing the Bulgarian Energy Efficiency and Renewable Energy Credit Line (BEERECL). 
	i) Loans combined with grants as well as technical assistance which supports project planning and implementation.                                                         ii) The EIB has contracted an Independent Energy Expert (“IEE”) who assists municipalities and intermediary banks in project identification, project planning and project completion.
	NONE
	The Facility targets projects by Bulgarian municipalities or other public or private sector promoters.

	6
	FINESA
	This is a comprehensive set of services and products to support the preparation and implementation of innovative energy projects that are concerned with energy savings, and the generation of energy from renewable sources. The program offers an information service, consulting, financing, and project management.
	In Czech Republic households and SMEs present insufficient awareness of climate change.
	Thanks to a partnership with the International Financial Corporation (IFC), an organisation part of the World Bank Group (www.ifc.org), Ceska Sporitelna has become the lead commercial financing partner of Czech SMEs investing in energy-savings and renewable energy sources.
	NONE
	Promotional Strategy included: Web site, dissemination at bank branches, newsletter, brochures, promotion notes on the bank statement, conventions, fairs. 

	7
	RELATIONSHIP TO THE ENVIRONMENT
	These are special loans -with S/M/L terms- for regeneration of the environment and minimalization of manufacturing energy requirements and are offered either directly or in cooperation with European financial and credit institutions.
	
	(i) Loans offered in cooperation with European financial and credit institutions.                                (ii) Most aspects of these loans are tailored to each investors needs.
	NONE
	

	8
	VARIOUS FINANCING TOOLS (GERMANY)
	(i) Interest Rate: Fluctuates from 1,75% to 4,47% nominal interest rate,  usually there is a fixed interest period that can vary from 5 yo 20 years. (ii) Type of collateral: Depends on the special features of each case. 
	Germany is a global leader in the industry of renewable energy resources. It is (along with Spain) the European leader in on- and offshore wind energy projects. The German renewable energy industry is one of the most important growth industries in

Germany. The Renewable Energy Sources Act (EEG), which came into force in 2000, has supported much of the success renewable energy in Germany.
	(i) Repayment-free start up years

(ii) Interest Rate below capital market level in some cases
	NONE
	Available Financing Tools 1) Forderdarlehen Neubau: Okologisch Bauen Energiesparhaus 40 2) CO2 building rehabilitation 3) Housing modernisation - EKO PLUS 4) Ecological construction 5) Renewable energies program 6) ERP environmental protection and energy saving program 7) KFW home ownership 8) Forderdarlehen Neubau: Okologisch Bauen Energiesparhaus 60 9) Forderdarlehen Neubau: UmweltBank - Darlehen mit Okobonus 10) Forderdarlehen Sanierungsmabnahmen: KfW CO2 - Gebaudesanierung 11) Forderdarlehen Sanierungsmabnahmen: KfW Wohraum Modernisieren Oko-Plus 12) Forderdarlehen Sanierungsmabnahmen: KKfW Wohraum Modernisieren Standard 13) Forderdarlehen Sanierungsmabnahmen:UmweltBank-Darlehen mit Oko Bonus 14) Solarstrom Erzeugen.

	9
	GREEN FUNDS SUBSIDIZED LOANS
	The key element in this model is the Green Funds Scheme, a tax incentive scheme enabling individual investors to put money into green projects that benefit nature and the environment. Individuals who invest in a green fund or save money with financial institutions practicing green banking’ receive a rate lower than the market interest rate but the tax incentive compensates for this. In their turn, the banks charge green projects a low interest rate.
	The Green Funds Scheme has had a clear impact on the way in which people think about their responsibility for the environment. The scheme enjoys broad public support in the Netherlands and has encouraged the banking sector to offer a wide range of sustainable investment products, enhancing its contribution to corporate social responsibility. And together with other tax incentives and grants, the scheme has increased environmental investment among entrepreneurs, making the Netherlands a breeding ground for new environmental technology.
	(i) Easy proceedings.                                                 (ii) Loan of a lower interest rate than the market’s (-2%).                                                                          (iii) The various stakeholders work together to improve the living environment by funding innovative environmental technologies and investing in nature and the landscape.
	NONE
	The Green Funds Scheme creates a win-win situation: cheaper loans for green projects, a reasonable return for investors and benefits for the environment. The Green Funds Scheme is an undoubted success. Thousands of projects – from environmentally friendly greenhouses and wind turbines to organic farming and afforestation – have been implemented with funds provided by a few hundred thousand individual investors. Thanks to the scheme, new environmental technology found its way on to the market and is now widely accepted. But even more important, all the stakeholders – individuals, banks, entrepreneurs and government – have started to realise that green investment is profitable for people and the environment.


5. Individuals perception for small scale energy related investments and their financing: A survey result
Within the framework of FINA-RET project and concretely of the WP3 a survey addressed to households and SMEs was realized. The main aim of the survey was to identify the preferable characteristics that a financing product should have in order to be attractive to those that will decide to invest in RET/EET as well as to identify the state of practice in promoting these financing products. 

After having analyzed the results of the surveys and concretely taken into consideration the main conclusions of the deliverable D3.3 (“Financing Products for Investments on Small-scale RE and EE Technologies Applications: A User Requirements Report”), specific conclusions can be drawn regarding the following issues:

1. The content of the promotional message

2. The key person of the promotion campaign (who will transfer the promotional message to the public)

3. The promotion channels that can be used (how the promotional message can be transmitted to the potential investors)

4. Special issues to be considered (i.e. investors’ perception about financial products, effort needed in order to persuade for the necessity of the investments in RET/EET, etc.).

5.1 The promotional message
Regarding the content of the promotional message, it must be noted that special attention must be paid while deciding what exactly should be stressed and consequently with what a financing institution will manage to attract investors. As mentioned above, it is really crucial for the success of a promotion strategy but also for the general development of the financing product, to manage to add significance and tangibility to the product. In addition, it must be made clear that it is not enough just to name a financial product “Green” in order to add significance to it. Generally promotional appeals are broken into two categories: rational appeals and emotional appeals. Some examples are provided in the following table (Table 1).
	Name of Bank
	Broad Category
	Marketing Approach
	Theme / Punch Line

	Union Bank of India
	Emotional Appeal
	Security and Future benefit
	Because your dreams are not only yours.

	Royal Bank of Scotland Group
	Emotional Appeal
	Differentiation
	In years a player comes who change the way the game is played.

	HSBC 
	Rational
	Customization of Service Offering
	Not two people are the same 

	IDBI 
	Rational
	Comprehensiveness of Services offering
	Banking for All 

	State Bank of India
	Emotional
	Supporting the customers
	With you all the way 


Table 1:
 Uses of Appeals in Banking Services Advertising
In the case of loans for small-scale RET/EET investments, as it was pointed out from the surveys to households and SMEs in all five countries, an attractive loan for them would be a loan with: (a) characteristics that could be linked to the performance of their investment and (b) ease application and obtaining process. Consequently, a promotional message should primarily focus on these -rational- attributes of the loan which can provoke the interest of the potential investors. Actually, the message used should be able to make the potential investors understand why they need an investment in RET/EET and how this investment can easily, quickly and effectively be financed by applying for the proposed loan. 

5.2 The promoter

Another important issue while designing the promotion campaign of a “green” loan is to find the most suitable person to become the protagonist. The selected person should be considered reliable by the general public and capable to persuade the potential investors that the financing solution that he is promoting is the most suitable for their case. As it was indicated in the deliverable D3.3, households and SMEs mostly trust the scientists, the European Union, NGOs, Energy management services consulting companies and RET/EET Industry while they show great distrust against political parties and journalists. Namely, it seems that there is a need for specific, unbiased and scientific valid information regarding the investments in RET/EET and not general information. Consequently, the promoter of the loan should be a person that his profession and general profile are linked to the above characteristics. 

5.3 The promotion channel

“Green” loans can be promoted either through the Banks’ sales personnel or through alternative channels (i.e. technologies sellers, construction industry, consumers associations, etc.) or by using both ways. Despite the fact that the direct contact through the Bank’s own sales force might seem more convenient -since Banks are more familiar with this channel which also gives them the control of the communication process- it demands great effort from the employees of the banks and an important amount of money to be invested on their training. This effort as discussed in section four becomes higher in less developed RET & EET markets. As revealed from loan products reviewed in certain cases the lack or limited investment on the development of the appropriate level of customer services acted as a failure factor of the promotion strategy.
Based on the findings of the surveys with regards to “who” investors trust, as well as on the results of the surveys performed to the construction industry, technologies industry and policy makers that are:

(i) the need of collaboration among market actors
(ii) the positive attitude of investors towards the above mentioned collaboration

(iii) the need of the banks for technical assistance and the provision of performance guarantee while validating investment proposals for financing,
it becomes apparent that among promotion channels a promising one seems to be technologies’ industry.
Technologies’ industry, further to the above identified reasons and the common interest it has with banks, i.e. to sell technologies, it can facilitate further the process through an alliance with construction industry and installers in particular. Construction industry can act as one more channel for the promotion of loans especially in the cases of buildings retrofitting and refurbishing.

Both channels, i.e. constructors and technologies’ providers are recommended in cases that the level of awareness in the market is relatively low and/or when there are no public measures and initiatives available to support a certain technology. In these cases they form the main information points for those that consider investing in them.
Last but not least, given that in many cases the limited number of applications for “green” loans is because of the lack of awareness of the existence of such loans, an institutional organization that enjoys the appreciation of the general public could become a channel of information regarding the available RET/EET solutions for each case and the suitable financing solutions. Consequently, the banks could cooperate with this kind of organizations in order to communicate their products to the households and SMEs.

5.4 Special issues

Some special issues that must be taken into consideration while designing the promotion strategy of the financing products are the following:

· General attitude of the households and SMEs towards financing institutions

· General considerations about the financing products offered by the banks

· Available measures offered by the state.
The synthesis of the surveys’ results presented in Deliverable D3.3 made obvious that an important number of households and SMEs are mistrustful towards the banks and treat with skepticism any financial scheme offered by them. Thus, the reversal of this opinion is a bet that the banks should win in order to assure the success of their products. 

Furthermore, the majority of households and SMEs believe that the financing products offered by the banks are rather complex and time consuming. Consequently, the promotion strategy should make clear to the public that the promoted loan does not require any time-consuming or bureaucratic procedures, does not have any “secret” conditions and is easy to understand its characteristics. 

In addition, the financing institutions should always take into account the incentives and subsidies offered by the state for investments in RET/EET and capitalize on them. As it became obvious from the review made within the framework of WP2 (Deliverable D2.2: “Review of financing mechanisms for small-scale RE and EE technologies investments”) the exploitation of the programmes and schemes offered by the state can contribute to the success of the products offered by the banks.

Finishing off, as it becomes obvious from all the above mentioned, in order to have a successful promotion strategy of real “green” products it is necessary to customize it to the needs and characteristics of the target group and to help customers evaluating of the service offered when reaching the bank. Last but not least, the banking institutions that will decide to offer this kind of products should adopt an holistic and a generally sustainable way of working and be consistent to their commitments in order to manage to persuade households and SMEs that can really offer them the best solution for their investment.
6. A Guide in developing promotion strategies for financing products addressing small scale investment in RET & EET

Taking into account the above provided information and all the experience gained from the project’s workshops, the collaboration with other project and communication events developed or participated during FINA-RET development, three categories of RET and EET markets in terms of their degree of development have been identified. More specifically:

Less Developed Markets: These markets are in their development phase since both private and public initiatives are limited, the general public has heard about the technologies however is not really aware of what are these about, what are the problems in their applications, how cost-effective they are. Furthermore, banking sector in these markets, although understands that there is room and possibly a need for it to be involved in the development of RET/EET market, has not yet understood how this can be achieved meaningfully. Within FINA-RET three markets of this type have been considered, i.e. Cypriot, Greek and Italian market.
Developed Market: These are markets that government has invested substantially in their development through the publishing of several financing measures and incentives, well designed awareness campaigns, exemplification and very efficient and effective legislative and regulatory frameworks. The target of the government was mainly the final users of these technologies, who given the high standards of living, the existence of an effective public mechanism and off course their mentality, have implemented small scale RET and EET investments to a very great extent. However, this excessive offer of public initiatives has led to a limited private offer since private sector has made limited attempts to create synergies and provide “smart” green financing products. Austrian market can be included in this type of markets.
Accelerated Market: These are markets that have been developed based on an integrated approach that tries to mobilize all actors, to create synergies, to make everybody investing and then keep involved in order to secure its’ investments. In these markets both the public and private offer of financing products for small-scale investments are well developed, as well as the technologies industry is fully deployed providing for all range of technologies developers, consultants, wholesalers, retailers, trainers and installers. In these markets the involvement of institutional organizations is high and the concept of competition is working properly. Furthermore, there is an innovative legislative and regulatory framework supporting the development of this market. A market with the above characteristics is currently the French market that has been studied also within FINA-RET.
In the table that follows an attempt has been made to identify the characteristics of these markets and based on the analysis performed within this report to identify the characteristics of the promotion strategy of a loan product launched in each of these markets.
It should be mentioned that the special characteristics of each market are subject to the socio-economic and cultural settings of the market and that those listed in the table below are some major lines to guide the development of an appropriate promotion strategy.
	Market Conditions
	Promotion Strategy Characteristics

	1. Less Developed Markets
	

	Limited level of awareness on technologies characteristics, cost and benefits

Existence of limited number of national and local initiatives and measures supporting the development of investments in small-scale RET & EET

Skepticism on the banking System

Lack of cooperation and alliances among market actors

Fragmented legislative and institutional framework


	1. The promotion message should stress the benefits from investing and then the relation of its features to the expected benefits.
2. The campaign person must be a researcher, a NGO, an energy related institution/organization.

3. A cooperation with technology providers must be developed.

4. The actual green profile of the bank should start being built and communicated to the public.

5. Promotion events with emphasis on awareness on technologies’ issues are recommended – developed along with institutional organizations, construction industry or technology providers 

6. Any opportunity provided to link the loan product or the investment per se with national initiatives; legislation or coming certification must be exploited.

7. Develop in house know how and an appropriate level of customer service.

 

	2. Developed Market
	Aggressive Promotion – Demand Driven

	High level of awareness on technologies characteristics, cost and benefits

Existence of several national and local initiatives and measures supporting the implementation of small-scale investments in the majority of RET & EET

A fully deployed RET and EET market (i.e. trained installers, consultants, availability of all technologies, competitive prices, etc.)

Consistent and coherent legislative and institutional framework

Limited private offer of “green” loans

Higher standards of living


	1. The promotion message should stress the characteristics of the loan linked with the expected benefits from the investment as well as any relation of the loan with the available public measures and incentives. 
2. The campaign person should be a researcher, a NGO, an energy related institution/organization.

3.  A cooperation and where possible an alliance with technology providers, institutional organizations, consumers associations, etc. is recommended in order to communicate better the advantages provided by the loan.

4. The actual green profile of the bank should start being built and communicated to the public.

5. Identify ways to be promoted through institutional organizations 

6. Any opportunity provided to link the promotion of the loan product with national initiatives; legislation or coming certification must be exploited.

7. Develop in house know how and an appropriate level of customer service.

 

	3. Accelerated Market
	Innovative Promotion – Demand Driven

	High level of awareness on technologies characteristics, cost and benefits

Existence of several national and local initiatives and measures supporting the implementation of small-scale investments in the majority of RET & EET.

A fully deployed RET and EET market (i.e. trained installers, consultants, availability of all technologies, competitive prices, etc.)

High private offer of “green” loans

Coordination-cooperation between private and public offer

Innovative and integrated legislative and institutional framework


	1. The promotion message should stress the competitive advantages of the loan, as well as any link with the available public measures and incentives. 

2. The campaign person should be a researcher, a NGO, an energy related institution/organization.

3.  A cooperation and where possible an alliance with technology providers, institutional organizations, consumers associations, etc. is recommended in order to communicate better the advantages provided by the loan.

4. The actual green profile of the bank should start being built, involving innovative investment funds and financing products. Publicize as much as possible the green id of the bank.

5. Identify ways to be promoted through institutional organizations 

6. Any opportunity provided to link the promotion of the loan product with national initiatives; legislation or coming certification must be exploited.

7. Develop in house know how and an appropriate level of customer service – even if possible provision of customized information on the potential investments to the customers.


7. Millennium Bank’s Eco-Loan promotion strategy
Millennium Bank’s financing products developed within FINA-RET project [FINA-RET 2009B] are focused on the installation and/or development of Photovoltaic Systems. The Bank organized the new financing products’ promotion strategy mostly based on the respective surveys’ results.
It is clear that in order to promote financing products Millennium Bank is engaging in persuasive communication. The bank’s main goal is to select the right promotional strategy in order to: 

· capture the attention of the right group of potential customers in a credible way

· educate them about the products and services

· influence them to buy from it.

A promotional mix is an allocation of resources among primary elements, such as advertising, publicity, sales promotion, direct marketing, personal selling.

Hereon, the Bank is scheduled to:

a. Suspend relative advertising material on the bank’s website: 

· the products’ characteristics, 

· a brief presentation on PV Systems and their function;

b. Post articles in Scientific and/or of Environmental Interest Magazines 

· Emphasizing on the importance of green energy and how the products contribute to it;

· Featuring on the products’ contribution in the increase of the owner’s quality of life;

· Presenting solutions/means on where to address to in order to obtain this technology;

· Suggesting manufacturers; 

c. Participate in national events that will take place in Greece with stand- points so that the public interested will get any information needed about the financial solutions offered.

d. Promote various synergies with organizations from the Construction, the Photovoltaic Systems and the EET/RET Industries, thus increasing the potential of sales of the new products. The partnership between installers and the bank is fundamental to overcome customers’ reluctance in trusting “another” banking product. The possibility to have a "ready-to-use" solution for both the technical and the financial aspects of the investment, is always much more appealing. Furthermore in practice, investors usually commence their plan by referring to trustworthy manufacturers and create with their help, a solid and realistic financial plan. The synergy between the Bank and the manufacturer is that the last one introduces the bank to the investor, directly after the establishment of the financial plan. In order to approach and convince manufacturers, Millennium Bank will take the following steps:

· create a Direct Sales team

· train this team on the fundamentals of the technology and the details of the Bank’s products. Special effort will be given to explain the needs of the market and the competitive advantage of the products

· Direct Sales team approaches the manufacturers and convince them about the competitive advantages of the products. Perhaps an additional economic agreement may occur (i.e. every referral to the Bank results a fee). Direct Sales team provides any marketing documentation that is created (leaflets, brochures, extend product characteristics manuals, procedures, presentations etc)  

· create a solid communication channel between the Direct Sales team, the branches and the manufacturers.

· finalize any procedure necessary to cover the finance

· Millennium Bank has already created the Direct Sales team, approached Manufacturers’ associations and made the first agreements.
e. Ensure customers’ update:

· Design and disseminate product posters and leaflets on its customers’ and associates’ database

-
emphasizing on energy cost reduction through PV investment;

-
stressing on the money refund from the Public Power Corporation (PPC) S.A.;

-
underlining that this product is tailor-made and adopted to the needs of the application of the specific technology; 

-
emphasizing on the balance of the loan instalments vs energy cost reduction;

-
featuring on the expected increase in the comfort of the owner;

-
emphasizing on the offers/gifts/rewards accompanying the new products;

-
stressing on the little time-consuming and simple loan application and approval processes.

· organize extensive training seminars to all involved departments sectors of the bank, emphasizing on the “front-line” i.e. the branches. Especially in this area, we find it critical to be advised by the experts of the market and so we have made certain arrangements

f. Take advantage of the Bank’s 178 Branches network all over Greece to further disseminate information on the new products. The staff wil be trained in internal seminars and they will “educate” customers on these kinds of financing. They will also suggest companies from the relevant industry as to help potential investors get a whole sales info.

8. Cdbbank green loans promotion strategy

The proposed “green” financing products, designed within the context of this project, address all small-scale RET & EET investments by SMEs and Households, provided the meet the cdbbank criteria in terms of minimum investment size and maximum payback period. These have been specified as follows:
	
	Households
	SMEs

	Systems 
	Product 1: 

Energy Saving Systems Loans for Households 
	Product 3: 

Energy Saving Systems Loans for SMEs 

	Renovation 
	Product 2: 

Energy Saving Renovation Loans for Households 
	Product 4: 

Energy Saving Renovation Loans for SMEs


The theme of the proposed “green” financing products is fully in line with the new market image of cdbbank, which is presently repositioning itself in the market as an innovative, niche, corporate bank with a “green conscience”.

Being a corporate bank, cdbbank, will initially introduce into the market the products that are targeting SMEs, while the “green” loans targeting households will follow at a 2nd stage, when the cdbbank branch network, which is presently being enlarged, has expanded to all key cities on the island.

It is envisaged that the promotional campaign to be pursued by cdbbank will be very focused, thus avoiding the high costs of a mass market campaign. This can be achieved by forging partnerships with the RET & EET suppliers who will have every interest to promote the cdbbank financing products as these would facilitate the sale of their own products.  cdbbank is already in discussions with interested RET & EET suppliers with the objective to forge such partnerships. 

For the promotion of its “green” loans, cdbbank will of course also have at its disposal its own distribution channels, i.e. its website and branch network.

The key selling point of the proposed financing products is that these “green” loans cover 100% of the investment and are repayable with the energy savings of the RET & EET investments, i.e. they are cashflow-neutral to the beneficiary. This message will be at the hard of the cdbbank promotional campaign.

9. Concluding Remarks

Within this report the development and implementation of a systematic approach in order to identify the characteristics of the promotion strategy of a loan for small-scale green investments has been presented. Furthermore, the application of the findings of this analysis has been demonstrated by cdbbank and Millenniumbank in order to develop the promotion strategy for the “green” loans they have developed within FINA-RET project.
A major conclusion that can be driven is that cooperation with technologies’ industry will add value to the promotion of any “green” loan product, irrespectively to the degree of development of the market, since green investments selection and validation requires specialized know-how and a strong technical background. Therefore the primary contact of any investor will be through technologies sales and installation networks. On the contrary the message of the campaign is highly related to the degree of development of the RET and EET market and the available competition. Therefore, banks should pay special attention on the perception of their potential customers on RET and EET investments. 

Finally, a general concluding remark that derived throughout the project work is that in order for a bank:

i. to enter a specialized market like RET and EET investments, requires an actual investment on know-how
ii. to launch profitably and effectively “green” financing products the development of an holistic “green” strategy creating synergies between product lines is recommended
Closing this report it must me mentioned once more that synergies and cooperation among market actors is a prerequisite for the actual take-off of RET and EET market, since they require:  systematic effort to be applied, behavior change on behalf of investors and  a high initial cost.
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