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Many	
  hats	
  –	
  EnergyFool,	
  Evaporcool,	
  GCCA,	
  

SEEA,	
  BLT	
  Sustainable	
  Energy	
  
	
  
	
  
	
  



Mission	
  
•  The	
  Global	
  Cleantech	
  Cluster	
  AssociaIon	
  creates	
  
momentum	
  and	
  moves	
  the	
  cleantech	
  market	
  by	
  
inves&ga&ng,	
  screening,	
  and	
  advising	
  best	
  in	
  class	
  
Cleantech	
  companies	
  across	
  the	
  globe.	
  	
  	
  

•  GCCA	
  guides	
  cleantech	
  companies	
  from	
  a	
  compelling	
  
technology	
  or	
  service	
  idea	
  to	
  viable	
  business	
  models,	
  
sustainable	
  jobs,	
  and	
  a5rac&ve	
  Return	
  on	
  Investment	
  
(ROI)	
  for	
  founders,	
  incubators,	
  and	
  investors.	
  	
  	
  

•  GCCA	
  is	
  an	
  independent,	
  reliable	
  and	
  credible	
  voice	
  
filtering	
  out	
  the	
  noise	
  in	
  the	
  Cleantech	
  arena.	
  	
  



Who We Are:  
Global Cleantech Cluster Association 

	
  
30	
  Global	
  Clusters	
  =	
  

	
  
>4,000	
  Cleantech	
  

Companies	
  Worldwide	
  
	
  



Sample	
  Cluster	
  Members	
  



Who We Are:  
Global Cleantech Cluster Association 

IdenIfying	
  The	
  Global	
  	
  
	
  

“Best	
  In	
  Class”	
  	
  
	
  

Later	
  Stage	
  Clean	
  Companies	
  



Train	
  is	
  leaving	
  the	
  staIon	
  
	
  

300	
  mph	
  leaving	
  from	
  China	
  
	
  

Spending	
  $12	
  Million	
  Per	
  Hour	
  on	
  Clean	
  Energy	
  
	
  

	
  10x	
  United	
  States	
  
	
  
	
  
	
  
	
  



	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Award	
  Global	
  Best	
  of	
  Class	
  
	
  



ECO Future Radar 2015 – 
Drivers of Green Tech Biz 

 

 



Key Facts - ECO FUTURE RADAR 

 
Green Tech world markets will double from now 1.500 to 3.000 bn € in 2020  
esp. renewable energies, resource efficiency and energy efficiency 
  
50 key drivers of cleantech biz 
Prioritized developments shaping  
green tech markets until 2015.  
Including market effects, challenges and  
opportunities as a unique strategy source.  
 
Edited by ECO in cooperation with GCCA 
 
51 experts from 30 countries (companies, cluster, research, public, media)  
Process: 1. Collection (850), 2. Prioritization (100), 3. Trends+Opportunities (50) 
  
Target groups are companies (cleantech, not yet cleantech), investors, cluster 
Third edition, August 2011, ISBN 978-3-9502755-2-0, € 290 excl. VAT 
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Top	
  trends	
  for	
  EcociIes	
  are	
  Ecocity-­‐Related	
  Top-­‐50	
  Trends	
  
 
 

1.  Smart grids incl. decentralised power generation and storage  
2.  China and oil-exporting countries emerge as investors for Green Tech 
3.  Halve price batteries within 6 years support e-mobility and the 

integration into the power network 
4.  Sufficent solarthermal energy for buildings (active and passive house) 
5.  Double efficiency of PV within 10 years (integration into buildings) 
6.  More municipal waste and less landfill volume foster waste sorting and 

recycling technologies (urban mining) 
7.  Local district networks for building heating and building cooling 
8.  Smart meters and controls foster dynamic pricing regimes 
9.  Noise as health problem fosters silent mobility and construction 
10.  New storage systems for thermal energy (seasonal) 
 



 

 

T 

 

 



Market Effects and Opportunities Inside 



Plus: Strategy Tool 



Be+erBuildings	
  is	
  working	
  to	
  address	
  market	
  barriers	
  
and	
  develop	
  replicable	
  business	
  models	
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Financing	
  
• Providing	
  seed	
  funding	
  
to	
  a+ract	
  addiIonal	
  
private	
  investment	
  

• Aligning	
  financing	
  to	
  
sector	
  focus	
  

• CreaIng	
  financial	
  
partnerships	
  for	
  local	
  
soluIons	
  

Market	
  Demand	
  
• Tailoring	
  messages	
  to	
  
audience	
  types	
  

• Framing	
  benefits	
  for	
  all	
  
market	
  consItuents	
  

• Finding	
  the	
  right	
  
messenger	
  and	
  messages	
  

Workforce	
  
• RecruiIng	
  qualified	
  
contractors	
  

• SupporIng	
  workforce	
  
training	
  and	
  cerIficaIon	
  

• Providing	
  opportuniIes	
  
to	
  support	
  small	
  
businesses	
  

Data	
  &	
  Evalua&on	
  
• CreaIng	
  market	
  
confidence	
  in	
  results	
  by	
  
capturing	
  criIcal	
  data	
  

• Exploring	
  the	
  
relaIonship	
  between	
  
anIcipated	
  and	
  actual	
  
energy	
  savings	
  

Service	
  Delivery	
  
•  Lowering	
  costs	
  of	
  

retrofits	
  
•  Determining	
  which	
  

services/equipment	
  
provide	
  the	
  most	
  
energy	
  savings	
  





Retrofit	
  Targets	
  
CITIES	
   GRANT	
  YEAR	
  1	
   GRANT	
  YEAR	
  2	
   GRANT	
  YEAR	
  3	
   TOTAL	
  

Atlanta	
  GA	
   100	
   385	
   264	
   749	
  

New	
  Orleans	
  LA	
   100	
   400	
   600	
   1100	
  

Jacksonville	
  FL	
   400	
   445	
   493	
   1338	
  

Hampton	
  Roads	
  VA	
   100	
   400	
   600	
   1100	
  

Charlo+esville	
  VA	
   165	
   330	
   640	
   490	
  

Huntsville	
  AL	
   100	
   200	
   300	
   600	
  

U.S.	
  Virgin	
  Islands	
   5	
   20	
   35	
   60	
  

Chapel	
  Hill	
  /	
  Carrboro	
  NC	
   32	
   60	
   60	
   152	
  

Charleston	
  SC	
   25	
   225	
   350	
   600	
  

Decatur	
  GA	
   18	
   45	
   75	
   138	
  

Charlo+e	
  NC	
   20	
   400	
   400	
   820	
  

Nashville	
  TN	
   240	
   500	
   750	
   1490	
  

TOTAL	
   1,305	
   3,410	
   4,567	
   9,282	
  



Gathering	
  extensive	
  informaIon	
  to	
  conInually	
  improve	
  the	
  	
  
program	
  and	
  build	
  market	
  confidence	
  

Targeted	
  data	
  from	
  recipients	
  and	
  partners	
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Building	
  Informa&on	
   Retrofit	
  Informa&on	
  
•  Energy	
  types	
  used	
  
•  Energy	
  audit	
  data	
  
•  Energy	
  use	
  data	
  (pre	
  and	
  post	
  
retrofit)	
  

•  Installed	
  measures/equipment	
  
•  EsImated	
  energy	
  savings	
  
•  Contractor	
  qualificaIons	
  
•  Cost	
  

Financial	
  Informa&on	
   Communica&on	
  Strategies	
  
•  Leveraged	
  funds	
  
•  Loan	
  types	
  and	
  value	
  
•  UnderwriIng	
  criteria	
  
•  Financial	
  performance	
  (e.g.,	
  
payment	
  history)	
  

•  CommunicaIon	
  type	
  	
  
•  Messaging	
  approach	
  (Primary	
  and	
  
Secondary	
  Messages)	
  

•  Outreach	
  tacIc	
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Thank You 

Contact: 

Ben Taube 
ben.taube@globalcleantech.org  
GCCA, Chair  
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