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• Highlight the role of business model research for solar powered 
mobility; elaborate on two iconic business models and how 
business model innovation moves beyond the icons.

• Present two research projects in more detail: (1) looks at efficiency 
of the EV sales process at car dealerships. (2)  investigates how 
specifics of large e-mobility fleets influence optimisation strategies 
in electric power and energy reserve trading.

• Sharing learnings on the role of business research at the 
convergence of the automotive and energy sector and signal 
interest and openess for collaboration.

Objectives of this seminar
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• The role of business models and how companies are 
moving beyond two iconic business models*

• Research project 1: Efficiency of the EV sales process at 
car dealerships

• Research project 2: Specifics of large e-mobility fleets 
and electric power and energy reserve trading

• Wrap-up

* based on Loock, Everts, Pons-Seres de Brauwer, Scherbeck, & 
Wüstenhagen (2026), Marketing Review St. Gallen (forthcoming)

Agenda
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For most of the last century, energy and mobility
were two distinct industries

Energy Mobility
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However, today the boundaries of both sectors are
being redrawn

Energy

https://spotmyenergy.de/

Mobility

https://www.adac.de/news/e-monitoring/

Moritz Loock
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Various energy and automotive companies have
recently announced new product bundles

https://www.polestar.com/uk/charging/charging-network/https://media.renault.com/mobilize-v2g-where-the-
future-electric-renault-5-becomes-a-source-of-energy/ 
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«Powerbox, a bidirectional charging 
station»

https://octopusev.com/?utm_source=octopusenergy&ut
m_medium=webpage&utm_campaign=drivingpage

https://www.enbw.com/elektromobilitaet/
zuhause-laden
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These offerings show variance in their underlying 
business models

• Business models are combinations of patterns that answer
central questions of how a business creates and captures value
(Gassmann & Frankenberger, 2025)

• Business models thereby define who the customers are and what
value propositions are offered to customers, how the value is
delivered, and how the monetization work

Ø Technological possibilities resulting from the convergence of
renewable energy and electric vehicles abound, the commercial
success of these innovative new offerings hinges on their ability
to provide value to EV drivers, hence the business model
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Central questions have emerged from our studies 
that determine business models

1. Is the electricity self-generated or purchased?
In other words, does the consumer have solar
panels on their roof, or do they buy renewable
energy from the market?

2. Where does charging take place? At home, at
work, or on the road?

3. What charging mode is used? Instant (“dumb”),
smart unidirectional, or bidirectional (V2H/V2G)?

4. How is the charging process controlled? At
the level of the car (e.g., EV software), the
charging point, the home (e.g., home energy
management system), or the grid?

5. What is the revenue model? Pay per use,
monthly subscription, dynamic tariffs, or others?

6. Who owns the car?

Loock, Everts, Pons-Seres de Brauwer, Scherbeck, & Wüstenhagen (2026), Marketing 
Review St. Gallen (forthcoming)
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An icon is the «Early Electrifier» business model 
for home charging with privately owned solar PV 
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• Value proposition: This model is often expected to lower energy costs, mainly through charging with 
own solar energy. Enabling self-consumption, e.g. by bundling EVs and PV systems, can be a 
promising value proposition of either equipment providers or utilities partnering with OEMs.

• In countries like Switzerland, for example, around 60% of the population rent their homes, which limits 
their ability to install solar panels or access a privately owned parking space. 

Loock, Everts, Pons-Seres de Brauwer, Scherbeck, & Wüstenhagen (2026), Marketing 
Review St. Gallen (forthcoming)
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Another icon is the “Charging At Filling Station”
business model for charging on the road

• Value proposition: This model is often expected to provide very fast charging to minimize stop time, 
and it is frequently compared to the refueling time of cars with internal combustion engines (ICE).

• As long-distance travel is an important aspect of individual mobility, many business models of 
utilities or charging providers offer value through fast charging. 

https://app.gofast.swiss/assets/uploads/GOFAST_St_Gallen_West_38d1bed45a.webp

Loock, Everts, Pons-Seres de Brauwer, Scherbeck, & Wüstenhagen (2026), Marketing 
Review St. Gallen (forthcoming)
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Companies are now moving beyond the two icons
– refinining «Charging At Filling Station”

• For instance, improved revenue models, such as monthly subscriptions plans, offer significantly 
lower costs than pay-per-use models. 

• In addition, some providers offer reduced charging rates based on more nuanced revenue models 
(e.g., retailers incorporating charging as part of their retail strategy).

• Furthermore, novel business models expand the scope of charging locations on the road beyond 
those within a single charging network, allowing drivers to conveniently use charging stations of 
different providers across Europe. 

Loock, Everts, Pons-Seres de Brauwer, Scherbeck, & Wüstenhagen (2026), Marketing 
Review St. Gallen (forthcoming)
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• For instance, new models incentivize self-consumption with third-party owned cars (e.g., 
company cars) that are used privately and employers offer their employees specific home 
charging tariffs.

• Other examples include business models with different charging and steering models that 
combine self-consumption with smart charging and dynamic tariffs to reduce the cost of 
charging electricity that is not self-generated.

https://www.mobilityhouse.com/de_de/firmenwagen-zuhause-laden-
abrechnen#produkte

Companies are now moving beyond the two icons 
– refining charging at home

Loock, Everts, Pons-Seres de Brauwer, Scherbeck, & Wüstenhagen (2026), Marketing 
Review St. Gallen (forthcoming)
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https://spotmyenergy.com

More information:

Loock, M. & C. Pons-Seres de Bauwer (2026): 
The economics of smart EV charging at home: 
A review and research agenda, 
R&R Sustainable Mobility and Transport

Companies are now moving beyond the two icons 
–enabling smart charging
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Business model perspective: A tool for mapping 
research
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• The role of business models and how companies are 
moving beyond two iconic business models

• Research project 1: Efficiency of the EV sales 
process at car dealerships

• Research project 2: Specifics of large e-mobility fleets 
and electric power and energy reserve trading

• Wrap-up

Agenda
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https://spotmyenergy.com

More information:

Loock, M. & C. Pons-Seres de Bauwer (2026): 
The economics of smart EV charging at home: 
A review and research agenda, 
R&R Sustainable Mobility and Transport

Companies are now moving beyond the two icons 
–enabling smart charging
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• Extensive text-based explanation exceeds capacity load of 
individuals within car dealerships and interactive, time-consuming 
explanation through trained sales-personnel can be challenging 
due to limited availability of qualified personnel and financial 
limitations.

• Thus, it is of interest to explore more effective, heuristic 
alternatives that reduce information complexity and succeed in 
communicating the value-added of EVs in a prosumer context

• This research elaborates the role of instore-design by addressing 
following research questions: How can «prosumer-based» in-
store design promote diffusion of electric vehicles?

… but it is challenging to provide such 
comprehensive information at the point-of-sale  
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… furthermore: the EV sales process at car
dealerships provides additional challenges (I)

https://media1.autohaus.de/fm/3478/targobank-verkaeuferstudie-2024.pdf
Moritz Loock
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https://media1.autohaus.de/fm/3478/targobank-verkaeuferstudie-2024.pdf
Moritz Loock

… furthermore: the EV sales process at car
dealerships provides additional challenges (II)
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Regular EV presentation: Easy to implement but limited 
explanation of salient EV features

©mann Objecta
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A novel, explanation-based presentation (the 
“prosumer display”): An investment into informing 
customers - but is it effective and does it pay? 

©mann Objecta
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Sample of the online pretest*

 

* Subsample from a larger sample (n=512, Germany); 
participants of the subsample are new car owners only to 
control for potential variance among new and used cars, leased 
and company cars users
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Results: Switching from regular EV presentation to an 
explanation-based presentation (the “prosumer display”)
 

• Car dealerships can help customers to better 
understand the role of EVs for home energy 
systems if they use an explanation-based EV 
presentation (the “prosumer display”) instead 
of a regular EV presentation

• Customers exposed to an explanation-based 
presentation (the “prosumer display”) regard 
EVs more important for the energy system at 
home.

©mann Objecta
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Car dealerships profit from more informed 
customers (I)

• Early evidence that in a real-store environment this effect spans over 
various dimensions of the evaluation of the car dealership from a 
customer point of view, such as how sustainable, modern and competent 
a car-dealership is perceived

5.92

7.87

7.197.18

8.51

7.73

5

5.5

6

6.5

7

7.5

8

8.5

9

Sustainability Modernity Competence

Regular Display Prosumer Display



Page 25

Car dealerships profit from more informed 
customers (II)

• Following a more elaborated understanding of the relevance of EVs 
for home energy systems, customers are more likely to choose the car 
dealership for the purchase of an EV

In-store EV presentation 
(regular vs. „prosumer 

display”)

Perception of the 
importance of EVs for 
home energy systems

Choice of Car-dealership 
for purchase of EV

Explanatory model that is emerging from the pretest
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Implications and next steps (I)
 

• The online pretest suggests that car dealerships can effectively inform 
customers about salient advantages of EVs if they adjust their product 
presentation, using a “prosumer display” and that car dealerships may 
profit from more informed customers

• Following the results of this pretest the prosumer display appears an 
interesting instrument to promote sales of electric vehicles; an 
investment into a prosumer display appears beneficial for car 
dealerships and can be an interesting instrument to improve market 
positioning (e.g. for incumbents or new entrants) 

• It is suggested to replicate this online pretest in a real store 
environment and develop adjusted versions of the prosumer display, 
that account for specific needs of car brands and dealership locations
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Implications and next steps (II)
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EV Academy for Car Dealerships

https://mann-objecta.coachy.net

Implications and next steps (III)
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• The role of business models and how companies are 
moving beyond two iconic business models

• Research project 1: Efficiency of the EV sales process at 
car dealerships

• Research project 2: Specifics of large e-mobility 
fleets and electric power and energy reserve trading

• Wrap-up

Agenda
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EVs as company cars

https://www.amag-group.ch/de/energy-und-mobility/loesungen/flottenloesungen.html
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Aggregating and managing fleets of EV company 
cars 

• Battery storage systems are increasingly deployed at 
large scale in flexibility and reserve markets.

• Recently, it has been argued that aggregated electric 
vehicle (EV) fleets could offer similar flexibility 
services.

• However, unlike large battery parks, e-mobility fleets 
are often less coherent:

• They constitute of fleet specific technology 
(vehicles and charging equipment) and fleet 
specific behavior (e.g. different and changing 
charging and driving patterns), which in 
combination makes forecast an interesting 
challenge.

• At the same time, use for providing flexibility could be 
economically attractive, as the capital costs of the 
vehicles are not allocated to flexibility products, 
resulting in significantly lower opportunity costs 
compared to other power assets.
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How do specifics of large e-mobility fleets influence
optimization strategies in electric power and energy
reserve trading?

Moritz Loock

• This paper draws on an analysis on a unique, large-scale database of an e-mobility fleet in 
Switzerland with fine-grained data of a fleet approx. 1’500 vehicles.

• In a first step a state-of-the art optimization model is derived from literature to assess the overall 
economic potential. 

• In a second step, it is tested how different features of the fleet affect and change the optimization 
model and the economic potential as its outcome. 

Fleet specific 
technology mix

Fleet specific 
behavior mix

Optimization

Day-ahead
Intraday

TRL (mFRR)

Economic potential
• Low cost charging

• Revenues for balancing 
service provision to TSO

Country specifics (market 
dynamics & regulation)
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Fleet specific subunit of around 100 ID.Buzz Cargo 
(with installer specific usage behaviour) 
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Fleet specific subunit of around 177 Škoda Enyaq 
(with field service specific usage behaviour)
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Data snap-shot

© AMAG Energy & Mobility
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Next steps

• We test how different features of the fleet affect and change the 
optimization model and the economic potential as its outcome

• We assume that a heuristic trading strategy is more sucessful in dealing 
with dynamics from fleet specific behaviors and technology and specific 
local context compared to complex standard optimization 

• Based on this, we seek to draw implications for a more fine-grained 
understanding in regard to the energy economic fundamentals of pooling 
electric vehicles
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• The role of business models and how companies are 
moving beyond two iconic business models

• Research project 1: Efficiency of the EV sales process 
at car dealerships

• Research project 2: Specifics of large e-mobility fleets 
and electric power and energy reserve trading

• Wrap-up

Agenda
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Wrap-up
Learning Why important Topics
#1: Business models 
provide a useful 
perspective of analysis for 
understanding dynamics 
at the convergence of the 
energy and automotive 
industry

A business model perspective helps to focus on 
interesting variance in company offerings, especially 
value propositions towards customers

By considering and exploring this variance, business 
model research can develop precise prescriptions to 
improve whole business models or single aspects

Given the impact of business models on social 
accaptance and diffusion, this potentially provides 
meaningful support for the diffusion of e-mobility

Classification of 
business models, 
acceptance studies of 
bms and bm elements, 
dynamics among 
business models (e.g. 
complentarity and 
competition of bms)

#2: The delivery 
configuration is an 
important element of 
business model research

Some value propositions are especially sensitive to 
efficient delivery, e.g. novel value propositions or value 
propositions that require detailed explanation

Challenges and 
opportunities for an 
efficient design of the 
EV sales process at 
car dealerships and 
beyond

#3: Monetization is an 
important element of 
business model research

Providing resources and capabilities to create and deliver 
value propositions is expensive, a detailed understanding 
of financial viability is a critical element for bm 
performance

considering regulatory, 
technical and 
behavioral 
contingencies, field 
studies   
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Thank you J
moritz.loock@unisg.ch


