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PROLOGUE
Europe faces a range of environmental challenges (e.g. resource depletion, increasing
water scarcity, etc.) that will impact on its future prosperity. Companies, especially
SMEs are working hard to develop innovation addressing environmental challenges
which could provide solutions to these environmental policies. In order to prove the
credibility of this innovative technology, European Commission has launched
Environmental Technology Verification (ETV). It is an initiative that provides for thirdparty verification of the performance claims made by manufacturers.
However, the lack of promotion of ETV is the cause that this innovative tool of the
European Commission is not reaching enough number of SMEs. In order to increase
recognition and knowledge of this initiative, ETV4INNOVATION has created training
materials of three modules with the aim of providing insight into the different
approaches of ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON DOMESTIC AND
INTERNATIONAL MARKETS will contain 5 lessons which cover different topics related
to the commercialisation of a technology verified through the ETV procedure. This
document covers Lesson 1: ETV objectives in terms of commercial exploitation.
This lesson enables you to understand the added value
of having pass successfully an ETV procedure in terms
Learning outcomes

of commercial exploitation and it also gives some key
tools to profit this added value such as public
procurement, patents, International Verification, etc.
ETV,
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LESSON 1: ETV OBJECTIVES IN TERMS OF COMMERCIAL EXPLOITATION
Unit 1: Use of ETV logo and post-verification requirements
The verification report and the Statement of Verification are the main results obtained
from the verification procedure. Both products determine the performance of a
technology verified under the EU ETV Pilot Programme.
They present a predefined content and structure which are provided and detailed in
the General Verification Protocol (GVP). Also, it is containing the specific set of rules
and principles that should be followed.
Concretely, the verification report is a summary of all verification activities carried out
throughout the whole process. Its main part includes:
-

A detailed description of the technology and its application.

-

The verified performance.

-

Operational conditions under which the declared performance is achieved.

-

All measurement uncertainties and relevant assumptions taken into account
during all the verification process.

-

Description of the tests performed and the obtained results.

-

Final assessment of all data from the test report and from acceptable existing
data prior to verification.

-

Quality management and control procedures applied.

In addition, all the documents produced during verification such as the quick scan
document, the proposal, specific verification protocol, the test plan and test report
are included as annexes.
On the other side, the Statement of Verification is a summary of the verification
report, a brief document of about 4 pages which includes:
-

A summary description of the technology verified, complete denomination or
reference number, purpose and terms of use.

-

The verified performance and the operational conditions under which it is
achieved.
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-

A summary of the procedures followed by the Verification Body (VB) and by
test bodies where relevant, to verify the claim, including the statistical
confidence range on specifications where applicable.

-

Any other information necessary to understand and use the performance
claim; this may include information not verified under the EU ETV Pilot
Programme, however, this should be clearly stated and explained.

1.1.

Use of ETV logo

The ETV logo was created in some projects related
to ETV in the Seventh Framework Programme
(FP7) of the European Commission (PROMOTE,
AIRTV and AdvanceETV). Even though the logo is
not officially recognised by the European Commission, it remains the logo used in all
the documents related to ETV, e.g. documents issued by Verification Bodies (VB), GPV,
etc.
Even if the ETV logo has no meaning on its own, it is understandable that companies
that are undergoing an ETV process should want to publicise the results of the
verification by displaying the ETV logo in their marketing materials or by mentioning
that the technology is “ETV verified”.
Nevertheless, the GVP clearly states that the Statement of Verification should be the
main document used for marketing circumstances and communication purposes and
proposes the appropriate short phrasing when referring to it.
Concretely, the logo is available as a pdf, ai and eps file and can be requested to the
Commission by email to env-etv@ec.europa.eu for use in the conditions provided in
GVP and in the Guidance Document “Use of the ETV logo and post-verification
requirements when marketing a technology verified through the ETV scheme”.
The minimum recommended size for the ETV logo is 15 mm for the smaller side
(height) of the rectangle above. On Statements of Verification and other documents
where the ETV logo is associated with the logo of a Verification Body, the size of the
ETV logo should be the same or larger as that of the Verification Body.
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The colour codes to be used are the following:
•

Green: C=79; M=10; Y=93; K=0

•

Blue: C=100; M=80; Y=0; K=0

•

Yellow: C=0; M=0; Y=100; K=0

In addition, the logo shall not be altered in any way and this includes:
•

Distorting or rotating

•

Altering colours or fonts

•

Cropping, disassembling, separating components

•

Addition of other elements, graphics or text

1.2.

General Guidelines for the Use of the ETV logo

If an organisation has obtained a green technology verified through ETV, it will receive
a Statement of Verification that contains the ETV logo. In order to be able to exploit
and disseminate the verification as advertise or other marketing tool, the company
should respect the following guiding principles:

• The ETV name or logo must never be used in a way that claims, suggests or
implies any type of endorsement, approval or guarantee from the European
Commission or the corresponding Verification Body to the technology or the
related company.

• The ETV name and logo should not be used by technologies that have not been
verified. In the case of technologies undergoing a verification, a mention to the
ETV programme without the use of the logo could be made, with the
agreement of the VB. However, it must be clearly stated that it is an ongoing
verification and that the outcome of the verification cannot be guaranteed.

• The ETV name or logo has no meaning on its own and must not be used on any
products or marketing materials (printed or web) without the specific
reference to the Statement of Verification.
The ETV logo should be used on publications only when combined together with the
reference to the Statement of Verification as long as the meaning of ETV is correctly
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reflected by the publication, avoiding any confusion in particular with endorsements
or approval of the technology.
The ETV logo alone cannot be used neither on products nor on
publications without a reference to the Statement of Verification.

xx

1.3.

Extended ETV logo

The ETV name or logo associated to the reference of the Statement of Verification
becomes an extended logo that should be discussed with the VB at the end of the
verification. The extended logo can only be used once the verification has been
completed and published on the European Commission's central registry of
Statements of Verification.
•

•

•

The ETV name and extended logo can only be used alongside technologies (and
models) that have been verified under the ETV scheme. In the case of a verified
technology, the ETV name and logo can only be used alongside statements on
the performance that was effectively verified under ETV. If this is not possible,
the performance claims verified under ETV must be clearly shown as well as
those not verified.
The ETV name and logo must be adjacent to the mention of the technology
and model verified so that the reader understands exactly which product the
extended logo is referring to. In case there is more than one model for the
same technology and not all have been verified, then it must be clear to which
models the mention to ETV and extended logo is referring to.
If the name or extended logo are used in electronic media, digital documents
or web content, they should be hyperlinked to the ETV website –
http://iet.jrc.ec.europa.eu/etv.

The reference to the Statement must be formulated as follows (GVP B.VIII.1): “The XX
technology was verified in the framework of the EU Environmental Technology
Verification (ETV) pilot programme for the application AA (including purpose and
matrix) by BB Verification Body on DD.MM.YYYY. The Statement of Verification has
been registered under number NN and is accessible at the following address:
http://iet.jrc.ec.europa.eu/etv/”.
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Figure 1. Example of Extended ETV logo

1.4.

Post-verification requirements

After receiving the Statement of Verification, if any of the following changes to the
verified technology occurs, the proposer shall report to the VB with the data needed
to evaluate whether the conditions for verification have changed:
•

Change of ownership

•

Design changes

•

Change of intended application or operational conditions

Other changes able to modify the performance results should be reported in the
Statement of Verification. The VB shall evaluate reported changes and data and if it
concludes that the conditions for verification have changed, a new verification
procedure shall be engaged by the proposer for this technology or alternatively, the
Statement of Verification shall be withdrawn. The evaluation of the changes is at the
cost of the proposer.
The Statement of Verification shall be withdrawn by the VB if misused by the proposer;
where misuse is defined as a violation of the conditions of the ETV Programme
verification.
In the case of withdrawal, the Statement of Verification and verification report shall
be removed from all web sites.
The General Verification Protocol (GVP) defines some duties relative to the post
verification phase, in order to promote a healthy and serious dissemination of the ETV
Programme and to guarantee its reliability and trustworthiness.
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The proposer can include the Statement of Verification in the technical documentation
of the verified technology and use it for marketing purposes. The proposer shall make
the statement available in full and shall not use parts of the statement for any purpose.
The proposer shall not use the ETV logo alone either on products or on publications
other than the Statement of Verification. However, the particular complexity and
extent of the Statement of Verification reports have caused some ideas or suggestions
to be developed by different Verification Bodies and enterprises that want to prepare
an attractive document to be used for dissemination and marketing purposes during
the first stage.
ETV4INNOVATION Consortium have compiled some ideas which could be more
interesting in terms of commercialisation and exploitation:
a) Short summary

Figure 2. ETV product Short Summary

This first suggestion already implemented by some verified technologies contains the
most relevant information:
-

The name of the product

-

The parameters verified and its values

-

The Verification Body
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-

The registration’s number

-

The website link where Statement of Verification could be downloaded

-

The QR code

-

The ETV logo

Although the potential of QR Codes are limited in terms of visual marketing and
commerce, they can be quite useful once being scanned. In this context of ETV, a QR
Code will allow enterprises to simplify as much as possible its marketing tools related
to ETV. However, in only one scan, a person will be able to enter to the Statement of
Verification and the whole report to know all the technical details. However,
organisations will achieve an attractive document that will be easily used and
distributed through its channel of commerce.
b) Summarised sheets
ADEME, the French Agency which manages ETV program in France has prepared this
second idea of summarised sheets. These sheets have been written according to the
procedures imposed by the European Commission in its technical guide (“Use of the
ETV logo and post-verification requirements”), ETV logo and post-verification
requirements. This document defines and clarifies all elements relating to the ETV logo
and its use, in particular the graphic specifications and the circumstances of its use. It
also discusses the practical implementation of GVP specifications in terms of use of
the logo and references to verification. Below, an example of procedures containing
the information that must be included with the ETV logo of the pilot program of the
European Union.
This developed summary sheets are inspired by the template sheets of the ADEMETotal program, a financing scheme for demonstrative research and development
projects

(an

example

of

a

form

can

be

found

here:

http://www.ademe.fr/programmeademe-total-efficiency-energetics-industry-tddrac). They have been adapted to the ETV system, using the principle of verifications,
and highlighting the proposing company and the verification body, as well as the
verified parameters and the innovative nature of the technologies concerned. These
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sheets can serve as a basis for further work, especially in terms of marketing and
commercial objectives.

Figure 3. Summary Sheet of ETV product

c) ETV cards
ETV4INNOVATION Consortium have created some ETV reduced size cards which have
very visual and interactive features with the addition of QR codes in some of them.
Even if there are smaller ones, they have introduced the fundamental information
which is compulsory for the European Commission.
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Figure 4. ETV cards proposed by Consortium project

1.5.

The added value of ETV

These are some considerations about the potential added value that ETV can bring to
these technologies.
The added-value of the Statement is the assurance of the credibility of the claim as to
the performance of the relevant technology, thus facilitating subsequent recognition
by purchasers across and beyond the European Union.
Under the current practice, performance claims are stated by the technology
manufacturer without third-party verification. In the best case, the technology
manufacturer provides a test report supporting the claims, but the value of a test
report depends on the design and quality of the tests and on the competence and
independence of the testing laboratory. Unverified test reports may not be recognised
on foreign markets or may not be understood beyond a circle of technology specialists.
With proof of performance credibility assured, innovations can expect an easier
market access and/or a larger market share; the technological risk is reduced for
technology purchasers.
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Unit 2: International Joint Verification
At this moment, there are seven Environmental Technologies Verification (ETV)
programmes. These are the devices set up by the following countries: United States,
Canada, South Korea, Japan, Philippines, China, as well as the program of the
European Union.
Table 1. List of ETV Programmes in the world

US EPA Environmental Technology Verification (ETV) Program
Canadian

Environmental

Technology

Verification

(ETV)

ProgramC:\Users\AMP\AppData\Local\Temp\www.etv.c

anada.ca
Philippine Environmental Technology Verification

Korea New Excellent Technology (NET)

Japan Environmental Technology Verification

EU Environmental Technology Verification (ETV) Pilot Programme

China Environmental Technology Verification Pilot Programme

Japanese and European programmes have been put in place following preprogrammes. In addition, France and Denmark have created two national
programmes to carry out also several ETV procedures of its national SMEs.
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Figure 5. Countries with ETV programmes

Since markets for environmental technologies are becoming globalised, the expected
benefits for a proposer of having a technology verified may increase significantly, if
the verification results are recognised beyond the EU market.
Several ETV programmes are already operating all around the world, each of them
being independently operated, with its own testing and verifying processes. This lack
of uniformity implies worldwide acceptance issues: a national or regional ETV does not
automatically translates into a global ETV.

2.1. International Joint Verification: Joint and co-verification
One way to achieve this goal is to have the verification process performed in
cooperation between an EU ETV Verification Body and a Verification Body from
another ETV programme in the world (United States, Canada, Japan, etc.).
Obviously, ensuring the widest possible acceptance of verifications will increase their
impact on global markets. Initiating cooperation between two or more programmes
on the verification processes is the best way to achieve a more global acceptance and
mutual recognition.
The main drivers facilitating the participation in international joint and co-verification
procedures are:
-

Reducing the verification costs globally
Increasing the number of credible verifications available to buyers
Enhancing the global use of more environmental technologies
Creating a programme per programme-based access to global markets

The main benefits of a verification performed in cooperation between two or more
ETV programmes are:
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Table 2. Benefits for carrying out an International Joint Verification

For technology proposer

For technology client

Obtaining a Statement of Verification Gaining access to technologies verified
validated and recognised in different under different programmes around the
programmes around the world
Reducing the verification costs and
increase

market

simultaneously

penetration

world but at the same time, having able
to fully rely on a performance proof
originating

from

a

well-known

verification procedure assuring the
quality and validity

From the technical point of view, this requires the cooperation of one of the
Verification Bodies accredited in the EU Programme and of one or more international
ETV operator from the non-EU programme(s). The EU Verification Body can advise on
the choice of the best second ETV programme and could collaborate in contacting, if
necessary, with the other relevant ETV operator(s).
There are two different collaboration models for international verifications:
-

-

Co-Verification: where one ETV operator is in charge of the ETV process and
the results obtained are shared and then accepted by the other operators
taking into account some agreed upon previous conditions
Joint Verification: the cooperating ETV operators interact at each step of the
ETV procedure, jointly validating the different activities and sharing the
assessment work.

In both models, the final results obtained are the same that in the EU ETV programme:
Verification Report and Statement of Verification signed by the cooperating ETV
operations and accepted and published by both ETV programmes.

2.1.1. Joint Verification
A technology, product or process undergoes a simple verification process carried out
collaboratively by two or more verification organisations using mutually recognised
verification procedures, processes and quality management systems. The outcome is
a verification that satisfies the requirements of the all the programmes involved in the
Verification. In the end, one joint statement is issued.
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Figure 6. Joint Verification structure of ETV process

2.1.2. Co-verification
In co-verification, two or more verification organisations work together to determine
the acceptability of the parameters to be verified and the plan for verification at the
outset of the verification process. After the verification, the co-verification
programmes evaluate the acceptability of the verification process and the results
against what was agreed upon, and decide whether or not to issue a statement of
verification. Each ETV programme involved issues a statement of verification to the
enterprise.

Figure 7. Co-verification structure of ETV process
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However, this option of Co-Verification should be carefully analysed as some buyers
do not accept the test to be performed by only the Verification Body of a country,
since they consider this ETV verification procedure to be insufficient and they ask for
more tests in an organisation operating in their countries.

2.1.3. Real examples
Numerous verifications have been carried out in collaboration between more than
one ETV programme. Four examples are detailed below, two were performed as joint
verifications in full cooperation and two were performed as co-verification with less
involvement from the ETV-programmes not responsible for the verification and
testing stages of the procedure.
Table 3. Real examples of products verified through an International ETV procedure

Vendor
EnbioCons

Sorbisense

HACH-LANGE

Application
System for Sludge Advanced Fuel
and Energy (SAFE) Technology
Measurement of volatile organic
contaminants in groundwater
Toxicity

testing

of

ETV Korea, ETV Canada

US EPA ETV, DANETV

effluent US

wastewater
Automatic

Colifast

Involved ETV programmes

EPA

ETV,

ETV

Canada,

ETV,

ETV

Canada,

DANETV
detection

of

total

coliform bacteria or Escherichia
coli in drinking water

US

EPA

DANETV

Regarding the Statement of Verification, the document has the same structure,
however, it includes a section where the Joint or Co- Verification procedures and the
ETV programmes involved in the procedure are set out in detail.
One example is presented with SAFE Technology, which have been verified by Korea
and Canada programme in 2016.
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Figure 8. Co-Verification section included in a Statement of Verification
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Unit 3: Public Procurement
Europe faces a range of environmental challenges that have an impact on the current
and future prosperity of the population. These include resource depletion, increasing
water scarcity, air pollution, climate change and biodiversity loss.
For that reason, Europe is working hard in the fields of innovation and innovative
environmental technologies which could be able to provide solutions while also
increasing EU competitiveness. However, breaking into the market with innovations
can be difficult if there is no credible information about these new technologies.
The Environmental Technology Verification (ETV) was established within that
framework. ETV, as its name indicates, has the objective to validate environmental
technologies. In other words, it is the establishment or validation of an environmental
technology performance by a third qualified body, on the basis of different tests data.
Environmental Technology Verification has three main purposes:
-

To promote innovative environmental technologies

-

To help manufacturers prove the reliability of their claims, and technology
purchasers to identify innovations that suit their needs.

-

To accelerate the market uptake of innovative environmental technologies

As, it was mentioned in the 3rd Stakeholder Forum of the EU ETV Pilot Programme (28th
September 2017, Brussels), in order to obtain a wide impact of this verification, it is
necessary to explore synergies with other environmental policies:
1. ETV as support to Green Public Procurement and Public Procurement of
Innovation
2. ETV as support to legislation based on technology performance, e.g. support
to emerge techniques under IED
3. ETV as complement to standards, e.g. on raw materials, to product policy tools
(eco-design, labelling, environmental footprint)
During the development of this third unit, the training content developed by
ETV4INNOVATION Consortium will be focused on the Green Public Procurement as
one of the complementary green policies. Consequently, there will be more
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opportunities for the development of products, services and processes manufactured
with environmental technologies.

3.1.

Public Procurement

For the Organisation for Economic Co-operation and Development (OECD), public
procurement refers to the purchase of good, services and works by governments and
state-owned enterprises. As public procurements accounts for a substantial portion of
the taxpayers’ money, governments are expected to carry it out efficiently and with
high standards of conduct in order to ensure high quality of service delivery and
safeguard the public interest.
The significance of public procurement is such that the European Union promotes it
not only as the procedure to acquire products, good or services, but also as a way to
create public policies and influence in multiple sectors.

Figure 9. Influence of Public Procurement in other sectors or areas

In particular, public procurement could be connected with the environment and
innovation sectors through Environmental Technology Verification.

3.1.1. Typical public procurement procedure stages
Procurement procedures take usually long periods of time and it is necessary to define
different stages. As it is detailed below in the Figure 2, the procedure consists of 5
stages which should be followed closely in order to assess the quality and the
effectiveness of the public procurement.
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The intention of this section is to provide the students a general view of the whole
public procurement procedure.
•Detect future need
•Engage stakeholders
•Analyse market
Preparation
•Define the subject matter
and planning
•Choose the procedure
•Draft specifications including criteria
•Prepare procurement documents
Publication •Advertise the contract
and
transparency •Provide clarifications

Submission of
tenders, opening
and seletion

Evaluation and
award

Contract
implementation

•Receipt and opening
•Apply exclusion grounds
•Select suitable tenderers

•Evaluate tenders
•Award and sign the contract
•Notify tenders and publish the award

•Manage and monitor the execution
•Issue payment
•If needed, deal with modification or termination of contract
•Close the contract

Figure 10. Public Procurement stages

The definition of each phase, including the name and the objective of each one, is
subjective and arbitrary because there is no worldwide agreement on what should be
included in each stage. Thus, the own view of the ETV4INNOVATION Consortium is
developed below.
However, the compulsory requirements to carry out to successfully obtain a public
procurement procedure remain clear (e.g. be based on an appropriate or optimum
technical solution, be contract management, etc.)

3.2.

Green Public Procurement

For the Ministry for Communications, Climate Action and Environment of Ireland,
Green Public Procurement (GPP) is a process where public authorities seek to source
goods, services or works with a reduced impact. The Public Sector has a responsibility
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to promote green procurement, in order to support environmental and wider
sustainable development objectives. GPP is widely recognised as an effective means
for public administration to manage the balance between cost effectiveness and
sustainable development.
The relevancy of GPP is very important because this contributes to the choice of goods,
services and works with a low environmental impact. Indirectly, they also:
-

Contribute to sustainable consumption and manufacturing
Represent the engine of industrial innovation by providing real incentives to
develop technologies and products
Provide savings to public entities
Help public entities cope with rapidly changing environmental challenges

The “Collection of good practices Green Public Procurement” report presents some of
the most interesting case studies compiled since January 2010 by the European
Commission.
On February 26th, 2014, the new European directives on public procurement were
approved:
•
•
•

Directive 2014/24/UE on public procurement and repealing Directive
2004/18/EC
Directive 2014/23/UE on the award of concession contracts
Directive 2014/25/UE on procurement by entities operating in the water,
energy, transport and postal services sectors and repealing Directive
2004/17/EC

These directives will support green public procurement and contracting since they will
be able to prioritise quality, environmental considerations, social aspects or
innovation, without forgetting the price or the life cycle costs of the tender object.

3.2.1. Tools to facilitate Green Public Procurement
Recently, many tools promoted by the European Commission have appeared, both
public and private sources, whose aim is to promote common sustainability in
different sectors. It is for this reason that different instruments have been integrated
in the latest policies that foster this efficiency: Best Environmental Management
Practices (BEMPs), rate of sustainable activities, etc.
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As for the product policy, two main tools could be highlighted: green public
procurement and eco-labels.
Eco-labelling should be seen as a tool that facilitates the development of a commercial
relationship between administrations that want to buy products or services with
specific environmental characteristics and companies that are in a position to supply
these products that respect the environment as an added value.
Specifically, in a tender process, the environmental label could provide some extra
support to:
-

Help buyers to identify sustainable products or services
Based on transparent and objective criteria
Provide an independent third party
Play a fundamental role in developing technical specifications,
award criteria and compliance verifications

Apart from the EU Ecolabel, the best-known one, there are other possibilities that
could provide a sustainable credibility to the tender:
Examples of labels referring to multiple criteria:
-

Nordic Swam
The German “Blue Angel”

Labels on a unique aspect:
-

Energy Star
Organic farming label of the EU

Specific sectorial labels:
-

FSC (Forest Stewardship Council)
PEFC (Programme for the Endorsement of Forest Certification)
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Figure 11. Ecolabels used in GPP to provide sustainable credibility

3.3.

Environmental Technology Verification for procuring innovative

technologies in green public contracts
The Environmental Technology Verification (ETV) initiative was prepared under the
Environmental Technologies Action Plan (ETAP) and fulfils a commitment taken under
the Action Plan on Sustainable Consumption and Production and Sustainable
Industrial Policy (SCP-SIP). ETV initiative is fully in line with the approach of the EU
2020 strategy for smart, sustainable and inclusive growth. ETV also complements
several voluntary schemes and legislation at EU level:
-

ETV is concerned with industrial products and processes and should provide
information for use in business-to business relations. This is complementary to
eco-labels, which relate to consumer products and aim to identify green
products based on agreed criteria

-

ETV is not about defining minimum requirements, but about ensuring the
credibility of performance claims put forward by a producer, going beyond
minimum requirement where they exist. In particular, the Eco-design directive
on energy-using products and the energy labelling directive define mandatory
criteria on the design of products and on the information to be provided by the
producer.
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Taking into consideration the complementarity of ETV with those other voluntary tools
which are already used in some tender procedures, it is permissible to state the
possibilities of organisations with an ETV product, service or goods to apply for green
public procurements.
There are several options at different stages of awarding green public procurement
when the purchasers are looking to purchase an innovative technology. At this step,
enterprises could use the statement of verification and the report of verification
obtained from the ETV process.

Figure 12. Statement of Verification example

The purchaser may use the data on the performance compiled in the statement of
verification to specify their own expectations and needs concerning the subject matter
of the contract. These expectations will be translated into requirements and
characteristics concerning the subject and will be included into the tender assessment
criteria.
According to the provisions of Art. 30 of the Public Procurement Law, contracting
authorities may require the economic operators, as technology suppliers, provide a
certificate issued by a conformity assessment body or a report on tests carried out by
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such a third part as a means of proof of conformity with requirements or
characteristics set out in the description of the subject of the contract.
A test report is a part of the verification report issued under ETV and in that sense,
both statement of verification and verification report could be used as a proof that the
offered technology complies with the requirements or criteria specified in the contract
of the public procurement.

3.4.

Real examples of ETV Verification and public procurements

1. Ros filter, Filtration of surface water for drinking water (Vendor:
Ingenjörsfirma Ros AB; http://www.dhigroup.com/)
The vendor motive: the regional water supplier was interested in the Ros Filter, but
requested a third-party test and evaluation prior to contracting

Figure 13. Schematic drawing of a Rosfilter (Source: DANETV; Verification Report of Rosfilter)

2. Disinfection of sea water for aquaculture and of aquaculture effluent to sea
(Vendor: Ultraaqua; https://www.ultraaqua.com/)
The vendor motive: the Norwegian authorities required third party test and evaluation
prior to permission to sell on Norwegian market
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Figure 14. Ultraaqua disinfection system (Source : European Commission, Environment)

3. Eclox, water toxicity
https://www.hach.com/)

measurement

(Vendor:

Hach-Lange

GmbH;

The vendor motive: a national authority had a requirement for ETV verification of a
tender document. Competitors have US EPA ETV verification statement so this
company decided to go a step further achieving the International Joint Verification to
have more possibilities to achieve this public contract.
In addition, the product is now on the Chinese market.

Figure 15. Eclox, water toxicity measurement (Source: EPA ETV Verification Report)

29

Unit 4: Patents
Environmental Technology Verification (ETV) is a tool to help innovative
environmental technologies reach the market, and that is why this verification allows
companies to obtain innovative products and therefore there is the possibility of
patenting.

4.1.

What is a patent?

According to the World Intellectual Property Organisation (WIPO), a patent represents
the exclusive right of industrial and commercial exploitation on an invention that the
State grants to an inventor for a specific time, if it meets the requirements required
by law. This title allows the inventor to decide if the invention can be used by third
parties and in what way and, in return, the published patent document makes
available the technical information related to the invention to the public. To get a
patent, technical information about the invention must be disclosed to the public in a
patent application.
Patents shall be granted for any inventions, in all fields of technology, provided that
they are new, involve an inventive step and are susceptible of industrial application.

Figure 16. Patentability Requirements
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Novelty: Do not be part of the state of the art in an absolute and universal way. This
state of the art includes everything that has been made accessible to the public
worldwide before the date of presentation of the patent application.
Inventive step: Verify that the object of the patent does not result from the state of
the art in a manner evident to an expert in the field. This requirement in European
regulations is what in the US is called "non obviousness". The evaluation of this
requirement constitutes the most complicated task on the part of the examiner or any
professional who dedicates himself to the patents.
Industrial application: That the object of the patent can be reproduced repeatedly at
an industrial level.
The invention must be disclosed in an application in a manner sufficiently clear and
complete so that it is replicated by a person with an ordinary level of skill in the
relevant technical field.
The patentability requirements are assessed in relation to the state of the art, which
is constituted by everything that before the date of presentation of the application
has been made accessible to the public in any country.
Patents are territorial rights. In general, the exclusive rights are only applicable in the
country or region in which a patent has been filed and granted, in accordance with the
law of that country or region. The duration of patent rights is 20 years from the
application date, with no possibility of renewal and requires rates of annual
maintenance.

4.1.1. Advantages of patenting a product
Patents are an important intangible asset, which facilitate the commercialisation of
the patented product and that supposes competitive advantages, since it prevents
third parties from using the technology, in fact, one of the objectives of patents is
precisely to prevent plagiarism by third parties.
Because of the protection offered by the patent, the seller can tell prospective buyers
the details of the invention without running the risk of the invention being stolen.
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Another advantage of patenting a product is the attractiveness for investors, since
they feel more secure before a patented product, the promotion of innovation or the
increase of the value of the trademark.

4.1.2. What is the technology state of the art?
The state of the art comes originally from the field of technical, scientific and industrial
research, which simply means the situation of a certain technology. The most
innovative or recent with regard to a specific aspect. It is a way of knowing what is
known about an issue or what has been said so far that has been essential or key.
The state of the art for a patent application, is about the research in different
specialised databases of both patents, scientific articles and research projects related
to the product that you want to patent. In other words, the aim is to identify if
someone, somewhere, at an earlier time, have described, shown or done something
that contains a use of technology that is very similar to your invention.
An existing product is the most obvious form of the state of the art.

4.1.3. How to apply for a patent?
There are different routes to patent protection and the best route for you will depend
on the invention and the markets the company operates in.
A European patent application consists of:
o a request for grant
o a description of the invention
o claims
o drawings (if any)
o an abstract.
Applications can be filed at the European Patent Office (EPO) in any language.
However, the official languages of the EPO are English, French and German.
•

The first step in the European patent granting procedure is the examination
on filing. This involves checking whether all the necessary information and
documentation has been provided, so that the application can be accorded a
filing date.
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•

Secondly, a European search report is drawn up, listing all the documents
available to the Office that may be relevant to assessing novelty and inventive
step. The search report is based on the patent claims but also takes into
account the description and any drawings.
Immediately after its drawing up, the search report is sent to the applicant
together with a copy of any required documents and an initial opinion as to
whether the claimed invention and the application meet the requirements of
the European Patent Convention.

•

Thirdly, the application is published - normally together with the search report
- 18 months after the date of filing or, if priority was claimed, the priority date.
Applicants then have six months to decide whether or not to pursue their
application by requesting substantive examination.

•

Finally, after the request for examination has been made, the European Patent
Office examines whether the European patent application and the invention
meet the requirements of the European Patent Convention. If the examining
division decides that a patent can be granted, it issues a decision to that effect.

4.2.

Patents about Environmental Technologies

In recent years, Environmental Technologies have begun to gain momentum as a way
to increase efficiency in the use of natural resources.
This is directly related to the number of patents that have been published in relation
to this topic.
According to the latest report prepared by the World Intellectual Property
Organization (WIPO), between 2006 and 2016 the number of patents published in the
world related to environmental technologies has doubled up the number of
publications.
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Figure 17. Evolution of the number of patents published in the world on Environmental Technologies.
(2006-2016). Source: WIPO

In 2016, patents related to Environmental Technologies represented 1.8% of all
patents published.
Moreover, China is the country that has published more patents in the 2014-2016
period related to Environmental Technologies, followed by Russia, the United
Kingdom and the Netherlands.

4.2.1. IPC Green Inventory
A tool to support the search and identification of patents is the International Patent
Classification (IPC), which is a classification that divides the technologies into eight
sections, with about 70.000 subdivisions and is based on an international multilateral
treaty administered by WIPO.
The IPC is very important when identifying patent documents during a search and,
therefore, an expert committee updates the classification every year.
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Figure 18. International Patent Classification Sections

Green technologies are currently widely dispersed in many technical fields of the IPC;
therefore, the Expert Committee developed the Green Inventory in order to facilitate
the search for patent information related to the so-called ecologically sustainable
technologies established by the United Nations Framework Convention on Climate
Change (UNFCCC).
Therefore, the green inventory allows all environmental technologies to be collected
in one place.
The main topics of the green inventory are:
o Alternative energy production
o Transportation
o Energy conservation
o Waste Management
o Agriculture/Forestry
o Administrative, regulatory or design aspect
o Nuclear power generation
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4.3.

Environmental Technologies Verification (ETV) and the possibility of

patenting
The EU-ETV Pilot Program, works as one of the initiatives of the European
Commission's Eco-Innovation Action Plan, and set out to lay the foundations for a real
tool at a European level to support and promote eco-innovation.
There is currently a total of 30 Verified Technologies under the ETV Pilot program.
In the Environmental Technology Verification (ETV), there is a division into three
different areas:
o Energy technologies
o Materials, Waste and Resources
o Water Treatment & Monitoring
When a technology is going to pass the Verification process, the questions that the
technology faces are:
o Is it an innovative environmental technology?
o Is it ready for market?
o Are the performance characteristics not fully covered by existing
regulations/standards?
o Does it fit within the Technology Area scope of Water Treatment and
Monitoring, Energy Technologies or Materials, Waste and Resources?
The first questions can be directly related to the requirements for the application of a
patent: novelty, inventive activity and industrial application.
Therefore, there is a clear relationship between patentability and the Environmental
Technology Verification (ETV).
As explained above, there is currently a great interest in environmental technologies,
so the Verification of Environmental Technology (ETV) could be an opportunity to
patent a technology.
That is why, currently, among all the companies that have verified their technology
through the ETV EU pilot program, more than half of them (56.6%) have been
patented.
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The technologies belonging to the field of Energy Technologies are those with the
most patents (71.4%), followed by the Water Treatment & Monitoring area (56.6%)
and finally the Materials, Waste and Resources (50%).
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Glossary
Eco-labels

A form of labelling that refers to the
environmental performance of a product and is
usually represented by symbols.

Environmental Technology
Verification (ETV)

Verification of the performance of environmental
technologies or in other words, the establishment
or validation or environmental technology
performance by qualified third parties based on
test data generated through testing using
established protocols or specific requirements.

General Verification Protocol
(GVP)

Working document that provides step by step
procedures for conducting a verification of
performance for an environmental technology or
process.

Invention

A device, contrivance or process originated after
study and testing.

Performance of a Technology

The efficiency of a technology or system in terms
of its properties measured and the values
obtained from each one.

Quick Response Code

A trademark for a type of matrix barcode (or twodimensional barcode) which contains information
about the item to which it is attached.

Statement of Verification

A summary of the test results for a given
environmental technology sourced from the
Verification Report.

Tender

An unconditional offer of money or service in
satisfaction of a debt or obligation made to save a
penalty or forfeiture for non-payment or nonperformance.

Trademark

It is a recognisable sign, design, or expression
which identifies products or services of a
particular source from those of others.

Verification Body (VB)

An expert third party, required to follow the
General Verification Protocol, so every technology
developer is assured that there is a “level playing
field” with the same procedure for every
applicant.
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Module 2: THE ETV PROGRAM AS A
COMMERCIAL TOOL ON DOMESTIC AND
INTERNATIONAL MARKETS
ETV4INNOVATION – Development of an online resource to train
enterprises with the final objective to foster them into
Environmental Technology Verification

KA2 Strategic Partnership Project n° 2017-1-IE01-KA202-025703

Licences
■ This training material is subject to Creative Commons licenses.
For training material, such as images, subject to another type
of license, the license is explicitly stated
■ This material is licensed under
Creative Commons Attribution-NonCommercial-ShareAlike
4.0 International License
(CC BY-NC-SA 4.0).

To see a copy of this license, please visit
https://creativecommons.org/licenses/by-nc-sa/4.0/deed.en

Funding
■ This training material has been developed within the
framework of the Development of an online resource to train
enterprises with the final objective to foster them into
Environmental Technology Verification (ETV4INNOVATION)
project.
■ The project is implemented within the framework of the
Cooperation for Innovation and the Exchange of Good
Practices Key Action and is funded by the Erasmus+
Programme of the European Union.

Objectives
The lack of promotion of ETV is the cause that this innovative tool of
the European Commission is not reaching enough number of SMEs.
In order to increase recognition and knowledge of this initiative,
ETV4INNOVATION has created training materials of three modules
with the aim of providing insight into the different approaches of
ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON
DOMESTIC AND INTERNATIONAL MARKETS will contain 5 lessons
which cover different topics related to the commercialisation of a
technology verified through the ETV procedure. This document
covers Lesson 1: ETV objectives in terms of commercial exploitation.

Lesson 1: ETV objectives in terms of
comercial exploitation

Learning outcomes
This lesson enables you to understand the added value of having pass
Learning outcomes

successfully an ETV procedure in terms of commercial exploitation and it
also gives some key tools to profit this added value such as public
procurement, patents, International Verification, etc.

Keywords

ETV, trademark, patent, public procurement, Statement of Verification,

international joint verification
PowerPoint

Pedagogical approach

Video
Additional reading material

Hours
Assessment methodology

11.35
Quiz

Use of ETV logo and post-verification
requirements
This unit aims to further detail the use of ETV logo in other
documents apart from Statement of Verification and also it
details the post-verification requirements.

Use of ETV logo I
■ ETV logo was created in some Seventh Framework Programme (FP7) projects related to ETV.
■ Even though the logo is not officially recognised by the European Commission, it remains the
logo used in all ETV documents and reports (Verification Bodies- VBs, General Verification
Protocol- GVP, etc.).

■ Logo is available in pdf, ai and eps formats.
■ The minimum recommended size for ETV logo is 15mm.
■ The logo shall not be altered in any way (distorting, rotating, altering colours or fonts,
cropping, disassembling, separating components, addition of other elements, graphics or
text.

Use of ETV logo II
■ The reference to the Statement must be formulated as
follows (GVP B.VIII.1): “The XX technology was verified in
the framework of the EU Environmental Technology
Verification (ETV) pilot programme for the application
AA (including purpose and matrix) by BB Verification
Body on DD.MM.YYYY. The Statement of Verification has

been registered under number NN and is accessible at
the following address: http://iet.jrc.ec.europa.eu/etv/”.

The added value of ETV
The added-value of the Statement of Verification is the
assurance of the credibility of the claim as to the performance
of the relevant technology, thus facilitating subsequent
recognition by purchasers accross and beyond the European
Union.

With the proof of performance credibility assured,
innovations can expect an easier market Access
and/or larger market share; the technological risk is
reduced for technology purchasers.

Post-verification requirements I
Change of ownership

Design changes
Change of intended application or

operation costs
If some of these changes arises, the proposer shall
report to the VB with the new data.

Post-verification requirements II
The proposer can include the Statement of Verification in the technical
documentation of the verified technology and use it for marketing purposes. The
proposer shall make the statement available in full and shall not use parts of the
statement for any purpose.
However, the particular complexity and extent of the
Statement of Verification reports have caused some ideas
or suggestions to be developed by different Verification
Bodies and enterprises which want to prepare an
attractive document which could be used for
dissemination and marketing purposes at the first stage.

Post-verification requirements III
Some suggestions are:

Suggested by the
technology
owner

Post-verification requirements IV
Some suggestions are:
This
summary
sheets
developed are inspired by the
template sheets of the
ADEME-Total
program,
a
financing
scheme
for
demonstrative research and
development projects

Post-verification requirements V
Some suggestions are:
ETV cards developed by
ETV4INNOVATION
Consortium with a reduced
size, an improvement of
visual design and at the
same time, keeping the
compulsory information.

International Joint Verification
This unit aims to further detail the different Environmental
Technology Verification (ETV) programmes around the world and
the possibility of achieving International Joint Verification to
reach to more markets quickly.

ETV PROGRAMMES
At the moment there are seven Environmental Technologies
Verification (ETV) programmes.
Each of them being
independently
operated, with its
own testing and
verifying
processes.

International Joint Verification I
BENEFITS OF A VERIFICATION PERFORMED IN COOPERATION BETWEEN TWO OR
MORE ETV PROGRAMMES.
For technology proposer
For technology client
Obtaining a Statement of Verification Gaining access to technologies
validated and recognised in different verified under different programmes
programmes around the world
around the world but at the same
time, being able to fully rely on a
Reducing the verification and increase performance proof originating from a
market penetration simultaneously
well-known verification procedure
assuring the quality and validating

International Joint Verification II
There are two different collaboration models for international
verifications
CoVerification
Joint
Verification

Where one ETV operator is in charge of the
ETV process and the results obtained are
shared and then accepted by the other
operators
The cooperating ETV operators interact at
each step of the ETV procedure, validating
jointly the different activities and sharing
the assessment work

Joint Verification
Programme 1

Programme 2

Agree on a common plan
Planning
activities

Testing
activities

Verification
activities

Publication

Plan - Part 1

Plan - Part 2

Testing - Part 1
Testing - Part 2

Verification - Part 1

Verification - Part 2

Common Statement of Verification

The outcome is a verification that
satisfies the requirements of the
all the programmes involved in
the Verification. One joint
statement is issued.

Co-Verification
Programme 1

Programme 2

Agree on a common plan
Planning
activities

Plan - Part 1 and 2

Testing
activities

Testing –
Part 1 and 2

Verification
activities

Verification –
Part 1 and 2

Publication

Verification - Part 2

Common Statement of Verification

After the verification, the coverification programmes evaluate
the acceptability of the verification
process and the results against what
was agreed upon, and decide
whether or not to issue a statement
of verification. Each ETV programme
involved issues a statement of
verification for the enterprise.

Public procurement
This unit aims to detail other environmental policies that
synergise with Environmental Technology Verification (ETV)
as Green Public Procurement and Public Procurement
Innovation to achieve a wide impact of ETV verification

PUBLIC PROCUREMENT I
■ EU ETV Pilot Programme needs to have a wider impact on this
verification, thus it is necessary to explore synergies with
other environmental policies as Green Public Procurement.
Public procurement refers to the purchase by governments
and state-owned enterprises of good, services and works.

PUBLIC PROCUREMENT II
The significance of public
procurement is such that
European Union promotes it
not only as a procedure to
acquired products, good or
services, but also as a way to
create public policies and
influence in multiple sectors.

INNOVATION
L
A
B
O
U
R

SECTORS
INFLUENCED
BY PUBLIC
PROCUREMENT
ENVIRONMENT

S
O
C
I
A
L

PUBLIC PROCUREMENT III
The following diagram provides a general view of the whole public procurement procedure.
There is no worldwide agreement on what should be included in each stage, so this
diagram is an arbitrary proposal of the ETV4INNOVATION Consortium
•
•
•
•
•

Detect future needs
Engage stakeholders
Markte analysis
Choose the procedure
Define the subject matter

Preparation and
planning

• Manage and monitor
the execution
• Issue payment
• Deal with contract
modification
• Close the contract

• Receipt and opening
• Apply exclusion grounds
• Select suitable tenderers

Publication and
transparency
• Draft specifications
• Prepare procurement
documents
• Advertise the contract
• Provide clarifications

Submission of
tenders,
opening and
selection

Evaluation and
award
• Evaluate tenders
• Award and sign the
contract
• Notify tenders and
publish the award

Contract
implementation

GREEN PUBLIC PROCUREMENT I
GPP is a process where public authorities seek to source goods,
services or works with reduced impact.
GPP indirectly implies:
- Contribute to sustainable consumption
and manufacturing
- Be an engine of industrial innovation by
providing real incentives to develop
technologies and products
- A savings to public entities
- Help public entities cope with rapidly
changing environmental challenges

GREEN PUBLIC PROCUREMENT II
Tools to facilitate Green Public Procurement
Ecolabel is a mark, seal or written identification attached or affixed to
products which provides consumers with information related to the
environmental characteristics of products and thus allows for comparison of
environmental performance between products of the same type.
Specially, in a tender process, the environmental label could provide some extra
support to:
- Help buyers identify sustainable products or services
- Based on transparent and objective criteria
- Provide an independent third party
- Play a fundamental role in developing technical specifications, award criteria
and compliance verifications

GREEN PUBLIC PROCUREMENT III
Tools to facilitate Green Public Procurement
Some examples of ecolabels are:

Nordic Swam and German “Blue Angel”

Energy Star and Organic farming label of the EU

EU Ecolabel

FSC and PEFC labels

ETV for procuring innovative
technologies in green public contracts
There are several options at different stages of awarding green public procurement when
the purchasers are looking to purchase an innovative technology. At this step, enterprises
could use the statement of verification and the report of verification obtained from ETV
process.
The purchaser may use the data on the
performance compiled in the statement of
verification to specify their own expectations
and needs concerning the subject matter of
the contract. These expectations will be
translated
into
requirements
and
characteristics concerning the subject and will
be included into the tender assessment
criteria.

Real examples of Verifications and
public procurements I
1) Ros filter, Filtration of Surface water for drinking water (Vendor:
Ingenjörsfirma Ros AB)
The vendor motive: the regional water supplier was interested in the
Ros Filter, but requested a third-party test and evaluation prior to
contracting. Enterprise decided to use ETV procedure as independant
verification.

Real examples of Verifications and
public procurements II
2) Disinfection of sea water for aquaculture and of aquaculture
effluent to sea (Vendor: UltraAqua)
The vender motive: The Norwegian authorities required a third party
test and evaluation prior to permission to sell on Norwegian market:

Real examples of Verifications and
public procurements III
3) Eclox, Water toxicity measurement (Hach-Lange GmbH)
The vender motive: A national authority had a requirement of ETV
verification in tender document.

Patents
Environmental Technology Verification (ETV) is a tool to help innovative
environmental technologies reach the market, and that is why this
verification allows companies to obtain innovative products and therefore
the possibility of patenting.

PATENTS
■ A patent represents the exclusive right of industrial and
commercial exploitation of an invention that the State grants
to an inventor for a specific time, if it meets the requirements
required by law.
■ The requirements are the novelty, the involvement in an
inventive step and the susceptible of industrial application.

Advantages of patenting products
Facilitate the commercialisation
Competitive advantages

Attractiveness for investors
The promotion of innovation
Value of the trademark

Patents about Environmental
Technologies
■ In recent years, Environmental Technologies have begun to
gain momentum as a way to increase efficiency in the use
of natural resources. This is directly related to the number
of patents that have been published related to this topic.
■ The Expert Committee developed the Green Inventory in
order to facilitate the search for patent information related
to the so-called ecologically sustainable technologies
established by the United Nations Framework Convention
on Climate Change (UNFCCC).

Green Inventory
The main topics of the green inventory are:
■ Alternative energy production
■ Transportation
■ Energy conservation
■ Waste Management
■ Agriculture/Forestry
■ Administrative, regulatory or design aspect
■ Nuclear power generation

Environmental Technologies Verification
(ETV) and the possibility of patenting I

■ When a technology is going to pass the ETV Verification process, the
questions that the technology faces are:
Is it an innovative environmental technology?
Is it ready for market?
Are the performance characteristics not fully covered by existing
regulations/ standards?
Does it fit within the Technology Area scope of Water Treatment and
Monitoring, Energy Technologies or Materials, Waste and Resources?

Environmental Technologies Verification
(ETV) and the possibility of patenting II
■ This questions to pass the ETV Verification process can be directly related to
the requirements for the application of a patent: novelty, inventive activity
and industrial application.

■ Therefore, there is a clear relationship between patentability and the
Environmental Technology Verification (ETV).
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The project is implemented within the
framework of the Cooperation for Innovation and the Exchange of Good Practices
Key Action and is funded by the Erasmus+ Programme of the European Union.
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PROLOGUE
Europe faces a range of environmental challenges (e.g. resource depletion, increasing
water scarcity, etc.) that will impact on its future prosperity. Companies, especially
SMEs are working hard to develop innovation addresses environmental challenges
which could provide solutions to these environmental policies. In order to prove the
credibility of this innovative technology, European Commission has launched
Environmental Technology Verification (ETV). It is an initiative that provides for thirdparty verification of the performance claims made by manufacturers.
However, it has been identified that ETV doesn’t reach enough number of SMEs due
to the lack of promotion of this innovative tool of the European Commission. In order
to increase recognition and knowledge of this initiative, ETV4INNOVATION has created
training materials of three modules with the aim of providing insight into the different
approaches of ETV: basic, technical and commercial.

Module 2: THE ETV PROGRAM AS COMMERCIAL TOOL ON DOMESTIC AND
INTERNATIONAL MARKET will contain 5 lessons which cover different topics related to
the commercialisation of a technology verified through the ETV procedure. This
document covers Lesson 2: Technology Readiness Level.

This lesson enables the student to understand the
Learning outcomes

importance of a technology maturity and the
possibility

of

measure

this

maturity

through

Technology Readiness Level (TRL)
Keywords

ETV, TRL, CRL, IRL, SRL, Horizon 2020, Horizon Europe
PowerPoint

Pedagogical approach

Video
Additional reading material

Hours

9.08

Assessment methodology

Quiz
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LESSON 2: TECHNOLOGY READINESS LEVEL
Unit 1: Introduction to Technology Readiness Levels (TRLs)
The concept of Technology Readiness Levels (TRLs) arises in NASA in the 70s to
evaluate the maturity of a technology prior to the integration of this technology into
a system, but later it became a more general term to apply to any project and not
necessarily to aeronautical or space projects, from its original idea to its deployment.
Generally, a TRL is an accepted way to measure the degree of maturity of a technology.

1.1.

Technology Readiness Levels (TRLs)

The TRL scale consists of 9 levels and each level describes the progress in the
development of a technology, from the idea (level 1) to its full deployment in the
market (level 9).

Figure 1. TRL Scale. Source: Windpower Engineering
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Level 1. Basic principles observed and reported
The lowest level of technological maturity. Scientific research begins to turn into
applied research and development. Examples may include fundamental research and
articles. At this stage of development there is still no degree of commercial
application.

Level 2. Applied research: Concept and / or technological application formulated
Once the basic principles are observed, practical applications are formulated.
Applications are speculative, and there may be no proof or detailed analysis to support
the assumptions. The examples are limited to analytical studies and experimentation.

Level 3. Critical and experimental function, test and establishment of the concept
Active research and development begin. The laboratory studies seek to validate the
analytical predictions of the components separately from the technology. Examples
include components that have not yet been integrated or are not representative.

Level 4. Laboratory analysis of the prototype or process
The design, development and laboratory analysis of the technological components is
carried out. Here, the basic technological components are integrated so that they
work together. It is a prototype of “low fidelity” compared to the final system.

Level 5. Laboratory analysis of the integrated system
The basic technological components are integrated and validated together with real
elements to be analysed in a simulated environment. This is a “high fidelity” prototype
compared to the final system.

Level 6. Verification of the prototype system
The good prototype from level 5 is analysed in a relevant environment. The
demonstration of the system or process is carried out in an operational environment.

8

Level 7. Demonstration of system or prototype in a real environment
The prototype is close to the level of the planned operational system. The final design
is virtually complete. The objective of this level is to eliminate the risks of engineering
and manufacturing.

Level 8. Complete and certified system through tests and demonstrations
The technology has been tested to work in the final part under the expected
conditions. In most cases, this level represents the end of the use of true systems
development.

Level 9. The system is ready for full-scale use
Here, the technology adopts its final form and is ready for production and marketing
in a real environment

The period of time in which the invention of a product with all its TRL levels takes place
varies depending on each product. Below is an approximate example of a timeline for
the invention of a product.

Figure 2. Steps and Time-Line. Source. WIPO
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Within the development of research projects, there are always risks. At the beginning
of the investigation, these risks will always be high, however, throughout the
evolution, and as progress is made in the different levels of TRL, the risks are reduced.
This happens inversely with the values. In the initial part of the investigation, there is
still no value. However, during the last levels, the values increases.

Figure 3. Risks and values in TRL levels

1.2.

TRL scale in terms of the application environment

Each one of the levels of the TRL scale takes place in a different environment. The
three environments in which the TRL levels are produced are: laboratory environment,
simulation environment and real environment. (Table 1)
At the levels TRL 1 – TRL 4, the technology is in the research phase, so it occurs in a
laboratory environment.
At the levels TRL 5 – TRL 6, the technology begins to be validated and the tests must
be performed in simulation environments or relevant environments, that is,
environments that have conditions that approximate or simulate the conditions
existing in a real environment.
Finally, the levels TRL 7 – TRL 9 address the testing and validation of the technology in
a real environment.
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Table 1. The different Environments in TRL levels. Source: Ministry of Industry, Commerce and
Tourism of Spain

TRL 1. Basic Concept
TRL 2. Conceptual Design

LABORATORY ENVIRONMENT

TRL 3. Preliminary Design
TRL 4. Detailed Design
TRL 5. Lab testing

SIMULATION ENVIRONMENT

TRL 6. Prototype
TRL 7. Field Test
TRL 8. Pre-Production

REAL ENVIRONMENT

TRL 9. Commercialised

Unit 2: Examples of real products at different levels of TRL
At the TRL1, research is still an idea and a basic
concept.

Examples

may

include

fundamental

research and articles and might include studies of
basic properties of materials (e.g., tensile strength as
a function of temperature for a new fibre).

In the TRL2-TRL3, in which practical applications are
formulated for the basic idea, we can find the
example of the use of ionic liquids for the extraction
of cellulose nanocrystals, research carried out by
Materia

Nova

(Laboratory

of

Polymeric

and

Composite Materials), Belgium Center for Innovation
and Research in Materials & Polymers (CIRMAP) and
University of Mons (UMons)
The research carried out by Materia Nova (Laboratory
of Polymeric and Composite Materials) on rigid
insulation panels is currently among the TR4-TRL5.
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A laboratory-scale prototype with competitive
properties already exists and the environmental
competences of the prototype have been evaluated.

In the TRL6-TRL7 levels is the process of verification
and demo of a prototype. Within these stages we can
find the research carried out by the SP Technical
Research Institute of Sweden and Låttra Farm
Bioproducts, to develop and optimise the production
and briquetting of RCG to achieve high-grade solid
fuel which can be used in new and existing heating
plants. Work is continuing to further improve the
efficiency production and briquetting as a sustainable
use of processed biomass from the field to
commercial application in building heating.

In the TRL8-TRL9 we find the technologies that are
already implemented in the market after having gone
through a research process.
As an example, we can highlight LOOPLA®
Technology. Lactic acid is a natural product obtained
by the fermentation of sugar and used for the
production of polylactide (PLA).
The green patented LOOPLA® technology is a
chemical recycling process that goes back from PLA to
lactic acid by depolymerisation through hydrolysis.
The obtained lactic acid will be the starting ingredient
to produce a new PLA with the exact same properties.
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Unit 3: The importance of the TRL in a business context.
The main advantage of using the TRLs is knowing the starting point of a new project
and what its scope would be.
In innovative companies, R&D&i activities are carried out in a systematic way to
formalise the realisation of new projects, therefore, identifying the starting point is
fundamental.
Thanks to the use of TRLs, companies are aware of the development degree of any
technology as well as of the flow and maturity of the total of its technologies.
Within any innovative company there is a Research and Development Unit (R&D). The
R&D&i Units of companies are management systems of Research, Technological
Development or Innovation (TRL2-TRL9) whose main mission is the development of
activities, research projects (mainly applied), technological development or
innovation for the company, with the aim of strengthening its technological
capabilities, increasing productivity and its competitiveness.
Some of the advantages to a business consequence of the use of the TRL are:
- Knowing and understanding the state of maturity of a technology
- Managing the risk of a certain project
- Decision making of financing of projects according to the different levels
- Becoming aware of the scope of a technology, that is, until TRL would be
applied

To determine the state of development of a technology, keeping record of everything
is essential. For this reason, it is necessary to search and learn about the most recent
advances, publications and press releases on technical performance, demonstration,
pilot systems and prototypes. The company is in charge of determining the TRL range
in which its technology is located, but this is not a quick task. There are some questions
that can facilitate the process such as:
•

Is the technology fully commercialised?

•

Is the technology demonstrated in the final form (in an objective system)?

•

Is the technology demonstrated in the relevant environment?
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•

What is the objective performance / efficiency level (technically and
economically)?

•

What is currently achieved in performance / efficiency?

•

What are the materials involved and what is their availability?

•

Is there infrastructure available for the implementation of this technology?

•

What are the main barriers that prevent greater performance?

Unit 4: The connection between TRLs and funding requests
One of the main and key goals of the European Union is the promotion, research and
development. At present, in Europe there are different financial instruments for
technology companies. Within these options, a company may find the European aids
for R&D&i projects, for example, H2020 - SME Instrument, H2020 - Fast Track to
Innovation (FTI), EUROSTARS or Public Private Partnerships (PPPs).
The ETV initiative is in line with the topics and objectives defined in the EU 2020
strategy for smart, sustainable and inclusive growth, in particular with the objectives
of:
-

Developing an EU economy based on knowledge and innovation

-

Promoting a more resource efficient, greener and more competitive economy

Direct support to technology manufacturers, in particular SMEs, for verification under
ETV could therefore be sough through larger funding programmes, at EU and Member
States level:
-

During the launch of an ETV programme, several external funds covered some
of the expenses related to an ETV procedure. In particular, the cost related to
the coordination of the pre-programme (meeting of the ETV Steering Group
and technical groups, studies and external expertise, general information on
the pre-programme) were covered by the EU budget following usual annual
budget procedures.
In addition, to facilitate the launch of the ETV pilot programme, a call for
proposals will be launched in 2011 under the EU Competitiveness and
Innovation Programme (CIP) with a budget of €1 million.
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Some of the examples of projects funded through the pre-programme are
detailed below:
1. AIR ETV (“Testing network for verification of air emissions abatement
technologies) whose aim is to speed up the implementation of EsT in
Europe by establishing a system for their verification, providing the
benefits of EsT’s use for environment and human life conditions.
2. ADVANCE ETV, whose objectives were to support the development of
an EU-ETV system and its implementation, as well as bringing forward
the development of a framework for international cooperation and
mutual recognition.
3. TRITECH ETV (“Pilot Scheme for an EU Environmental Technologies
Verification System Incorporating Soil Remediation, Waste Water
Treatment and Energy Related Technologies”) which has the objective
of developing and testing methodologies for a new system of ETV in
three thematic areas: soil remediation, waste water treatment and
energy related technology.
-

Apart from that, there are several funds available for the promotion of
innovation, having recognised the importance of supporting technologies that
can help generate employment and economic growth.
1. Verification under ETV could be included as part of the final stage in
projects supported by research funding aimed at developing
environmental technologies to the point where they are ready for the
market.
2. Under EU programmes as LIFE+, H2020, CIP Eco-innovation, etc. ETV
procedures could be integrated into larger projects producing, for
instance, industrial investments, industry-research partnerships or
prototypes. These projects required a minimum of TRL.
3. A number of SME-support schemes in some of the Member States
included in the EU ETV Programme as Denmark or France, which
include the support to product certification, authorisation procedures
or marketing of new products and services.
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4.1.

H2020 program

In the Horizon 2020 program (the EU’s Framework Programme for Research and
Innovation), the largest research and innovation program in the European Union, the
main objective is to ensure global competitiveness of Europe.
Within the Horizon 2020 program, other programs of smaller size are framed, but
specific and oriented to specific tasks.
Horizon 2020 has selected the scale of the level of technological readiness (TRL) as
an indicator to better position the projects requested in the program. This scale allows
applicants and reviewers to align themselves with expectations.
The levels established by the European Commission for the identification of the TRL in
each proposal are included in the general annexes of the H2020 program.
The European Commission classifies the TRLs in the following way:
Table 2. TRL classification of the European Commission

TRL1

basic principles observed

TRL2

technology concept formulated

TRL3

experimental proof of concept

TRL4

technology validated in lab

TRL5

technology validated in relevant environment

TRL6

technology demonstrated in relevant environment

TRL7

system prototype demonstration in operational environment

TRL8

system complete and qualified

TRL9

current system proven in operational environment

ETV refers specifically to different items integrated in H2020 work programmes with
a view to support the implementation and evaluation of the ETV pilot programme and
to support the emergence of innovative environmental technologies.
For those proposals willing to integrate ETV, the technology must be ready for the
market at the time of verification (TRL7 minimum).
In order to be reliable and useful for technology users, information on the
performance of a technology needs to be established at a stage where no further
development will impact this performance, i.e. when the technology is ready for the
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market. For R&D&I projects, this means that where a technology is developed or
demonstrated during the project, verification can only be planned after the
development stage, possibly during the demonstration stage if tests are carried out
with a strict quality control. In terms of TRL, it is estimated that TRL8 and TRL9 are the
most suitable for ETV verification even TRL7 is also possible under certain conditions.
Among the different H2020 calls for proposal, some of the most appropriate for ETV
verification procedure are listed below:

4.1.1. Enhanced European Innovation Council (EIC) Pilot
This program operates as part of the Horizon 2020 program to support researchers
and innovators developing breakthrough innovations with the potential to create new
markets and boost jobs, growth and prosperity in Europe.
Under the EIC, there are different funding schemes available. First of all, the schemes
focused in projects with lower TRLs will be detailed below:

a) EIC PATHFINDER PILOT (GRANT ONLY)
- FET-Open (research and innovation project – TRL1 – 5) is focused in early-stage,
science and technology research by interdisciplinary Consortium exploring visionary
ideas for radically new future technologies that challenge current paradigms and
venture into the unknown. Open to research into any are of technology, it aims to
attract new, high potential research and innovation players.
- FET- Proactive (research and innovation project – TRL1- 5) is focusing in cutting edgehigh-risk/ high reward research and innovation projects that aim to firmly establish
the future potential of a new and promising demonstrate a new technological
paradigm within a pre-defined scope.
Both schemes require international partnership with at 3 organisations independent
of each other (i.e. industry partners as big companies, SMEs or research institutions).
In general, 3/4 M€ is funded by project.
Here after, this unit is going to detail the different EIC schemes for high TRL which are
more focused in the type of products which have already obtained the ETV in their
technology:
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b) H2020 – SME Instrument
This scheme of the EIC Accelerator Pilot is focused exclusively on small and mediumsized enterprises. In general, the projects approved are those one close to market with
a potential to scale up of a single SME established in EU Member States or Horizon
2020 associated countries.
The financing of this subprogram will apply to all types of innovation, including nontechnological and service innovations, which introduce changes in the way of doing
business (product, process, marketing, etc.).
The project idea must be demonstrated in the relevant environment (TRL> = 6) at the
time of the phase 1 request. The aim of Phase 1 is to formulated a solid, high-potential
innovation project with a European or global growth-oriented strategy and some of
the activities founding are risk assessments, market research, need analysis, law
analysis, etc. However, this Phase 1 will be discontinued from 5th September 2019.
Phase 2 helps SMEs develop their business concept further into a market-ready
product, service or process aligned with their company’s growth strategy. At the end
of phase 2, the project must be in TRL = 9.
Since 5th June 2019 there are some changes in this funding depend on TRL level:
•

TRL6-TRL8: proposal with activities up to TRL8 will be funded by grants or a
blended finance option.

•

TRL9 or above: close to market activities included in a proposal, will only be
financed by equity participation as long as the proposal remains non-bankale.

Phase 3 (The business acceleration services) help SMEs take advantage of additional
EU support extended via a range of business support services. This support can take
from of coaching, training, links to investors, partnering and networking with other
CIR Beneficiaries.

c) H2020 – Fast Track to Innovation (FTI)
The "Fast Track to Innovation" initiative allows companies to present research and
innovation projects with an emphasis on creating value, impact, sustainability and
demonstrating an arrival and real deployment in the market within a maximum period
of 3 years.
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The projects have an open theme and must be presented in consortiums of at least 3
entities from different countries. The level of maturity of the technology must be
found in TRL 6 at the time of request (validated in relevant environment). FTI target
industry -driven partnership seeking a quick market uptake of new solutions, and
brings together actors with complementary backgrounds, knowledge and skills.

4.2.

Horizon Europe

The new European Union Framework Programme for Research and Innovation,
Horizon Europe, will run from 2021 to 2027. Rules and simplifications measures put in
place for Horizon 2020 were widely acknowledged as a big step towards a more
attractive and easier to use programme. The Implementation Strategy for Horizon
Europe will therefore provide a strong measure of continuity, while incorporating
improvements across the entire project life cycle, from proposal submission to
efficient reporting and exploitation of results. It will be governed by the following
principles:
-

Innovative approaches in areas requiring improvement

-

Simplification and harmonisation, improving access to the programme and
inclusiveness

-

Synergies and coherence with other programmes

-

More efficient governance: co-design, better monitoring of implementation

Efficient reporting and data management systemEven more than for previous
framework programmes, achieving impact stands at the centre of the Horizon Europe
programme, the general objective is to deliver scientific, technological, economic and
societal impact. The Strategic Planning process aims in particular to implement
Horizon Europe's programme-level objectives in an integrated manner and provide
focus on impact for the Programme. The Strategic Plan will, in turn, guide the content
of the work programmes and their calls for proposals. Proposals will be evaluated on
the basis of the award criteria “excellence”, “impact” and “quality and efficiency of
the implementation”.
The objective for facilitating and operationalising synergies between different funding
instruments, already now and even more in the future programming period, is to

19

maximise the quantity, quality and impact of R&I investment across Europe, no matter
the funding source. Combining R&I investments of Cohesion Policy funding with
world-class R&I initiatives supported by Horizon 2020/Horizon Europe can also help to
mobilise under-exploited R&I potential across the Union, spread excellence across
Europe and achieve significant impacts on the economy.
Hence, it is possible to state that products with Environmental Technology Verification
will have a lot of possibilities of funding in the new European framework.

4.3.

Real examples of ETV funded projects through other EU
programmes

1. ETA-BETA project (LIFE09 ENV IT 000105).
Following the European environmental technologies action plan (ETAP), which
envisages the development of an environmental technology verification (ETV)
programme, the LIFE ETA-BETA project intends to develop, on an experimental basis,
the application of the ETV system for new environmental technologies that may be
applied to Eco-managed Industrial and Business Estates (EIBEs).
2. Smart-Plant project (H2020-EU.3.5.4.; Project Number: 690323)
The objective of the project was to scale-up eco-innovative and energy efficiency
solutions in real environments to renovate existing wastewater treatments plants and
close the circular value chain by applying low-carbon techniques to recover materials
that are otherwise lost. In particular these innovative solutions were evaluated
through ETV verification procedure.
3. Fuel from Waste project (FP7; Project Number: 308733)
The objective of the project is to obtain liquid (diesel) and gas (synthetic natural gas)
fuels starting from olive and olive oil residues via synthetic processes, namely FischerTropsch and methanation, both via gasification. In order to promote the technologies
developed within the project, the Environmental Technology Verification was
achieved to highlight the innovative aspects and the environmental added-value of
the technology and therefore show the potential to reach markets.
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Unit 5. System Readiness Level (SRL), Integration Readiness level (IRL)
and Commercial Readiness Level (CRL)
5.1.

Systems Readiness Level

Saucer B., Ramírez, J., Verma and Goce, R. (2006) at Stevens Institute of Technology,
School of Systems & Enterprises propose the concept of a level of maturity of the
system, Systems Readiness Level (SRL), that will incorporate the TRL scale, and
introduce the concept of an Integration Readiness level (IRL) to dynamically calculate
an SRL index; this demonstrates that the TRL can be integrated within other
mechanism to validate the level of maturity.
Table 3. SRL Levels. Source: Saucer, B., Ramírez J., Verma y Goce, R. (2006)

SRL 1

Concept

Refinement.

Refine

initial

concept.

Develop

system/technology development strategy
Technology Development. Reduce technology risks and

SRL 2

determine appropriate set of technologies to integrate into a full
system
System Development & Demonstration. Develop a system or
increment of capability; reduce integration and manufacturing
risk; ensure operational supportability; reduce logistics

SRL 3

footprint; implement human systems integration; design for
producibility; ensure affordability and protection of critical
program information; and demonstrate system integration,
interoperability, safety, and utility

SRL 4

Production & Development. Achieve operational capability that
satisfies mission needs
Operations & Support. Execute a support program that meets

SRL 5

operational support, performance requirements and sustains
the system in the most cost-effective manner over its total life
cycle
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5.2.

Integration Readiness Level

Integration Readiness Level (IRL) is a systematic measurement of the interfacing of
compatible interactions for various technologies and the consistent comparison of the
maturity between integration points.
Table 4. IRL Levels. Source: Saucer, B., Ramírez J., Verma y Goce, R. (2006)

An interface (i.e. physical connection) between technologies has
IRL 1

been identified with sufficient detail to allow characterisation
of the relationship
There is some level of specificity to characterise the interaction

IRL 2

(i.e. ability to influence) between technologies through their
interface

IRL 3

IRL 4

IRL 5

IRL 6

IRL 7

There is compatibility (i.e. common language) between
technologies to orderly and efficiently integrate and interact
There is sufficient detail in the quality and assurance of the
integration between technologies
There is sufficient control between technologies necessary to
establish, manage and terminate the integration
The integrating technologies can accept, translate, and
structure information for its intended application
The integration of technologies has been verified and validated
with sufficient detail to be put into practice
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Figure 4. SRL, TRL and IRL. Source: Saucer, B., Ramírez, J., Verma y Goce, R. (2006)

5.3.

Commercial Readiness Level

On the other hand, there is another scale, the Commercial Readiness Level (CRL)
scale. The Commercial Readiness Level (CRL) framework evaluates several indicators
that influence market and commercial conditions beyond the maturity of the
technology. This allows addressing key barriers to support the commercialisation of a
technology. The CRL framework can also be used within a financing application to
explain the future development of a project.
Table 5. CRL levels. Source: Massachusetts Clean Energy Center

Basis Hypothesis. Knowledge of applications, use-cases and
CRL 1

market constraints is limited and incidental or has yet to be
obtained at all
Market Awareness. Undertaken initial market analysis of the
wider market including general market structure, dynamics and

CRL 2

segmentation, primarily via secondary research. Product ideas
based on the new technology may exist, but are speculative and
invalidated
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Technology Application. A more developed understanding of
potential

applications,

technology

use-cases,

market

requirements/constraints, and a familiarity with competitive
technologies and products allows for initial consideration of the
CRL 3

technology as product. Developed product hypotheses from
technology and market data analysis that align with identified
market shortfalls. Commercialisation analysis incorporates a
stronger dependence on primary research and considers market
realities and expected future requirements
Value Proposition. A primary product hypothesis is identified
and refined through additional technology-product-market
analysis and discussions with potential customers and/or users.

CRL 4

Mapping technology/product attributes against market needs
highlights a clear value proposition. A basic cost-performance
model is created to support the value proposition and provide
initial insight into design trade-offs. Any certification or
regulatory requirements for product or process are identified
Market Alignment. A deeper understanding of the target
application and market is achieved and the product is defined.
Comprehensive competitor analysis completed. Relationships

CRL 5

are established with potential suppliers, partners, and
customers, all of whom are now engaged in providing input on
market requirements and product definition. A basic financial
model is built with initial projections for near- and long-term
sales, costs, revenue, margins, etc.
Product/Solution optimisation. Market/customer needs and
how their translation to product needs, how to define and

CRL 6

document them (e.g. in market and product requirements
documents). Partnerships are formed with key stakeholders
across the value chain (e.g. suppliers, partners, customers). All

24

certification and regulatory requirements for the product are
well understood and appropriate steps for compliance are
underway. Financial models continue to be refined
Financial Model Validation. Product design is complete. Full
engagement, and product qualification, with all stakeholders;
supply and customer agreements in place. Validation of financial
CRL 7

models

and

projections

for

early

and

late

stage

production/launch. All necessary certifications and/or regulatory
compliance for product and production operations are
accommodated
Market Introduction. Customer qualifications are complete, and
initial products are manufactured and sold. Development of
CRL 8

commercialisation strategies and approaches for large/rapid
scale-up, including production and sales. Market assumptions
are continually and iteratively validated to reflect changing
market dynamics
Full Launch. Widespread deployment is achieved, business

CRL 9

model complete

ETV should not be an isolated activity related to highest TRL and its verification. It
should rather be considered as a tool and a step in a wider strategy to bring a
technology from development and demonstration to its marketing and wider
diffusion. In particular, ETV is more useful when the technology developer has clearly
identified the exact application of the technology, the needs of user in terms of
information on performance and environmental aspects, the technical and/or
innovative feature and users’ needs.
So, commercial readiness levels (CRLs) are also crucial when a new innovative and
green technology is developed. It is important to achieve a high level of CRL once the
technology has been verified through ETV since this verification could help reach the
market (CRL8) and also a completed business model is ready (CRL9).
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Glossary
Assumption

Something that is accepted as true without
question or proof.

Commercial Readiness Level

Framework to assess various indicators which
influence the commercial and market conditions
beyond just the technological maturity.

Environmental Technology
Verification

Verification of the performance of environmental
technologies or, in other words, the
establishment or validation or environmental
technology performance by qualified third parties
based on test data generated through testing
using established protocols or specific
requirements.

Integration Readiness Level

This matrix is used to evaluate system integration
risk based on “integration characteristics”

Life-cycle

The series of changes that a living thing goes
through from the beginning of its life until death.

Mature technology

A technology that has been in use for long enough
that most of its initial faults and inherent
problems have been removed or reduced by
further development.

Prediction

A subjective statement about what will happen in
the future.

Prototype

The first example of something, such as a machine
or other industrial product, from which all later
form is developed.

System Readiness Level

Metric for assessing progress in developing major
military systems.

Technological Readiness Level

A method for estimating the maturity of
technologies during the acquisition phase of a
program.
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Objectives
The lack of promotion of ETV is the cause that this innovative tool of
the European Commission is not reaching enough number of SMEs.
In order to increase recognition and knowledge of this initiative,
ETV4INNOVATION has created training materials of three modules
with the aim of providing insight into the different approaches of
ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON
DOMESTIC AND INTERNATIONAL MARKETS will contain 5 lessons
which cover different topics related to the commercialisation of a
technology verified through the ETV procedure. This document
covers Lesson 2: Technology Readiness Level.

Lesson 2: Technology Readiness Level

Learning outcomes
This lesson enables you to understand the added value of having pass
Learning outcomes

successfully an ETV procedure in terms of commercial exploitation and it

also gives some key tools to profit this added value such as public
procurement, patents, International Verification, etc.

Keywords

ETV, TRL, CRL, IRL, SRL, Horizon 2020, Horizon Europe
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Pedagogical approach
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Hours

Assessment methodology

9.08
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Introduction to Technology
Readiness Level (TRLs)
This unit aims to further detail the concept of Technology
Readiness Level (TRL) for the maturity evaluation of a
technology.

Introduction to TRLs I
The concept of Technology Readiness Levels (TRLs) arises in
NASA in the 70s to evaluate the maturity of a technology prior to
the integration of this technology into a system but later it is
generalised to apply to any project and not necessarily to
aeronautical or space projects, from its original idea to its
deployment.

Introduction to TRLs II
The TRL scale consists of 9 levels and each level
characterises the progress in the development
of a technology, from the idea (level 1) to its full
deployment in the market (level 9).

TRL SCALE I
■ Level 1. Basic principles observed and reported.

■ Level 2. Applied research: Concept and / or technological
application formulated
■ Level 3. Critical and experimental function, test and
establishment of the concept
■ Level 4. Laboratory analysis of the prototype or process

■ Level 5. Laboratory analysis of the integrated system

TRL SCALE II
■ Level 6. Verification of the prototype system

■ Level 7. Demonstration of system or prototype in a real
environment
■ Level 8. Complete and certified system through tests and
demonstrations
■ Level 9. The system is ready for full-scale use

Value and Risk
At the beginning of the investigation, these risks will always be
high, however, throughout the evolution and as progress is made
in the different levels of TRL, the risks are reduced.

TRL Scale and application environment
Each of the levels of the TRL scale takes place in a different environment.
TRL 1. Basic Concept
TRL 2. Conceptual Design

LABORATORY ENVIRONMENT

TRL 3. Preliminary Design
TRL 4. Detailed Design
TRL 5. Lab testing

SIMULATION ENVIRONMENT
TRL 6. Prototype

TRL 7. Field Test
TRL 8. Pre-Production
TRL 9. Commercialised

REAL ENVIRONMENT

Examples of real products at
different levels of TRL
This unit aims to show different examples of real products at
different levels of TRLs.

Real examples in different TRLs I
■ At the TRL1, research is still an idea and a basic concept.
(e.g., tensile strength as a function of temperature for a
new fibre).
■ In the TRL2-TRL3 the use of ionic liquids for the
extraction of cellulose nanocrystals, research carried out
by Materia Nova Belgium, CIRMAP and University of
Mons.
■ In TRL4-TRL5 a laboratory-scale prototype of rigid
insulation panels.

Real examples in different TRLs II
■ In the TRL6-TRL7 the research carried out by the SP
Technical Research Institute of Sweden and Låttra Farm
Bioproducts, to develop and optimise the production and
briquetting of RCG to achieve high-grade solid fuel which
can be used in new and existing heating plants.
■ In the TRL8-TRL9 we can highlight LOOPLA® Technology.
A natural product obtained by the fermentation of sugar
and used for the production of polylactide (PLA).

The importance of the TRL in a
business context
This unit aims to detail the main advantage of using the TRLs as a
starting point of a new project and what its scope would be.

Advantages of using the TRL for a business I:
■ Hold an understanding of the state of maturity of a
technology
■ Manage the risk of a certain project
■ Decision making of financing of projects according
to the different levels
■ Know what the scope of a technology is , that is,
until TRL would arrive

State of development of a Technology
To determine the state of development of a
technology, it is necessary to keep a record and
that is why it is necessary to search and learn
about the most recent advances, publications
and press releases on technical performance,
demonstration, pilot systems and prototypes.

Determination of TRL range I
The company is in charge of determining the TRL range in which its
technology is located, and it is not a quick task. There are some questions
that can facilitate the process such as:
■ Is the technology fully commercialised?
■ Is the technology demonstrated in the final form (in an objective
system)?
■ Is the technology demonstrated in the relevant environment?
■ What is the objective performance / efficiency level (technically and
economically)?

Determination of TRL range II
■ What is currently achieved in performance /
efficiency?
■ What are the materials involved and what is their
availability?
■ Is there infrastructure available for the
implementation of this technology?
■ What are the main barriers that prevent greater
performance?

Determination of TRL range III
ETV should not be an isolated activity related to
highest TRL and its verification.
It should rather be considered as a tool and a step
in a wider strategy to bring a technology from
development and demonstration to its marketing
and wider diffusion.

The connection between TRLs and
funding requests
This unit aims to detail the different financial instrument for
technology companies.

Introduction I
One of the key aims pursued by the European Union
is the promotion, research and development. At
present, in Europe there are different financial
instruments for technology companies. Among these
options, the European aids for R&D&i projects, such
as H2020 - SME Instrument, H2020 - Fast Track to
Innovation (FTI), EUROSTARS or Public Private
Partnerships (PPPs).

Introduction II
The ETV initiative is in line with the topics and
objectives defined in the EU 2020 strategy for smart,
sustainable and inclusive growth, in particular with
the objectives of:
■ Developing an EU economy based on knowledge
and innovation
■ Promoting a more resource efficient, greener and
more competitive economy

H2020 program I
■ In the Horizon 2020 programme, the largest
research and innovation programme in the
European Union, the main objective is to ensure
the global competitiveness of Europe.
■ Horizon 2020 has selected the scale of the level of
technological readiness (TRL) as an indicator to
better position the projects requested in the
programme. This scale allows applicants and
reviewers to align themselves with expectations.

H2020 program II
■ EIC Pathfinder Pilot.
FET-Open (research and innovation project – TRL1 – 5) is focused in
early-stage, science and technology research by interdisciplinary
Consortium exploring visionary ideas for radically new future
technologies that challenge current paradigms and venture into the
unknown.
FET-Proactive (research and innovation project – TRL1- 5) is
focusing in cutting edge-high-risk/ high reward research and
innovation projects that aim to firmly establish the future potential
of a new and promising demonstrate a new technological paradigm
within a pre-defined scope.

H2020 program III
■ H2020 – SME Instrument. SME Instrument is a
subprogramme of the 8th European Framework
Programme for the financing of R&D&I Horizon
2020. The project idea must be demonstrated in
the relevant environment (TRL> = 6) at the time of
the phase 1 request. At the end of phase 2, the
project must be in TRL = 9.

H2020 program IV
■ H2020 – Fast Track to Innovation (FTI) allows
companies to present research and innovation projects
with an emphasis on creating value, impact,
sustainability and demonstrating an arrival and real
deployment in the market within a maximum period of
3 years. The projects have an open theme and must be
presented in consortiums of at least 3 entities from
different countries. The level of maturity of the
technology must be found in TRL 6 at the time of
request.

Horizon Europe I
The Implementation Strategy for Horizon Europe will therefore
provide a strong measure of continuity, while incorporating
improvements across the entire project life cycle, from proposal
submission to efficient reporting and exploitation of results. It will be
governed by the following principles:
– Innovative approaches in areas requiring improvement
– Simplification and harmonisation, improving access to the programme
and inclusiveness
– Synergies and coherence with other programmes
– More efficient governance: co-design, better monitoring of
implementation

Horizon Europe II
The objective for facilitating and operationalising
synergies between different funding instruments,
already now and even more in the future
programming period, is to maximise the quantity,
quality and impact of R&I investment across
Europe, no matter the funding source. Combining
R&I investments of Cohesion Policy funding with
world-class R&I initiatives supported by Horizon
2020/Horizon Europe can also help to mobilise
under-exploited R&I potential across the Union,
spread excellence across Europe and achieve
significant impacts on the economy.

Real examples of ETV funded projects
through other EU programmes I
■ ETA-BETA project (LIFE09 ENV IT 000105). Aim at developing, on an
experimental basis, the application of the ETV system for new
environmental technologies that may be applied to Eco-managed
Industrial and Business Estates (EIBEs).
■ Smart-Plant project (H2020-EU.3.5.4.; Project Number: 690323).
Scale-up in real environment eco-innovative and energy efficiency
solutions to renovate existing wastewater treatment plants and
close the circular value chain by applying low-carbon techniques to
recover materials that are otherwise lost.

Real examples of ETV funded projects
through other EU programmes II
■ ETA-BETA project (LIFE09 ENV IT 000105). Aim at developing, on an
experimental basis, the application of the ETV system for new
environmental technologies that may be applied to Eco-managed
Industrial and Business Estates (EIBEs).
■ Smart-Plant project (H2020-EU.3.5.4.; Project Number: 690323).
Scale-up in real environment eco-innovative and energy efficiency
solutions to renovate existing wastewater treatment plants and
close the circular value chain by applying low-carbon techniques to
recover materials that are otherwise lost.

Real examples of ETV funded projects
through other EU programmes III
■ Fuel from Waste project (FP7; Project Number: 308733). Obtain
liquid (diesel) and gas (synthetic natural gas) fuels starting from
olive and olive oil residues via synthetic processes, namely FischerTropsch and methanation, both via gasification.

System Readiness Level (SRL),
Integration Readiness Level (IRL) and
Commercial Readiness Level (CRL)
This unit aims to detail the other readiness level used for
expressing the maturity of a system, the compatible interaction
between technologies or the commercial maturity of a
technology.

SRL (System Readiness Level)
Saucer B., Ramírez, J., Verma and Goce, R. (2006) at Stevens
Institute of Technology, School of Systems & Enterprises propose
the concept of a level of maturity of the system, Systems Readiness
Level (SRL)
■ SRL 5 Operations & Support
■ SRL 4 Production & Development
■ SRL 3 System Development & Demonstration
■ SRL 2 Technology Development
■ SRL 1 Concept Refinement.

Integration Readiness level (IRL) I
Integration Readiness Level (IRL) is a systematic measurement of the
interfacing of compatible interactions for various technologies and the
consistent comparison of the maturity between integration points.
▪ IRL 7 The integration of technologies has been verified and
validated with sufficient detail to be actionable
▪ IRL 6 The integrating technologies can accept, translate and
structure information
▪ IRL 5 Sufficient control between technologies necessary to
establish, manage and terminate the integration

Integration Readiness level (IRL) II
■ IRL 4 Sufficient detail in the quality and assurance of the
integration between technologies

■ IRL 3 Compatibility between technologies to orderly and
efficiently integrate and interact

■ IRL 2 Some level of specificity to characterise the
interaction between technologies through their interface

■ IRL 1 An interface between technologies has been
identified with sufficient detail to allow characterisation of
the relationship

Connection between SRL, TRL and IRL

Commercial Readiness level (CRL) I
The Commercial Readiness Level (CRL) framework evaluates several
indicators that influence market and commercial conditions beyond
the maturity of the technology.
▪ CRL 9 Full Launch
▪ CRL 8 Market Introduction
▪ CRL 7 Financial Model Validation
▪ CRL 6 Product/Solution optimisation

Commercial Readiness level (CRL) II
■
■
■
■
■

CRL 5 Market Alignment.
CRL 4 Value Proposition.
CRL 3 Technology Application.
CRL 2 Market Awareness.
CRL 1 Basis Hypothesis.

Commercial Readiness level (CRL) III
Commercial readiness levels (CRLs) are crucial when a new innovative
and green technology is developed.
It is important to achieve a high level of CRL once the technology has
been verified through ETV, as this verification could help to reach the
market (CRL8); and also a completed business model is ready (CRL9).
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PROLOGUE
Europe faces a range of environmental challenges (e.g. resource depletion, increasing
water scarcity, etc.) that will have an impact on its future prosperity. Companies,
especially SMEs, are working hard to develop innovation addressing environmental
challenges which could provide solutions to these environmental policies. In order to
prove the credibility of this innovative technology, the European Commission has
launched the Environmental Technology Verification (ETV). It is an initiative that
provides for third-party verification of the performance claims made by
manufacturers.
However, the lack of promotion of ETV is the cause that this innovative tool of the
European Commission is not reaching enough number of SMEs. In order to increase
recognition and knowledge of this initiative, ETV4INNOVATION has created training
materials of three modules with the aim of providing insight into the different
approaches of ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS COMMERCIAL TOOL ON DOMESTIC AND
INTERNATIONAL MARKET will contain 5 lessons which cover different topics related to
the commercialisation of a technology verified through the ETV procedure. This
document covers Lesson 3: The integration of marketing plan for ETV sellers.

This lesson enables students to understand the key
Learning outcomes

aspects of marketing for the introduction of ETV in a
marketing and sales plan with the aim of achieving a
positive impact thanks to the verification.

Keywords

ETV, marketing, sales plan, Statement of Verification
PowerPoint

Pedagogical approach

Video
Additional reading material

Hours

13.32

Assessment methodology

Quiz
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LESSON 3: THE INTEGRATION OF A MARKETING PLAN FOR THE ETV
SELLERS
Unit 1: What is a marketing plan? Advantages and examples
This unit aims to explain what marketing is and how to put it into practice. The
different parts of a marketing plan are presented below; they include the market
analysis, consisting mainly of the PEST and SWOT analysis; the methodology to follow
to set SMART objectives, and the different strategies that can be used in a marketing
plan. Some of those strategies are the affiliation strategy or e-mail marketing. Later,
the marketing plan of Iberia, a Spanish airline with great potential thanks to its change
of brand strategy in full maturity of the company, is analysed. Returning to the theory,
the relevance of a marketing plan in a company and the benefits it brings are both
developed. In addition, a succinct explanation of the B2B business model, the most
common among companies that perform ETV.

1.1. Marketing Plan Definition
It is a document which schematically collects the different market studies carried out
by the company. The marketing objectives to be achieved by the company are set out
in the plan, as well as the strategies to be implemented to achieve them and the
campaigns with their respective planning.
For Philip Kotler, a Marketing Plan is a document in which the objectives, strategies
and action plans related to the Marketing-Mix elements are set out, which will
facilitate and make possible the fulfilment of the strategy dictated in the corporate
environment, year by year and step by step.
The specific parts that make up a marketing plan is shown below.

1.2. Part of a Marketing Plan
1.2.1. Market analysis
The objective of market analysis is to have a clear vision of where the company is. It is
important to be objective in carrying out this analysis. Generally, market analysis can
be divided into two sections: internal and external. Internal analysis involves
7

identifying the strengths and weaknesses of the company which you will have control
over. On the other hand, an external analysis will analyse the following:
-

Company’s environment

-

Existing competitors

-

Regulatory restrictions including new national and international policies

-

Aids and subsidies that the company can rely on

-

Political, economic and social situations

It is highly advisable to use the PESTEL (Political, Economic, Social, Technological,
Environmental and Legal factors) analysis to identify the external factors affecting the
company.

Figure 1. PESTEL Analysis

This can then be followed by conducting a SWOT (Strengths, Weaknesses,
Opportunities and Threats) analysis which will combine different elements from both
internal and external analysis.
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Figure 2. SWOT analysis

The SWOT analysis can be used together with the PEST analysis. Carrying out and
developing a PEST diagram before SWOT is highly useful, because with the PEST the
external environment of the company is analysed in depth, which will help us in at
least two sections of the SWOT.

1.2.2. Objectives
Once you are clear with what your company is doing well and where there is room for
improvement, it is time to consider the objectives you wish to achieve.
First, the main objectives that the company wants to achieve in the field of marketing
will be identified. These will be the long-term objectives.
Then, you will set smaller objectives that will contribute to achieving the larger main
objectives, which will be the short-term objectives.
In order to properly set marketing objectives, it is recommended to use the SMART
technique, which will ensure that the objectives are specific, measurable, achievable,
relevant and temporary.
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Figure 3. SMART Diagram

1.2.3. Strategies to follow
Once the objectives have been defined, it is time to choose which marketing strategies
best fit them. Continuing with the previous example, to increase our sales among our
loyal customers we could follow an e-mail marketing strategy, from which our
customers are informed of news regarding the company and the advantages of our
new technology. The different types of marketing strategies you could adopt are:
•

Affiliate Strategy

Consists of the company getting a network of affiliates who are responsible for
advertising their services or technology. In this case is paid by direct results, in other
words, the company gives a previously agreed upon commission to its affiliates based
on the number of purchase or reservation of a specific service.
Example: A company sells a lunch box made with recycled materials and biomaterials,
one of their affiliates is a healthy food blog, which will upload a post talking about this
new technology. For each lunchbox bought from their link, a commission will be given
to the affiliate.
•

E-mail Marketing

This strategy aims at achieving a direct connection between the company and the
client through an e-mail tool. It is a direct technique because you make sure that the

10

information reaches the person you want, but at the same time it is not invasive for
the client. One of its advantages is that it is highly customisable so you can make an
exclusively tailored strategy for each client.
•

Content Strategy

For this strategy to be effective, it must be connected with other digital marketing
strategies such as search engine optimisation (SEO), search engine marketing (SEM)
and social media optimisation (SMO), which are closely related, as their objective is
essentially the same, to get more traffic on the company’s website.
The content strategy aims to increase traffic to the website through the planning,
management and development of textual and visual content that attract our potential
customers. The characteristic of this strategy is that the contents are not created at
random, it begins with a previous study of the target of the company and moving onto
one which interests them more currently, calendar planning with the events of the
year relevant for the company and the tone with which the company wishes to
communicate to the audience.
•

Neuromarketing

Neuromarketing, also known as emotional marketing has the objective of reaching the
client in a more personal and unique way. In neuromarketing the manner by which
the brain behaves when faced with a purchasing process is studied. The three key
focuses are attention, memory and emotion.
Techniques such as storytelling are occupying more and more advertising campaigns
with which the company seeks to enter into the feelings of the client and achieve
greater dissemination.
•

Street Marketing

This is the most direct form of marketing as it takes place in the street and interacts
with potential customers face to face. These campaigns have a high component of
creativity because the company needs not only to get the attention of the people, but
also to enhance their interaction. These campaigns usually have a great impact on
future customers who remember a specific brand long after the campaign. Similar to
street marketing is the ambient marketing, which shares the urban space with the
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previous one, but in this case in a static way. Ambient marketing involves placing
advertisements in places people normally wouldn’t expect.
•

Participation strategy

Marketing is no longer unidirectional, the aim to achieve is a bigger participation by
the client with the company. This is a key objective of Marketing in general and of this
strategy in particular. What is sought is a two-way communication between company
and customer, which translates into constantly engaging the social networks of the
company, enhancing the image of the brand, promoting the creation of user
communities and so on. The important factor here is that the customer feels that they
have something to say and it is going to be heard.
•

Fidelity Strategy

Better satisfied customer than new to know, that is the key to this strategy. Obtaining
the loyalty of a customer with a brand is becoming more complicated every day, but
not impossible. There are techniques that will help us achieve a large number of loyal
customers for our company:
o Loyalty programmes: one of the oldest techniques, by establishing a
points programme, clients are assorted into categories, and are
provided with extra benefits such as discounts or gifts.
o After-sales period: Customers are given the assurance that the
company will not disappear after the sale by responding to any problem
of service or technology offered.
o Offer high quality and personalised technology and services.

1.2.4. Review of the work carried out
Finally, one point that cannot be missed in a marketing plan is to analyse the results
of different strategies. These reviews should be carried out both during the
development of the strategy and after it has been carried out.
During the development of the strategy: the measurement of results that a strategy
gives us is useful to recalculate the route to follow or continue with what has been
planned.
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After finalising the strategy, to identify the strengths of the company and the areas
that require improvements, this is where the company will learn the most for future
activities.

1.2.5. Case Study: Iberia
Iberia is a Spanish company founded in 1927. It was created with an innovative
character that will lead it to be the first airline to implement an international customer
loyalty programme and to be a consolidated company in more than forty countries.
Today, Iberia is the market leader in travelling in Europe-South America.
•

Market Analysis

May the analysis begin with a brief PESTEL analysis to get to know the situation and
reality of the company.
Table 1. IBERIA: PESTEL analysis

Political

Continuous strikes in the sector

Economic

Oil price increase

Social

Most demanding customers

Technology

Technology advancements that improve the user experience

Environmental

Stricter environmental policies with noise pollution

Legal

Increasing security levels

The analysis is much more thorough than what is presented above.
Below a SWOT analysis of the Iberia company is shown, carried out for the latest
marketing plan published by the company.
In this graph, it establishes in a very simple way the main concerns of the company in
relation to its environment and the company itself. In addition, those points that
favour them both outside and inside.
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Figure 4. IBERIA: SWOT Analysis

•

Establishment of objectives

Thanks to the analysis of the company, realistic objectives can be established, as well
as parameters for their achievement.
Table 2. IBERIA: Objectives’ establishment

Implement a new concept of travel
Product / Service

Comprehensive service, improve the quality
of services
New rates for tourist classes (Tourist

Price

Premium, Business Club, Business Plus)
Double promotions, discounts and reduced
rates in Business Plus
Design promotional actions to re-launch the

Promotion

brand and launch new products and services
Increase advertising campaigns by 10%
annually

Distribution

Increase sales in our own distribution
channels by 30%

5 years
3 years

1 year

2 years

3 years

5 years

1 year

14

Promote online communication channels by
50%

3 years

In summary, Iberia seeks:
•

To be a leader in satisfying its clients, innovating and making its new image
profitable.

•

Excellence in internal and external management. Personalisation of its
services.

•

Continuous improvement through the importance of teamwork.

•

Social commitment, adapting to new changes in society, committing to the
environment and new technologies.

Marketing Plan
•

Establish who the market segment is:

The target audience is Business Plus, customers who travel for business, mostly men
with an average age of 45, with a high standard of living.
Secondly, a potential market made up of small businesses and a high purchasing
power population that puts great importance on the quality of services.
•

Product and service offered

Here are the airline overviews and new launches.
o Product life cycle:
▪

Iberia as a company is in a stage of maturity, which means a
stage of many competitors and stagnant sales.
Strategy: To relaunch the product, differentiating it from the
competitors by means of a massive communication in different
channels, to enlarge the market segment and to reach even
more clients. (CRM "Customer Relationship Management" and
loyalty strategies).

▪

Business Plus, Integral hot service. With this service the
company creates a new concept of travel that aims to exceed
the expectations of its travellers.
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In phase of introduction, with insufficient sales and confusion of
acceptance in the market.
Strategy:

Investment

in

communication,

introductory

prices,

specialisation of the sales force.
•

Branding

Orientation of the most visual brand, with a change of logo to a more innovative and
fresh design. Improved web interface for a renewed and friendly user experience. In
addition, the interiors of the long-haul fleet have been remodelled and new uniforms
designed for company employees. Finally, the purchase of new aircraft models, more
sustainable and including the new logo.
o Corporate responsibility
This part is fundamental to have a good brand image. In this case, Iberia
takes the following points as a reference to establish its "
Green Marketing:
1. Reduce carbon dioxide emissions.
2. Reduce noise pollution.
3. Improve air quality.
4. Care for the environment.
•

Distribution

It is carried out through two channels, direct and indirect:
1. Direct: acquiring tickets directly from the company's platform.
2. Indirect channel: through a network of agents and intermediaries.
•

Diffusion
o Advertising:
The most interesting is the participation in the film "The adventures of
Tadeo Jones". This involved the creation of different communication
actions.
1. Placement: in four scenes of the film, the logo and name of the
brand clearly appear.
2. Mutual sponsorship on the internet: links to the film's website and
the television platform that sponsors it.
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3. Television: massive promotion during fifteen days in high season of
summer.
4. Cross-actions: personalise the drawing notebook given to the
children during the flight, drawing contest about the film and
transformation from the children's menu to the Tadeo menu.
o Promotion
Young Iberia Campaign. Special promotions that will be inserted in the
website with their own space for this section, visibility through social
media, youtube channel, company blog, etc.
o Public Relations
Campaign "Planes de repente", street marketing actions, where advertising
is moved to the centre of Madrid in order to promote the loyalty program
Iberia Plus. The campaign will be reinforced with online actions and press
releases.
•

Control and review

The company will carry out a periodic and exhaustive review of the direct results of
the different campaigns, so that the actions designed can be corrected before they are
prejudicial to the company.

1.3. Why does my company need a marketing plan?
Every company needs a marketing plan, either to expand its list of customers,
consolidate those it already has or enhance aspects of the company until the visibility
of the company improves.
A marketing plan not only consists of advertising, but it may reveal essential
information for the company by understanding the degree of satisfaction of its
customers, or by measuring the impact of its actions.
In addition, in the process of developing a marketing plan, the competition is deeply
analysed, which will provide information that we can use to our advantage in other
business aspects.
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Having a marketing plan will also allow the company to save money, because when a
campaign or strategy is organised, the budget is perfectly delimited and adjusted to a
previous budget.
Most importantly, a marketing plan will set the path the company should be heading
towards at all times and gives it control. Remember, what is not communicated does
not exist, and therefore, for the business to grow it is vital to communicate as much
as possible.

Figure 5. Benefits of a marketing plan

1.4. New business models: B2B
With the rise of online business and the growing exchange of information and services
on a massive scale, new ways of describing company typologies are appearing. The
main types of companies we find are:
•

B2B (Business to Business)

•

B2C (Business to Consumer)

•

C2C (Consumer to Consumer)

•

C2B (Consumer to Business)

•

B2B2C (Business to Business to Consumer)

•

B2I (Business to Investor)

•

B2E (Business to Employee)
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•

B2G (Business to Government)

Next, we will focus on B2B typology.
Its purpose is business between companies. This means that the role of the customer
is exercised by another company.

1.4.1. Aspects to take into consideration in B2B marketing
•

Needs
Companies and consumers do not have the same needs, companies tend to be
motivated by more objective factors. As a rule of thumb, companies seek to be
more efficient when they acquire a technology or service, so that they can
obtain a high performance with them.

•

Difficult diffusion of the message
In B2B mass advertising does not work, this is a highly segmented market
niche, in which we seek to be professionals of the environment to which the
message reaches.
Events such as fairs, congresses, conventions, etc. are good places to make
ourselves known. Another very common and very successful option is email
marketing, as the message is received by the target audience.

•

Corporate culture
In B2B business models, the concept of business culture is growing in
significance. Companies with positive values and close to the defence of the
environment or social responsibility, climb positions in decision making before
a possible collaboration or hiring.
There is great concern in companies for the image projected by their partners
and suppliers, because these contribute to their own image.
This aspect adds value to the quality of their technologies and services.

1.4.2. Specific strategies to improve B2B Marketing
Below are the three main strategies to boost your B2B business model:
•

Consolidate your company's identity
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In this aspect, company and customer resemble each other, a company shows
more interest in acquiring the services of another when it feels identified with
this.
To do this, it is key to build a good brand image, both online and offline. This
will be focused in more details in section 2.2.
•

Maximise your online presence
If a company has specific technologies or services in mind, the first place it will
turn to is by finding information on the Internet. Therefore, it is key to:
o Optimise your website
o Develop SEO and SEM campaigns
o Carry out a content strategy

•

Join the wave of email marketing
Through email marketing campaigns we achieve optimised and effective
communication with other companies. Moreover, to its high segmentation and
customisation.
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Unit 2: Marketing integrated in communication
Marketing integrated in communication; is the way a company coordinates the various
communication channels it has with the objective of providing customers with a
consistent message. This is developed in all stages of a communication plan. The
channels through which this can be carried out are advertising, public relations, the
direct market, personalised sales, digital marketing and others. The key is to always
reach the same point to establish a consistent communication.
Marketing integrated in communication always starts with the same point, by wanting
to show in all channels of diffusion who the company is. This includes concepts such
as corporate image, brand value, logotypes and packaging.
For Philip Kotler, Integrated Marketing Communication is the concept under which
a company integrates and coordinates its multiple communication channels to
deliver a clear and consistent message with care.

2.1. Corporative image
We must consider how we want the client to see us, what we want to transmit to
society and the role we play. For example, a sustainable coffee company will make
brand decisions related to the eco-friendly philosophy by opting to use paper straws
or packaging instead of plastic.
The corporative image is based on two planes, the tangible and the intangible.
The tangible, is everything that the customer can see, touch and enjoy, in other words,
the technology itself, what your point of sale is like, the company's chromatic range,
the logo, etc. On the other hand, intangibles are those that the customer can feel, such
as the values that the company has, the policies of responsibility for which it is
governed, the projects with which it’s involved in, in short, the culture of the company.
For the customer both plans are equally important, and they must effectively balance
them.
Thanks to the use of integrated marketing in communication, companies are able to
transmit a more personalised message adapted to the tastes and preferences of their
consumers. This is a fundamental part of today's marketing, the efficiency achieved
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with the transmission of a unified message is much greater than what was previously
achieved with the aim of seeking the widest possible scope.

2.1.1. What do the aims achieve?
The main objective is simple: to make clear who the company is and to establish a
loyal customer base for the brand. It is best to attract customers that consider
themselves as “allies” or “defenders” of the company rather than passive customers.

Figure 6. Integrated marketing in communication

2.1.2. How do I reach more people?
Today's consumers are characterised by the high degree of information they acquire
before making a purchase. They are more and more guided by their values, a factor
that has become key in decision making.
Social networks will be your perfect ally at this point, due to their great reach and
importance in society. In addition, they are a perfect tool to receive a feedback from
our customers, be aware of negative and positive comments and by using those, make
strategic brand decisions.

2.2. Green marketing
This branch of marketing is characterised by using processes or services that respect
the environment; this philosophy can be represented in packaging, making them
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sustainable, in the modification of advertising materials and in the processes
themselves.
Choosing a green marketing plan means that decision making must take into
consideration which natural resources are involved in the process and their prejudice
for the environment.
For the American Marketing Association Green Marketing is "the development and
marketing of products designed to minimise the negative effects on the physical
environment, or to improve their quality. In addition, it adds points such as "the efforts
of organisations to produce, promote, package and reclaim products in a way that is
sensitive or responsive to ecological concerns".
For Donald Fuller in his book Sustainable Marketing, Managerial-Ecological Issues
(1999), sustainable marketing is "The process of planning, implementing and
controlling the development, pricing, promotion and distribution of products in a way
that satisfies the following three criteria:
•

Satisfaction of customer needs.

•

Achievement of the company's objectives.

•

Compatibilisation of the process with the ecosystem.”

Now, following the theory of the book Marketing Sustainability of Galí, Peattie and
Belz (2012), the famous theory of Marketing Mix and its 4P in green marketing
disappears to be replaced by 4C.
•

Customers solutions

•

Customer costs

•

Communication

•

Coexistence

A little bit of history, the term green marketing flourished in the nineties at the
hands of environmental movements. Society, increasingly concerned about the
environment, demanded products from companies that would damage nature as
little as possible. That is when the most significant change took place, biodegradable
products began to arrive on the market. For companies, this change in the society
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brought many benefits, since those who adopted this method in addition to
positioning their brand in a range of positive values managed to reduce costs in the
long term with the use of recycled materials.

2.3. Examples of Green Marketing
IKEA
Some of the functions that define them in their participation with green marketing
are: the use of ecological covers, use of flat packs to save space, accept wood from
high conservation value forests or intact natural forests if verified as responsibly
managed forests, products free of CFCs and HCFCs, organic food, work with WWF in
programs for the reduction of environmental impact, etc. In addition, IKEA has
acquired a strong commitment to society through initiatives such as the IKEA
Foundation which invests in projects in defence of children's rights with UNICEF and
Save the Children, scholarships for sustainable forestry, training programme for Indian
women in the area of carpet making, etc.
Toyota Prius
A very notorious case of green marketing is that of Toyota and its Prius car. The
Japanese car brand was launched on the green market in 1997 with the Prius model,
a gasoline-electric hybrid car of the C segment that has become the most visible
representative of hybrid vehicles. Since its market launch, Toyota's advertising
campaigns have focused on highlighting its eco-friendly uniqueness.
In 2007, Toyota came back with green marketing and its famous Super Bowl ad, where
it launched a spot showing one of its most famous models, the "Hybrid Synergy Drive",
based on a system that allows the driver of the vehicle to verify in real time the amount
of energy consumed by the electric motor. An act that may seem simple, but that helps
drivers of this class of green vehicles who are encouraged to consume as much as
possible through the electric motor.
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2.3.1. Elements of green marketing
•

Service, product, technology or process

Placing products, technologies or services on the market produced without synthetic
additives, with a proved respect for the environment, reusing resources and avoiding
pollution. Some companies may also carry out awareness-raising campaigns,
environmental protection programmes, cession of part of the benefits to social
projects, etc. In order to incorporate ecological service in your offer, some of the
modifications that you can carry out are:
o Reduce packaging.
o Start using sustainable and recycled materials in your process.
o Use sustainable energy in the production process.
o Offer durable and reusable technology.
In short, it is important for companies to have high commitment to the goal of
improving the environment which will further improve company identity.
•

Price

Organic or eco-friendly products tend to be more expensive to the consumer, so it is
important to make public the reasons why customers should buy the product even
though it is more expensive than the alternative. Therefore, it is important to identify
and show the customers the unique selling points of the product so that they can make
an informed decision.
In this context, certification labels are essential. Systems that guarantee and officially
identify that our products comply with respectful requirements. This reaffirms to our
customers that although they pay more for the product, they do it for their values.
The European eco-label, the fair-trade label, green dot, are just some of the ones that
we can incorporate to the product. Environmental Technology Verification (ETV) could
be another added-value point to justify the increase of the price as this verification
provides technical justification of the product.
•

Promotion

It is fundamental to emphasize all those actions that the company carries out in the
ecological market, this will be the focus of our promotion.
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These services need specific promotion techniques, giving a vital importance to
everything related to the company with the defence of the environment. For example,
if the company in question has some kind of official certification, it can be used as a
communication tool in campaigns.
•

Distribution

The customer always has to bear in mind the ecological character of the company. The
company’s point of sale must reflect this philosophy by using natural elements.
Other tips are:
o To make it easier for the customer to get rid of the product in a
sustainable way
o Use distribution channels that save resources
o Use eco-friendly warehousing companies to organise material storage
o Strategically plan physical transportation of products
In addition to the strategies mentioned earlier, the strategy of alliance with
environmental associations should be mentioned in this section.

Figure 7. What values are promoted?

2.3.2. Conclusions: key to green marketing
1. Promote responsible consumption
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2. Showcase your organic products on social media
3. Promote an environmental cause and make it yours
4. Become an example for other companies
5. Communicate all your eco-responsible actions

Unit 3: Technological innovation as a marketing tool
Marketing changes every day alongside new technologies, thus, it is not surprising that
some of the most innovative tools are incorporated into marketing plans to make
advertising more effective and attractive to new generations.
Brands are satisfied with having a good slogan, they have to be accompanied by
experiences that attract consumers and trap them in the narrative. Although
constantly changing and learning new technologies can be stressful, we must see this
as an opportunity for success and a competitive advantage.

3.1. New technologies used as tool in marketing
Some tools we can wield to take a leap into the future are:
•

Augmented and Virtual Reality

The two concepts should not be confused, Augmented Reality consists of
incorporating virtual elements to an existing reality. On the other hand, in virtual
reality there is no real element, everything is created virtually.
Knowing the difference between both realities, the benefits brought by the two
technologies to our marketing campaigns are similar:
o Immersive experience
o Motivation
o Experience
o Gambling
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Figure 8. Manipulation of machinery with Virtual reality

•

Internet of thing

Rather than being a helpful tool for only the customer, the internet of things makes
everything more convenient for companies. The internet of things is already a reality
with which we live daily and to which we have become accustomed to. For companies,
the internet of things provides large amounts of information that can be used to
benefit the marketing aspects.
Benefits of the internet of things in marketing:
o Data collection: Intelligent devices make it easy for the company to collect
data in real time, allowing us to implement them in our marketing strategy
on the spot.
o Personalisation: as we have already mentioned, it is essential in today's
marketing to personalise our campaigns as much as possible. Thanks to data
analysis we can do this more effectively.
o Information processing: basically, understanding the customer's behaviour
when buying, this was already done in the physical establishments where
studies were carried out on which area it was best to place one or another
product.
Currently, the same thing is done, but analysing the steps that customers follow in an
online purchase process. With these data a better shopping experience can be built.
In order to improve customer relationship, companies must have the ability and
capacity to give the customers what they want, when they want it and through the
channel they want. In order to do so, companies need to make use of big data
28

technology, but in a more evolved way. This technology helps us to increase
engagement levels and therefore obtain much higher response rates.
•

Artificial Intelligence

Very much related to the previous section of AR and VR, is artificial intelligence. This
technology allows us to speed up and reduce routine procedure costs. In addition,
they will facilitate the task of recognising what customers feel about our brand, they
will be able to know the tastes, desires and expectations of consumers, offering them
what they want and need at the right time through more effective channels and with
a hyper-personalised message that will make your customers feel unique.
Many experts already consider that marketing without artificial intelligence is nothing;
marketing is governed by large algorithms that facilitate the work of pleasing our
customers and artificial intelligence helps us interpret these data and transform them
into reality.
•

Cross identification

Cross-identification on multiple devices attempts to identify the same user on the
different devices it uses. This technology is perfect for high customisation of
campaigns, among other things.
In this method, cookies will no longer be used but rather the identification code.
For this there are two approaches, the first marks user with a fixed ID, the other works
based on the behaviour of the user with device ID.
•

3D

3D opens the way in digital marketing strategies are conducted, as it is a good way to
attract the visitors to your website.
It is the best way to give life to the ideas you want to transmit, making it a more
sensory experience. Why 3D is used as a strategy:
o Differentiation from the competition
o Creation of experiences
o Social prestige in your sector
o Profitability for potential clients
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Unit 4: Benefits of ETV on vendors’ strategic plans
Companies begin their journey wrapped of other organisations that also follow their
path and pursue the same goals. Nowadays, companies coexist in a very competitive
environment, in which only those who have well defined their strategy and have
considered all the fundamental elements will remain and achieve success.
Thus, taking this as a starting point, one of the main questions that every company
should face and answer is where do we want to go? In short, identifying and defining
the mission of the company.
Focusing on the strategic to sales purpose, this document will begin with the definition
of the objectives to be achieved, following the path shown in the following figure:

Figure 9. Path of a Strategic Plan

4.1. ETV in a strategic plan
Breaking into the market with innovations can be a significant challenge since
innovations by definition cannot show a successful track-record. Without credible
information about innovative technologies, potential purchasers are unsure whether
or not to trust the claims made about the performance.
When a company creates a new innovative and green product, it should start thinking
about verification, certifications or other types of validation that could prove the good
performance of its products.
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Once the company decides that ETV is the best tool to prove that the technology is
innovative and environmentally-friendly as well as ready for the market, it could set
plans to reach this verification (e.g. contact a verification body, start to carry out some
technical test, etc.)
At first sight, the benefits that they could achieve from the Environmental Technology
Verifications are:
-

Achieving market acceptance of new technologies and therefore increasing
uptake of innovation
Gaining positive environmental benefits
Realising economic benefits on a local and global scale
Strategically promoting EU know-how

However, in a general and obvious aspect, companies need to increase their sales due
to this verified technology. In order to achieve this increase in the sales, it is
fundamental to define a sales plan.

4.2.

Sales Plan

A sales plan lays out company objectives, high-level tactics, target audience and
potential obstacles. It is like a traditional business, but focused specially on their sales
strategic. A business plan lays out your goals, a sales plan describes exactly how you
will make those happen.
Concretely, a sales plan will help vendors to:
-

Define a set of sales targets for the business
Choose sales strategies that are suited to the target market
Identify sales tactics for the sales team
Activate, motivate and focus the sales team
Budget and clarify steps the company will take to achieve the targets
Review the goals periodically and improve the approaches to sales

Figure 10. Action Plan stages

A sales planning process is very important for an organisation and is usually done in
the second stage of planning once a strategic marketing plan has already been
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defined. Marketing plan were detailed in previous sections, so in this case, the training
material is going to be focused only in the sales planning and its different stages.
1) Setting objectives
The sales planning only starts when the organisation has defined the objectives for the
sales team. Specifically, the objective of a company that has just achieved a technology
verified through ETV is to increase the market share. For this purpose, it will have to
penetrate in new geographic market. Thus, the objectives of sales planning are to
penetrate a new market to increase market share.
In detail, green and innovative markets are the best options due to the recognition of
ETV in terms of innovation and environmental aspects of the product, process or
service verified.
2) Determine the required actions
Once the objectives of the sales plans are defined, it is necessary to forecast what
actions and operations are needed in effect before the sales plan implementation. This
is a fundamental step in the sales plan, because if the strategy is wrongly forecast,
then the company is likely to face some operations difficulties in the future which will
hamper the achievement of the objectives.
In this case, the company needs to have a backup of new market sectors that they
want to enter in order to define in the future some marketing tactics to target new
sectors or even geographical areas if they want as well to increase the sales at a global
level.
3) Organise your actions
Haphazard actions will never bring results, so it is important to organise the sales
planning in terms of priority. Not only the organisations but even people could set up
different actions of a plan in the correct order in terms of importance and urgency.
In any case, nowadays there are a lot of tools that could be used (i.e. Open Project
which has free access of use).
4) Implement
Once all actions and steps were planned and organised, the implementation of the
same is the next step. Although it may sound easy, there are many inconvenient
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factors that could be faced during the implementation of the sales plan. It is important
to have some mitigation or even contingency actions already defined to solve these
issues as soon as possible trying not to delay the achievement of the final objective
(the increase of the sales).
5) Measure results
As in any planning process, the fifth and very important step in the sales planning
process is to measure the results. Unlike advertising, sales results are easily monitored
due to the fact that everything is documented and recorded.
6) Re-evaluation
Once the sales records are compiled, it is time to analyse the results to know whether
or not the objectives defined at the beginning have been fulfilled. Thus, based on the
analysis, it is possible to state if the work done was good and could be repeated or,
however, if some points of the plan need to be modified to obtain better results.
It is also important to remark that sales are a dynamic process and competitors are
watching you at all times.

4.3. Added value of ETV in a sales plan
When an organisation achieves ETV for one of its product, service or process,
automatically this verification generates an added value in terms of commercial
aspects for sellers:
1.

Profit ETV as a differentiation work

It is important to prove to clients and other stakeholders
the difference of this verified technology. On the one side,
the innovative and green technical aspects could be
remarked to the clients; on the other side, the official recognition of the technology
due to the EU ETV verification procedure.
This ETV could reach a wider market especially green market. The modern world has
led consumers to become increasingly concerned about the environment. Such
concerns have begun to be displayed in their purchasing patterns, with consumers
increasingly preferring to buy “environmentally friendly products”. So, it is important
that the organisation with ETV technologies have in turn recognised the strategic
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importance of marketing in finding responses to the “environmental needs” of
consumers due to the influence this may have on their consumption habits.
Finally, vendor management is more than getting the lowest price. Most often the
lowest price also brings the lowest quality or in this case, less innovative and green
parameters. It is important to remark the differentiation and added value in terms of
price.

2.

Accelerate market penetration

Trade fairs, conferences, exhibitions, etc. are a very powerful
marketing medium. They bring together thousands of
international buyers and sellers in one place in a short period
of time. There are many ways and sources to look for products
and suppliers, but nothing can beat the benefits that the trade
fairs have to offer.
They do not just gather together all the significant parties from
the industry, but enable visitors to see large numbers of products at the same time, to
evaluate and compare them, to attend demonstrations and to ask detailed questions.
These kinds of events provide visitors with a comprehensive overview of the entire
market and industry.
In addition, it is fundamental to invest time in preparing the right publicity material
which could pinpoint the performance claims and could be distributed through all the
available channels (trade journals, press, web, social media). These platforms help
organisations connect with their customers, increase awareness about their brand and
boost their leads and sales.

3.

Allow to answer to public requirements

The achievement of a product, service or process verified
through EU ETV Pilot Programme not only could improve
the sales in the private sector. This high added product
obtained thanks to the verification, could allow the
company to answer to public requirement.
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In recent years, public requirements have increased in terms of green and innovative
requirements. The European Commission in its Communication of Public procurement
for a better environment defines Green Public Procurement as “… a process whereby
public authorities seek to produce goods, services and works with a reduced
environmental impact throughout their life cycle when compared to good, services
and works with the same primary function that would otherwise be procured”.
The entrance to public sectors could be a key aspect in the sales strategy of a company
that have obtained an ETV verification due to the wide range of possibilities that could
be achieved in the public bidding process.

Unit 5: Statement of Verification
The verification report and the Statement of Verification are the main results obtained
from the verification procedure. Both products determine the performance of a
technology verified under the EU ETV Pilot Programme.
They present a predefined content and structure which are provided and detailed in
the General Verification Protocol (GVP). The rules and principles that should be
followed are detailed as well.
To be more precise, the verification report is a summary of all verification activities
carried out throughout the whole process. Its main part includes:
-

A detailed description of the technology and its application.
The verified performance.
Operational conditions under which the declared performance is achieved.
All measurement uncertainties and relevant assumptions taken into account
during all the verification process.
Description of the tests performed and the obtained results.
Final assessment of all data from the test report and from acceptable
existing data prior to verification.
Quality management and control procedures applied.

Likewise, all the documents produced during verification such as the quick scan
document, the proposal, specific verification protocol, the test plan and test report
are included as annexes.
The drafting of the verification report is the responsibility of the verification body,
while the applicant must approve it. In the framework of the EU ETV pilot project, this
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report is the property of the applicant and may be published only if authorised by the
applicant.
On the other side, the Statement of Verification is a summary of the verification
report.

5.1. Real example of a Verification Statement
In general, a Statement of Verification is composed by the following main points:
1.
2.
3.
4.

Short description of technology and operational conditions
Summary of testing and verification process
Actual performance parameters, after verification
Possible additional information (life-cycle aspects, user manual, costs
aspects…)

During this unit, we are going to explain carefully a real example of a Statement of
Verification. Namely, Purrot® technology will be used as a sample. This report has six
pages that are detailed below:
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The first page of the Statement of Verification is completed with the main information
regarding the verification. At the beginning of the page, there are the logos of the
Verification Body and the EC official logo of ETV.
In addition, the basic information of the verification of Purrot® includes aspects such
as Technology Name, Registration Number and the verification date of issue.
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The information related to the Verification Body and the proposer (Name, contact,
address, telephone, e-mail and web) is included, as well as the signatures of the legal
representatives of both organisations.

Before starting with the description of the technology in section 1, there is a short
introduction about the verification body which has carried out the ETV process.
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Then, section 1 describes the objectives of the technology verified as well as its main
components and its working mode.

This first section finishes with a description of the different parts that composed the
verified technology; in this case, there are 5 main components.
Section 2 of this report elaborates on the different application of the technology
verified taking into account its purpose and the conditions of operations and use.
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Finally, the last part of section 2 specifies the performance parameters evaluated for
this verification.
Section 3 is specific for the description of the multiple tests carried out in the previous
steps of the ETV procedure with the aim to prove and determine different parameters
that could prove the innovative and environmental-friendly character of the
technology.
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Finally, section 3 contains a summary of the analysis methods employed as well as the
parameters measured.
Then, section 4 details the different parameters: performance, operational and
environmental parameters.
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If there are some additional parameters that could be useful for the verification of a
technology, there will be also included in section 4, as it is shown in the previous page
of Purrot® verification.
Section 5 is used to include additional information, which doesn’t apply in this
example.
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Finally, section 6 details the quality assurance carried out to check the different
requirements and standards following General Verification Protocol instructions.

5.2. How can the Statement of Verification be used?
Once an organisation receives the Statement of Verification, it is time to profit this
new recognition and engage more clients and stakeholders.
Mainly, four issues have been identified in which the Statement of Verification could
represent an added-value.
1. Business to business relationships
Many industries rely on their relationships
with stakeholders- customers, employees, as
well as those with suppliers and partners,
investors and market analysist, and even
government regulators, trade associations
and other entities that influence the general
business climate. Ford et. Al (2003) highlight that management of relationships among
all business stakeholders has become the critical task on which a company’s very
existence stands or falls.
On the other side, when government offers consumer subsidies on green
technologies, the goal is generally to achieve some critical level of demand that will
serve to bring down prices, encourage product improvement, establish wider
familiarity and ensure a continuing stream of future customers.
Once sellers obtain the Statement of Verification for one of their product, process or
services, they could have the main advantages:
-

ETV likely to increase rationality in B2B contracts
Increase of the ecological consciousness to reach new markets
ETV Governance critical.
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2. Public Tendering Procedures
Public contracts are awarded by users of public
funds and entities operating in specific, noncompetitive conditions for the purchase of
services, supplies or civil engineering works.
The goal of the Government decision-in-principle on the promotion of environmental
and innovative solutions in public procurement is to reduce pollution, material
consumption and adverse environmental impacts for the entire lifecycle of the
product, service or building as well as to create incentives for the creation of new
environmental technology solutions.
The Statement of Verification could contribute to this public tendering procedures:
Even if criteria depend on the legal system in the country, ETV could be
one of the minimum criteria requested.
In any case, environment-friendly technologies should be exposed as
issue of the utmost importance.
Purchasers may use ETV to set minimum technical performance
required or threshold values, and exclude technologies not meeting expected
performance. This makes the tendering procedure easier and more reliable.
Technology providers may use ETV to promote the reliability of the
performance

3. Permitting/regulatory procedures
According to the Department for Environmental
Food and Rural Affairs of the United Kingdom
government, European Directives and international
agreement contain a variety of requirements, some
of which can be delivered through a permitting and
compliance system and some of which are delivered
in other ways. The majority of environmental quality and specific permitting standards
and other related requirements for environmental and human health protection come
from directives. The Regulations ensure that those directives and national policy
requirements and outcomes that can be delivered through a permitting and
compliance system are delivered by the regime.
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In this context, Environmental Technology Verification and specifically the Statement
of Verification could be used:
Research and tests may change the level of technological parameters
defined in old standards and move them forward. This way new standards may
set new targets for innovative solutions.
Then new regulations and procedures will be implemented and new
environmental-friendly technologies will be accepted.
ETV of various different technologies may be used to set the level of
best available technology (BAT)
Permitting/regulatory procedures defined nationally
4. International Markets
Environmental Technology Verification (ETV) is an
internationally recognised verification that endorses
companies and their effective solutions to reach
domestic and international markets. However, there
are different approaches depending on the size (and subsequently the final earnings)
of the organisation.
Many enterprises have international structures, for example Coca Cola, Tesco, General
Motors, etc. and they have huge budgets for product development. For this kind of
organisations, covering the costs of development of new technologies will only
strengthen their position on the market.
In the case of SMEs, its local environment and business environment up to now have
been decisive. However, with the help of ETV, they could easier gain access to
international markets.
Thus, a Statement of Verification should:
Be published in a database on verification technologies that could be
easily reached around the world
Worldwide significance of EU Statement of Verification to be
established and trusted
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Glossary
B2B Model

Form of transaction between businesses, such as
one involving a manufacturer and wholesaler, or
a wholesaler and a retailer.

Efficiency

Ability to avoid wasting materials, energy, efforts,
money and time in doing something or in
producing a desired result.

Environmental Technology
Verification

Verification of the performance of environmental
technologies or in other words, the establishment
or validation or environmental technology
performance by qualified third parties based on
test data generated through testing using
established protocols or specific requirements.

Marketing

Refers to activities undertaken by a company to
promote the buying or selling of a product or
service.

Prescription

Establishment of a claim of title to something
under common law usually by use and enjoyment
for a period fixed by statute.

SEM

A form of internet marketing that involves the
promotion of websites by increasing their visibility
in search engine results pages primarily through
paid advertising.

SEO

The process of increasing the quality and quantity
of website traffic by increasing visibility of a
website or a web page to users of a web search
engine.

SMO

The process of increasing the awareness of a
product, brand or event by using a number of
social media outlets and communities to generate
viral publicity.
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Objectives
The lack of promotion of ETV is the cause that this innovative tool
of the European Commission is not reaching enough number of
SMEs. In order to increase recognition and knowledge of this
initiative, ETV4INNOVATION has created training materials of three
modules with the aim of providing insight into the different
approaches of ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON
DOMESTIC AND INTERNATIONAL MARKETS will contain 5 lessons
which cover different topics related to the commercialisation of a
technology verified through the ETV procedure. This document
covers Lesson 3: Integration of a marketing plan for ETV sellers.

Lesson 3: Integration of a marketing
plan for ETV sellers

Learning outcomes
This lesson enables you to understand the key aspects of marketing
Learning outcomes

for the introduction of ETV in marketing and sales plans and achieve

a positive impact through the verification.
Keywords

ETV, marketing, sales plan, Statement of Verification
PowerPoint

Pedagogical approach

Video
Additional reading material

Hours
Assessment methodology

13.32
Quiz

What is a marketing plan?
Advantages and examples
This unit aims to explain what marketing is and how to put it into
practice (the market analysis, composed mainly of the PEST and
SWOT analysis, the definition of SMART objectives and the
different strategies which could be implemented). In addition, a
concise explanation of the B2B business model is included, the
most common among companies that perform ETV.

What is a marketing plan? I
Document
which
schematically collects
the different market
studies carried out by
the company. The
marketing objectives to
be achieved by the
company are set out in
it, as well as the
strategies
to
be
implemented
to
achieve them and the
campaigns with their
respective planning.

What is a marketing plan? II
Affiliate Strategy
E-mail Marketing

MARKET ANALYSIS

SMART OBJECTIVES

Content Strategy
STRATEGIES TO FOLLOW
Neuromarketing

Street Marketing
Fidelity Strategy
Participation strategy

REVIEW

Parts of a Marketing Plan I
– Market analysis : The objective of this point is to have a
clear vision of where the company is. This analysis is divided
in two, internal and external. SWOT tools are highly helpful
in this analysis.
– Objectives : In order to properly set marketing objectives, it
is recommended to use the SMART technique, that is, that
the objectives are specific, measurable, achievable, relevant
and temporary.
For example: Increase sales by 20% from 220.000 € to 280.000 €
offering a new product to our customers, we retain customers with
a new product in the next 8 months.

Parts of a Marketing Plan II

– Review of the carried out work : Checking the work that is being
done is essential to know if we are on the right path or we should
change something. We must also analyse the results once the
campaign is over to see if we have achieved our goal and learn
about the company's strengths and weaknesses.

Strategies I
■ Affiliate Strategy
The company has a network of affiliates who advertise their products on the
web. The company only gives a percentage of profit to the affiliate if they
make a purchase from the link on the website.

■ E-mail Marketing
Direct connection to the client via an email tool. Its main advantage is that it
is easy to customise.

■ Content Strategy
A strategy that is complemented with others as important as SEO, SEM or
SMO. Its objective is to increase the traffic of the website by planning the
contents to be published.

Strategies II
■ Neuromarketing
Its objective is to reach the client through emotions, to do this we
study the behaviour of the brain before a buying process, the three
key focuses are attention, memory and emotion.
■ Street Marketing
Its objective is to interact with potential customers face to face in the
streets, so these campaigns have a high component of creativity
because the company needs not only to get the attention of the
people but also to enhance their interaction.

Strategies III
■ Participation strategy
We look for a bidirectional communication between company and
client, this supposes a constant effort in social networks. The
important thing here is that the client feels that he has something to
say and that he is going to be heard.
■ Fidelity Strategy
What we want is to build loyalty to existing customers, we can help
us with techniques such as loyalty programs, after sales confidence
programs or enhance the high quality of our products.

BENEFITS OF A
MARKETING
PLAN

ALLOWS TO FOCUS ON KEY OBJETIVES

IMPROVES MESSAGE EFFICIENCY

STRATEGIC COHESION
MOTIVATION

OPTIMISE RESOURCES

New business models: B2B
Its purpose is business between companies. This means that the role
of customer is exercised by another company.
WHAT SHOULD WE TAKE INTO CONSIDERATION IN B2B MARKETING?
Needs
Companies and
consumers do not
have the same needs,
companies.
OBJECTIVE FACTORS

Difficult diffusion of the
message
In B2B mass advertising
does not work.
Events such as fairs,
congresses, conventions,
etc. are good places to
make ourselves known.

Corporate culture
Companies with positive
values and close to the
defense of the environment
or social responsibility, climb
positions in decision making
before a possible
collaboration or hiring.

Specific strategies to improve B2B
Marketing

Consolidate your company's identity

Maximise your online presence

Join the wave of email marketing

Marketing integrated in
communication
It is the way in which a company coordinates the different
channels of communication it has with the objective that its
customers receive a consistent message.
For Philip Kotler, Integrated
Marketing Communication is the
concept under which a company
integrates and coordinates its
multiple communication channels
to deliver a clear and consistent
message with care.

Corporative image
The corporate image has two dimensions
Tangible
What the client sees

Intangible
What the customer can feel

Company's chromatic range
Logo
Policies of responsibility

Product

Values
Culture of the company
Your point of sale

What does all this aim to achieve?
Social notoriety
Prescribing Client
Establishing our brand value
Loyal customers

Green Marketing I
For the American Marketing Association Green Marketing is "the
development and marketing of products designed to minimise the negative
effects on the physical environment, or to improve their quality. In addition,
it adds points such as "the efforts of organisations to produce, promote,
package and reclaim products in a way that is sensitive or responsive to
ecological concerns".
Elements to apply ecological marketing
Service, product,
technology or
process

PROMOTION

DISTRIBUTION

PRICE

Green Marketing II
Donald Fuller (1999) "The process of
planning,
implementing
and
controlling the development, pricing,
promotion and distribution of
products in a way that satisfies the
following three criteria:
• Satisfaction of customer needs.
• Achievement of the company's
objectives.
• Compatibilisation
of
the
process with the ecosystem.”

For Galí, Peattie and Belz
(2012), the famous theory of
Marketing Mix and its 4P of
traditional marketing, in green
marketing disappears to be
replaced by 4C.
• Customer Solutions
• Customer costs
• Communication
• Coexistence

Green Marketing III
EXAMPLE OF GOOD PRACTICE : IKEA
Some of the functions that characterise them in their participation
with green marketing are: the use of ecological covers, use of flat
packs to save space, accept wood from high conservation value
forests or intact natural forests if verified as responsibly managed
forests, products free of CFCs and HCFCs, organic food, work with
WWF in programmes for the reduction of environmental impact,
etc. In addition, it has acquired a strong commitment to society
through initiatives such as the IKEA Foundation which invests in
projects of defence of children's rights with UNICEF and Save the
Children, scholarships for sustainable forestry, training programme
for Indian women in the area of carpet making etc.

Green Marketing IV
WHAT VALUES ARE PROMOTED?
Respect for the planet and living beings
Trust

Transparency
Responsibility to our environment

Technological innovation as a
marketing tool
Marketing advances every day as new technologies, it is not surprising that
some of the most innovative tools are incorporated into marketing plans to
make advertising more effective and attractive to new generations.

Technological innovation as a
marketing tool I
Marketing and new technologies are constantly moving forward. Some new technologies
are beginning to be introduced into the world of marketing with the intention of making
campaigns more effective and attractive to new generations. Some tools we can help
ourselves to make the leap into the future are:
Augmented and
Virtual Reality
Immersive experience
Motivation
Experience
Gambling

Technological innovation as a
marketing tool II
Internet of thing
Data collection
Personalisation
Information processing

Technological innovation as a
marketing tool III
Artificial intelligence
AI facilitates the
interpretation of data, which
are obtained through
algorithms, and transform
them into reality.

Technological innovation as a
marketing tool IV
Cross
identification
Cross-identification on
multiple devices
attempts to identify the
same user on the
different devices they
use

Technological innovation as a
marketing tool V
3D
Differentiation from the competition
Creation of experiences
Social prestige and in your sector
Profitability for potential clients

Benefits of ETV on vendors’ strategic
plans
The definition of a new strategic plan is key when an ETV is achieved
specially nowadays in a world where companies coexist in a very
competitive environment, in which only those who have well defined their
strategy and have considered all the fundamental elements will remain and
achieve success.

ETV in a strategic plan I
Objectives’
definition

Understand
the
outcomes

Set Plans

Decision
making for
plans to be
fulfilled

ETV in a strategic plan II
The general benefits that companies could achieve from ETV are:
1. Achieving market acceptance of new technologies and
therefore, increase uptake of innovation
2. Gaining positive environmental benefits
3. Realising economic benefits on a local and global scale
4. Strategically promoting EU know-how

Sales Plan I
Companies need to increase their sales due to this verified technology. In
order to achieve this increase in the sales, it is fundamental to define a
sales plan.
Setting objectives
Determine the required actions

Organise actions
Implement
Measure results
Re-evaluation

Sales Plan II
The sales plan defined will help vendors to:
Define a set of sales targets for their business
Choose sales strategies that are suited to their target
market

Identify sales tactics for their sales team
Activate, motivate and focus their sales team
Budget and clarify steps they will take to achive their targets
Review their goals periodically and improve their approaches to sales

Added value of ETV in
a sales plan I
■ Profit ETV as a differentiation work
1. The innovation and green technical aspects of the technology verified.
2. The official recognition of the technolgoy due to the EU ETV verification procedure
The modern world has led consumers to become increasingly
concerned about the environment. ETV technologies have in
turn recognised the strategic importance of marketing in
finding responses to the “environmental needs” of consumers
due to the influence this may have on their consumption
habits.
Vendor management is more than getting the lowest price.
Most often the lowest price also brings the lowest quality or
in this case, less innovative and green parameters

Added value of ETV in
a sales plan II
■ Accelerate market penetration
1. Trade fairs, conferences, exhibitions, etc. Are a very powerful marketing medium
due to its bringing together thousands of international buyers and sellers in one
place in a short space of time.
2. It is fundamental to invest time in preparing the right publicity material which
could accurate the performance claims and could be distributed through all the
available channels (trade journals, press, web, social media, etc.)

All these actions help companies to connect with their
customers, increase awareness about their brand and boost
their leads and sales.

Added value of ETV in
a sales plan III
■ Allow to answer to public requirements
1. The high added value of a technology verified through an EU ETV Pilot
Programme could allow the company to answer to public requirements.
2. Public requirements have increased in terms of green and innnovative
requirements.
The entrance to public sectors could be a key aspect in the
sales strategy of a company that has obtained an ETV
verification due to the wide range of possibilities that could
be achieved in the public bidding process.

Statement of Verification
The verification report and the Statement of Verification are the main results obtained
from the verification procedure. Both products determine the performance of a technology
verified under the EU ETV Pilot Programme.

STATEMENT OF VERIFICATION
A Statement of Verification is composed by the
following main points:
1. Short description of technology and
operational conditions
2. Summary of testing and verification process
3. Actual performance parameters after
verification
4. Possible addition information (life-cycle
aspects, user manual, costs aspects, etc.)

Real example of a Verification Statement I
Purrot® technology will be used as sample. This report has six pages
that are detailed below:

Main information:
- Verification Body description
- Proposer descriptiom
- Name of technology, registration number and
date of issue

Real example of a Verification Statement II
Purrot® technology will be used as sample. This report has six pages
that are detailed below:

Main information:
- Short introduction of Verification Body
- Technology description (main components,
working mode, etc.)

Real example of a Verification Statement III
Purrot® technology will be used as sample. This report has six pages
that are detailed below:

Main information:
- Technology description (main components,
working mode, etc.)
- Technology application

Real example of a Verification Statement IV
Purrot® technology will be used as sample. This report has six pages
that are detailed below:

Main information:
- Performance parameters evaluated
- Test carried out for ETV procedure

Real example of a Verification Statement V
Purrot® technology will be used as sample. This report has six pages
that are detailed below:

Main information:
- Summary of the analysis methods used and
the parameters measured
- Different
parameters:
performance,
operational and environmental ones

Real example of a Verification Statement VI
Purrot® technology will be used as sample. This report has six pages
that are detailed below:

Main information:
- Additional parameters
- Additional information
- Quality assurance requirements and
standards for the procedure of verification

How can the Statement of Verification
be used? I
■ Business to Business relationships

Many industries rely on their relationships with stakeholders- customers, employees, as well as
those with suppliers and partners, investors and market analysist, and even government regulators,
trade associations and other entities that influence the general business climate.
Once sellers obtain the Statement of Verification for one of their product, process or services, they
could have the main advantages:
-

ETV likely to increase rationality in B2B contracts

-

Increase of the ecological consciousness to reach new markets

-

ETV Governance critical

How can the Statement of Verification
be used? II
■ Public Tendering Procedures

The Statement of Verification could contribute to this public
tendering procedures:
- Even if criteria depend on the legal system in the country, ETV
could be one of the minimum criteria requested.

- In any case, environment-friendly technologies should be exposed
as issue of the utmost importance.
- Purchasers may use ETV to set minimum technical performance
required or threshold values, and exclude technologies not meeting
expected performance. This makes the tendering procedure easier
and more reliable.
- Technology provider may use ETV to promote the reliability of the
performance.

How can the Statement of Verification
be used? III
■ Permitting/regulatory procedures

Regulations ensure that those directives and national policy requirements and
outcomes that can be delivered through a permitting and compliance system are
delivered by the regime. In this context, ETV and specifically the Statement of
Verification could be used:
- Research and tests may change the level of technological parameters defined in
old standards and move them forward. This way new standards may set new
targets for innovative solutions.
- Then new regulations and procedures will be implemented and new
environmental-friendly technologies will be accepted.
- ETV of various different technologies may be used to set the level of best
available technology (BAT)

- Permitting/regulatory procedures defined nationally

How can the Statement of Verification
be used? IV
■ International markets

The majority of environmental quality and specific permitting standards and other related
requirements for environmental and human health protection come from directives. In case of
SMEs, its local environment and business environment have been decisive up to now . However,
with the help of ETV, they could easier access to international markets.
Thus, Statement of Verification should:
- Be published in a database on verification technologies that could be easily reached around the
world

- Worldwide significance of EU Statement of Verification to be established and trusted
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PROLOGUE
Europe faces a range of environmental challenges (e.g. resource depletion, increasing
water scarcity, etc.) that will have an impact on its future prosperity. Companies,
especially SMEs are working hard to develop innovation addressing environmental
challenges which could provide solutions to these environmental policies. In order to
prove the credibility of this innovative technology, European Commission has
launched the Environmental Technology Verification (ETV). It is an initiative that
provides for third-party verification of the performance claims made by
manufacturers.
However, the lack of promotion of ETV is the cause that this innovative tool of the
European Commission is not reaching enough number of SMEs. In order to increase
recognition and knowledge of this initiative, ETV4INNOVATION has created training
materials of three modules with the aim of providing insight into the different
approaches of ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS COMMERCIAL TOOL ON DOMESTIC AND
INTERNATIONAL MARKET will contain 5 lessons which cover different topics related to
the commercialisation of a technology verified through the ETV procedure. This
document covers Lesson 4: The benefits of clients and investors regarding ETV
This lesson enables students to understand the
Learning outcomes

benefits of clients and investors when they purchase a
technology that has previously obtained ETV
verification.

Keywords

Sustainability, EMAS, Verification, Statement of
Verification, Due Diligence
PowerPoint

Pedagogical approach

Video
Additional reading material

Hours

11.05

Assessment methodology

Quiz
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LESSON 4: THE BENEFITS OF CLIENTS AND INVESTORS REGARDING ETV
Unit 1: Benefits of sustainability: environmental technologies
Currently, there is a trend of people taking the path of becoming an entrepreneur, to
create their own businesses, betting on small and medium enterprises, or start-ups,
which are constantly promoting the benefits of self-employment.
The entrepreneurs and their company are very important agents in the capital system,
but they are also relevant in society and for the environment in which they live in,
giving rise to the basis of a sustainable business.
However, when we talk about a sustainable company or business, what does this term
mean? Well, we are referring to a company that carries out an activity in a way that
maintains a balance between economic, environmental and social factors. The
businesses can contribute to progress in global wellbeing by maintaining the above
three elements in the long-term, medium-term or short-term basis. Recently,
sustainable businesses are increasingly becoming more popular as cooperate
transparency is becoming more prevalent and the public’s expectations are also rising.

1.1. Benefits of sustainable business
Through sustainable development, businesses are able to establish new and very
positive synergies for their projects, which represents a great impact on the
development and capital consolidation of the environment. Some examples of the
benefits are:
1. Generation of reputation
Many companies see a great incentive in this benefit. By working with the field of
Corporate Social Responsibility (CSR), they create a good image for their brand which
can attract new customers and investors and improve their relationship with the local
community. Furthermore, sustainable approaches reduce business risks related to the
products or services offered by the company by avoiding waste, toxic compounds and
other harmful by-products.
2. Cost savings
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Although many believe that sustainability implies higher costs, the opposite is in fact
true. Running a sustainable business optimises resources and operations improving
efficiency and productivity resulting in significant cost reduction of products and
services. Some of the ways companies save costs through sustainability are: recycling,
energy savings, printer ink, use of ICT, etc.
3. Tax benefits and exemptions
Companies, institutions and businesses that currently comply with the principles
demanded by CSR may be awarded tax exemptions by the legislation in force.
4. Easier access to:
Financial markets, subsidies, public tenders, capital resources and public
administration tenders.
5. Improvement of:
Absence from work, productivity in the business, the business climate and talent
directed towards the business.
6. Long-term business consolidation
Business longevity can be achieved if they successfully adapt their business model into
a more sustainable version by balancing the economic, social and environmental
aspects. The development of a project protected within the framework of
sustainability helps both the environment and the society, as well as the entrepreneur
who decided to carry it out.

Generation
of
reputation

Cost
savings

Tax
benefits
and
exemptions
Improvements

Easier
access

Long-term
business
consolidation

Figure 1. Benefits of sustainable business
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1.2. Benefits of environmental-friendly business
Running an environmentally friendly business helps organisations reduce their impact
on the environment and preserves natural resources. Their business can help the
environment in many ways:
-

Use products that reduce your reliance on natural resources (e.g. rainwater
tanks, solar hot water system)
Use products that are made from recycled material (e.g. office supplies made
from recycled plastics, furniture made from recycled rubber)
Look at all your business activities to see if you can change anything (e.g.
reducing air travel by holding conference calls instead of interstate meetings)

Making business environmentally friendly not only benefits the environment but can
also save money.
Examples of environmental-friendly enterprises would be detailed below:
❖ Seven Generation, Inc.
This American company, based in Vermont, sells cleaning, paper
and personal care products. It was established in 1998 and ever
since then, the company distributes products to natural food
stores, supermarkets, mass merchants, and online retailers.
Seven Generation focuses its marketing and product development on sustainability
and the conservation of natural resources, using recycled biodegradable and postconsumer materials in its packaging, as well as plant-based phosphate- and chlorinefree ingredients in its products.
Until now, they have obtained the following certifications: EU Ecolabel and Not Tested
on Animals (Cruelty Free International) Certification.
❖ Whole Foods Market Inc.
This company is an American supermarket chain which exclusively
sells products free from hydrogenated fats and artificial colours,
flavour, preservatives and sweeteners. Since its creation 38 years
ago, they have opened more than 500 stores in North America and
the United Kingdom.
Among its list of core values which reflect the company’s culture, they are also
concerned about their community and the environment. The company practice and
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advance environmental stewardship by balancing their personal needs with that of
the rest of the world so that our planet will be preserved for generations to come. In
addition, Whole Foods Market’s industry-leading quality standards support
sustainable agriculture, animal welfare and ocean preservation.
Regarding certification, the company is the only USDA Certified Organic grocer in the
United States.

1.3. Environmental technologies
Apart from offering environmental-friendly
products as mentioned in the above section,
another important solution that is crucial in
achieving global sustainability is through
technology

development.

Environmental

technological solutions vary in form and
purpose, yet share the same overall goal; to combat the negative impact of climate
change for future generations.
According to the JRC102301, Environmental Technologies are all technologies
which provide an environmental added value compared to relevant alternatives.
These solutions support and enhance the sustainability initiatives that many
organisations and cities have already implemented. Many of these initiatives are
geared towards mitigation; others are geared towards adaptation.
In a paper published by the United Nations Framework Convention on Climate Change
(UNFCCC), technology is framed as a means towards adaptation. The organisation
states that while there are already mitigation actions being implemented, adapting to
climate change is just as important. With the global landscape already altered by the
effects of climate change, our planet and communities would be better off with
technology that helps the world’s population adapt to potentially radical changes in
the environment.
Environmental technologies vary from those based on long-existing knowledge to new
innovations. In some cases, the best solutions are those based on long-existing
knowledge and newly updated with recent technologies. With prices for solar panels
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and wind turbines continuing to drop, these traditional forms of sustainable
technology are gaining new attraction from organisations that work to increase their
efficiency through constant innovation.
Prominent examples include solar and wind energy, water desalination (the removal
of salt or other minerals from saline water), electric vehicles, and pyrolysis
(thermochemical decomposition of organic material).
According to the JRC102301, Innovative Environmental Technologies are
environmental technologies presenting a novelty in terms of design, raw materials
and energy involved, production process, use, recyclability or final disposal, when
compared with relevant alternatives.
When some innovative environmental technologies try to reach the markets, they
may experience some inconvenience. This is due to the challenge to show a successful
track-record of these technologies and, thus, even innovations and innovative
environmental technologies with the potential of providing excellent solutions while
also increasing EU competitiveness may struggle to do so. In addition, without credible
information about innovative technologies, potential buyers are unsure whether or
not to trust the claims made about their performance.
From the point of view of buyers, Environmental
Technology Verification (ETV) tool addresses those
problems. When sellers present technologies verified
through this procedure, they would be confident
about their product due to several reasons:
➢ ETV provides specific and precise technology performance claim verification.
➢ ETV generates credibility with prospective buyers and reduces procurement
risk.
➢ ETV provides a distinct market advantage for sellers with this verified
technology in its portfolio.
➢ Expedites permitting and approvals for implementation and use of the
technology.
➢ Increase national and international market recognition.

11

Unit 2: How to interpret the Statement of Verification
In order to encourage the market entry of innovative environmental technologies, the
European Commission and the Member States launched the EU Environmental
Technologies Verification Pilot Programme (EU ETV Programme), whose objective is
to verify the performance claims of new environmental technologies made by their
respective creators and suppliers.
Once the claims have been accurately, comprehensively, reasonably and objectively
confirmed, they are translated into a verification statement that suppliers and
manufacturers will be able to use in their sales and marketing campaigns, and
customers and investors will also be able to use to verify the performance of these
new innovative technologies.

2.1.

Verification Report and Statement of Verification: general

information
The verification report and the declaration of verification are two of the key elements
of the verification process through which the performance of a technology is
established in the framework of the EU TVE pilot programme.
Concretely, the verification report is a summary of all verification activities carried out
throughout the whole process. Its main part includes:
-

A detailed description of the technology and its application.
The verified performance.
Operational conditions under which the declared performance is achieved.
All measurement uncertainties and relevant assumptions taken into account
during all the verification process.
Description of the tests performed and the obtained results.
Final assessment of all data from the test report and from acceptable existing
data prior to verification.
Quality management and control procedures applied.

Besides, all the documents produced during verification such as the quick scan
document, the proposal, specific verification protocol, the test plan and test report
are included as annexes.
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The drafting of the verification report is the responsibility of the verification body,
while the applicant must approve it. In the framework of the EU TVE pilot project, this
report is the property of the applicant and may be published only if authorised by the
applicant. In any case, it is recommended to publish this
report as ETV’s main aim is to be an objective and
transparency tool to contribute to reach new markets with
this external verification of the innovative environmental
technology claims.
The Statement of Verification is a summary of the
Verification Report and it is composed by the following main
points:
-

Short description of technology and operational conditions
Summary of testing and verification process
Actual performance parameters, after verification
Possible additional information (life-cycle aspects, user manual, costs aspects,
etc.)

2.2. Statement of Verification: sellers’ perspective
During the Lesson 4, topic 4.5. a complete description of the Statement of Verification
has been defined by the ETV4INNOVATION Consortium. It has also covered all the
different sections using an actual Statement of Verification as an example.
However, Statement of Verification will have a different approach in this section. This
section will cover the perspective of sellers.

2.2.1. Due diligence
When a company is interested in acquiring or
investing in a company or even in a product, given
the economic magnitude that the operation may
involve, it is advisable to conduct a process of
investigation into the business in order to appreciate certain aspects that are unknown
or hidden. This is the objective of the due diligence process.
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In general, a due diligence covers different aspects in the investigation that are
necessary to draw up a complete overview of the product or company which the seller
want to acquire.

Legal

Financial

Technical

Commercial

Management

Figure 2. Aspects covered by a due diligence process

After carrying out the entire investigation phase, the due diligence process will end
with the preparation of a report by the responsible parties detailing the commercial,
technological, accounting and employment aspects, among others, that have been
examined with their corresponding evaluation. It is important, in this regard, to point
out that those people responsible for the process will not only make a diagnosis or a
representation of the image of the company examined, but will also add an
interpretation of all this in order to advise the buyer on the decisions that, from their
point of view, should be taken so that the transaction is adequate, timely and
convenient.
The outstanding importance of due diligence lies in the fact that it can provide the
buyer with a reliable image of the real situation of the company so that, on the basis
of this, and with the advice provided, the necessary changes can be driven to improve
management, communication or cost reduction, among others, and achieve greater
economic and productive growth of the company.
The technical part of the due diligence is related to the Statement of Verification and
in general, with the ETV procedure. Thus, the following section of this topic will cover
the information that could be extracted from the Statement of Verification in order to
fulfil the technical part of the due diligence.

2.2.2. Statement of Verification and technical aspects of Due Diligence
Regarding the technical part of a Due Diligence, the sellers or investors need to know
the following items:
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Table 1. Technical issues determined in the technical part of a Due Diligence

1. Verification of technical claim
• Regarding product performance
2. Robustness and quality of product
• Verification of claims on operating hours, maintenance costs, lifespan
3. Difficulty to copy
• Patent protection
• How unique is it
4. Technology risk matrix
• Identify (severe) technological risks of the product in terms of technical
feasibility (including safety) production process
5. Production process
• Production ramp-up and manufacturing bottlenecks overview to support
optimisation of scale-up, with respect to outsourcing or in housedevelopment
6. User base experience
• Interviews with current users
Hereafter, each item of the technical analysis and its relationship to the Statement of
Verification will be presented. For that purpose, a real example of Statement of
Verification will be included. Purrot® technology will be used as an example.
Verification of technical claim
The technical claim is already included in the Statement of Verification. In section 3
(Test and analysis design) and Section 4 (Verification results) there is a description of
the multiple tests carried out in the ETV procedure with the aim of determining the
different parameters that could prove the innovative and environmental-friendly
features of the technology. This is followed by a description of the different
parameters: performance, operational and environmental parameters.
Robustness and quality of product
Most of these claims are also included in Section 3 and 4 of the Statement of
Verification. If certain information is missed, it could be included in the Verification
report as this is the longest document that covers all the ETV procedure.
Difficulty to copy
The patent protection is a procedure that most of the partners with an innovative
environmental technology have carried out. As it was detailed in Topic 4 of Unit 1, the
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majority of the organisations that have achieved ETV verification, have also decided
to apply for a patent.
These products which have both patent protection and the verification through ETV
are the best options to invest in as they are novel innovations that have yet to be
pierced by the competitors and the market opportunities are vast.

Technological Risk Matrix
The Section 1 of the Statement of Verification contains the technology description
(how it works, parts of the machine, service, etc.). This could help investors and sellers
to have an overview of the technology and get to know the limitations and possible
risks as well as the main advantages.
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Production process
All the inconvenient and optimisation of the procedures were evaluated during the
different steps of ETV process. If there isn’t a specific section in the Statement of
Verification as it is a summary, it could be identified in the Verification Report.
User base experience
Although there isn’t any reference of other users in the Statement of Verification, this
report includes the third-party verification of a product which could be considered as
an external and objective user of the technology. This could provide sellers and
investors reliable data about the performance of the technology.
To sum up, if we compare the Due Diligence items of two technologies, one with ETV
and the other without, it is clear that the Statement of Verification of a technology
provides more information in terms of technical details (Table 2).
Table 2. Technical conclusions of a Due Diligence of two different technologies

Technology
1
(ETV obtained)
Technology 2

Verification
of technical
claim
10

Robustness
and quality
of product
8

Difficulty
to copy

Technology
Risk Matrix

Production
Process

User base
experience

2

6

6

5

6

2

2

4

4

4

* 0: Low and 10: Fully
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Unit 3: Benefits of ETV for clients and investors
The Environmental Technology Verification (ETV) helps accelerate the entrance of new
environmental technologies into the domestic and international marketplaces. It
develops test protocols and verifies the performance of innovative technologies. ETV
provided

credible

performance

data

for

commercial-ready

environmental

technologies to speed up their implementation for the benefit of purchasers,
verification bodies, vendors and the public.

3.1. Advantages of ETV for clients and investors
Since almost all new technology purchased in the United States and abroad is
developed by the private sector, stakeholders seek ETV as an independent, objective
and high-quality source of information for sound decision making. Vendors of
innovative technologies needed independent evaluation to help promote their
technologies in a risk-adverse environmental marketplace.
In general, all actors involved in ETV benefit from such technology verification
procedure.
Table 3. Actors involved in ETV procedure

Provides sound science-based marketing advantage
Enhances regulatory acceptance
Developer and
Accelerates new or improved technologies into the
Vendor Benefits
marketplace
Adds confidence for investors and lenders
Provides independent, credible performance data
Allows easier evaluation of competing technologies
User and
Purchaser Benefits Facilitates permitting process
Provides access to expertise in performance measurement
Facilitates Verification Bodies preparation
Verification Bodies
Adds confidence in control system performance
Benefits
Improves ability to make informed decisions
Advances technologies that benefit human health and the
environment
Public Benefits
Increases confidence in continuous, effective control of
pollutants
Fosters cooperation between industrial and public interests
In this topic, the benefits of users and purchasers will be studied in depth.
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3.1.1. Reliable information
Nowadays, with all the tools available, accessing and analysing
the information companies require to make decisions that
benefit their success should not represent a problem.
However, we have to understand that many starting business
owners are pretty much relying on their instincts and knowledge to establish and grow
a company. And there is nothing wrong with this, there are learning curves in every
company that allow the entity to gain the necessary experience to determine what
type of information will be critical in assisting it to make better decisions.
For example, to enter into innovative and environmental markets it is essential to have
credible information on technology performance through an external organisation.
Environmental Technology Verification (ETV) provides this independent evaluation of
new technologies with a view to validate environmental claims so that users,
developers’ regulators and other parties can make informed decisions about
purchasing, applying and regulating innovative technologies.
The reliability in these innovative environmental technologies is completely linked
with:
❖ Efficiency- Reliable systems are efficient systems, and efficiency is key to
succeeding in today’s competitive marketplace. These two terms describe
different measures of success, but both are equally essential.
❖ Trust- Clients and investors should know that they are acquiring a technology
with the performances claims that are described in the Statement of
Verification. Likewise, trust proves beneficial when dealing with suppliers and
service providers.

Efficiency

Trust
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In general, ETV is a new way of providing transparent and objective information on
technologies, tailored for innovations, complementing legislation, standards and
certification.

3.1.2. Innovation booster
Innovation is a key factor for competitiveness and growth. In
modern economies, innovation is the main instrument of
competition and rivalry between companies. In the
innovation process, large companies play a crucial role, but
small and medium-sized enterprises are also important in the
application of new knowledge in the market.
Josep Schumpteter said in his work Capitalism, Socialism and Democracy (1942) that
“as soon as prices are dethroned from the altar of competition, innovation becomes
the main instrument for companies to compete and gain ground against their
competitor rivals”. In our days, the role of innovation as a competitive tool and rivalry
between companies offers no doubts. The studies carried out have shown that R&D
activities have a direct impact on the capacity for companies to innovative; and that
innovations positively affect profitability and the competitive capacity of the company
In this scenario. Environmental Technology Verification (ETV) is an excellent tool for
clients and investors who want to boost innovation in their organisations. They could
be confident regarding the innovation of the environmental technologies in terms of
performance claims.
ETV is an excellent tool for clients and investors to accelerate entrance in different
markets of innovative technologies designed to reduce risks to human health and the
environment into the domestic and international marketplace.

3.1.3. European harmonisation
In relation to the European Union, harmonisation of law (or simply
harmonisation) is the process of creating common standards
across the internal market. In general, each EU Member State has
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the primary responsibility for the regulation of most matters within their jurisdiction
and consequently each has its own laws.
Harmonisation aims to:
-

-

Create consistency of laws, regulations, standards and practices, so that the
same rules will apply to businesses that operate in more than one-member
state.
Reduce compliance and regulatory burdens for businesses operating nationally
or trans-nationally.

In the case of ETV, clients could profit from the harmonisation of the procedure. Sellers
could choose one of the Member States participating in EU ETV Programme (United
Kingdom, Czech Republic, France, Poland, Denmark and Finland) to carry out the ETV
procedure through one Verification Body from these countries. The ETV procedure is
the added value for all stakeholders since its relation to the procedure lies in
corroborating the claim on the overall performance through the ETV process, which in
turn facilitates the recognition of the product in the different countries of the
European Union.
In addition, in view of the globalisation of environmental technology markets, the
benefits of verification can be considerably increased if the results of the process are
also recognised beyond EU borders.
To this end, it is possible to carry out a joint verification involving a verification body
attached to the EU ETV pilot programme and one belonging to an equivalent
programme from another country in the world.
The main benefits of joint verification for a technology customer will be access to
technologies verified through programmes with which they may not be familiar with,
without giving up the benefits of being backed up by a performance test carried out
by a known verification programme attesting to the quality and validity of the
technology. This issue allows for a worldwide harmonisation.
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3.1.4. Independent verification
An independent verification is carried out by a thirdparty organisation not involved in the development of
a product, process or service. Thus, the third-party
offers tech developers and vendors a comprehensive
assessment of their technologies to help quantify and
reduce uncertainty in the performance, evaluate product/process/service cycle and
potential market adoption and feasibility, with the aim to build greater confidence in
the bankability of these technologies.
ETV procedure is an advantage for clients and investors that want to acquire a product,
service or process with all the guarantees in terms of performance claims.
The procedures used by accredited verification bodies are rigorous, transparent and
uniform for the different technological areas covered by the EU ETV pilot programme.
This ensures the credibility and veracity of the verification results, as well as their
acceptance by EU and, where appropriate, non-EU markets.
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Unit 4: Verification vs certification: main differences
Independent third-party verification of performance
claims put forward by a technology owner is the core
of ETV. The claims are central to the verification and
will likely be revised during the process until finally
indicated in the Statement of Verification.
As ETV is a new tool for most of the SMEs and other
stakeholders, there is a misunderstanding in the
concept of verification and certification for the ETV
procedure. In addition, the General Verification
Protocol (GVP) makes reference to certification in
Section A.I:
“In addition, companies willing to prove the
compliance of their technology with a product
standard are directed to product certification, as
defined by the ISO/IEC Standard 17065 and
implemented by certification bodies accredited to
fulfil the requirements of this standard”.

Figure 3. Verification vs Certification

The key aspect is that ETV is recommended for technologies whose innovative
features and/or environmental performance are not fully reflected in existing product
standards, so it is not possible to use certification to confirm whether products meet
specified standards.

4.1. Verification
Verification is the act of reviewing, inspecting, testing, verifying or supervising to verify
that all the elements of the system comply with the requirements demanded by the
supervising entity.
Other definitions we found:
•

For the Royal Spanish Academy (RAE), verification means "to verify or examine
the truth of something".
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•

In the words of the author Emma Fonseca, “verification implies the application
of methods, procedures and tests with their consequent supervision for the
follow-up of the control measures adopted. In this way, it is demonstrated that
it was put into practice as such and worked”.

This is the first step in accrediting your technology, product, process or service. It is
carried out during the development of the project, as it grows the verification is
carried out to check that everything happens as it should.
In the environmental verification processes, the performance of each part of the
process is checked separately, with the aim of giving importance to innovative,
technical and environmental characteristics. Therefore, unlike certifications, which
are exhaustive, the verification processes are divided into three parts:
•

Operational

•

Environmental

•

Security Aspects

In addition, the special characteristic of the verification in ETV is that it is immediate.
It is the owner of the technology who is responsible for reviewing that it meets the
requirements established to be verified and who will then ensure that it continues to
meet the verification parameters.
Specifically, Environmental Technology Verification, or ETV, is the establishment of the
performance of an institution's environment-related technology. These tests are
based on previously established and designed protocols.
An example of verification is ETV4INNOVATION, a project designed to support the
development and implementation of an innovative practice and a new training
pathway in the field of environmental technology verification (ETV).
It offers the only internationally accepted performance guarantee for any green
technology. Like ISO 14034: 2016, ETV can give green technology developers a
competitive advantage to market their products.
An example of verification is ISO 14034: 2016, which specifies the principles,
procedures and requirements for the verification of environmental technology.
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This verification brings credibility to the supplier and confidence to the buyer by
ensuring that claims of technology performance are valid, credible.

4.2. Certification
Certification has the objective of demonstrating the conformity of a technology with
a product.
Some definitions of certification are:
•

If we look at the definition of the RAE, certification is the action and effect of
certification. It adds: "a document that guarantees the truth of something".

•

A certification is that action by which an assessment organisation declares that
a product or service complies with a specific standard or other normative
document.

Focusing on the area that concerns us, in the specific case of ETVs, certification is the
action by which assessment organisations declare that a product or service complies
with an environmental management standard. Certification in environmental terms is
an identification obtained by certain products, services or processes, which validates
that all parts of a technology are developed in an environmentally friendly manner,
following specific environmental standards. These certifications are given by the
competent body and reviewed periodically to ensure that the technology continues to
meet the parameters established by the standard.
An environmental certification guarantees future customers that the company in
question complies with international or national standards, thus supporting its quality.
In addition, a verification in this area can mean great savings for the company.
An example of certification is PEFC, a forest certification system with the aim of
ensuring that the world's forests are managed responsibly. In order to achieve this,
PEFC collaborates with owners and companies in the forestry sector who, by betting
on the certification of their forests and industries, are ensuring the sustainability of
the sector.
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4.3. Significant differences between verification and certification and its
relation to ETV
- The attachment of the logo of a verification is a proof that accurate performance
data is published. For example, the performance data can be checked with the
website. However, in the case of certification, the attachment of the logo is proof that
certain standards are met.
- The verification statement provided in the Statement of Verification is based on a
“snapshot” of the technology performance. There is no regular third-party surveillance
in the ETV scheme to confirm that the technology continues to meet the performance
claim(s) in the statement of verification. Certification requires changes in the
certificated technology to be reported in advance to the certification body so that
checks can be made to ensure that the product continues to meet the requirements
for certification. In ETV, the owner of the technology is responsible for ensuring that
the verified technology conforms to the published Statement of Verification and for
taking action in light of any changes to the technology with respect to meeting the
verified performance claims.
- In the case of verification, the decision can be made based on validated data, so the
comparison of multiple products/technologies is possible. On the other side,
judgement can be made to determine whether or not a specified product or
technology meets certain standards.
- ETV will not substitute the actual testing of a new technology, but will review test
results in order to assess the veracity of the performance claim.
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Unit 5: EMAS REGULATION
More and more organisations are opting to implement management systems that help
them to improve the efficiency of their procedures and place them in a privileged
position in the global market. This market takes into account factors such as
technology, quality or the environment, in order to try to satisfy the tendency to
require suppliers and offer customers a reliable guarantee of good environmental
management to ensure sustainable development.
When we talk about sustainable development, we have to talk about the environment.
Organisations, regardless of their activity, size or location, must comply with a number
of environmental requirements imposed by the administration, customers and
society.
In this sense, in 1993 the European Union promulgated Regulation (EEC) No.
1836/1993, which allowed companies in the industrial sector to voluntarily adhere to
a Community system of environmental management and audits. This system, called
the Community Eco-Management and Audit Scheme, is also known as EMAS (EcoManagement and Audit Scheme).

5.1. EMAS Introduction
The EU Eco-Management and Audit Scheme (EMAS) is a management instrument
developed by the European Commission for companies and other organisations to
evaluate, report and improve their environmental performance. The aim of this
regulation is to promote continuous improvements in the environmental performance
of organisations through:
-

The establishment and implementation of an environmental management
system.

-

Systematic, objective and periodic evaluation of the system.

-

Dissemination of the organisation’s environmental performance.

-

Open dialogue with the public and other interested parties. Active involvement
of staff and adequate training.

EMAS stands for:
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❖ PERFORMANCE. EMAS supports organisations in finding the right tools to
improve their environmental performance. Participating organisations
voluntarily commit to both evaluating and reducing their environmental
impact.
❖ CREDIBILITY. Third party verification guarantees the external and independent
nature of the EMAS registration process.
❖ TRANSPARENCY. Providing publicly available information on an organisation’s
environmental performance is an important aspect of EMAS. Organisations
achieve greater transparency both externally through the environmental
statement and internally through employees’ active involvement.

5.2. Requirements of the EMAS regulation
Organisations that register with EMAS have to:
-

Prove compliance with environmental legislation.

-

Make a commitment to continually improving their environmental
performance.

-

Show they have an open dialogue with all stakeholders.

-

Involve

employees

in

improving

the

organisation’s

environmental

performance.
-

Publish and update a validated EMAS environmental statement for external
communication.

There are some further requirements. Organisations have to:
-

Conduct an environmental review (including the identification of all direct and
indirect environmental aspects).

-

Register by a competent body after successful verification of their
organisation. Once registered, organisations are entitled to use the EMAS logo.

5.3. Procedure for EMAS regulation
1. Initial environmental review
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The organisation starts with an initial environmental review of all activities the
organisation carries out, to identify relevant direct and indirect environmental
aspects, and the applicable environmental legislation.
Initial environmental review contents:
a) Identification of the applicable legal requirements to the organisation
b) Identification of direct and indirect environmental aspects.
c) Assessment of the significance of the environmental aspects.
d) Examination of existing processes, practices and procedures.
e) Evaluation of feedback from the investigation of previous incidents.

2. Implementing and EMS

Then an EMS needs to be implemented in line with the requirement of EN ISO 14001
(Annex II to the EMAS Regulation).
In 2017 Annexes I, II and III of the EMAS Regulation were amended to include the
changes associated with the revision of the ISO 14001:2015 standard. The Commission
Regulation (EU) 2017/1505 amending these annexes entered into force on
18/09/2017.
Since January 9th 2019, also an amended Annex IV of the EMAS regulation (EU
Commission Regulation EU 2018/2026) is in place. This amendment includes an
update of EMAS’ core indicators and the language of the environmental statement. It
also allows EMAS organisations new opportunities to report on their environmental
performance and to use the organisation's EMAS environmental statement also for
other reporting obligations.
More information of EN ISO 14001 in TKM5.
3. System checking: internal audit and management review
The system needs to be checked by carrying out internal audits and management
reviews.
Checking of EMAS:
- Internal audit: to check the compliance of environmental legislation,
objectives and goals and whether the management system is effective and
suitable.
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- Management review: top management reviews the system to ensure its
effectiveness and suitability. Carried out and registered (report) at least once a
year.
4. EMAS environmental statement
The organisation writes an EMAS environmental statement. Its minimum content is:
Minimum content of the EMAS environmental statement:
1) A clear and unambiguous description of the organisation registering under
EMAS and a summary of its activities, products and services and its relationship
to any parent organisations as appropriate -including diagrams, maps, charts,
aerial photographs, etc., NACE codes (activity).
2) The environmental policy and a brief description of the environmental
management system of the organisation to provide clear information of the
work structure.
3) A description of all the significant direct and indirect environmental aspects
(separate presentation in tables or charts) and an explanation of the nature of
the impacts as related to these aspects (Annex I.2 of the EMAS Regulation).
4) A description of the environmental objectives and targets in relation to the
significant environmental aspects and impacts (objectives and targets lists,
indicators for the evaluation of the progress in behaviour improvement including environmental programmes and references to adopted and planned
measures to improve the behaviour).
5) A summary of the data available on the performance of the organisation
achieving its environmental objectives and targets with regard to its significant
environmental impacts. Reporting shall be on the core indicators and on the
other relevant existing environmental performance indicators as set out in
Section C, Annex IV of the EMAS Regulation.
The European Commission developed ‘Sectoral Reference Documents’.
Organisations should take these into account when implementing EMAS and
specify in their environmental statement how these documents were used.
- Each document includes the following elements:
Best environmental management practice.
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Environmental performance indicator for specific sectors.
Where appropriate, benchmarks of excellence and rating systems identifying
environmental performance levels.
5. EMAS validation by an EMAS verifier
The environmental review and the environmental management system are verified
and the statement is validated by an accredited or licensed EMAS verifier. Then, the
organisation may gain access to the EMAS Register.
EMAS validation audit:
- An accredited or licensed environmental verifier will verify the environmental
review and the environmental management system.
- If the outcome is satisfactory, the environmental management system will be
verified.
6. Application for registration of EMAS
Once the organisation has been verified, it submits an application for registration to
the Competent Body of State.
Required documentation for the EMAS Register:
- Validated EMAS environmental statement (electronic or printed version).
- Declaration signed by the environmental verifier confirming that the
verification and validation was carried out in accordance with the Regulation
(Annex VII to the Regulation).
- Completed application form (Annex VI to the Regulation), with information
about the organisation, site and the environmental verifier.
- Evidence of payment of fees, if applicable.
Once registered, organisations are entitled to use the EMAS logo. The EMAS logo is a
graphic image, associated with:
-

Commitment to continuous environmental improvement.

-

Active involvement of employees.

-

Credibility

of

information

on

the

organisation’s

environmental performance
-

(Proven) legal compliance
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5.4. Connection between ETV and EMAS
The aim of ETV is not to substitute existing regulatory or voluntary systems such as
type-approval or labels; the aim is to fill the gaps for those technologies going beyond
applicable regulations or standards and for innovations not fitting into existing
legislative, labelling or standards frameworks.
Concretely, there are some differences with the existing schemes and legislation at EU
level as EU Eco-management and Audit Scheme (EMAS). According to all the
information detailed above about EMAS, this regulation is related to the
environmental management within organisations, not to the performance of specific
technologies as ETV encompasses.
However, the Statement of Verification issued by ETV procedure could facilitate the
definition and verification of companies’ commitments under EMAS.
The tools - eco-innovation, EMAS and ETV - exist independently, but each one is
helpful in the transition to a green economy. EMAS can help an established company
to identify new opportunities. If it is an innovative company and they develop
technology they might have a need to have this certified by the ETV system. This
means they may have a better chance to market this technology and can be more
certain about the expected results. However, it is best not to make this link as an
automatic progression as these are independent tools and they are designed to meet
specific needs of the companies.
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Glossary

Audit

Due Diligence

An inspection or verification, generally of the
accounts of a company or entity, carried out by an
auditor in order to verify whether its accounts
reflect the assets, financial situation and results
obtained in a given financial year. It is also
possible to carry out environmental audit, quality
audit, etc.
The investigation or exercise of care that a
reasonable business or person is expected to take
before entering into an agreement or contract
with another party, or an act with a certain
standard of care.

Environmental Technology
Verification

Verification of the performance of environmental
technologies or in other words, the establishment
or validation or environmental technology
performance by qualified third parties based on
test data generated through testing using
established protocols or specific requirements.

Feasibility

An examination of a situation to decide whether a
suggested method plan, or piece of work is
possible or reasonable.

General Verification Protocol

Working document that provides step by step
procedures for conducting a verification of
performance for an environmental technology or
process.

Harmonisation

The act of making different people, plans,
situations, etc. suitable for each other, or the
results of the same.

Sustainability

The quality of causing little or no damage to the
environment and therefore maintaining it for a
long time.

Standard

Something set up or established by an authority
as a rule for the measure of quantity, weight,
extent, value or quality.

Statement of Verification

A summary of the test results for a given
environmental technology sourced from the
Verification Report.
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Objectives
The lack of promotion of ETV is the cause that this innovative tool of
the European Commission is not reaching enough number of SMEs.
In order to increase recognition and knowledge of this initiative,
ETV4INNOVATION has created training materials of three modules
with the aim of providing insight into the different approaches of
ETV: basic, technical and commercial.
Module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON
DOMESTIC AND INTERNATIONAL MARKETS will contain 5 lessons
which cover different topics related to the commercialisation of a
technology verified through the ETV procedure. This document
covers Lesson 4: The benefits of clients and investors regarding ETV.

Lesson 4: The benefits of clients and
investors regarding ETV

Learning outcomes
This lesson enables you to understand the benefits of clients and investors
Learning outcomes

when they buy a technology which has been previously verified with an
ETV verification.
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PowerPoint
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Additional reading material
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Benefits of sustainability:
environmental technologies
This unit aims to detail the benefits of sustainability in business.
Through sustainable development, business companies are able
to establish new and very positive synergies for their projects,
with a great impact on the development and capital
consolidation of their environment.

Benefits of sustainability I
Generation of
reputation

Cost savings

Tax benefits
and
exemptions

Improvements

Easier access
to

Long-term
business
consolidation

Benefits of sustainability II
1. Generation of reputation.

By working with the field of Corporate Social

Responsibility (CSR), they create a good image for the brand they defend by helping others.

2. Cost savings.

Companies whit a sustainable business optimise resources and could save

significantly in some costs of its products or service: recycling, savings in light, printer ink,
energy savings, use of ICT, among others.

3. Tax benefits and exemptions.

Companies, institutions and businesses that

currently comply with the principles demanded by CSR may be awarded tax exemptions by
the legislation in force.

Benefits of sustainability III
4. Easier access to.

Financial markets, subsidies, public tenders, capital resources and

public administration tenders.

5. Improvement of. Absence from work, productivity in the business, the business climate
and talent directed towards the business.

6. Long-term business consolidation.

The development of a project protected

within the framework of sustainability helps both the environment and society, as well as the
entrepreneur who decided to carry it out.

Environmental-friendly business I
Examples of environmental-friendly enterprises:

Seven Generation, Inc.
Seven Generation focuses its marketing and product development on
sustainability and the conservation of natural resources, using
recycled and post-consumer materials in its packaging, and
biodegradable, and plant-based phosphate- and chlorine-free
ingredients in its products.
Up to now they hold some certifications: EU Ecolabel and Not Tested
on Animals (Cruelty Free International) Certification.

Environmental-friendly business II
Examples of environmental-friendly enterprises:
Whole Foods Market Inc.
Among its list of core values which reflect what is the company culture, its care
about their community and the environment should be highlighted. They practice
and advance environmental stewardship. The company balances their needs with
the needs of the rest of the planet so that the earth will continue to flourish for
generations to come. Their industry-leading quality standards support sustainable
agriculture, animal welfare, and ocean preservation.

The company is the only USDA Certified Organic grocer in the United States.

Environmental technologies I
According to the JRC102301, Environmental
Technologies are all technologies which provide an
environmental added value compared to relevant
alternatives.

Environmental technological solutions vary in form and purpose, yet share the same
overall goal, to stem the impact of climate change for future generations. These solutions
support and enhance the sustainablity initiatives that many organisations and cites have
already implemented. Many of these initiatives are geared towards mitigation; other are
geared towards adaptation.

Environmental technologies II
According to the JRC102301, Innovative Environmental
Technologies are environmental technologies presenting a
novelty in terms of design, raw materials and energy involved,
production process, use, recyclability or final disposal, when
compared to relevant alternatives.

Environmental technologies vary from those based on long-existing knowledge to new innovations.
Prominent examples include solar and wind energy, water desalination (the removal of salt or
other minerals from saline water), electric vehicles and pyrolysis (thermochemical decomposition
of organic material).

Environmental technologies III

While innovation and innovative environmental technologies could provide
excellent solutions and also increase EU competitiveness, it is quite hard to show
a successful track-record for this innovation. ETV addresses that problem:
ETV provides specific and precise technology performance claim verification

ETV generates credibility with prospective buyers
ETV provides a distinct market advantage for sellers

Expedites permitting the implementation and use of the technology
Increases market recognition

How to interpret the Statement of
Verification
Once the claims of a technology verified have been accurately,
comprehensively, reasonably and objectively confirmed, they are translated
into a verification statement that suppliers and manufacturers will be able
to use in their sales and marketing campaigns, and customers and investors
will also be able to use to verify the performance of these new innovative
technologies.

Verification report I
▪ A detailed description of the technology and its application.

▪ The verified performance.
▪ Operational conditions under which the declared performance is achieved.
▪ All measurement uncertainties and relevant assumptions taken into account
during all the verification process.
▪ Description of the tests performed and the obtained results.

▪ Final assessment of all data from the test report and from acceptable existing
data prior to verification.
▪ Quality management and control procedures applied.

Verification report II
The drafting of the verification report is the
responsibility of the verification body, while the
applicant must approve it. In the framework of the EU
ETV pilot project, this report is the property of the
applicant and may be published only if authorised by
the applicant. In any case, it is recommended to publish
this report since the ETV main objective is to be an
objective and transparency tool to help reach new
markets with this external verification of the innovative
environmental technology claims.

Statement of Verification
The Statement of Verification is a summary of the Verification Report and it is
composed by the following main points:
■ Short description of technology and operational conditions
■ Summary of testing and verification process
■ Actual performance parameters, after verification
■ Possible additional information (life-cycle aspects, user manual, costs aspects,
etc.)

Due Diligence I
In general, a due diligence covers different aspects in the investigation which are
necessary to have a complete overview of the product or company which the seller
want to acquire.
Legal

Financial

Technical

Commercial

Management

After carrying out the entire investigation phase, the due diligence process will end
with the preparation of a report by the responsible parties detailing the
commercial, technological, accounting and employment aspects, among others,
that have been examined with their corresponding revision.

Due Diligence II
Statement of Verification and technical aspects of Due Diligence

Technical issues determined in the
technical part of a Due Diligence

Due Diligence III
Statement of Verification and technical aspects of Due Diligence

1. Verification of technical claim
The technical claim is already included in the Statement of Verification. More specifically, in section
3 (Test and analysis design) and Section 4 (Verification results) there is a description of the multiple
tests carried out in the ETV procedure with the aim of proving and determine different parameters
that could prove the innovative and environmental-friendly character of the technology.

2. Robustness and quality of product
Most of these claims are also included in Section 3 and 4 of the Statement of Verification. If some
information is missed, it could be included in the Verification report as this is the longest document
that covers all the ETV procedure.

Due Diligence IV
Statement of Verification and technical aspects of Due Diligence

3. Difficulty to copy
The patent protection is a procedure that most of the partners with an innovative environmental
technology have carried out. These products which have both patent protection and also the
verification through ETV are the best options to invest since they are new and the innovation is not
reached by competitors and the market is entirely for them.

4. Technological Risk Matrix
The Section 1 of the Statement of Verification contains the technology description (how does it
work, parts of the machine, service, etc.). This could help investors and sellers to have an overview
of the technology to know its limitations and possible risks as well as the main advantages.

Due Diligence V
Statement of Verification and technical aspects of Due Diligence

5. Production process
All the inconvenient and optimisation of the procedures were evaluated during the different steps
of ETV process. If there isn’t a specific section in the Statement of Verification as it is a summary, it
could be identified in the Verification Report.

6. User base experience
Although there isn’t any reference of other users in the Statement of Verification, this report
includes the third-party verification of a product which could be considered as an external and
objective user of the technology. This could provide sellers and investors reliable data about the
performance of the technology.

Benefits of ETV for clients and investors
This unit aims to detail the main advantages of ETV for clients and investors
once they acquired a technology verified through ETV . This provides
credible performance data for commercial-ready environmental
technologies to speed their implementation and speed the implementation
for the benefits.

Actors involved in ETV
Provides sound science-based marketing advantage
Developer and Vendor Benefits

Enhances regulatory acceptance
Accelerates new or improved technologies into the marketplace
Adds confidence for investors and lenders

Provides independent, credible performance data
User and Purchaser Benefits

Allows easier evaluation of competing technologies
Facilitates permitting process

Provides access to expertise in performance measurement
Facilitates Verification Bodies preparation
Verification Bodies Benefits

Adds confidence in control system performance
Improves ability to make informed decisions
Advances technologies that benefit human health and the environment

Public Benefits

Increases confidence in continuous, effective control of pollutants
Fosters cooperation between industrial and public interests

Clients’ benefits of ETV I
1. Reliable information
ETV is a new way of providing transparent and objective information on
technologies, tailored for innovations, complementing legislation, standards
and certification.

Efficiency

Trust

The reliability in these innovative environmental technologies is completely linked with:
Efficiency. Reliable systems are efficient systems, and efficiency is key to succeeding in today’s
competitive marketplace. These two terms describe different measures of success, but both are
equally essential.
Trust. Clients and investors should know that they are acquiring a technology with the
performances claims that are described in the Statement of Verification. Likewise, trust proves
beneficial when dealing with suppliers and service providers

Clients’ benefits of ETV II
2. Innovation booster
Innovation is a key factor for competitiveness and growth. In modern
economies, innovation is the main instrument of competition and innovation
and rivalry between companies.
ETV is an excellent tool for clients and investors who want to boost innovation in their
organisations. They could be confident regarding the innovation of the environmental technologies
in terms of performance claims.
ETV is an excellent tool for clients and investors to accelerate entrance in different markets of
innovative technologies designed to reduce risks to human health and the environment into the
domestic and international marketplace.

Clients’ benefits of ETV III
3. European harmonisation
In relation to the European Union, harmonisation of law (or simply harmonisation) is the process of
creating common standards across the internal market. In general, each EU Member State has the
primary responsibility for the regulation of most matters within their jurisdiction and consequently
each has its own laws.
Harmonisation aims to:
• Create consistency of laws, regulations, standards and practices, so that
the same rules will apply to businesses that operate in more than onemember state.
• Reduce compliance and regulatory burdens for business operating
nationally or trans-nationally.

HARMONIZATION

Clients’ benefits of ETV IV
3. European harmonisation
In view of the globalisation of environmental technology markets, the benefits of verification can
be considerably increased if the results of the process are also recognised beyond EU borders.

To this end, it is possible to carry out a Joint Verification which could give access to technologies
verified through programmes with which the may not be familiar with, without giving up the
benefits of being backed up by a performance test carried out by a known verification programme
attesting to the quality and validity of the technology.
This issue allows for a worldwide harmonisation.

Clients’ benefits of ETV V
4. Independent verification
An independent verification is carried out by a third-party organisation not
involved in the development of a product, process or service.
Thus, the third-party offers tech developers and vendors a comprehensive
assessment of their technologies to help quantify and reduce uncertainty in
the performance, evaluate product/process/service cycle and potential
market adoption and feasibility, with the aim to build greater confidence in
the bankability of these technologies.
The procedures used by accredited verification bodies are rigorous, transparent and uniform for the
different technological areas covered by the EU ETV pilot programme. This ensures the credibility and
veracity of the verification results, as well as their acceptance by EU and, where appropriate, non-EU
markets.

Verification vs certification: main
differences
The objective of this fourth unit is to define the concepts or verification and
certification and its main differences, specially refereed to the ETV concept.
Both terms are some similarities and concept could be confused.

Verification, certification: main differences
Now we are going to present two types of processes
that corroborate technologies, processes, services or
products. These processes help us reduce uncertainty
about new technologies.

Verification I
Emma Fonseca
Verification implies the application of methods, procedures
and tests with their consequent supervision for the follow-up
of the control measures adopted. In this way, it is
demonstrated that it was put into practice as such and
worked.
In the environmental verification
processes, the performance of
each part of the process is checked
separately, with the aim of giving
importance
to
innovative,
technical
and
environmental
characteristics.

REVIEW

Verification II
The verification is not exhaustive, it is divided into three parts:
Operational

Environmental

Security Aspects

Certification I
A certification is an action by which an assessment organisation
declares that a product or service complies with a specific standard
or other normative document.

These certifications are given by
the
competent
body
and
reviewed periodically to ensure
that the technology continues to
meet the parameters established
by the standard.

Certification II

Verification VS Certification
VERIFICATION

CERTIFICATION

Measures the performance of different
parts in a single way

It is a granted or not depending on the
set

Not exhaustive

Exahustive

It is the owner of the technology himself
who ensures that it meets the
parameters

It is the organisation that the technology
meets the parameters

The owner of the technology makes sure
that the tecnhology continues to meet
the parameters

The certifying body checks that the
technology continues to meet the
parameters

Differences between verification and
certification and its relation with ETV I
- The attachment of the logo of a verification is a proof that accurate
performance data is published, however, in certifications, the attachment of the
logo is proof that certain standards are met.
- Certification requires changes in the certificated technology to be reported in
advance to the certification body so that checks can be made to ensure that the
product continues to meet the requirements for certification. There is no
regular third-party surveillance in the ETV scheme to confirm that the
technology continues to meet the performance claim(s) in the statement of
verification.

Differences between verification and
certification and its relation with ETV II
- In the case of verification, the decision can be made based on validated data, so
the comparison of multiple products/technologies is possible. On the other
side, judgement can be made to determine whether or not a specified product
or technology meets certain standards.
- ETV will not substitute the actual testing of a new technology, but will review
test results in order to assess the veracity of the performance claim.

EMAS Regulation
More and more organisations are opting to implement management
systems that help them to improve the efficiency of their procedures and
place them in a privileged position in the global market. When we talk
about sustainable development, EMAS management instrument is a key
system to be implemented.

EMAS Introduction I
The EU Eco-Management and Audit Scheme (EMAS) is a
management instrument developed by the European
Commission for companies and other organisations to
evaluate, report and improve their environmental
performance.
The aim of this regulation is to promote continuous improvements in the
environmental performance of organisations through:
• The establishment and implement of an environmental
management system.
• Systematic, objective and periodic evaluation of the system.
• Dissemination of the organisation’s environmental performance.
• Open dialogue with the public and other interested parties. Active
involvement of staff and adequate training.

EMAS Introduction II
EMAS stands for:
❖ Performance. EMAS supports organisations in finding the right
tools to improve their environmental performance.
❖ Credibility. Third party verification guarantees the external and
independent nature of EMAS registration process.
❖ Transparency. Providing publicly available information on an
organisation’s environmental performance is an important aspect
of EMAS.
Credibility

Performance

Transparency

Requirements of the EMAS regulation
Organisations that register with EMAS have to:
▪ Prove compliance with environmental legislation.
▪ Make a commitment to continually improving their environmental
performance.
▪ Show they have an open dialogue with all stakeholders.
▪ Involve employees in improving the organisation’s environmental
performance.
▪ Publish and update a validated EMAS environmental statement for
external communication.

Procedure for EMAS regulation I
1. Initial environmental review
The organisation starts with an initial environmental review of all their
activities.
2. Implementing an EMS
An EMS needs to be implemented in line with the requirement of EN
ISO 14001 (Annex II to the EMAS regulation)
3. System checking: internal audit and management review
The system needs to be checked by carrying out internal audits and
management reviews.

Procedure for EMAS regulation II
4. EMAS environmental statement
The organisation writes an EMAS environmental statement.
5. EMAS validation by an EMAS verified
The environmental review and the environmental management
system are verified and the statement is validated by an accredited or
licensed EMAS verifier. Then, the organisation may access to the EMAS
register.
6. Application for registration of EMAS
Once the organisation has been verified, it submits an application for
registration to the Competent Body of State. Once registered,
organisations are entitled to use the EMAS logo

Connection between ETV and EMAS
The Statement of Verification issued by ETV procedure could facilitate the
definition and verification of companies’ commitments under EMAS.
The tools - eco-innovation, EMAS and ETV - exist independently, but each one is
helpful in the transition to a green economy. EMAS can help an established
company to identify new opportunities; if it is an innovative company and they
develop technology they might have a need to have this technology certified by
the ETV system.
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PROLOGUE
Europe faces a range of environmental challenges (e.g. resource depletion, increasing
water scarcity, etc.) that will have an impact on its future prosperity. Companies,
especially SMEs are working hard to develop innovation addressing environmental
challenges which could provide solutions to these environmental policies. In order to
prove the credibility of this innovative technology, European Commission has
launched the Environmental Technology Verification (ETV). It is an initiative that
provides for third-party verification of the performance claims made by
manufacturers. However, the lack of promotion of ETV is the cause that this innovative
tool of the European Commission is not reaching enough number of SMEs. In order to
increase recognition and knowledge of this initiative, ETV4INNOVATION has created
training materials of three modules with the aim of providing insight into the different
approaches of ETV: basic, technical and commercial.
More specifically, this module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON
DOMESTIC AND INTERNATIONAL MARKET will contain 5 lessons which cover different
topics related to the commercialisation of a technology verified through ETV
procedure. This document covers Lesson 5: Success Case of ETV: PurFil® ApS.
This lesson enables students to describe a success case
study of a company which has obtained an ETV
Learning outcomes

verification. A study of different issues has been
carried out: technical, financial and commercial to
understand the changes before and after the ETV
procedure.
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ETV, Statement of Verification, Success Case, PurFil®,
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LESSON 5: SUCCESS CASE STUDY: PurFil® ApS
Unit 1: Success case study
During the first four lessons of this second module, the main objective of the project
was to provide different tools to achieve benefits from Environmental Technology
Verification (ETV) in terms of commercial and marketing purposes.
Even if a company have developed the best and innovative green technology, they
must sell it to different buyers of technologies in order to earn a return of investment.
During this last unit, the success case of the verification of the PURROT®-module,
developed by PurFil® ApS, (partner of the ETV4INNOVATION project), will be
presented.
Firstly, PURROT® should be presented. According to the Statement of Verification
undertaken by the Danish verification Body (VB), ETA-Danmark A/S, PURROT® is
intended for separation of dry matter from liquid wastes in order to facilitate the
effective utilisation of the dry matter for bioenergy production. At the same time, a
more effective utilisation of the liquid waste’s nutrients is achieved thereby reducing
nutrient losses to the environment.
The registration number of this technology verified is VN2015006 and it was issued on
23/11/2015.

Figure 1. PURROT® technology

1.1. Business Study
During the following sections, a business study will be carried out to evaluate and
analyse PURROT®, the technology that PurFil® ApS has proposed. According to this
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study, we will determine the main characteristics of this success case example in
terms of technical and financial purposes after achieving its ETV.

1.1.1. Overview of the company
PurFil® Aps (Ltd) is an innovative
company, established in 2012. They
develop and market new innovative separation modules for mostly husbandries and
private and public WasteWater Treatments Plants (WWTP), which “Do not Use
Chemicals”.
On this matter, the company and, specially the owner, has more than 25 years of
experience in developing innovation with the main purpose of securing climate and
improving environmental conditions. Its owner, Anders Tange stated “The aim is to
secure our climate and improve environmental conditions, so we can protect both
ourselves, and especially (since the core problem is the accumulated worldwide
pollution throughout the years) our children and grandchildren”. Many countries have
finally become aware of the needs to reduce the chemical consumption, the
dangerous emissions of (among others) Ammonia, NOX, SOX and Methane which
deplete the Ozone layer as well as the needs to optimise the renewable energy
production (to reduce the CO2 -impacts) and to take actions towards recycling
nutrients from farmlands husbandry. Optimising the “Close Loop" to provide drinkable
groundwater in the future is fundamental.

1.1.2. Technical study
PURROT® innovation
Back in 2011 (after 20 years of experience), Anders Tange designed the PURROT®
module and then, in 2012, he decided to create the company PurFil® ApS to build,
optimise and start selling the module among other goods.
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The technical team at PurFil® ApS has
developed a pioneering technology: a
rotating separator to especially treat
manure from husbandries.
This self-cleaning vibrating Rotor-filter
integrated with a high-pressure screw
press, could (without using chemicals) conduct a mechanical separation which
separates organic matter and nutrients from “liquid”. The module is used primarily to
separate liquid manure (Manure Separation), as well as sewage from the food industry
and public wastewater treatment (the WWTP’s).
It is a new purely mechanical separation module for liquid waste. It is an innovative
base module, combining/integrating “known” technologies into one. Most of the
used/known technologies use chemicals like polymers (micro-plastics) and coagulants
(as iron and aluminium) when they are working separately. However, the combined
PURROT® -module doesn’t need to use them.

PURROT® Verification through ETV
Once PURROT® was developed, the company began to consider how to demonstrate
the innovative character of its development in order to introduce it to the market.
PurFil® heard about the Environmental Technology
Verification (ETV), a voluntary tool for companies
developing innovative environmental technologies. ETV
provides the verification by qualified, independent
organisations of the performance of new environmental technologies. This would help
manufacturers to prove the reliability of performance claims and at the same time it
helps technology purchasers identify innovation fitting their needs.
In general, the EU-ETV pilot programme expects that companies developing
innovative environmental technologies will benefit from a “Statement of Verification”,
providing objective and reliable evidence of the performance of new ecotechnologies, which they are bringing to the market, in order to win over investors and
potential customers putting forward the merits of the technologies.
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More specifically, PurFil® had the following reasons to apply for this verification:
-

-

To get the Verification Unit to test their newly developed separation module
with the authorised laboratory, so they got professional/extra manpower
support at the different test sites.
To profit the expected positive test results in terms of marketing: attract more
potential costumers due to the achievement of module’s performance from a
third-party organisation.

So, by means of the ETV, PurFil® expected to stand out of larger competitors and
ensure the credibility of performance claims of that technology.
The precise tests carried out were:
-

-

-

The separation of different sorts of manure, e.g. sow and cow manure as well
as digestate from a biogas plan with different sorts of manure and other sorts
of biomass like straw and grass.
This is related to the module’ ability to reduce (and concentrate) Total Solid
(TS), Organic/Volatile Solid (VS), and the nutrients like Nitrogen (mostly the
Organic-N) and Total Phosphorus (TP).
In addition, the consumption of electric power per ton of treated material was
measured.

Other certifications
Apart from ETV previously described (granted by the Danish Ministry of Environment),
companies used to look for some other national funding. In the particular study case
of PurFil®, they obtained a grant from the InnoBooster Program. The Innovation Fund
Denmark invests in development projects headed by SMEs with up to 250 employees.
In general, this programme is focused on companies with innovative projects
requesting expertise and knowhow in order to succeed. The good project could be a
new product, a new service or even radically improving a process that increases the
competitiveness of a company and accelerates growth.
The InnoBooster Program doesn’t invest in standard routine processes, operational
tasks and optimisation, strategy development, marketing and communication. Nor do
they engage in feasibility studies or other initial expenses considered preliminary in
relation to determining the business potential. They expect projects to be beyond that
point before applying.
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PurFil® considered this program a good opportunity to test and prove the same
conditions of separating different sorts of industrial, public and fish farm wastewater.
The success of the project was excellent.

Figure 2. InnoBooster grant for PURROT®

1.1.3. Financial and Business Plan Study
Environmental Technology Verification
The ETV procedure takes a long period of time, and it should be taken into
consideration in terms of the financial plan definition.
In the case of PURROT®, they received a public grant of 2012 and then, they started
to run the ETV procedure. The initial expected time was 6 months, but in the end it
took 15 months instead. Even when the expected time is a long period, it is usual to
need more time for the verification of new innovative technologies. (Figure 3)
During this long period of verification, there must be direct contact between the
company and the Verification Body. This leads to an increase in the tasks of the
company's staff. Specifically, technicians should assist with the technical part of the
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testing activities as well as staff (not necessarily the technical one) throughout the
entire process for the provision of other non-technical documentation.

Figure 3. Main steps and duration of ETV procedure

Indeed, in the specific case of PURROT®, several unforeseen challenges occurred.
Seeking to use different bio-waste matrices, the equipment had to be moved and
installed at different industrial locations, the relocation causing damages and
requiring repairs. Moreover, during the ETV verification, the EU Commission released
a new version of the “EU ETV General Verification Protocol” with new templates for
the various documents required, which the TB had to process again.

In terms of costs, the total cost of the ETV procedure of
PURROT® was 98.959 EUR. However, the organisation
received a grant of 28.769 EUR. In detail, the VB cost were
8.108 EUR.
In addition, due to the delay detailed before, the company
had further internal costs. All the information is compiled in Table 1.
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Table 1. Expenses of PURROT® verification procedure through ETV

Costs

Total EUR

Grant EUR

PurFil Cost EUR

8.108

8.108

0

19.039

19.039

0

Verification Body
-

Quick scan report

-

Specific verification protocol

-

Verification report

-

Verification state

Test Body
- Grant application
- Test running
- Laboratory analyses
- Covering the ETV Audit Report
- Test report
PurFil® ApS
-

Test facilities

2.057

2.057

-

Transport

12.214

12.214

-

Wages, Tests

40.622

40.622

-

Moving Installation

9.459

9.459

-

Reporting

3.811

3.811

-

Dissemination

2.297

270

2.027

-

Accountant

1.351

1.351

0

-

Total proposer

71.812

1.622

70.190

98.959

28.769

70.190

TOTAL

The following figure (Figure 4) shows the cost breakdown of PURROT®’s ETV
verification. These figures allow to conclude, that most of the money was invested by
the SMEs in order to prepare everything for tests and the dissemination. In addition,
Test Body (TB) cost more than the VB as this first organisation should carry out the
different analysis.
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It is important to highlight that this distribution of costs could change between
countries as each Verification Body has different taxes associated and also each
technology should carry out its specific tests. However, the whole price of ETV
procedure is high.

8,1
19,0
70,2

Verification body
(VB)
Test body (TB)
PurFil® ApS

Figure 4. Cost breakdown (in k€) of PURROT®’s ETV verification

Growth strategy
PurFil® business model is based on a business-to-business (B2B) approach, where their
end-users are mainly farmers or distributors of their technology.
In this regard, they have established a vast contact network, which has extended
through dissemination activities like attendance at different fairs, conferences, etc.,
and as well the recognition of the performance claims of PURROT® through ETV
procedure has been marketed.
Present, they already have a consolidated presence in Europe, and their business
activities in the EU area are focused in Netherlands, Spain, Germany and further
countries in the south of Europe.
Outside of the Europe, they have put special emphasis on
expanding into USA and China, especially because in both
markets they have their own ETV programmes and they are
familiarised with the Statement of Verification and the
Verification Report as well as the information that these documents provide in terms
of performance claims.
After this initial expansion, they have also focused their efforts in other countries of
Asia, however, until the moment, PurFil® has reached only China.
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Figure 5. Expansion strategy of PurFil®

Financial projections
At the moment, the price of PURROT® hasn’t been modified even after the success
with the EU ETV procedure. However, PurFil® expects that if the EU commission
chooses to let the ETV-verification be a permanent verification, then it can strengthen
their pricing.
As the company is looking for other investments or clients interested in PURROT®
technology, we are unable to show economic projections in this training material.
However, we could state that it will increase in the following years.

IPR protection strategy
Intellectual property rights cover different intellectual
property rights, e.g. patents, trademark protection, design
protection and copyright. An intellectual property rights
strategy helps the entrepreneur to manage these intangible
assets in a professional manner in order to maximise the commercial benefits.
During the final design and production of the first pilot plan of PURROT® module
(rotating separator), PurFil® ApS decided to bring the patent request in Denmark to
the public Danish Patent authorities by March 2012.
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PurFil® IPR protection strategy followed the steps of a patent cooperation treaty
application (Figure 5), to ensure the rights are secured internationally and specially in
those countries where PURROT® solution is commercialised.

Figure 6. Patent cooperation treaty application procedure

PurFil® continued after the first positive replies from the Danish authorities and
brought it further to the PCT system, one year later in 2013. After 6 years during patent
procedure in EPO, this spring they have received the Grant of the European Patent
with the Application No. EP2827964A1 and Publication No. WO2013139343A1.
Furthermore, they have achieved the similar in the United States in 2016
US9358484B2 and in China and Mexico in 2017 taking into account the company’s
long-term commercial objectives.
In addition, as all the best intellectual property rights strategy, PurFil® has included
both an analysis of competitors and an analysis of risks, always taking into account
their commercial objectives.

Risks (technical and commercial) assessment
The likelihood and impact of each risk before and after the
implementation of mitigation/contingency measures has
been rated on a low/medium/high scale.
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Table 2. Description of risks identified for PURROT® case

Description of the risk

Proposed mitigation measures
Include longer preparation-time before

Breakdown of new equipment

the final ETV tests. This was already
implemented in 2014 due to Danish
Grants.

TECHNICAL

Time to adjust module for treating new
substrates

Plan for a longer time during the ETV
with the Testing Body. This was also
done in 2014.
Perhaps rent some analyse equipment

Time for results from laboratory before

for quick tests during the ETV procedure

assessment of the tests and possible

to reduce the waiting time for the final

opportunities to optimise the

verified laboratory results if the values

equipment or even adjust it.

are required for possible adjustment of
the equipment before next ETV- tests.

COMMERICAL

The markets known less to EU-ETV

The

Commission

must

do

more

marketing.

Dizzying “sales agents” promise fast

Analyse unsolicited inquiries and take

market penetration

care- and get used to not trust
Keep your product’s innovative technical
news/details

Copy page

secret,

so

that

the

“promising” business partners from
around the world, specially Asia don’t
steal your invention

1.1.4. Commercial and Marketing Study
Market Sectors
At the moment, the main relevant targeted sectors are related to WWTP (Waste
Water Treatment Plan) among Europe and also in China, as they are fully interested in
using new innovative technologies which are based on mechanical actions and never
chemical ones. The concern about the limitation access to drinking quality water in

17

domestic dwelling is increasing at the same time that the concern to other
environmental problems does.

On the other side, the husbandries in many countries around the world (right now
especially in Holland and most of the south of Europe, USA and Asia) are under a heavy
pressure to reduce the outlet of much to high amounts of nutrition’s to the landfill,
(polluting the ground- / drinkable water resources). They have to reduce the local use
of manure by separating and move a concentrate of surplus nutrition’s far away. This
is possible by PurFil®´s ETV Verified separation modules.

Competing solutions
PurFil® ApS has developed a pioneering technology, a rotating separator, to treat
especially manure from husbandries. Even though the technologies implemented in
PURROT® are well-known around the world, this is the first machine that combines 5
modules integrating the different technologies in the market.
This self-cleaning vibrating Rotor-filter integrated with a high-pressure screw press,
can (without the use of chemicals like any other known technologies using chemicals
such as polymers, micro-plastics, and coagulants, as iron and aluminium, when they
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are working separately) conduct a mechanical separation which separates organic
matter and nutrients from liquid. The module is used primarily to separate liquid
manure (manure separation) as well as sewage from the food industry and public
wastewater treatment plants (WWTP).
International Joint Verification
Companies are used to start selling their products, processes or services in the
domestic market due to the greater ease of consolidating a portfolio of clients, lower
logistics costs, etc.
However, when a company begins to consolidate the feasibility of opening to new
markets, specifically international, a substantial analysis on the existing market and
the possibilities of going to new countries must be made.
Sectors are constantly changing and depending on the products or services the
company offers, the company should take into account the actions that competitors
have taken when exporting goods.
In this case, obtaining verification of a product through ETV is a differentiating point
for a company, which in foreign markets outside Europe does not always have a
validity or recognition.
Traditionally, export should start in the nearest markets with cultural similarities,
which are growing at an accelerated pace. Another factor to be considered for export
should be to start with markets where experience can be gained at a lower cost.
However, in the case of the ETV procedure, it is curious to take into account the
International Joint Verification. This International Joint Verification involves a
Verification Body attached to the European pilot programme and another belonging
to an equivalent programme in another country in the world, especially the United
States, Canada, Korea, Japan, the Philippines or China.
The main benefits for the requester of the technology are:
-

To obtain a statement of verification recognised by more than one verification
program.
To reduce verification costs when trying to introduce the technology in more
than one market at the same time.
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In the case of PURROT®, it was verified by a standard ETV procedure of the EU ETV
Pilot Programme. However, they considered that this International Joint Verification
have multiple advantages, so they are thinking of applying for its new module, the
PURUF®. PURUF® is an Ultra Filtration Module acting as a superstructure module that
is going to be placed after the PURROT® module.
Thanks to a grant obtained from the Danish Ministry of Environment, the ETV
procedure will be carried out during 2019 and 2020 with the aim of reducing (and
concentrating) the content of Phosphorus in the filtrate form the PURROT® module,
treating manure from husbandry as well as industrial wastewater.
For this new module verified, they will evaluate the possibility of applying for an
International Joint Verification.

Marketing Strategy
Most companies are engaged in the commercial activity of selling services, products
or technologies. In a globalised world it is essential to be able to distinguish our
services from other companies in order to attract customers and improve our profit
and loss accounts.
Within that context, in the case of PurFil® or other organisations which has achieved
ETV, they expect that bringing an ETV Verification report to the customers would help
them coming to the market with their innovative and green products. However, the
main inconvenient is related to the customer unknowledge of the ETV Verification and
this is why ETV still hasn’t been a usable marketing instrument.
In the case of PurFil®, (although farmers don’t know about ETV) public WWTPs and
industrial customers have a better knowledge about ETV, why the relations to
marketing among interested partners (and competitors) is better.
In addition, the international active producers and agents/salesmen within
Environmental Technologies are following the “EU ETV Verification Statements” (link:
ec.europa.eu/environment/ecoap/etv/verified-technologies_en), and similar to the
ETV Verification established in the other countries like USA and China.
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In summary, since PurFil® achieved the ETV Verification, (as several other companies
in EU), the group of potential customers and advisors has been improved increasing
knowledge of the ETV. This is a differential tool in comparison with competitors.

Communication and Dissemination Plan
Expansion of commercial network in and outside of Europe while gaining global brand
awareness is crucial for commercialisation success. Bearing that in mind, PurFil® has
particularly set the following dissemination activities to achieve their goals outline
below:
-

Website: They have included a new section in their website to present
PURROT® and of course the information related to ETV procedure, where they
explain the main performance claims verified and of course the advantages
and the low environmental impact of the technology.
In addition, the page, currently in English, Chinese, German and Danish to
regularly share information and updates that may affect their customers, and
act as a first point of contact.

-

Promotional materials: PurFil® has created a catalogue describing PURROT®
fundamental aspects and its verification through ETV. They are also available
in several languages, thus facilitating the sharing of key data of its product with
potential buyers in different events as conferences, fairs, etc.
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-

Conferences and fairs: PurFil® is attending key conferences and events to
boost market penetration. Both before and after the ETV verification, they
have identified a number of events that are relevant to PURROT®, as well as a
list of stakeholders to be engage during their dissemination activities in
different regions.
In addition, PurFil® has been invited to present their products to (among
others) different countries like China, Spain, Germany, the Netherlands and of
course, Denmark.
One example is Figan 2017 (13th International Animal Production Show).

Figure 7. Mr. Tange in Figan 2017 (Pavilion 8- Stand F-G/5-8)

-

Newsletter: PurFil® will strengthen their online presence with the creation of
a periodical newsletter. The newsletter is a communication tool with great
potential for conversion and loyalty. Due to its low cost, brands are able to
impact their users more times, thus maintaining a continuous link with them.

1.2. Conclusions
In this business study, PURROT® has been analysed from 3 points of view: technical,
commercial and financial.
A deep verification procedure analysis was carried out to explain the achievement of
Environmental Technology Verification (ETV).
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After completing a thorough market study, it can be confirmed that the commercial
feasibility of the product has increased after the ETV Verification. To reach this
objective, PurFil® has developed different commercialisation activities and they have
widened its target market outside Denmark (e.g. South of Europe, China, US, etc.). In
terms of dissemination, they have used several ways to communicate their advances
in PURROT®, such as a webpage, promotional materials and newsletter, as well as
programmed visits to show the use of PURROT® in key events in the field.
As only very few private customers know about the ETV Verification, the EU website
is mainly used by manufacturers, advisors and researcher. For that reason, if they, as
“Statement owners”, bring a reference to the EU-ETV-Statement during their
marketing, they must explain what it is, to (in our case) any of the farmers they visit.
Meanwhile, more and more Public WWTP’s is becoming aware of the ETV and some
of their potential customers has shown interest on the ETV Verification, since their
sales claims are based not just on what they tell related to their products “behaviour”,
a “sales pitch”, but results tested and signed by a public institute (the Verification
Body).
In addition to these positive aspects, it is necessary to point out that there is still a lot
of work to do to achieve broad benefits for companies thanks to ETV.
This ETV impulse must come from different actors but above all from the European
Commission. An instrument with as much potential as ETV needs better dissemination
and parameterisation of the procedure in order to reduce time and cost for the
companies using such verification.
Also, the dissemination of ETV should be exploited to reach different public actors at
local, regional and national level (as promotion institutes, environmental policy
bodies, clusters, research institutes, etc.) who have a daily contact and a great power
of movement with SMEs and who can reach a greater number of companies interested
in ETV.
Just by considering the exposure gained in countries where potential customers are
many and where PurFil® was unknown prior to the ETV verification process, Anders
Tange concludes that "ETV verification of PURROT® was well worth the investment in
both time and money".
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Glossary
B2B Model

Form of transaction between businesses, such as
one involving a manufacturer and wholesaler, or
a wholesaler and a retailer.

Environmental Technology
Verification (ETV)

Verification of the performance of environmental
technologies or in other words, the establishment
or validation or environmental technology
performance by qualified third parties based on
test data generated through testing using
established protocols or specific requirements.

Feasibility

An examination of a situation to decide if a
suggested method plan, or piece of work is
possible or reasonable.

Intellectual Property Rights
(IPR)

The rights given to persons over the creations of
their minds. They usually give the creator an
exclusive right over the use of his/her creation for
a certain period of time.

Loyalty

The quality of being loyal (firm and not changing)
to a particular company or brand.

Network

A large system consisting of many similar parts
that are connected together to allow movement
or communication between or along the parts, or
between the parts and a control centre.

Statement of Verification

A summary of the test results for a given
environmental technology sourced from the
Verification Report.

Verification Body (VB)

An expert third party, required to follow the
General Verification Protocol, so every technology
developer is assured that there is a “level playing
field” with the same procedure for every
applicant.
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Objectives
The lack of promotion of ETV is the cause that this innovative tool of
the European Commission is not reaching enough number of SMEs. In
order to increase recognition and knowledge of this initiative,
ETV4INNOVATION has created training materials of three modules
with the aim of providing insight into the different approaches of ETV:
basic, technical and commercial.
Module 2: THE ETV PROGRAM AS A COMMERCIAL TOOL ON
DOMESTIC AND INTERNATIONAL MARKETS will contain 5 lessons
which cover different topics related to the commercialisation of a
technology verified through the ETV procedure. This document covers
Lesson 5: Success Case Study- PurFil® ApS.

Lesson 5: Success Case Study –
PurFil® Aps

Learning outcomes
This lesson enables students to describe a success case study of a
Learning outcomes

company which has obtained an ETV verification. A study of different

issues has been carried out: technical, financial and commercial to
understand the changes before and after the ETV procedure.

Keywords

ETV, Statement of Verification, Success Case, PurFil®, PURROT®
PowerPoint

Pedagogical approach

Video
Additional reading material

Hours

7.48

Assessment methodology

Quiz

Success Case Study
This unit aims to present the success case of the verification of
the PURROT®- module, developed by PurFil® Aps, partner of the
ETV project.

Introduction
According to the Statement of Verification undertaken by the Danish
verification Body (VB), ETA-Danmark A/S, PURROT® is intended for
separation of dry matter from liquid wastes in order to facilitate the
effective utilisation of the dry matter for bioenergy production. At the
same time, a more effective utilisation of the liquid waste’s nutrients is
achieved thereby reducing nutrient losses to the environment.
The registration number of this technology verified is VN2015006 and it
was issued on 23/11/2015.

Overview of the company
Purfil® ApS (Ltd) is an innovative company, established
in 2012. They develop and market new innovative
separation modules for mostly husbandries and private
and public WasteWater Treatments Plants (WWTP),
which “Do not Use Chemicals”.
Its owner, Anders Tange stated “The aim is to secure our
climate and improve environmental conditions, so we
can protect both ourselves, and especially (since the
core problem is the accumulated worldwide pollution
throughout the years) our children and grandchildren”.

Technical Study I
PURROT® Innovation

PURROT® is a pioneering technology, a
rotating separator to especially treat
manure from husbandries.
This self-cleaning vibrating Rotor-filter
integrated with a high-pressure screw
press, could (without using chemicals)
conduct a mechanical separation which
separates organic matter and nutrients
from “liquid”.

Technical Study II
PURROT® Verification through ETV
What is the best way to demonstrate the
innovative character of PURROT® before its
introduction into the market?

Reasons of PurFil® to apply for this verification:
■ To get the Verification Unit to test their newly developed
separation module with the authorised laboratory, so they got
professional/extra manpower support at the different test sites.
■ To profit the expected positive test results in terms of marketing:
attract more potential costumers due to the achievement of
module’s performance from a third-party organisation.

Technical study III
PURROT® Verification through ETV
Test carried out under ETV procedure
■ The separation of different sorts of manure, e.g. sow and cow
manure as well as digestate from a biogas plan with different sorts
of manure and other sorts of biomass like straw and grass.
■ This is related to the module’ ability to reduce (and concentrate)
Total Solid (TS), Organic/Volatile Solid (VS), and the nutrients like
Nitrogen (mostly the Organic-N) and Total Phosphorus (TP).
■ In addition, the consumption of electric power per ton of treated
material was measured.

Technical Study IV

Other certifications
■ InnoBooster Program
The InnoBooster Program doesn’t invest in
standard routine processes, operational tasks and
optimisation, strategy development, marketing and
communication. Nor do they engage in feasibility
studies or other initial expenses considered
preliminary in relation to determining the business
potential. They expect projects to be beyond that
point before applying.
PurFil® considered this program a good
opportunity to test and prove the same conditions
of separating different sorts of industrial, public
and fish farm wastewater. The success of the
project was excellent.

Financial and Business Plan Study I

ETV procedure
PURROT® received a public grant of 2012 and then, they started to run the
ETV procedure. The initial expected time was 6 months, but in the end it
took 15 months instead.

Applying for the public grant: 3 months

Having
the
Statement
of
Verification from the Verification
Body: 5 months

Making the Verification Contract with
the Verification Body: 1 month
Preparing the test period: 5 months

Delivering the Test Rapport from
the Testing Body: 4 months

Doing the verification in the field with
the Testing Body: 8 months*
(*at the beggining, it was expected 6
weeks)

Financial and Business Plan Study II
ETV costs

Costs

Total EUR

Grant EUR

PurFil Cost EUR

8.108€

8.108€

0

Verification Body
Quick scan report, Specific verification
protocol,

Verification

report

and

Verification state
Test Body

Grant

application,

Test

running,

Laboratory analyses, Covering the ETV

19.039€

19.039€

0

Audit Report and Test report
PurFil® ApS
Test facilities,

2.057€

2.057€

Transport

12.214€

12.214€

Wages, Tests

40.622€

40.622€

Moving Installation

9.459€

9.459€

Reporting

3.811€

3.811€

Dissemination

2.297€

270€

2.027€

Accountant

1.351€

1.351€

0

Total proposer

71.812€

1.622€

70.190€

TOTAL

98.959€

28.769€

70.190€

The ETV procedure of
PURROT® cost 98.959
EUR.
However,
the
organisation received a
grant of 28.769 EUR.
From this amount, the VB
cost were 8.108 EUR.

Financial and Business Plan Study III
ETV costs
Most of the money was invested by the SMEs in
order to prepare everything for tests and the
dissemination. In addition, Test Body (TB) cost
more than the VB as this first organisation
should carry out the different analysis.
This distribution of costs could change between
countries as each Verification Body has different
taxes associated and also each technology should
carry out its specific tests. However, the whole
price of ETV procedure is high.

8,1
19,0

Verification body (VB)
Test body (TB)

70,2

PurFil® ApS

Financial and Business Plan Study IV
Growth Strategy
PurFil® business model is based on a business-tobusiness (B2B) approach, where their end-users are
mainly farmers or distributors of their technology.

In this regard, they have established a vast contact
network, which has extended through dissemination
activities like attendance at different fairs,
conferences, etc., and as well the recognition of the
performance claims of PURROT® through ETV
procedure has been marketed.

Financial and Business Plan Study V
Growth Strategy

➢ Europe. They have a consolidated presence
in Europe, and their exploitation activities in
the EU area are focused in the Netherlands,
Germany and most of South of Europe apart
from the domestic market.

➢ Outside Europe. They have put special
emphasis on expanding into USA and China,
as both markets have their own ETV
programmes and they are familiarised with
the Statement of Verification and the
Verification Report.

Financial and Business Plan Study VI
Financial projections
At the moment, the price of PURROT® hasn’t
been modified even after the success with
the EU ETV procedure.

As the company is looking for other
investments or clients interested in the
PURROT® technology, we are unable to show
economical projections in this training
material.
However, we could state that it will increase
in the following years.

Financial and Business Plan Study VII
IPR protection strategy
During the final design and production of the first pilot plan of
PURROT® module (rotating separator), PurFil® ApS decided to bring
the patent request in Denmark to the public Danish Patent authorities
by March 2012.
PurFil® continued after the first positive replies from the Danish
authorities and brought it further to the PCT system, one year later in
2013. After 6 years during patent procedure in EPO, this spring they
have received the Grant of the European Patent with the Application
No. EP2827964 and Publication No. WO2013139343.

Financial and Business Plan Study VIII
IPR protection strategy
Furthermore, they have achieved the similar in the United States
in 2016 US9358484B2 and in China and Mexico in 2017 taking
into account the company’s long-term commercial objectives.

Financial and Business Plan Study IX
Risks (technical and commercial) assessment
Technical risks
Description of the risk

TECHNICAL

Breakdown of new equipment

Proposed mitigation measures
Include longer preparation-time before the final ETV tests. This
was already implemented in 2014 due to Danish Grants.

Time to adjust module for treating new

Prepare more time during the ETV with the Testing Body. This

substrates

was also done in 2014.

Time for results from laboratory before

Perhaps rent some analyse equipment for quick tests during

assessment of the tests and possible

the ETV procedure to reduce the waiting time for the final

opportunities to optimise the

verified laboratory results if the values are required for possible

equipment or even adjust it.

adjustment of the equipment before next ETV- tests.

Financial and Business Plan Study X
Risks (technical and commercial) assessment
Commercial risks

COMMERCIAL

Description of the risk

Proposed mitigation measures

The markets known less to EU-ETV

The Commission must do more marketing.

Dizzying “sales agents” promise fast

Analyse unsolicited inquiries and take care- and get used to not

market penetration

to trust
Keep your product’s innovative technical news/details secret,

Copy page

so that the “promising” business partners from around the
world, specially Asia don’t steal your invention

Commercial and Marketing Study I
Market Sectors
1. Waste Water Treatment Plan (WWTP)
target sectors
They are very interested in using new
innovative technologies which are based on
mechanical actions and never chemical ones.
That’s why a public WWTP in NL has bought
a big PURROT® 20 m3/h module this year.

Commercial and Marketing Study II
Market Sectors
2. Husbandries
In many countries around the world (right now
especially in Holland and most of the south of Europe,
USA and Asia) are under a heavy pressure to reduce
the outlet of much to high amounts of nutrition’s to
the landfill, (polluting the ground- / drinkable water
resources). They have to reduce the local use of
manure by separating and move a concentrate of
surplus nutrition’s far away.

Commercial and Marketing Study III
Competing solutions
PurFil® ApS has developed a pioneering technology, a rotating
separator to treat especially manure from husbandries. Even
though the technologies implemented in PURROT® are wellknown around the world, this is the first machine that
combines 5 modules integrating the different technologies in
the market.

Commercial and Marketing Study IV
International Joint Verification
The main benefits for the requester of a International Joint
Verification are:
■ To obtain a statement of verification recognised by more than one
verification program.

■ To reduce verification costs when trying to introduce the
technology in more than one market at the same time.

Commercial and Marketing Study V
International Joint Verification
PURROT® was verified by a standard ETV procedure of the EU ETV
Pilot Programme. However, they considered that this International
Joint Verification have multiple advantages, so they are thinking of
applying for its new module, the PURUF®. PURUF® is an Ultra
Filtration Module acting as a superstructure module that is going to
be placed after the PURROT® module.

Commercial and Marketing Study VI
Marketing Strategy

Since PurFil® achieved the ETV Verification, (as several other
companies in EU), the group of potential customers and advisors has
been improved increasing knowledge of the ETV. This is a differential
tool in comparison with competitors.
▪ The relationship with Public WWTPs and industrial customers
among interested partners (and competitors) is better due to
ETV.
▪ advantage with this target users.

Commercial and Marketing Study VII
Marketing Strategy
▪ The international active producers and agents/salesmen within
Environmental Technologies are following the “EU ETV
Verification
Statements”
(link:
ec.europa.eu/environment/ecoap/etv/verifiedtechnologies_en), and similar the ETV Verification established in
the other countries like USA and China.
▪ However, farmers don’t know about ETV so, there isn’t any.

Commercial and Marketing Study VIII
Communication and Dissemination Plan
PurFil® has set the following dissemination
activities:
■ Website. The page, currently in English,
Chinese, German and Danish to regularly share
information and updates that may affect their
customers, and act as a first point of contact.
They have included a new section in their
website to present PURROT® and the
information related to ETV procedure.

www.purfil.com

Commercial and Marketing Study IX
Communication and Dissemination Plan
■ Promotional materials. PurFil® has created a
catalogue describing PURROT® fundamental
aspects and its verification through ETV. They
are also available in several languages, thus
facilitating the sharing of key data of its product
with potential buyers in different events as
conferences, fairs, etc.

Commercial and Marketing Study X
Communication and Dissemination Plan
■ Conferences and fairs: PurFil® is attending key conferences and
events to boost market penetration. Both before and after the ETV
verification, they have identified a number of events that are
relevant to PURROT®, as well as a list of stakeholders to be engage
during their dissemination activities in different regions. In addition,
PurFil® has been invited to present their products to (among
others) different countries like China, Spain, Germany, the
Netherlands and of course, Denmark.

Commercial and Marketing Study XI
Communication and Dissemination Plan
■ Newsletter. PurFil® will strengthen their online presence with the
creation of a periodical newsletter. The newsletter is a
communication tool with great potential for conversion and loyalty.

Conclusions I
■ After completing a thorough market study, it can be confirmed that
the commercial feasibility of the product has increased after the
ETV Verification. To reach this objective, PurFil® has developed
different commercialisation activities and they have widened its
target market outside Denmark (e.g. South of Europe, China, US,
etc.). In terms of dissemination, they have used several ways to
communicate their advances in PURROT®, such as a webpage,
promotional materials and newsletter, as well as programmed visits
to show the use of PURROT® in key events in the field.

Conclusions II
■ In addition to these positive aspects, it is necessary to point out
that there is still a lot of work to do to achieve broad benefits for
companies thanks to ETV.
■ Just by considering the exposure gained in countries where
potential customers are many and where PurFil® was unknown
prior to the ETV verification process, Anders Tange concludes that
"ETV verification of PURROT® was well worth

the investment in both time and money".
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1. STATEMENT

OF

VERIFICATION

OBTAINED

FROM

EU

ETV

PROGRAMME
ENERGY TECHNOLOGIES
-

PVStop

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/pvstop_-_statement_of_verification_0.pdf
-

Energetic System Li-mithra

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/statement_of_verification_0.pdf
-

SmartCIM system, smart interoperable electronic active valve, with control
software eco-system

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/eu_etv_vs_smartcim_vn20170028_signed.pdf
-

Mixergy Tank

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/mixergy_statement_of_verification_npl_16122016.pdf
-

Agrilamp™ Induction System

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/signed_statementofverification.pdf
-

Cogen’air- Solar panels with combined PV and thermal production

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/in20
150089fr01e_-_cogenair__panels_with_combined_pv_and_solar_thermal_production__verification_statement_-_en.pdf

MATERIALS, WASTE AND RESOURCES
-

Re-match Artificial Turf Recycling

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/eu_etv_verification_statement_re-match_20170926_signed.pdf
-

PolyFibra® PF-PEF-04
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https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140034fr02m_-_futuramat_-_verification_statement_vn20160022__en.pdf
-

Biofibra® BF-LED-10

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140034fr02m_-_futuramat_-_verification_statement_vn20160021__en.pdf
-

AU-LXX-06

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140034fr02m_-_futuramat_-_verification_statement_vn20160019__en.pdf
-

Biomine® BM-LMI-03

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140034fr02m_-_futuramat_-_verification_statement_vn20160020__en_0.pdf
-

Biofibra® BF-LHE-01

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140034fr02m_-_futuramat_-_statement_of_verification_en.pdf
-

EWA Fermenter

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/in20
140044cz01m_-_ewa_fermenter_-_verification_statement_en_v2.pdf
-

GW Dryer

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/etv_08_vstatement_en_gw_dryer.pdf4
-

ECOGI- Separator for extraction of organic waste from pre-sorted household
waste

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/statement_of_verifikation_01_feb_2016_etv_0.pdf
-

Purrot

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140031dk01m_-_purrot_-_verification_satement.pdf
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-

Aerobic Biodegration of Mater-Bi AF03A0 and Mater-Bi AF0550 (Mater-Bi of
Third generation) under marine condition

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/vn20150004_verification_statement_novamont.pdf
-

New substrate technology concept

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140030dk01m_-_new_substrate__verification_statement_signed.pdf
-

Biomasser® briquetting machines

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/statement_of_verification_vn20140001_english.pdf4

WATER TREATMENT AND MONITORING
-

Hydrotech drumfilter HDF 2001-1S

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/180144d_-_verification_statement_-_signed.pdf
-

Root zone container for oil treatment

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/statement_of_verification_rootzone.pdf
-

UV disinfection system MR4-350 SS ACN

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/eu_etv_verification_statement_ultraaqua.pdf
-

AQUATRACK- Early Warning System with automatic sampler

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140045fi01w_-_aquatrack_-_verification_statement_final.pdf
-

BioKube Summerhouses Wastewater System

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/biokube_eu_etv_verification_statement.pdf
-

Wetnet

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/statement_of_verification.pdf
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-

BacTerminator® Dental

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/eu_etv_verifikation_statement_adept_final_v1_20160307.pdf
-

VRT- Vacuum Rain Tank

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140042it02w_-_vacuum_rain_tank__statement_of_verification_en_0.pdf
-

Mosbaek CEV flow regulator

https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/eu_etv_verifikation_statement_mosbaek_7_may_2015_signed.pdf

2. INTERNATIONAL ETV PROGRAMS
US EPA Environmental Technology Verification (ETV) Program
www.epa.gov/etv
Canadian Environmental Technology Verification (ETV) Program
www.etvcanada.ca
Korea New Excellent Technology (NET)
www.koetv.or.kr/home/index.do
Japan Environmental Technology Verification
www.eng.go.jp/policy/etv
Philippine Environmental Technology Verification
http://etvphilippines.ph/
China Environmental Technology Verification Pilot Programme
www.chinacses.org

3. INTERNATIONAL WORKING GROUP (IWG) ON ETV
Canada, EU, Korea and the Philippines are involved in this international group,
meanwhile China, Japan and the USA are observers.
•
•
•

The main objective: exploring grounds for mutual recognition of ETV
programmes
Building consensus on key aspects
Facilitates joint and co-verification
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•
•

Feasibility of an ISO standard for environmental technology verification and
reporting
International events to promote ETV

4. EXAMPLES OF VERIFICATION REPORT OF TECHNOLOGIES VERIFIED
THROUGH INTERNATION JOINT VERIFICATION
-

EnbioCons (System for Sludge Advanced Fuel and Energy (SAFE) Technology).
Verified through ETV Korea and ETV Canada
http://globeperformance.com/wp-content/uploads/2017/12/ISO-ETVVerification-Statement_EnbioCons_2017.pdf

- Sorbisense (Measurement of volatile organic contaminants in groundwater).
Verified through US EPA ETV and DANETV
http://www.etv-denmark.com/files/water/Sorbisense_verification_report.pdf
-

HACH-LANGE (Toxicity testing of effluent wastewater). Verified through US EPA
ETV, ETV Canada and DANETV.
http://www.etvdenmark.com/files/water/HACH_LANGE_Eclox_verification_statement.pdf

-

Colifast (Automatic detection of total coliform bacteria or Escherichia coli in
drinking water). Verified through US EPA ETV, ETV Canada and DANETV
http://colifast.no/wp-content/uploads/pdf/Colifast_ETV_Report_Final.pdf

5. BASIC

INFORMATION

RELATED

TO

PUBLIC

PROCUREMENT

PROCEDURE
Where can you find information about new public procurement?
There are three fundamental ways to find information relevant to public procurement
processes:
-

Contractor’s profile
Contract platforms
TED (Tenders Electronic Daily)
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TED (Tenders Electronic Daily) is the online version of the “Supplement to the Official
Journal” of the EU, dedicated to European public procurement.
TED provides free access to business opportunities from the EU, the EU Economic Area
and beyond. This website allows people to browse, search and sort procurement
notices by country, region, business sector and more.
There are some videos tutorial prepared by EEN which explain the introduction and
registration in TED, how to search tenders and, finally, how to set up customised email
alerts.
https://www.youtube.com/watch?v=q_HJNWGTlfM&list=PL47A039A0618A36DF&in
dex=1
https://www.youtube.com/watch?v=JBsJBwuxOOo&list=PL47A039A0618A36DF&ind
ex=2
https://www.youtube.com/watch?v=JBsJBwuxOOo&list=PL47A039A0618A36DF&ind
ex=2

Main procedures directive 2014/24/EU
1.
2.
3.
4.
5.

Open procedures (ordinary)
Restricted procedure (ordinary)
Competitive procedure with negotiation (extraordinary)
Competitive dialogue (extraordinary)
Innovation partnership (extraordinary)

https://eur-lex.europa.eu/legal-content/ES/ALL/?uri=CELEX:32014L0024

European directives on public procurement
Directive 2014/24/EU of the European Parliament and of the Council of 26 February
2014 on public procurement and repealing Directive 2004/18/EC Text with EEA
relevance
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32014L0024
Directive 2014/23/EU of the European Parliament and of the Council of 26 February
2014 on the award of concession contracts Text with EEA relevance
https://eur-lex.europa.eu/legal-content/en/TXT/?uri=CELEX:32014L0023
Directive 2014/25/EU of the European Parliament and of the Council of 26 February
2014 on procurement by entities operating in the water, energy, transport and postal
services sectors and repealing Directive 2004/17/EC Text with EEA relevance
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https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A32014L0025

6. MULTILINGUAL ENVIRONMENTAL GLOSSARY
http://ec.europa.eu/environment/gpp/glossary_en.htm

7. REAL EXAMPLES OF ETV VERIFICATION AND PUBLIC PROCUREMENTS
Ros filter, Filtration or surface water for drinking water (Vendor: Ingenjörsfirma Ros
AB; http://www.dhigroup.com/)
ETV

Verification

Report

(From

DANETV

Programme):

http://www.etv-

denmark.com/files/water/Verification_report_Ros.pdf
Disinfection of sea water for aquaculture and of aquaculture effluent to sea (Vendor:
Ultraaqua; https://www.ultraaqua.com/)
ETV Verification Report (From DANETV Programme)
https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/eu_etv_verification_statement_ultraaqua.pdf
Eclox,
water
toxicity
https://www.hach.com/).

measurement

(Vendor:

Hach-Lange

GmbH;

ETV Verification Report (From DANETV and US ETV Programmes):
https://archive.epa.gov/nrmrl/archive-etv/web/pdf/01_vr_eclox.pdf
http://www.etvdanmark.dk/filer/vand/hach_lange_verification_protocol_rev_2_approved_pmp_1.p
df

8. BASIC INFORMATION RELATED TO PATENTS
Inventor’s handbook. (European Patent Office)
https://www.epo.org/learning-events/materials/inventors-handbook.html
IPC Green Inventory
https://www.wipo.int/classifications/ipc/en/green_inventory/

9. PATENTS OF VERIFIED TECHNOLOGIES
ENERGY TECHNOLOGIES
-

Patent PVSTOP
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20140
15360A1&KC=A1&FT=D&ND=4&date=20140130&DB=EPODOC&locale=en_EP
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-

Patent Li-Mitrha
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20131
78938A1&KC=A1&FT=D&ND=4&date=20131205&DB=EPODOC&locale=en_EP

-

Patent Agrilamp
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20151
04250A1&KC=A1&FT=D&ND=4&date=20150716&DB=EPODOC&locale=en_EP

-

Patent Cogen’aire
https://worldwide.espacenet.com/publicationDetails/biblio?CC=FR&NR=298666
0A1&KC=A1&FT=D&ND=5&date=20130809&DB=EPODOC&locale=en_EP

MATERIALS, WASTE AND RESOURCES
-

Patent Re-Match Artificial Turf Recycling
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20150
59094A1&KC=A1&FT=D&ND=4&date=20150430&DB=EPODOC&locale=en_EP

-

Patent EWA Fermenter
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20070
56963A1&KC=A1&FT=D&ND=4&date=20070524&DB=EPODOC&locale=en_EP

-

Patent ECOGI
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20151
32260A1&KC=A1&FT=D&ND=4&date=20150911&DB=EPODOC&locale=en_EP

-

Patent PURROT
https://worldwide.espacenet.com/publicationDetails/biblio?DB=EPODOC&II=0&
ND=3&adjacent=true&locale=en_EP&FT=D&date=20150925&CC=MX&NR=20140
11124A&KC=A

-

Patent Bio Com System
https://worldwide.espacenet.com/publicationDetails/biblio?CC=PL&NR=397256
A1&KC=A1&FT=D&ND=&date=20130610&DB=&locale=

-

New Substrate Technology Concept Patent
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20190
53141A1&KC=A1&FT=D&ND=3&date=20190321&DB=EPODOC&locale=en_EP

-

Biomasser Briquetting Machines Patent

11

https://worldwide.espacenet.com/publicationDetails/biblio?DB=EPODOC&II=0&
ND=3&adjacent=true&locale=en_EP&FT=D&date=20070430&CC=PL&NR=37787
1A1&KC=A1

WATER TREATMENT AND MONITORING
-

Patent Aquatrack
https://worldwide.espacenet.com/publicationDetails/biblio?DB=EPODOC&II=0&
ND=3&adjacent=true&locale=en_EP&FT=D&date=20161116&CC=CN&NR=10613
3520A&KC=A

-

Patent Biokube
https://worldwide.espacenet.com/publicationDetails/biblio?DB=EPODOC&II=0&
ND=3&adjacent=true&locale=en_EP&FT=D&date=20150720&CC=PT&NR=22097
47E&KC=E

-

Patent Wetnet
https://worldwide.espacenet.com/publicationDetails/biblio?CC=US&NR=201331
2536A1&KC=A1&FT=D&ND=3&date=20131128&DB=EPODOC&locale=en_EP

-

Patent Bacterminator
https://worldwide.espacenet.com/publicationDetails/biblio?CC=WO&NR=20181
97347A1&KC=A1&FT=D&ND=3&date=20181101&DB=EPODOC&locale=en_EP

-

Patent Mosbaek CEV
https://worldwide.espacenet.com/publicationDetails/biblio?CC=DK&NR=244329
1T3&KC=T3&FT=D&ND=3&date=20140203&DB=EPODOC&locale=en_EP

10. BIBLIOGRAPHY RELATED TO TRL
- From NASA to EU: the evolution of the TRL scale in Public Sector Innovation. Mihály
Héder. The Innovation Journal: The Public Sector Innovation Journal, Volume 22(2),
2017, article 3.
- Orientations towards the Implementation Strategy of the research and innovation
framework programme Horizon Europe web open consultation. Eurepan Commision,
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2019. https://ec.europa.eu/research/participants/data/ref/h2020/other/comm/heimplementation-strategy-survey_en.pdf
- Overview of EU Instruments contributing to the Internationalization of European
Businesses.

European

Commission,

2017.

https://ec.europa.eu/chafea/agri/sites/chafea/files/overview_of_eu_instruments_0
2_march_2017_en.pdf

11. WHAT IS A MARKETING PLAN? ADVANTAGES AND EXAMPLES
SEO
-

Developing

an

SEO

Strategy.

(2019).

Retrieved

from

http://www.networksolutions.com/education/seo-strategy/
-

Fortin, D. (2019). How to Create an SEO Strategy for 2019 [Template Included].
Retrieved from https://blog.hubspot.com/marketing/seo-strategy

-

SEO For Beginners: 3 Powerful SEO Tips to Rank #1 on Google in 2019. (2019).
Retrieved from https://youtu.be/gmB_TC92I8w

-

The

Only

SEO

Strategy

You

Need

(2019).

(2019).

Retrieved

from

https://youtu.be/3xZuyHRo2KQ
SEM
-

SEO vs SEM - The Difference Between SEO and SEM (Learn Now). (2019). Retrieved
from https://youtu.be/4eEjAkGmbqU

-

What is SEM? And How It Benefits Your Business Marketing. (2019). Retrieved
from https://www.lyfemarketing.com/blog/what-is-sem/

-

Whiteboard

Video:

SEM

Keyword

Strategy.

(2019).

Retrieved

from

https://youtu.be/bqEQd3r-0LY
SMO
-

Social Media Optimization: 6 Tips to Steal from SEOs. (2019). Retrieved from
https://sproutsocial.com/insights/social-media-optimization/

-

Social Media Optimization: 5 Strategy Tips to Follow. (2019). Retrieved from
https://www.socialbakers.com/blog/social-media-optimization-tips
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12. MARKETING INTEGRATED IN COMMUNICATION
-

Patel, N. (2018). 6 Best Digital Marketing Tools to Grow Your Online
Business [Video].

Youtube.

Recovered

May

14,

2019,

from

https://youtu.be/Uar2hXRrckY
-

Patel, N. (2018). #1 Reason your website receives traffic, but not sales (and how to
fix

it)

[Video].

Youtube.

Recovered

May

14,

2019,

from

https://youtu.be/vQsB9TheyXw
-

Steve, H. (2018). The power of emotional marketing: Once more with feeling.
Retrieved from http://fabrikbrands.com/the-power-of-emotional-marketing/
Ungerman, O. (2018). The impact of marketing innovation on the competitiveness
of

enterprises

in

the

context

of

industry

4.0

Recovered

from

https://www.cjournal.cz/files/290.pdf
-

Why Millennials are Done With Green Brands and Why It Matters | Ryan Lupberger
| TEDxVail. (2019). Retrieved from https://youtu.be/v2DhwxbWeO8

13. TECHNOLOGICAL INNOVATION AS A MARKETING TOOL
- https://www.iab.com/wp-content/uploads/2019/06/IAB-AR-for-MarketingPlaybook-FINAL-June-2019.pdf

- https://blog.sodexoengage.com/what-3d-printing-means-for-the-future-ofpromotional-marketing-technology

- https://www.researchgate.net/publication/312290899_Internet_of_things_in_m
arketing_and_retail

- https://www.experian.co.uk/assets/marketing-services/white-papers/wp-crossdevice-identification.pdf

- https://pure.ulster.ac.uk/ws/files/11703592/Discovering_Internet_Marketing_In
telligence_through_Web_Log_Mining.pdf

14. BENEFITS OF ETV ON VENDORS’ STRATEGIC PLANS
-

10 Green Sectors attracting investments:
http://www.thegreenmarketoracle.com/2013/03/10-green-sectors-attractinginvestments.html

14

-

Who are the green consumers?
https://www.iisd.org/business/markets/green_who.aspx

-

Open Project tool
https://www.openproject.org/

-

Marketing Plan Template
http://www.nadf.org/upload/documents/your-marketing-plan-template.doc

15. BEST AVAILABLE TECHNOLOGY (BAT)
-

https://www.epa.ie/licensing/info/bat/

-

http://eippcb.jrc.ec.europa.eu/reference/

16. BENETIFS OF SUSTAINABILITY: ENVIRONMENTAL TECHNOLOGIES
SUSTAINABLE BUSINESS
-

Business Planning for Environmental Enterprises. Millard, Edward. 2003.
Washington, DC: Conservation International

-

Corporate Social Responsibility for Small and Medium-Sized Enterprises. Tips and
Tricks for advisors. Knopf, J., Mayer-Scholl, B. 2013. ISBN: 978-92-7-07959-1

-

Environmental Policy Toolkit for Greening SMEs in the EU Eastern Partnership
countries. OECD, 2015.

-

Carbon Trust (2011), Green Your Business for Growth, Management Guide, Carbon
Trust, www.carbontrust.co.uk/publications

ENVIROMENTAL TECHNOLOGIES
Guidelines on assessing the environmental added value of an environmental
technology in a life-cycle perspective at the proposal stage. JRC102301, 2016.
http://publications.jrc.ec.europa.eu/repository/bitstream/JRC102301/twg%20guida
nce%20004%20-%20environmental%20added%20value%20v1.0.pdf

17. HOW TO INTERPRET THE STATEMENT OF VERIFICATION
DUE DILIGENCE
-

Example of a due diligence request list. University of Oslo.
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https://www.uio.no/studier/emner/jus/jus/ENGSEMJ/v12/undervisningsmateriale/
Week%203_%20Handout%201_%20Legal%20Due%20Diligence%20Request%20List1.pdf
-

The due diligence process- guiding principles for early stage innovative products.
De Cleyn, S., Braet, J. Antwerpen University.

https://www.ionos.com/startupguide/get-started/due-diligence-procedure/
-

Mergers and acquisitions across European borders: national perspectives on
preacquisition Due Diligence and the use of professional advisers. Angwin, D.,
2001. Journal of World Business 36 (1), 32-57.

VERIFIED TECHNOLOGIES THROUGH EU ETV PILOT PROGRAMME
https://ec.europa.eu/environment/ecoap/etv/verified-technologies_en

18. BENEFITS OF ETV FOR CLIENTS AND INVESTORS
INNOVATION BOOSTER
-

10

steps

for

boosting

your

firm’s

innovation.

https://innovationmanagement.se/imtool-articles/10-steps-for-boosting-yourfirms-innovation/
-

The impact of Green Innovation on Organizational Performance: Evidence from
Romanian SMEs. Academic Journal of Economic Studies, 2018, 4, 82-88.

-

Green technologies and regional specialization: a European patent-based analysis
of the intertwining of technological relatedness and Key-Enabling-Technologies.
Montresor, S., Quatraro, F. 2018
http://www.siecon.org/online/wp-content/uploads/2017/04/MontresorQuatraro.pdf

19. VERIFICATION VS CERTIFICATION: MAIN DIFFERENCES
CERTIFICATION vs VERIFICATION
-

Certification and verification of sustainable palm oil production and its supply
chain.

Roundtable

on

Sustainable

Palm

Oil

(RSPO)

http://www.lipsa.es/download.php?idg=606
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-

Video

of

Certification

vs

Self

Verification

Technology

Verification?

https://www.youtube.com/watch?v=xYsyReVvZks
ENVIRONMENTAL TECHNOLOGIES
-

Video

about

what

is

Environmental

https://www.youtube.com/watch?v=UOkTDwiZnyg&t=1s

20. BASIC

INFORMATION

RELATED

TO

PUBLIC

PROCUREMENT

PROCEDURE
Where can you find information about new public procurement?
There are three fundamental ways to find information relevant to public procurement
processes:
-

Contractor’s profile
Contract platforms
TED (Tenders Electronic Daily)

TED (Tenders Electronic Daily) is the online version of the “Supplement to the Official
Journal” of the EU, dedicated to European public procurement.
TED provides free access to business opportunities from the EU, the EU Economic Area
and beyond. This website allows people to browse, search and sort procurement
notices by country, region, business sector and more.
There are some videos tutorial prepared by EEN which explain the introduction and
registration in TED, how to search tenders and, finally, how to set up customised email
alerts.
https://www.youtube.com/watch?v=q_HJNWGTlfM&list=PL47A039A0618A36DF&in
dex=1
https://www.youtube.com/watch?v=JBsJBwuxOOo&list=PL47A039A0618A36DF&ind
ex=2
https://www.youtube.com/watch?v=JBsJBwuxOOo&list=PL47A039A0618A36DF&ind
ex=2

Main procedures directive 2014/24/EU
6. Open procedures (ordinary)
7. Restricted procedure (ordinary)
17

8. Competitive procedure with negotiation (extraordinary)
9. Competitive dialogue (extraordinary)
10. Innovation partnership (extraordinary)
https://eur-lex.europa.eu/legal-content/ES/ALL/?uri=CELEX:32014L0024

European directives on public procurement
Directive 2014/24/EU of the European Parliament and of the Council of 26 February
2014 on public procurement and repealing Directive 2004/18/EC Text with EEA
relevance
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32014L0024
Directive 2014/23/EU of the European Parliament and of the Council of 26 February
2014 on the award of concession contracts Text with EEA relevance
https://eur-lex.europa.eu/legal-content/en/TXT/?uri=CELEX:32014L0023
Directive 2014/25/EU of the European Parliament and of the Council of 26 February
2014 on procurement by entities operating in the water, energy, transport and postal
services sectors and repealing Directive 2004/17/EC Text with EEA relevance
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A32014L0025

21. EMAS REGULATION
EMAS

-

Commission Regulation (EU) 2017/1505 of 28 August 2017 amending Annexes I, II
and III to Regulation (EC) No 1221/2009 of the European Parliament and of the
Council on the voluntary participation by organisations in a Community ecomanagement and audit scheme (EMAS).

https://eur-lex.europa.eu/legal-

content/EN/TXT/?uri=uriserv:OJ.L_.2017.222.01.0001.01.ENG

-

Revised EMAS annexes
http://ec.europa.eu/environment/emas/pdf/factsheets/EMAS_revised_annexes.
pdf

-

EMAS introduction video https://www.youtube.com/watch?v=8r2BziT435A

EMAS SUCCESS CASE IN WASTE SECTOR
http://ec.europa.eu/environment/emas/pdf/other/Case%20study_EMAS%20in%20t
he%20waste%20sector.pdf
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ISO 14001
-

Eco-design as a normative element of Environmental Management Systemsthe context of the revised ISO 14000:2015. Lewandowska, A., MatuszakFlejszman,

A.

Int

J

Life

Cycle

Assess

(2014)

19:

1794.

https://doi.org/10.1007/s11367-014-0787-1

-

UNE-EN ISO 14001:2015. Environmental management systems. Requirements
with guidance for use.

FAMILIY OF ISO 14000 STANDARDS

22. PURROT® TECHNOLOGY
- Purrot® Statement of Verification
https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/files/
documents/in20140031dk01m_-_purrot_-_verification_satement.pdf
- Purrot® Verification Report
https://ec.europa.eu/environment/ecoap/sites/ecoap_stayconnected/files/etv/in20
140031dk01m_-_purrot_-_verification_report_final.pdf
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