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Introduction

This report provides recommendations on government programmes to introduce clean vehicle
technologies and clean fuels in the market. Information has been collected on 95 programmes in
18 countries. From this wide range of government programmes, case studies have been selected
which can be regarded as "typical" strategies of government administrations and stakeholders. The
analysis of these programmes and measures has shown that some approaches are successful but
they also identified weaknesses which are often repeated. This points out to a low level of
learning, either from the successes or from the failures. This report can be used as a tool to
complete a general picture of ,clean vehicle” market introduction strategies. It aims to help
government officials responsible for administering fleets, incentives and regulations with
assessing the most promising strategy for their country for the market introduction of hybrid,
electric and alternatively fuelled vehicles.

Background

At the present time, fossil fuels, such as gasoline, diesel oil, LPG and natural gas, overwhelm-
ingly predominate the transportation energy market. Liquid fuels cover the greatest market share,
because they are characterised by high energy density, easy handling and relatively low costs.
Looking at 1999, oil products covered about 95% of the fuels used in the transport sector in the
entire world, and 97% in the OECD countries’. There is obviously a large margin that would allow
substitution by alternative fuels, provided that effective technical and marketing solutions are
found. In fact, the conventional propulsion systems, based on internal combustion engines (ICE),
have gained a big advantage, as they have benefited from a long period of manufacturing ex-
perience that has enabled continuous improvements, making ICE vehicles an essential component
of road transport. However, in recent years, the harmful effects and the greenhouse gases resulting
from the use of conventional vehicles and their ICE have created many concerns about continuing
in the same direction. This has increased chances for the new technologies to succeed.

Hybrid or electric vehicles and alternative fuels like natural gas, ethanol or hydrogen are con-
sidered as a less polluting alternative to the conventional gasoline or diesel car, and in many
countries they are considered an essential element in reducing urban pollution and greenhouse
gases. At the beginning of the 1990ies many governments started to support research and develop-
ments of the above mentioned technologies. Governments know that only a wide dissemination of
,clean vehicles” can have noticeable effects on the environment, and they have increasingly
implemented measures to promote the market introduction of these new vehicle technologies —
with different approaches and various effects.

There is still a lot to be done. Information still is the most important and most neglected issue
in the efforts to introduce ,.,clean vehicles” on the market. Improving the exchange of experience
can also result in alliances in which several countries follow similar support and regulation
strategies. This will provide certainty for the vehicle producers both on technologies and market
segments, and also on the infrastructure demands. In addition, the needs of consumers can be
defined more clearly, at the moment they can only be evaluated in demonstration programmes.

Equally important are the learning processes that happen with the organisers, the users, the
political decision makers and other stakeholders when promotion measures for ,,clean vehicles
are implemented. Enabling ,,learning across projects not only from ,,success stories®, but also
from failures, is the main objective of this report.

! see Key World Energy Statistics 2001 of the Intemational Energy Agency, http://www iea org/statist/keyworld/keytsts_htm
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