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Check list

City size No restriction, AFVs can be 
introduced in all cities. 
Cooperation between small 
cities creates a critical mass 
of demand.

Costs Low � medium cost, depending 
on nature of incentives.

Implementation time Short term (<3 years). 
The vehicles exist (biogas, 
ethanol, very energy ef� cient 
vehicles), as well as a broad 
knowledge and availability 
of fuels.

Key stakeholders 

involved

   Politicians

   National and local authorities

   Private companies 

   Car producers

   Fuel distributors

Undesirable secondary 

effects

Discouraging taxation/
legislation and rules and 
regulations that counteract 
the use of alternative fuels.

A Policy Strategy for Clean Vehicles can be 

introduced in any city. A strategy for clean 

vehicles can be implemented when:

� The political support is strong;

� The stakeholders are involved and committed;

� Economic and other incentives 
are used.

The time it takes to succeed will depend on the 

circumstances (taxes, available fuels etc). 

�130 out of 1,500 taxis in the Taxi Stockholm Fleet 

are clean vehicles. 50 % are ethanol cars and 50 % 

biogas cars. We are setting goals for CO2 reduction. 

One of the ways to reach the goals will be an 

increased number of clean vehicles�. 

Harald Nyström, environmental coordinator, Taxi 
Stockholm Sweden.

Bremer Offensive 
- Das Erdgasfahrzeug (Germany)

In 1996, the then responsible Minister (Senator) for 

Environmental Protection of Bremen initiated the 

city�s work on CNG vehicles (Compressed Natural 

Gas) and bought one of the � rst vehicles available. 

The main driving force was to improve air quality.

Bremen�s long term objective is to achieve a market 

breakthrough for CNG vehicles by increasing the 

demand and improving fuel supply. So far, Bremen 

has not targeted the mass market primarily, but has 

worked with selected target groups, such as vehicles 

with high inner-city mileage like taxis and delivery 

companies and �heavy smokers� � buses and lorries 

that are causing a relatively high share of the 

pollution. In addition, there is a focus on public 

awareness rising, both as public opinion can be a 

driver for companies to change to clean vehicles and 

as citizens will be the future buyers of clean vehicles.

The main actions in cooperation with the energy 

provider and the local energy agency are: 

� An economic incentive programme that pays part 
of the extra cost for the buyers. The payment 
obliges the receiver to put a sticker on the vehicle, 
showing it is a CNG vehicle, and to be part of an 
evaluation during two years. This raises 
awareness among other potential users;

� Cooperation with local car dealers to provide 
a � eet of test vehicles, so that companies may 
try and this way get hands-on experience 
before buying;

� Improving the fuelling infrastructure with strong 
support from the local energy provider; 

� Targeted information for potential corporate 
customers, private households and car dealers.

There are now about 350 CNG vehicles running 

in Bremen.

Is this something for us? 
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Users & Stakeholders

Users and target groups
� Local and regional authority � eets;

� Companies delivering transport services

to the municipality;

� Companies  that want to improve their environmental 
image, i.e. environmentally certi� ed companies;

� The public transport authority , which can create 
a strong market demand (both fuel and vehicles) by 
procuring Alternatively Fuelled Vehicles;

� Large ” eet owners  as taxi or companies with large 
company car � eet; 

� Leasing  companies;

� The public .

Key stakeholders for implementation
A range of actors are involved in an Alternatively Fuelled 

Vehicle introduction scheme. 

� Local authorities:  The local and regional 

government  needs to initiate the Policy Strategy 
for Clean Vehicles.

� Political support: Politicians  at the local level must 
support the strategy. Political support at the national 
level is also important because of the need for tax 
incentives for alternative fuels.

� Distribution: Fuel distributors  must be involved, 
at � rst for the municipal � eet and later for the 
companies and the public.

� Vehicles:  Vehicle producers need to be involved 
in order to get a range of different vehicle models. 
Car dealers need to offer the AFV models and 
also have a good knowledge about the advantages 
with AFVs.

Avis offers alternatively 
fuelled cars 

Today 20% of Avis car � eet in 

Sweden consists of clean vehicles 

(ethanol, biogas and electric-hybrid). 

The management expects that 50% 

of the 5,000 cars in the � eet will be 

clean by 2010. The reasons to focus 

on clean vehicles are: 

� Customers� demand;

� Environmental certi� cation and 
environmental goals (internal);

� Costs.

A fl exi Fuel Vehicle (Ford Focus FFV)

Photo: Kristina Birath
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From concept to reality

Key aspects at this stage
Political support:  The � rst thing to do is to gather 

broad and � rm political support for the idea of large 

scale introduction of Alternatively Fuelled Vehicles. 

The politicians will have to make decisions along the 

line of implementation that can cost money (local 

incentives). 

Identify the local stakeholders:  What are the 

large � eet owners, what are the available vehicle 

models (maybe at other markets), which are the 

possible fuels to focus on and who can produce and 

distribute these fuels?

Map the local/regional market:  Make a survey of 

the vehicle markets (number of cars sold), type of 

buyers (companies, public), the most common size 

of vehicles etc. 

Make a survey of incentives:  The economy of the 

Alternatively Fuelled Vehicles is vital for the success 

of the policy. If it is much more expensive than for 

conventional vehicles incentives are needed. 

Preparation Implementation Long term perspective

Time range: 1 year 

Ready for implementation? �
Political support 

Stakeholder network

Existing incentives gives enough economic incentives for target groups

Available vehicles and fuels are adequate for target groups

Largest ”  eet operators are willing to start

Examples of incentives are:

National level: 

� Low or no tax on alternative fuels; 

� Lower vehicle tax;

� Lower company car tax;

� Grants for fuel stations for alternative fuels.

Local level:

� Free parking;

� Green procurement;

� Grants for AFVs and fuel stations. 

Preparation

Choice at the pump

Photo: Kristina Birath

The main driving force for introduction of 

Alternatively Fuelled Vehicles for transport are 

problems with air quality and local action plans for 

reduction of greenhouse gases.
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The � rst step of the implementation is to 

prove that the technology works. If people 

get a chance to see that an alternatively 

fuelled car is just like a normal vehicle and 

that no sacri� ces have to be made compared 

to a conventional vehicle it is easier to accept 

the new technology.

National stakeholders
A dialogue with the national stakeholders and 

politicians is important. National incentives 

make the introduction of AFVs easier. 

Other cities
Working together with other cities can be a 

way to show both the fuel and vehicle 

producers the broad demand and interest of 

AFVs. It can also be a measure to get a closer 

dialogue with national authorities and 

politicians.

Address all stakeholders 
The local or regional authority is a neutral 

partner in the work for implementation of an 

AFV strategy. For a successful implementation 

of this strategy it is important to address 

all the key stakeholders at the same time. 

This includes fuel producers and distributors, 

vehicle producers and car dealers as well as 

vehicle buyers.

Preparation Implementation Long term perspective

Time range: 1 year Time range: 3-6 years

Implementation

Refuelling of biogas

Photo: Sven Alexanderson
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