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Background and Company Performance
Industry Challenges
According to the European Automobile Manufacturers Association (ACEA), there are
approximately 285 million vehicles in Europe, which translates to 1 vehicle per every 2
users. Yet an average car sits idle 22 hours per day, while each shared car eliminates 10
to 15 vehicles from the road. Sharing resources is not a fundamentally new model of
social interaction, but the innovative concept of a sharing economy is growing. Over the
years, this principle has evolved into an opportunity to enhance the sustainability of the
current economy while simultaneously yielding various benefits such as emissions
reduction, fuel savings, and return on investment. In addition, high levels of online
connectivity, smartphone penetration, and environmental issues have aided in boosting
car sharing traction. Over the past decade, carsharing has produced a number of business
models and services such as peer–to–peer (P2P), corporate, and traditional modes to
facilitate every segment of customers. Traditional carsharing, which currently has the
largest member base (close to 5.4 million members globally) has further evolved into
station-based and free-floating carsharing models to match the trip type and duration of
its members. Europe leads the global market in terms of carsharing operators (CSOs) and
members with over 2.4 million members across 16 countries.
Two major factors affecting traditional carsharing are high insurance costs and operational
costs such as parking and vehicle maintenance. These factors have caused several CSOs
to shut down operations. Since most CSOs use keyless entry systems and lack resources
to conduct vehicle inspection before and after a trip, minor vehicle damages go unnoticed,
generating considerable repair/maintenance costs on the vehicles. In spite of these
challenges, strong adoption rates from consumers aged 25 to 50 have spurred the growth
of traditional carsharing and have also allowed operators in the transportation industry to
integrate with CSOs to form a strong transit network in urban locations.

Customer Impact and Business Impact
Price vs Performance Value
Bluemove Carsharing (Bluemove), founded in 2010, was one of the few traditional
carsharing operators to launch a pilot P2P carsharing program in 2014. The company,
which currently has a fleet of 220 vehicles, is experiencing significant growth in its
membership (more than 50%) over the past 2 years in Spain. Frost & Sullivan’s research
shows that competitive pricing, in-house technology development, and collaboration with
automobile manufacturers have a considerable impact on the company’s operations, which
helped it expand into 3 cities in Spain (Madrid, Sevilla, and Malaga) within a short time
span of 3 years. Bluemove also offers carsharing services to businesses at extremely low
hourly rates when compared to its competitors.
Best Practices Example: Bluemove’s hourly rate starts at 2 € per hour for an economy
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class vehicle and goes up to a maximum of 5.30 € per hour for a comfort plus vehicle,
with an additional fee of 0.25€ up to 100 km, which reduces to 0.16 € after 100 km.
Customer Service Experience
In a world where businesses need to do more than just sell their product to thrive,
customer service plays a critical role in building relationships and forms a key part of the
promise that a brand makes to its customers. Frost & Sullivan notes that Bluemove not
only offers competitive rates but also includes fuel, insurance, cleaning, support, and
assistance in its service packages. While most CSOs require members to book a vehicle 2
hours prior to pick up, Bluemove allows members to book even 5 minutes before a pick up
through their smartphone or with the help of a customer service representative.
Best Practices Example: Bluemove Carsharing is one of the few operators in Spain which
provide specific packages for long distance trips with unlimited mileage and full insurance.
Brand Equity
Frost & Sullivan is certain that Bluemove enhances its brand image by building up its
superior customer service experience. Initially launching its phase 1 P2P carsharing
program in 2014, the company was able to introduce the concept of carsharing in both
urban neighborhoods and rural areas. Currently, Bluemove operates in Madrid, Malaga
and Sevilla and will be launching its final phase by providing free-floating carsharing
services to its member’s post 2016. The company’s in – house developed technology and
its ability to offer carsharing services in three cities has enabled them to achieve an
annual growth rate of more than 50% in terms of members.
Best Practices Example: Bluemove Carsharing has further enhanced its brand image by
targeting the age groups that are strong adopters of carsharing services. For instance, the
company recently partnered with Homologation Student Services in Madrid to offer free
membership and flexible carsharing services to international students.
Customer Acquisition
In addressing a company’s early stage concern—customer acquisition—most operators
waste a lot of funds in the wrong channels. In a highly competitive market such as
carsharing, it is critical to identify a suitable strategy in order to build a robust network.
Bluemove’s approach to promoting collaborative consumption throughout a city where
major issues such as pollution and traffic congestion prevail helped it gain the support of
local governments and municipalities in setting up parking spaces. This collaborative
consumption approach has also enabled the company to rise funding of nearly 150,000 €
from an investor, CREAS Social Fund. Frost & Sullivan expects these factors to help the
company set up more parking spaces and add one way carsharing model to their
operations post 2016, which in turn will provide easier access and convenience to its
member base.
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Best Practices Example: Bluemove Carsharing also partnered with BiCity to promote
integration of carsharing with public transportation and bike sharing.
Operational Efficiency
One of the major reasons for Bluemove’s success is its ability to target customers of all
segments. While offering packages for individual customers requiring both short and long
distance travel, the company also provides attractive packages to corporate customers. As
most individual members use the service in the evenings or on weekends, Frost &
Sullivan’s research confirms that Bluemove’s strategy to increase its utilization rate by
renting out its fleet to corporate customers during weekdays has helped secure a
comfortable position in the European carsharing market.
Best Practices Example: Bluemove recently partnered with CN Business Center, an
organization that rents out office spaces, to offer discounts of up to 10% to its corporate
members looking to rent out office spaces.
Growth Potential
The growth of a CSO depends on its ability to expand and acquire smaller companies.
Even though carsharing has been growing at unprecedented levels in many European
countries, most operators face the challenge of vehicle fleet maintenance. Bluemove has
been able to tackle both issues by expanding into three cities and also by partnering with
Kia Motors, which has enabled it to increase its fleet size by 140 vehicles. Currently,
Bluemove operates a fleet of 220 vehicles shared between 13,000 members and is
expecting to increase its fleet size to 260 vehicles to reach a member base of 16,000 by
the end of 2015.
Best Practices Example: Bluemove’s expansion into Sevilla was initiated by acquiring
Cochele Carsharing. This strategic move has helped the company set up operations in
Sevilla with the support of the local municipality.

Conclusion
Bluemove Carsharing is able to take advantage of the market scenario and effectively
overcome challenges by adapting to present social and economic trends. Frost & Sullivan’s
independent analysis of the Carsharing market clearly shows that the company’s strategy
of introducing new business models and its ability to partner with other market
participants as well as local governments and municipalities to promote collaborative
consumption enables it to maintain a competitive brand appeal. Further, Bluemove’s plan
to expand into Latin America post 2015 has placed it in a comfortable position from which
to emerge as one of the major participants in the global carsharing industry.
With its strong overall performance, Bluemove Carsharing has earned Frost & Sullivan’s
2015 Customer Value Leadership Award.
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Significance of Customer Value Leadership
Ultimately, growth in any organization depends upon customers purchasing from your
company, and then making the decision to return time and again. Delighting customers is
therefore the cornerstone of any successful growth strategy. To achieve these dual goals
(growth and customer delight), an organization must be best-in-class in three key areas:
understanding demand, nurturing the brand, and differentiating from the competition.

Understanding Customer Value Leadership
Customer Value Leadership is defined and measured by two macro-level categories:
customer impact and business impact. These two sides work together to make customers
feel valued, and confident in their products’ quality and long shelf life.

This dual

satisfaction translates into repeat purchases and a high lifetime customer value.

Key Benchmarking Criteria
For the Customer Value Leadership Award, Frost & Sullivan analysts independently
evaluated two key factors—Customer Impact and Business Impact—according to the
criteria identified below.
© Frost & Sullivan 2015

6

“We Accelerate Growth”

BEST PRACTICES RESEARCH

Customer Impact
Criterion 1: Price/Performance Value
Criterion 2: Customer Purchase Experience
Criterion 3: Customer Ownership Experience
Criterion 4: Customer Service Experience
Criterion 5: Brand Equity
Business Impact
Criterion 1: Financial Performance
Criterion 2: Customer Acquisition
Criterion 3: Operational Efficiency
Criterion 4: Growth Potential
Criterion 5: Human Capital

Best Practice Award Analysis for Bluemove Carsharing
Decision Support Scorecard
To support its evaluation of best practices across multiple business performance
categories, Frost & Sullivan employs a customized Decision Support Scorecard. This tool
allows our research and consulting teams to objectively analyze performance, according to
the key benchmarking criteria listed in the previous section, and to assign ratings on that
basis. The tool follows a 10-point scale that allows for nuances in performance evaluation;
ratings guidelines are illustrated below.
RATINGS GUIDELINES

The Decision Support Scorecard is organized by Customer Impact and Business Impact
(i.e., the overarching categories for all 10 benchmarking criteria; the definitions for each
criteria are provided beneath the scorecard). The research team confirms the veracity of
this weighted scorecard through sensitivity analysis, which confirms that small changes to
the ratings for a specific criterion do not lead to a significant change in the overall relative
rankings of the companies.
The results of this analysis are shown below. To remain unbiased and to protect the
interests of all organizations reviewed, Frost & Sullivan has chosen to refer to the other
key players as Competitor 2 and Competitor 3.
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DECISION SUPPORT SCORECARD: CUSTOMER VALUE LEADERSHIP AWARD
Measurement of 1–10 (1 = poor; 10 = excellent)

Customer Value Leadership

Customer
Impact

Business
Impact

Average
Rating

Bluemove Carsharing

9

9

9

Competitor 2

8

7

7.5

Competitor 3

7

7

7

Customer Impact
Criterion 1: Price/Performance Value
Requirement: Products or services offer the best value for the price, compared to similar
offerings in the market
Criterion 2: Customer Purchase Experience
Requirement: Customers feel like they are buying the most optimal solution that
addresses both their unique needs and their unique constraints
Criterion 3: Customer Ownership Experience
Requirement: Customers are proud to own the company’s product or service, and have a
positive experience throughout the life of the product or service
Criterion 4: Customer Service Experience
Requirement: Customer service is accessible, fast, stress-free, and of high quality
Criterion 5: Brand Equity
Requirement: Customers have a positive view of the brand and exhibit high brand loyalty

Business Impact
Criterion 1: Financial Performance
Requirement: Strong overall financial performance in terms of revenues, revenue growth,
operating margin and other key financial metrics
Criterion 2: Customer Acquisition
Requirement: Customer facing processes support the efficient and consistent acquisition of
new customers, even as it enhances retention of current customers
Criterion 3: Operational Efficiency
Requirement: Staff is able to perform assigned tasks productively, quickly, and to a high
quality standard
Criterion 4: Growth Potential
Requirements:

Customer focus strengthens brand, reinforces customer loyalty and

enhances growth potential
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Criterion 5: Human Capital
Requirement: Company culture is characterized by a strong commitment to quality and
customers, which in turn enhances employee morale and retention

Decision Support Matrix
Once all companies have been evaluated according to the Decision Support Scorecard,
analysts can then position the candidates on the matrix shown below, enabling them to
visualize which companies are truly breakthrough and which ones are not yet operating at
best-in-class levels.
DECISION SUPPORT MATRIX: CUSTOMER VALUE LEADERSHIP AWARD
High

Bluemove
Carsharing

Business Impact

Competitor 3 Competitor 2

Low
Low
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The Intersection between 360-Degree Research and Best
Practices Awards
Research Methodology
Frost & Sullivan’s 360-degree research
methodology

represents

the

360-DEGREE RESEARCH: SEEING ORDER IN
THE CHAOS

analytical

rigor of our research process. It offers a

Emerging
Technologies

360-degree-view of industry challenges,
trends, and issues by integrating all 7 of

Industry
Evolution
Smart Cities
Technology
Obsolescence

Frost & Sullivan's research methodologies.
Too

often,

growth

companies

decisions

understanding

of

make

based

on

their

important
a

New Business
Cultures

Demographics

Crowd
Sourcing

Career
Development

Industry
Expansion

Country
Risk
Competitive
Benchmarking

Buying
Behavior

New Vertical
Markets

Capital
Investments

narrow

Competitive
Strategy

CEO

environment,

leading to errors of both omission and
commission. Successful growth strategies
are founded on a thorough understanding
of market, technical, economic, financial,
customer, best practices, and demographic

Availability
of
Capital

Emerging
Competition
New
Applications

Economic
Trends

Growth
Strategies

Growth
Implementation

Branding
and
Positioning

Segmentation

Needs
and
Perceptions

Sustainability

GeoPolitical
Stability

Industry
Convergence
Disruptive
Technologies

analyses. The integration of these research
disciplines into the 360-degree research
methodology

provides

an

evaluation

platform for benchmarking industry players and for identifying those performing at bestin-class levels.

About Frost & Sullivan
Frost & Sullivan, the Growth Partnership Company, enables clients to accelerate growth
and achieve best in class positions in growth, innovation and leadership. The company's
Growth Partnership Service provides the CEO and the CEO's Growth Team with disciplined
research and best practice models to drive the generation, evaluation and implementation
of powerful growth strategies. Frost & Sullivan leverages over 50 years of experience in
partnering with Global 1000 companies, emerging businesses and the investment
community from 40 offices on six continents. To join our Growth Partnership, please visit
http://www.frost.com.
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