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Sammanfattning 
 
Digitaliseringen har nåt energisektorn och ger energiproducenter, återförsäljare samt 
slutkonsumenter stora möjligheter. Digitaliseringen ger upphov till medvetna slutkonsumenter 
vilket betyder att energiproducenterna och återförsäljarna inte längre besitter all makt, detta då 
energinätet har moderniseras med nya teknologier som kallas smarta nät och smarta mätare. 
Smarta nät kan automatiskt övervaka energiflöden och anpassa sig till förändringar i 
energiförsörjning samt efterfrågan. Smarta mätare å andra sidan ger konsumenterna möjlighet att 
anpassa sin energianvändning både i tid och volym till olika energipriser under hela dagen genom 
att minska energin.  
 
Detta medför att elhandelsbolag måste konkurrera på nya sätt då de riskerar att förlora sin 
verksamhet. Det finns risk för att majoriteten av de över 100 elhandelsbolagen i Sverige kommer 
att förlora sin verksamhet med tiden om data och information inte levereras till 
slutkonsumenterna. Detta hotar även TSU’s verksamhet samt andra företag som tillhandahåller 
IT-lösningar till elhandelsbolag.  
 
Tieto Smart Utility (TSU) har länge erbjudit IT-tjänster till både elhandelsbolag och distributörer 
över hela Norden. I relation ny utvecklade lösningar och de möjligheter och utmaningar som 
skapas av digitalisering och ny teknik som exempelvis smarta mätare ligger de nordiska länderna i 
framkant. TSU ser därför en möjlighet till att öka sin närvaro i västeuropa för att tillhandahålla 
elhandelsbolag med sina tjänster. För att kunna expandera till västeuropeiska länder behöver 
TSU dock en större marknadsförståelse för de olika marknaderna med tanke på exempelvis 
marknadsstorlek, marknadsstruktur och regelverk. Det är stora skillnader i de olika länderna och 
TSU behöver ett strukturerat och heltäckande sätt att öka marknadsförståelsen för bedömningen 
av möjligheter och potentialen på de västeuropeiska energimarknaderna.   
 
Detta examensarbete syftar därför till att utveckla ett ramverk som gör det möjligt för IT-
lösningsleverantörer att genomföra en marknads analys för att bedöma möjligheterna och 



	

potentialen på västeuropeiska marknader som påverkas av smarta mätare och därmed underlätta 
strategiska beslut.  
 
Under detta examensarbete har ett ramverk som bygger på befintliga ramverk utvecklats och 
tillämpats på TSU som en fallstudie. Avhandlingen presenterar ett ramverk för företag som vill 
bedöma marknadsmöjligheter och underlättar strategiska beslut om möjligheten att expanderar 
till andra marknader. Resultatet av denna avhandling har visat att marknadsmöjligheterna för 
TSU är störst i Tyskland, särskilt på grund av marknadens storlek och struktur samt dess status 
för smarta mätare utrullningen. Eftersom IT-lösningsleverantörer vanligtvis erbjuder många olika 
tjänster och lösningar, kan resultaten dessutom användas i större utsträckning för att bedöma 
potentialen beroende på typ av service och lösning. 

 

Nyckelord 

Digitalisering, Europeiska energimarknaden, Europeiska kommissionen, Smarta mätare, marknadsanalys, 
Strategiska beslut, Smarta mätarutrullningen 
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Abstract 
Digitalization is hitting the energy industry by empowering energy producers and retailers, but 
more importantly it’s empowering the end customers and the energy producers and retailers are 
no longer in possession of all power. Due to digitalization, energy networks are being 
modernized and new emerging technologies called smart grids and smart meters have been 
introduced. Smart grids can automatically monitor energy flows and adjust to changes in energy 
supply and demand. Smart meters on the other hand empowers the consumers to adapt their 
energy usage in both time and volume to different energy prices throughout the day by cost-
cutting their energy. 
 
With empowered and conscious end-customers, electricity retailers will have to compete in new 
ways or risk losing their business. There is a risk that the majority of the over 100 electricity 
retailers in Sweden will be wiped out with time if data and information is not leveraged to the 
end-customers. This is potentially also threatening the business of TSU as well as other 
companies providing IT solutions to the energy market.  

For long Tieto Smart Utility (TSU) has offered IT services for both electricity retailers and 
distributors across the Nordics. In relation to recently developed solutions as well as the 
opportunities and challenges created by digitalization and disruptive technologies such as smart 
meters, the Nordic countries are in the forefront. Hence, TSU sees a potential in increasing its 
presence in Western Europe to provide services to the retailers and distributors. However, in 
order to expand to Western European countries TSU seeks to have a greater market 
understanding of the different markets, in terms of for example market size, market structure, 
regulations. The problem is to have a structured and comprehensive way to increase market 
understanding when assessing new West European energy markets due to the major differences 
in each country. 



	

 
This thesis therefore aims to develop a framework which enables IT solution providers to 
conduct a market opportunity analysis in order to increase market awareness and assess the 
opportunities and potential in Western European markets, influenced by the smart-meter roll out 
and thus facilitate strategic decisions.  
 
A framework has been developed on the foundation on existing frameworks and applied on 
TSU by conducting a case study on a market opportunity assessment tool for energy IT solution 
providers. The framework consists of three levels of analysis; European-, Country- and 
Customer Level which intends to identify market opportunities and potential.  
 
This thesis provides a framework for companies who wants to assess market opportunities and 
facilitates strategic decisions regarding the potential of entering the markets. The findings of this 
thesis has shown that the market opportunities for TSU are the greatest in Germany especially 
due to the market magnitude as well as the status for the smart meter roll-out. Furthermore, 
since IT solution providers usually offers many different services and solutions, the findings can 
be used in a larger extent in order to asses the potential depending on type service and solution. 
 
 
Key-words 

Digitalization, European Energy Market, European Commission, Smart Meters, Market analysis, Market 
opportunity, Smart Meter roll-out 
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1. Introduction 
This section presents the background of the study, followed by a small introduction about the case company and the 
specific department which is the commissioner of this study. Furthermore, the problem formulation, the purpose, the 
research questions, the delimitations, the expected contribution and the disposition of the study are presented as 
well. 

1.1 Background 
Did you know that one of the most common questions received by the customer support in a 
large Swedish energy utility company is what their customer number is? (Ferenius, 2016). By 
knowing one's customer number, a customer can monitor their energy consumption and billing 
in real-time through their customer pages, which happens to be one of the most valued services 
by energy customers. But who can actually remember it, find it when they need it or even know 
about the potential cost advantages?  
 
The digitalization phenomenon is influencing the society more than ever before. Business in 
general is going towards a more interconnected way of communication between customers’ and 
suppliers. One of the industries that is affected by the digitalization phenomena is the energy 
industry. Digitalization is hitting the energy industry by empowering energy producers and 
retailers, but more importantly it’s empowering the end customers which look for a choice of 
providers, products and services (PwC, 2016).  
 
Due to digitalization, energy networks are being modernized and new emerging technologies 
called smart grids and smart meters have been introduced (Energimarknadsinspektionen, 2011). 
Smart grids can automatically monitor energy flows and adjust to changes in energy supply and 
demand. Smart meters however empower the consumers to adapt their energy usage in both 
time and volume to different energy prices throughout the day by cost-cutting their energy bills 
(European Commission, 2017a). When smart grids are coupled with smart metering systems 
through e.g. smart meters, the consumers and the suppliers can provide and be provided with 
information such as real-time energy consumption. Furthermore, smart grids can also open up 
the possibility for consumers who produce their own energy to act on prices by e.g. sell excess to 
the grid (European Commission, 2017a). Energy utilities needs to cope with the shift in market 
environment where retail companies are battling in a low margin business and the distribution 
companies need to be regulatory complaint as well as invest in efficient network management 
(Tieto, 2015).  
 
This requires process automation, hence investments in IT solutions and services are essential. 
According to Brock et al., (2014), customers are generating as much data on energy grids as on 
social media. If energy utilities don’t determine their position in the emerging ecosystems they 
might risk losing their market positions. Energy utilities face the enormous opportunity to 
generate and capture value from the data they can and will access now. For long TSU have been 
offering IT solutions and services across the Nordics and are interested in expanding their 
business outside the Nordics. However, according to Hollensen (2004), international expansion 
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decisions are not easy and requires a lot of information about the target market. This requires 
market analysis to identify the potential as well as the risks of expanding their business. There are 
many different market analysis tools and frameworks available such as PEST, Porters 5 forces as 
well as Market Opportunity Analysis (MOA). However, these frameworks are to general and are 
lacking depth for facilitating expansion decisions and making them less complex and more 
efficient.  

1.2 Case Company and Smart Utility department 
Tieto is a Finnish and Swedish IT-consultancy company which is the leading Nordic software 
and service company. The headquarter is located in Espoo, Finland and Tieto has around 14 000 
employees operating in close to 20 countries with the aim of becoming customers first choice for 
business renewal (Tieto, 2017a). Tieto delivers IT-solutions, implementation and delivery 
services as well as consultancy services in many sectors such as Healthcare and welfare, Financial 
services, Forest, Retail and wholesale and Energy utilities.  
 
This study is commissioned by Tieto Smart Utility (TSU), which are working with providing 
comprehensive secure services such as tools and platforms for energy companies; both retailers 
and distributors (Tieto, 2017b). Electricity retailers and distributors can benefit from the 
products provided by TSU as they offer the following solutions to retailers (1) Message handling, 
(2) Billing and Account Receivables, (3) Customer Service and (4) Sales and marketing. 
Furthermore, they also offer (5) Metering automation, (6) Customer Service and Billing, (7) 
Network automation and (8) Operation and maintenance to distributors (Tieto, 2015). These 
services help retailers and distributors increase efficiency and lower costs through automation 
and standardization of business processes (Tieto, 2017c).  

1.3 Problem formulation 
Previously TSU has mainly focused on customers on the Nordic energy market. In relation to 
recently developed solutions and the opportunities and challenges created by disruptive 
technologies such as smart meters, TSU wants to expand their business to Western Europe. 
However, in order to expand to Western European countries TSU seeks to have a greater market 
understanding of the different markets, in terms of for example market size, market structure 
and regulations. The problem is to have a structured and comprehensive way to increase market 
understanding when assessing new markets due to the major differences in each country. 

1.4 Purpose 
The purpose of this thesis is to develop a framework which enables IT solution providers to 
conduct a market opportunity analysis in order to increase market awareness and assess the 
opportunities and potential in Western European markets, influenced by the smart-meter roll out 
and thus facilitate strategic decisions. Furthermore, since IT solution providers usually offers 
many different services and solutions, the findings can be used in a larger extent in order to asses 
the potential depending on type service and solution.  
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1.5 Research questions 
● RQ1: What framework should energy IT solution providers use to assess new markets 

influenced by the smart meter roll-out? 
 
RQ1 was used to create the framework which TSU and other energy IT solution providers can 
use when thinking about assessing new markets influenced by the smart meter roll-out. 
 
Guiding questions used to answer RQ1 were for example what are the: customer energy 
behaviours, market characteristics, strategy and vision of EC, market legislations, customer 
behaviours, customer participation and consciousness and many more. 
 

• RQ2: What are the outcomes of the application of the developed framework?  
 
RQ2 was formulated in order to identify the outcomes of application of the developed 
framework on the real life problem of this thesis.  

1.6 Research contribution 
The authors have identified many methodologies and tools for assessing new markets but as 
theory have shown, no one tool is complete and needs to be adjusted to the given objective and 
market of this study. Hence, this thesis contributes with a proposed structured framework and 
parameters which energy IT solution providers can use for assessing new markets influenced by 
the smart meter roll-out. The framework takes the agenda and vision of EC in combination with 
country and customer changes through the proposed segmentation into account, which thereby 
increases market understanding in order to identify the market opportunity.  
 
Furthermore, the outcome of the proposed framework can, depending on the IT solution 
provider contribute to new ways of evaluating market opportunities. The proposed framework 
contributes through the empirics’ news ways for IT solution providers to position their offerings 
from a market maturity perspective due to the smart meter roll-out. The proposed framework 
gives a comprehensive overlook of the different markets, making it easier for managers to use it 
for communicating with divisions and stakeholders. This makes the proposed framework a 
useful tool for facilitating strategic decisions.  

1.7 Delimitations 
The study was focused on the energy market in Western Europe and more specifically the 
electricity market in the Benelux countries as well as Austria and Germany which is in line with 
the case company’s objective of collecting comprehensive data on the given markets. 
Furthermore, this study solely focuses on electricity retailers and household consumers hence, 
not larger consumers as industries/business and electricity distributors. Furthermore, this study 
does not focus on TSU’s competitors or cultural fit in the Western European markets since this 
research is conducted on assessing market opportunity in regards to e.g. the market size and 
market maturity as well as customer oriented aspects. 
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Moreover, this study will not give an absolute answer to whether TSU should enter any Western 
European market or not; rather it will present findings about each market in order to facilitate 
strategic decisions as well as present which market have the greatest potential. 

1.8 Disposition 
In addition to the introduction Chapter 1, this thesis consists of five other chapters which are 
briefly explained below. 
 
Chapter 2 – The European Energy Market This chapter is considered as relevant for the 
study since it provides the reader an understanding of the European energy market. It presents 
the European Energy markets history, structure, actions and visions. Furthermore, it presents the 
emerging technology and its impact on the European Energy market.  
 
Chapter 3 – Literature review Presents existing theories and frameworks around the field of 
market analysis. 
 
Chapter 4 – Methodology Presents the method used in this research with the aim of presenting 
how the research was conducted and how the research question was approached. The chapter 
begins with the the research process which gives an overview of all incorporated steps taken in 
order to answer the research questions. Furthermore, the methodological approach as well as 
scientific quality of the research is presented and discussed.  
 
Chapter 5 – Result and analysis Present the proposed framework which IT solution providers 
can use for market opportunity analysis. Furthermore, the chapter presents the application of the 
proposed framework on the European energy market and the targeted countries as well as an 
analysis of the findings.  
 
Chapter 6 – Discussion and conclusion Present the conclusion where the research questions 
are answered. Furthermore, a discussion regarding this thesis and its main implications are 
provided as well as suggestions for future studies.  
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2. The European Energy market 
This chapter explains the European Energy market, it presents the European Energy markets history, structure, 
actions and visions. Furthermore, it presents the emerging technology and its impact on the European Energy 
market. 
 
During the 1990s, most of the national electricity and natural gas markets were still monopolised. 
The European Union (EU) and the Member States (MS) decided to open these markets to 
competition gradually by introducing liberalisation directives. The European Union decided to 
(European Commission, 2012): 
 

● Distinguish clearly between competitive parts of the industry (e.g. supply to customers) 
and non-competitive parts (e.g. operation of the networks) 
 

● Oblige the operators of the non-competitive parts of the industry (e.g. the networks and 
other infrastructure) to allow third parties to have access to the infrastructure 
 

● Free up the supply side of the market (e.g. remove barriers preventing alternative 
suppliers from importing or producing energy) 

 
● Remove gradually any restrictions on customers from changing 

 
● Introduce independent regulators to monitor the sector.  

 
The first liberalization directives were adopted in 1996 regarding electricity and 1998 when it 
came to gas and should be transposed into Member States' legal systems by 1998 for electricity 
and 2000 for gas. Deregulation of the energy market in Sweden, Denmark and Finland were 
already in the making. The plans went into action resulting in Sweden deregulating its energy 
market January 1 1996, following the ability of allowing the end consumers to actively and freely 
choose electricity retailers (Energiföretagen, 2017). The second liberalization directives were 
adopted in 2003 and were to be transposed into national law by Member States by 2004 but with 
some provisions entering into force only in 2007 (European Commission, 2012). 
 
In 2009 EU introduced the ‘Third Energy Package’, with the purpose of further open up the gas 
and electricity markets in the EU. Some of the core components of the third package included 
ownership unbundling, meaning the separation of companies both generating and selling e.g. 
electricity from their own transmission networks (European Commission, 2009).  
 
The EU established a National Regulatory Authority (NRA) for each MS with the task of being a 
regulating organ, for example proposing new energy laws in the domestic country by taking into 
account EU directives (European Commission, 2009). In 2011, EU also provided the NRA’s a 
forum to work together through the establishment of the Agency for the Cooperation of Energy 
Regulators (ACER) (ACER, 2017). ACER thereby fosters cooperation among European energy 
regulators and ensures that both market integration and harmonization of regulatory frameworks 
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of the EU energy policy objectives are achieved (ACER, 2017). According to ACER, market 
integration and harmonization of regulatory frameworks of the EU energy policy aim to create 
(ACER, 2017): 
 

● A more competitive, integrated market which offers consumers more choice  
 

● An efficient energy infrastructure guaranteeing the free movement of energy across 
borders and the transportation of new energy sources, thus enhancing security of supply 
for EU businesses and consumers.   
 

● A monitored and transparent energy market guaranteeing consumers fair, cost-reflective 
prices and the deterrence of abusive practices.  

This makes ACER according to themselves a central institution in the creation of a Single 
Energy Market to the benefit of all EU consumers (ACER, 2017). However, The Council of 
European Energy Regulators (CEER) was established already in the year 2000 to be the voice of 
independent Energy regulators (CEER, 2017). Today CEER is a platform for the NRAs to share 
best practices, cooperate and work cross-borderly and raise their opinions on EU and 
international level. CEER also shares the objective and aim of seeking to facilitate the creation of 
a single, competitive, efficient and sustainable EU internal energy market (CEER, 2017).  

2.1 Creation of the European Energy Union  
A European Energy Union  
            
In early February 2015, the EU set out a strategy regarding an Energy Union due to ageing 
infrastructure, uncoordinated policies and poorly integrated markets. EU consumers, households 
and businesses did not benefit from increased choice or from lower energy prices even though 
previous introduced EU directives regarding deregulated markets. Therefore, the EU suggested 
that it was time to complete the single energy market in Europe (European Commission, 2015a). 
The EC proposed a strategy for an Energy Union, with the goal of an ambitious climate policy at 
its core (sustainable, low-carbon and climate-friendly economy that is designed to last), give EU 
consumers - households and businesses - secure, sustainable, competitive and affordable energy 
(European Commission, 2015b). The EC further stated that achieving this goal would require a 
fundamental transformation of Europe's energy system (European Commission, 2015b). The 
vision is an Energy Union speaking with one voice in global affairs and where MS depend on 
each other to deliver secure energy to the citizens. EC stated themselves a vision of an integrated 
continent-wide energy system where energy flows freely across borders and is based on 
competitions and best possible use of resources, where markets are regulated at EU level where 
necessary.  
 
Furthermore, EC also has a vision of strong, innovate and competitive European companies that 
contribute to R&D of industrial products and technology needed to deliver energy efficiency and 
low carbon technologies inside and outside Europe. Finally, EC stated that “most importantly is the 
vision of an Energy Union with citizens at its core” (European Commission, 2015b), and “where citizens 
take the ownership of the energy transition, benefit from new technologies to reduce their bills, participate actively in 
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the market, and where vulnerable consumers are protected” (European Commission, 2015b).  
 
To quote the statement, “We have to empower consumers through providing them with information, choice 
and through creating flexibility to manage demand as well as supply. We have to move away from a fragmented 
system characterised by uncoordinated national policies, market barriers and energy-isolated areas.” (European 
Commission, 2015b). By 2015, EC wanted to empower the end customers but also disrupt 
traditional business models and technologies. EC mentioned that energy differences in countries 
cannot continue. EC gave the example of that the European Union has energy rules set at 
European level which in practice is 28 national regulatory frameworks (composed by the NRAs), 
were 28 different frameworks are contributing to differences.  
 
Although the incentives to create a more competitive market, EC stated in 2015 that an 
integrated energy market is needed to create even more competition, lead to greater market 
efficiency through better use of energy generation facilities across the EU and to produce 
affordable prices for consumers European Commission, 2015b). EC also criticized the retail 
market by stating it is not functioning properly as of 2015 (European Commission, 2015b). 
According to the EC, household consumers lack the ability to choose more freely and from a 
greater amount of suppliers, but also to little control over their energy bills (European 
Commission, 2015b). Finally, EC also states that a high percentage of European households 
cannot afford to pay their energy bills which EC states is unacceptable (European Commission, 
2015b).  
      
The new strategy and vision 
The above facts contributed to the new strategy composing of what EC says are five mutually-
reinforcing and closely interrelated dimensions to bring greater energy security, sustainability and 
competitiveness (European Commission, 2015b). In the report by the EC (European 
Commission, 2015b), there are also specific initiatives and agendas within each sub key point. 
The dimensions and sub key points are: 
 

● Energy security, solidarity and trust 
○ Diversification of supply (energy sources, suppliers and routes)  
○ Working together on security of supply     
○ Stronger European role in global energy markets 
○ More transparency on gas supply 

 
● A fully integrated European market      

○ The internal market’s hardware: connecting markets through interconnection 
○ Implementing and upgrading the internal energy market’s software  
○ Enhanced regional cooperation within a common EU framework  
○ A new deal for consumers      
○ Protecting vulnerable consumers  

 
● Energy efficiency contributing to moderation of demand    

○ Increasing energy efficiency in the buildings sector    
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○ Towards an energy-efficient, decarbonised transport sector 
 

● Decarbonising the economy     
○ An ambitious EU Climate policy       
○ Becoming the number one in renewables   

 
● Research, Innovation and Competitiveness 

 
However, the specifics are not relevant to understand for this research, since the European level 
is analysed on a macro level. Therefore, it is more important to consider EC’s long term 
ambitions for the European Union.  
Figure 1 presents the vision of the European Energy market as of 2025 as stated by ACER in 
2014 (ACER, 2014). 
 

 
Figure 1 The Electricity market in 2025 as stated by ACER (2014).  

2.2 A new deal for customers  
After EC conducted a consultation of the energy retail markets (European Commission, 2014a), 
the “Delivering a New Deal for Energy Consumers” (European Commission, 2015c) was 
presented due to that retail energy markets have not kept up with the energy transformation set 
by the EC. EC identified obstacles to households, consumers, industries and business, 
preventing them from fully benefitting from the ongoing transition, meaningfully controlling 
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their consumption, and lowering their bills (European Commission, 2015c). The Obstacles EC 
identified were: 
 

● The lack of appropriate information on costs and consumption, or limited transparency 
in offers, makes it difficult for consumers (or reliable intermediaries and energy service 
companies, such as aggregators, acting on their behalf) to assess the market situation and 
opportunities. 

 
● Increasing proportion of network charges, taxes and particularly levies in the average 

final household electricity bill.  
● Insufficient competition in many retail markets, a lack of reward for active participation, 

and difficulties in switching act as disincentives. 
 

● Insufficiently developed markets for residential energy services and demand response 
narrow consumers' choices. 

 
● Preventing consumers from self-generation and self-consumption reduces potential gains 

to them. 
 

● Unequal access to information and high entry barriers for new competitors slow down 
the adoption of available advanced technologies and practices such as smart metering, 
smart appliances, distributed energy sources and energy efficiency improvements. 

 
EC consumer centric vision aims to include better linkage of wholesale and retail markets, but 
also the ability of taking advantage of new technology. New and innovative energy service 
companies should enable all consumers to fully participate in the energy transition, managing 
their consumption to save them money and contribute to an overall reduction of energy 
consumption (European Commission, 2015c). EC therefore set the act of creating a three-pillar 
strategy (European Commission, 2015c) to deliver a new deal for energy consumers. The pillars 
and sub key points are: 
 

● Empowering consumers to act 
○ Saving money and energy through better information 
○ Giving consumers a wide choice of action 

■ Switching suppliers – benefiting from increased comparability 
■ Realising the value of flexibility through demand response 
■ Reducing energy bills through self-generation and consumption 
■ Increasing consumer participation through intermediation and collective 

schemes 
○ Maintaining full protection for consumers 

 
● Making smart homes and networks a reality 

○ Metering infrastructure should guarantee technical interoperability as well as 
consumer access to their consumption data via an open standard non- 
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proprietary interface 
○ Realising the standardisation bodies already delivered 
○ Member States and the industry should make full use of the European Structural 

and Investment Funds and the European Fund for Strategic Investments to co-
finance smart technology deployment  

 
● Special attention to data management and protection 

○ Effective and direct access to data to the customer and any third party designated 
by the consumer 

○ For value-added services, only third parties authorised by the consumer must 
have access to consumer's consumption and billing data 

○ The energy sector must remain at the forefront of protecting data security as well 
as privacy and data protection of all consumers 

 
To summarize EC’s Energy Union strategy as of 2015, the EC has stated the Energy Union in 
fifteen action points as can be seen in Appendix A. 

2.3 Latest EC Evaluation of the Energy markets 
The latest pertinent and comprehensive report on the electricity market from the EC is a two-
part evaluation report released 30 November 2016 (European Commission, 2016a) (European 
Commission, 2016b). The report analyses to what extent the existing legislation was successful in 
achieving its goals. The object of the evaluation was the latest reform of the regulatory 
framework – the 'Third Energy Package' which dates back to 2009 and is described in the 
beginning of this chapter. EC states that the purpose of this was to identify and weigh options 
for a future reform of the regulatory framework. Some of the key findings from the evaluation 
(European Commission, 2016a)(European Commission, 2016b) contributing to this study are 
presented below:  
 
Progress 
EC found overall that the Third Package has positively contributed to competition and 
performance of the internal electricity market. Furthermore, the initiatives to further increase 
competition and remove obstacles to cross-border competition in electricity markets has 
generally been effective, and that active enforcement of the legislation has led to positive results 
for electricity markets and consumers. The reinforced rules regarding unbundling has had a 
positive effect on competition and limited problems of market foreclosure. EC also states that 
markets today are less concentrated and more integrated than in 2009. New rules aimed to 
removing barriers to cross-border trade and enhances cooperation between TSOs and NRAs has 
contributed to increased liquidity of electricity markets and a significant increase in cross-border 
trade. This has resulted in more competitive wholesale markets and to lower wholesale prices. 
 
Obstacles 
However, EC states that even though the success of the Third Package, there are remaining 
obstacles and a limited success in developing the internal electricity market further to the benefit 
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of customers. There is still a limited cooperation between national grid operators and regulators, 
preventing effective cross-border solutions and possible cross-border flows.  
 
Wholesale and retail markets 
EC states that retail markets competition could be significantly improved. Electricity prices still 
vary significantly from MS to MS for what EC call non-market reasons. Prices have risen steadily 
for households as a result of significant increase in non-contestable charges such as network 
charges, taxes and levies. EC also states that evidence from market structures and conduct 
indicators shows poor competition and may help explain lacklustre consumer satisfaction and 
engagement in the energy markets. EC states also that poor competition may explain the slow 
deployment of innovative retail products such as dynamic price supply contracts. Some Member 
States still practice a form of blanket price regulation for electricity and/or gas, a practice that 
may cause gross market distortions. 
 
Consumer protection 
EC states there is a rising of energy poverty, affecting consumer protection. Energy poverty as 
well as a lack of clarity on appropriate means of tackling consumer vulnerability and energy 
poverty, hamper the further deepening of the internal energy market. EC states that switching 
related fees such as contract terminations charges continue to constitute a significant financial 
barrier to consumer engagement. EC also states that poor consumer satisfaction with energy bills 
and poor awareness of information conveyed in bills suggests that there may still be scope to 
improve the comparability and clarity of billing information. 
 
Existing rules are not addressing new developments 
Furthermore, EC states that the commitment to decarbonize the economy led to a steep increase 
of energy generated from renewable energy sources (RES). Short-term markets play a key role 
today as most RES generation are only predicted shortly before the actual production due to 
weather uncertainties). Furthermore, most electricity from RES is produced de-centrally and fed 
into the local distributions grid. EC states that the market design rules of the Third Package, are 
based on the predominant generation form of the last decade, central large-scale fossil fuel-based 
power plants. 
 
There has been a dramatic increase of state interventions into the electricity market. Sub-optimal 
rules for the support of RES generation has had the unintended effect to distort the wholesale 
market price signal.  Uncertainty about the ability of the new market to motivate sufficient 
investments has led many Member States to introduce national subsidies aiming at protecting 
existing generation or triggering new so-called Capacity Mechanisms. State interventions had a 
significant impact on the market price signals of the market to guarantee lower consumer prices 
investment signals and to limit cross-border trade. However, state interventions also translated 
into higher transmission tariffs, ultimately neutralizing the positive developments on wholesale 
electricity markets and driving up prices for end customers at the retail level. The volumes of 
electricity trade affected by such state interventions contracted under such mechanisms have 
increased significantly in the last years, with increasing impacts on functioning of the internal 
electricity market. 
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EC states dramatic changes have also taken place on the technological side. Power exchanges 
(PX) and market coupling are facilitating wholesale trading while digitalization of energy markets 
and metering increasingly allows to use so-called 'demand response' solutions, enabling the 
demand of industry, businesses and households to participate in electricity markets. However, 
EC states that current legislation has not been effective in removing primary market barriers 
especially for independent demand response service-providers and creating a level playing field 
for them. Current legislation has not also been designed to address currently known challenges in 
managing large, commercially valuable consumption data flows. Technological progress allows 
distribution system operators to reduce network investments by locally managing the challenges 
posed by increasing amounts of distributed RES directly connected to distribution systems. 
However, outdated regulatory frameworks prevent them from operating more innovatively and 
efficiently. The increased use of online comparison tools is changing the way consumers interact 
with the retail market. EC also states that the nature of the transformation of Europe's energy 
system and the gap in the existing legislation to deal with these changes has been clearly 
confirmed by stakeholders. 
 
Overall 
Finally, EC states that overall the Third Package has partially fulfilled its original mission and 
created a stable market approach, on which further legislation should be built on. However, retail 
level competition could be significantly improved and consumer protection could be 
strengthened further to ensure full benefits to all EU consumers. EC states also that existing 
rules are not fully adapted to deal with the recent changes in electricity markets effectively. Both 
the direction and speed of the changes had not been foreseen by the Third Package, creating a 
clear rationale to update market rules so that they may be able to cope with the reality of today's 
energy system. 

2.4 Emerging technology and its impact on the energy market 
Smart grids are efficient networks which uses digital technologies such as smart meters in order 
to monitor and manage electricity transport from all generation sources to meet the varying 
electricity demands of end-users (IEA, 2011). Smart meters enable a two-way flow of 
information which provides customers and electricity retailers with data on electricity price and 
consumption, including the time and amount of electricity consumed which can ensure more 
accurate electricity bills (IEA, 2011). Smart metering deployment is deemed to enable better 
choices and lower the consumer's costs by allowing the consumers to be able to monitor their 
consumption more frequently and effectively. Furthermore, the consumers are also enabled to 
sell their generated electricity through e.g. solar panels to the electricity grid (IEA, 2011).  
Moreover, it simplifies supplier switching processes, gives better energy consumption 
information to consumers and energy suppliers as well as enabling demand response services 
(European Parliament, 2015).  
 
European Parliament (2015) emphasize the importance of smart grids which are necessary to 
ensure an economically efficient sustainable power system with low losses and high security and 
quality of supply and safety. Furthermore, European Parliament (2015) stated that the energy 
efficiency and CO2 emissions can be improved by using smart grids. Hence, in 2009 a smart 



13	
	

grids task force was set up in the EU to develop common standards and technical requirements 
for smart metering systems (European Parliament, 2015). The smart grid task force 
recommended the smart metering system roll-out across the EU but the final deployment 
decision was to be taken by member states which could see a positive cost benefit analysis 
(CBA). The CBA findings set a basis for future smart metering deployment in the EU where 
positive findings meant that the member states were expected to equip at least 80% of 
consumers with smart meters by 2020. However, a full-scale smart metering deployment can also 
be preceded by member states without a detailed CBA, which is an option which Spain and Italy 
have pursued. Already in 2011, €5.5 billion was invested in about 300 smart grid projects across 
EU member states with €300 million coming from the EU budget (European Parliament, 2015a). 
EC’s (2014b) benchmarking report reflected on the smart metering roll-out across the EU which 
showed a mixed picture, indicating that the smart metering roll-out is not overwhelming 
throughout Europe yet. In 2014 only three member states were in the forefront in the smart 
metering roll-out plans while another 13 member states were at different stages of the process 
but declared intentions in proceeding with a large-scale roll-out by 2020, while others declared 
smart metering roll-out only for selected groups of customers as shown in Figure 2 below. The 
member states in the forefront had installed around 45 million smart meters which is a number 
that represents 23% of recommended installations in the EU by 2020 (European Parliament, 
2015). 

	
Figure 2 Smart meter rollout decision by 2020 in Member states (European Parliament, 2015). 

According to EC (2017b), energy savings heavily depends on the smart meter’s functionality, 
thus smart meters with broad functionality cost more in the short term but yield greater savings 
in the longer run. Almost all member states have delegated the decisions on smart meter 
functionality to nation distribution system operators (DSO) which are the ones who usually own 
them (European Parliament, 2015). In 2017, EC (2017b) proposed that all consumers should be 
entitled to request a smart meter from their supplier and be able to access electricity price 
contracts. Furthermore, the consumers should also benefit from the progressive digitalization of 
the energy market through different functions on the smart meters (European Commission, 
2017a). 
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On the longer run the smart metering systems will lead to substantial cost savings according to 
the EC’s (2014b) benchmarking report where energy costs can be reduced by 3% for the average 
customers and reduced by up to 10% for some customers. However, evidence from the member 
states which are in the forefront in smart metering deployment in Europe show that the energy 
savings are more likely as low as 1-3%. According to EC (2017a) about 200 million smart meters 
for electricity will be rolled out in Europe by 2020 which relates to that close to 72% of the 
consumers in Europe are expected to have a smart meter for electricity. The average cost of 
installing a smart meter in Europe is between €200 and €250 and provides savings of €309 for 
electricity per metering point.  
 
Data Protection 
With complex smart grids systems comes concerns about data protection and the consumer's 
privacy needs to be protected by the internal energy market when providing access to consumer 
data for running business processes (European Commission, 2014b). The privacy concerns are 
especially related to personal details and information about the consumer's energy use pattern. 
EC recommends many data protection and privacy laws for protecting the consumer’s personal 
data in regards to smart metering systems (European Commission, 2017a), and in some member 
states the consumers are allowed to refuse smart meters for data confidentiality reasons 
(European Parliament, 2015). 
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3. Literature review 
This chapter presents the literature review that has been conducted around the field of market analysis, focusing on 
existing frameworks for conducting market analysis.  

3.1 Market Analysis 
According to Johansson (2009) there are several reasons for organizations to enter new markets 
and from a marketing perspective the most natural reason for market entry is due to the market 
potential. Industries today are becoming more global, complex and dynamic with a high level of 
environmental uncertainties which makes it harder to sustain long-term competitive advantage. 
The environmental uncertainty is a threat since it hampers the ability of strategic managers to 
develop effective strategies for the company to be in phase with the external environment 
(Gupta, 2013). Globalization, digitalization, new emerging technologies and social changes puts 
pressure on a company's competitive advantage thus they struggle with adapting to the new 
uncertain environment (Golicic et. al, 2003).  
 
According to Greening et al. (1996) expansion into markets in foreign countries is an excellent 
way for a company to grow. However, Omar and Porter (20122) states that there is no doubt 
that cultural differences could be seen as a big threat for companies, and therefore should choose 
a target market with similar culture as the home country. 
 
Carson et al. (2001) states that companies’ decisions regarding market entry are often dependent 
of market analysis. Furthermore, Craig and Douglas (2005) and (Keller and Kotler, 2011) states 
that companies need to collect information about market conditions and market demand 
through a market analysis when expanding to new unfamiliar markets since it is important to 
have a good market intelligence in order to identify, create and sustain a competitive advantage. 
The market analysis should e.g. evaluate costs, benefits and risks of entering each market and 
thereby select those markets that have the highest potential (Griffin and Pustay, 2013). 
Furthermore, Kotler (2005) stresses the importance of companies having knowledge of political 
and legal factors in the market of which they are operating in as well as the size of the market 
and its growth. Moreover, Kotler (2005) states that understanding the customers, by looking at 
both their potential and their needs, is an important step when conducting a market analysis.  
 
Craig and Douglas (2005) highlights that market analysis are crucial to conduct in order to 
facilitate future decision processes and develop effective strategies in a specific market.  
However, despite the importance of market analysis Moeini et al. (2012) states that many 
companies face unexpected challenges when entering new markets due to the lack of accurate 
and complete market analysis. Moreover, according to Yip and Hult (2012), evidence proves that 
companies which applies a global strategy can gain competitive and financial benefit from it. 
However, Craig and Douglas (2005) states that global scale marketing is more complex than 
marketing in a company's domestic market since understanding the global markets is significant 
in order to become successful on new markets which involves knowledge about competitors, 
customers, culture as well as legal and political factors.  
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3.2 Existing Market Analysis and Assessment Frameworks 

3.2.1 PEST 
The PEST framework was initially developed by Francis Aguilar in 1967 (Aguilar, 1967) and is a 
tool to identify the external factors that influence an organization. The PEST framework, which 
stands for Political, Economic, Social and Technological, can for example be used to scan the 
business environment and macro factors of a specific market (Kotler, 1998). Kotler (1998) 
further states that the PEST framework is a useful strategic tool for understanding market 
growth or decline, business position, potential and direction for operations. The results from the 
analysis can be used to both take advantage of opportunities and to plan against threats when 
preparing business and strategic plans (Barney, 1991). Thereby, PEST is useful when a company 
decides to enter its business operations into new markets and countries (Abdullah and Shamsher, 
2011).  
 
After its initial introduction, further variations of the framework have arisen such as the 
PESTLE, STEPE and STEEPLED to name a few. The variations add further factors such as 
Legal, Environmental and Demographical as some examples. Furthermore, the PEST analysis 
has been used in many different studies and fields such as the automobile industry (Xiaomei et 
al., 2009), online payment services (Lao and Jiang, 2009), construction industry (Pulaj and Kume, 
2013) and logistics industry (Von der Gracht and Darkow, 2010) to name a few  
 
There are different aspects to consider within each dimension of the PEST framework and differ 
depending on the objective of the analysis. Following are some factors Kotler (1998) has stated. 
The Political dimension is used to analyse for example regulations on the market, political 
stability, governmental policies, tax policies, price and trade regulations to name a few. The 
Economic dimension helps analysing for example industrial growth, GDP per capita, number of 
consumers, business cycle stage (prosperity, recession etc.) and inflation. The Social dimension 
analyses for example demographics, culture, lifestyle, attitudes human and index. The final 
dimension, Technological, analyses the technological development, impact, cost and diffusion 
rate to name a few. 
 
The PEST framework has previously been criticized in literature. Researchers has considered it 
as a general tool, making it difficult for organizations to use it to scan a market in all of the 
chosen dimensions and how to best apply it (David, 2012). According to Gupta, (2013), different 
PEST analyses are needed for different regions due to trends occurring at different rates and 
locations. Furthermore, the author state that the value of the PEST analysis relates directly to the 
quality of the effort put into it. One crucial aspect of the results of the PEST analysis is that they 
tend to be highly influenced by the opinions of the ones performing the analyses, leading to 
confusion or neglecting of critical aspects (David, 2012; Gupta 2013).  

3.2.2 Market Opportunity Analysis; MOA 
A market opportunity analysis (MOA) is a process that can be used to evaluate the opportunities 
of entering or expanding operations in particle markets (Golicic et. al, 2003). The process 
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involves assessing five interrelated activities to determine the opportunity of pursuing the 
market. These activities are segmentation analysis, demand analysis, channel analysis, industry 
analysis and competition analysis. Each activity has different focus and a basis for assessing the 
key determinants of market opportunities are provided by each of these (Woodruff and Gardial, 
1976). Woodruff and Gardial (1996) have proposed a framework for MOA consisting of five 
steps when trying to describe the analysis process of a customer-oriented-solution systems. The 
MOA framework is presented in Figure 3 below and gives a holistic view of the steps.  
 

 
Figure 3 The market opportunity analysis (MOA) framework, adapted from Woodruff and Gardial (1996). 

In step one decision makers are focusing on a macro-environmental analysis which involves 
forces outside the organisation which can impact on the market opportunities. Political, 
economic, social, technological, environmental and legal forces are the forces which can have an 
impact on the market opportunities, hence they need to be examined (Stevens, 2012) (Woodruff 
and Gardial, 1996). By being aware of the forces impacting the market, firms can position 
themselves to minimize the negative impact and focus on leveraging positive impacts. In step 
two decision makers are focusing on identifying the specific markets the company serves or 
intends to serve as well as the different customers’ segments (Woodruff and Gardial, 1996). This 
phase is crucial in order to help understand the markets and delimit the segments and 
products/services in which the company will serve. 
 
In step three decision makers are focusing on a historical view by analysing of customers, 
competitors and suppliers in qualitative and quantitative form. The analysis involves collecting 
information about customers, competitors and suppliers as well as identifying short-term 
changes and long-term trends in the market. This phase aims at determining the size of the 
market and the characteristics of it, hence the minimum requirement necessary to enter the 
market is established from results from this stage (Stevens, 2012) (Woodruff and Gardial, 1996). 
In step four decision makers focus on market demand forecasting to evaluate the opportunities 
of entering the identified markets by analysing the information collected in phase three 
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(Woodruff and Gardial, 1996). The last step involves combining an internal analysis of the 
company's capabilities with the the analysis from the four previous phases to evaluate the market 
opportunities (Woodruff and Gardial, 1996). 
 
According to Avest (2009) and Zhao (2011) the MOA framework describes the use of each step 
but it lacks a specific description of the steps which needs to be taken hence the usage quality 
will differ depending on situations. According to Casvusgil et. al. (2004) this means that the 
framework is to general with room for interpretation and therefore the framework is difficult to 
apply to analyse a specific market. Furthermore, Gruber et al. (2008) argues that one of the 
pitfalls with the framework is that its application on complex real world business problems is too 
low due to its static nature.  

3.3. Target Marketing - STP 
Target marketing is the process of breaking down a market into segments to identify and 
concentrate products or services to customers who needs most match the organization's 
offerings (Keller and Kotler, 2011).  Identifying the target segment and meeting the needs of the 
customer are very important facts of a successful product in a niche market. A target market is 
according to Cahill (1997) simply the market or segment which the organization aims its 
marketing efforts. Cahill (1997) state that target marketing is important because it forces a 
strategic focus to the organization to look at realistic approaches to customers and the 
organization's offerings. He also states that it requires organizations to look outside the firm 
towards the customers and markets instead of inside.  
 
Keller and Kotler (2011) describes the STP process (Segmentation, Targeting and Positioning) as 
the process to successful marketing. Segmentation refers to the activities of splitting customers, 
or potential customers, in a market into different groups or segments (Dunbar and MacDonald, 
2012). Targeting is the process of selecting one or multiple market segments to enter while 
Positioning is the process of establishing, communicating and selecting benefits of the 
organization's market offerings (Keller and Kotler, 2011). Thereby an organization's offerings 
can be plotted on a matrix depending on offerings and markets.  

3.3.1 Market segmentation 
Keller and Kotler (2011) state that a market segment consists of a group of customers who share 
a similar set of needs and wants. Dunbar and MacDonald (2012) defines market segmentation as 
the process of splitting customers, or potential customers, in a market into different groups, or 
segments. Kotler and Armstrong (2009) outline the essence of market segmentation as a method 
to differentiate how consumers behave and what they need by using socioeconomic and 
psychographic variables. Market segmentation is crucial in order to understand the value 
different groups of customers in different markets are looking for (Dunbar and MacDonald 
2012), in other words the customers’ potential. Weinstein (2004) also states that market 
segmentation is central to marketing strategy and a key decision area for organizations in all 
sectors. By segmentation, different behaviours, characteristics or needs can be identified and 
right product match for the targeted market can be set (Kotler and Armstrong, 1999). 
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However, it is important to understand that markets are not homogeneous and are divided into 
segments, thereby entailing great impact on corporate strategy development (Dunbar and 
MacDonald 2012). Therefore, market segmentation is central to marketing strategy and a key 
decision area for organizations in all sectors (Weinstein 2004). 
 
Due to the nature of different industries, markets and customers, there isn’t a one-way unique 
approach to segment a market. This implies that segmentation is specific to a certain industry, 
market and transaction type (B2B or B2C). Organizations have to therefore consider market-
specific variables. Furthermore, Aaker (1995) states that it is difficult to identify segments and 
variables. The variables then need to be evaluated on the basis of their ability to identify 
segments for which different strategies can be pursued (Aaker, 1995). Only after the definition of 
segments can decision makers evaluate what segments presents the greatest opportunities for 
businesses (Aaker, 1995). 
 
Although segmentation is unique, it exists generic variables that are commonly used to divide 
markets, which in turn differ depending on Business to Consumer (B2B) or Business to Business 
(B2B markets which are elaborated on below. Keller and Kotler (2011) have suggested 
demographic, geographic, psychographic and behavioural as variables to be used as basis for 
segmentation in B2C markets. The segmentations can further be explained as: 
 

● Demographic: division based on age, gender, income, generation, social class, nationality 
etc. 

● Geographic: division based on nations, region, states, cities etc. 
● Psychographic: division based on lifestyle, opinions, personality traits, norms, values, etc.  
● Behavioural: division based on attitudes, buyer-readiness, usage, user status, loyalty 

knowledge, use and response to a product etc. 
 
However, B2B markets are suggested to be segmented differently due to their complexity (Keller 
and Kotler, 2011). Likewise, there are different ways to segment B2B markets. Keller and Kotler 
(2011) suggest that these markets can be segmented according to e.g.  
 

● Demographic: what type of industry, location, company size etc. 
● Operating variable: technological focus, user or non-user status, customer capabilities etc.  
● Purchasing approaches: power structure, purchasing policies, criteria’s, buyer-seller 

relationship etc. 
● Situational factors: urgency, specific or non-specific application offering, order size etc. 
● Personal characteristics: buyer-seller similarity, risk attitude, customer loyalty etc. 

 
Finally, Keller and Kotler (2011) state the five criteria’s measurable, substantial, accessible, 
differentiable and actionable for effective market segmentation.  
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4. Methodology  
This chapter aims at presenting how this study has been conducted and the reasons that justify the chosen methods. 
The chapter begins with a description of the research process followed by the different methods used for data 
collection and analysis is presented, discussed and motivated. Finally, the chapter closes with discussion about the 
validity, reliability and generalizability of the study.  

4.1 Research process 
Figure 4 bellow is an illustration of the research process of this thesis. The boxes are explained in 
the paragraphs below. 

 
Figure 4 Overview of the process used by the authors of this thesis to answer the research questions. 

Pre-study; Identify Company Issue -  Initially, TSU announced that they needed to analyse 
the Western European electricity markets for new business opportunities. However, due to the 
open nature of of the problem a pre-study was conducted in order to gain knowledge and 
understanding of the subject and to identify the scope- and purpose of the research. In the pre-
study interviews was held with representatives from TSU in order to get a deeper understanding 
of the problem. The interviews gave a clearer picture of the problem and the underlying issues of 
the problem were obtained. Moreover, the pre-study provided an understanding of the European 
Energy market.  
 
Theoretical Assessment - A theoretical assessment was conducted with the purpose of 
acquiring information for general understanding of the topic of market analysis and assessment. 
This served as the basis for understanding the current theoretical field for constructing the new 
proposed framework.  
 
Proposed Framework - The proposed framework was developed on the foundation of existing 
frameworks and served as a basis for the thesis scope, research and academic contribution. With 
the formation of the proposed framework, research question one could be answered. 
 
Analysis of the Proposed Framework -  The proposed framework was analysed, which gave 
rise to the next step; Identifying key parameters and data collection.  
 
Identifying key parameters and data collection - In this step the key parameters for 
identifying and understanding the Energy Markets in the different MS’s was identified. This was 
an iterative process as data was collected and analysed simultaneously in order to sort out the 
relevant findings for the research. 
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Data analysis and application of proposed framework -  From the data collection and in 
consultation with TSU, the final parameters for the proposed framework was determined 
iteratively. This provided the proposed framework with depth and concrete parameters to use 
when analysing the MS’s. Towards the end of the research, the proposed framework was applied 
on TSU’s problem in order to evaluate it in a real world context. This in combination with the 
previous steps helped to fully answer research question two. 
 
Conclusion - Conclusions regarding this thesis in relation to the research questions are 
presented in this chapter. Finally, in this stage the study also reviewed academic, managerial and 
sustainability implications as well as future studies. 

4.2 Methodological approach 

4.2.1 Research paradigm  
There are two types of research paradigms which are philosophical frameworks that guides how 
scientific research should be conducted; positivism and interpretivism. These two paradigms 
guide the research based on “people’s philosophies and their assumptions about the world and 
the nature of knowledge” (Collis and Hussey, 2014). Positivism is originated from natural 
science, assuming that social reality is singular, objective and not affected by investigating it. Here 
a deductive process is used to provide explanatory theories to understand a social phenomenon 
(Collis and Hussey, 2014). On the other hand, interpretivism emerged due to criticism against 
positivism. Interpretivism assumes that social reality is in our minds, subjective and multiple. 
Here an inductive process is used to provide interpretive understanding of a social phenomenon 
within a specific context (Collis and Hussey, 2014). Furthermore, it is important to note that 
under the interpretivism paradigm, knowledge comes from subjective evidence from participants 
and the researcher interacts with the phenomena under study. Also, there are multiple realities, 
the findings are biased and value-driven and categories are identified during the process as the 
researcher studies the topic within its context and uses an emerging design (Collis and Hussey, 
2014). 
 
Due to the nature of this study, the research paradigm was set around interpretivism which tends 
to produce rich, subjective and qualitative data (Collis and Hussey, 2014). Furthermore, 
interpretivism tends to generate new theories, have a natural location and use small sample sizes. 
It’s also important to note that interpretivism allow findings to be generalized from one setting 
to another familiar setting with high validity but with low reliability (Collis and Hussey, 2014). 
Positivism tends to have the opposite attributes, which did not fit the research. 

4.2.2 Logic of the research 
Collis and Hussey (2014), defines inductive research as where theories are elaborated and 
emerged from studying a phenomenon in reality, concerned with generation of new theory 
emerging from the data. In comparison, deductive research focus on testing hypotheses or 
theories, often by empirical observations. Furthermore, Collis and Hussey (2014) state that the 
aim of this type of research is to look and identify patterns and ideas and develop theory or 
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conclusions rather than test a hypothesis.  
 
According to Ghauri and Grönhaug (2010), conclusions that are drawn from qualitative research 
which most often is used in inductive research, are not always true since they are based on a few 
empirical observations. On the other hand, the conclusions that are drawn from deductive 
research which is most often used in quantitative research, don’t always concur with reality 
although they are logical. Furthermore, Ghauri and Grønhaug (2010) state that the two above 
described logics are not completely disassociated, therefore often switched in-between during a 
research process contributing to an iterative process.  
 
A semi-inductive, also called abductive by Collis and Hussey (2014) approach was chosen for this 
thesis due to the heavily influence of the qualitative and exploratory nature of the research, while 
still considering different assumptions from theory and statistical data. This in order to be able to 
safe against false conclusions drawn from qualitative research based on few empirical 
observations, in combination with quantitative data which might be logical but not reflect reality 
as stated by Ghauri and Grønhaug (2010). This was necessary due to the emerging digitalization 
of the energy industry in combination with strong regulations and directives from the European 
Commission as well as differences in the smart meter market maturity between the European 
countries. Furthermore, as the aim was to develop a framework based on the empirical findings, 
an abductive approach made it possible. 
 
Furthermore, the research was conducted as an exploratory study due to a lack of previously 
conducted researches about the specific phenomenon. An exploratory research is best suited 
when there is few or no earlier studies about the given phenomenon (Collis and Hussey, 2014). 
Finally, due to the nature of the research some essential parts of the study, such as the research 
questions and problematization were revised during the project. As stated by Blomkvist and 
Hallin (2015), as new insights and knowledge emerge during the study revising them is common.  

4.2.3 Case study 
Yin (2013) argues that case studies are rich, empirical descriptions of a particular circumstance or 
phenomenon and typically based on a variety of data sources. Yin (2013) also state that the case 
study is suitable to investigate a phenomenon in its realistic context. 
 
Collis and Hussey (2014) state that case studies can provide rich empirical data with real insights 
in practice in order to understand a phenomenon and deliver relevant conclusions to the client 
(Collis and Hussey, 2014). According to Boyer and Swink (2008), case studies give the ability to 
examine a topic in great depth, allowing researchers to focus on a specific topic or company(s). 
Furthermore, Blomkvist and Hallin (2015), state that the case study method gives the ability to 
examine the given phenomenon in its natural setting and real-life context, lead to new and highly 
validated insights and can enable the discovery of new dimensions. 
 
For this thesis, a single case study method was chosen due to the specific business problem of 
TSU to contribute to valid, deep, detailed results and conclusions. The approach was suitable 
since the study focused solely on the energy market, specifically the electricity market related to 
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the smart meter roll-out. In the Nordic market where TSU is a leader, the energy market is in the 
forefront. TSU have a product portfolio for all steps in the smart metering deployment and has 
been involved in the smart metering deployment from start to end in the Nordic markets. 
However, TSU needed to be able to assess the potential of the new markets in a simple way 
hence, a single case study was necessary. By using TSU as a case study company, the 
phenomenon could thereby be studied in real-life context. Furthermore, the researchers decided 
to proceed with a single case-study instead of a multiple case-study due to nature of the research 
as well as the time constraints. The use of a case study furthermore allowed the researchers the 
ability to both develop and test the framework while maintaining the context of TSU and the 
European energy market. This through the ability of allowing the study and development of the 
framework to be an iterative process, which would not be the option if the study was for 
example only hypotheses driven with no input from both the market and a real case company 
performing in the given studied context. 

4.2.4 Literature review 
Blomkvist and Hallin (2015) states that a literature review is needed in order to catch up with 
previous research and increase awareness of a subject which helps to ensure the contribution 
area. Furthermore, Collis and Hussey (2014) states that the literature review provides a better 
understanding of relevant information used for data collection and for interpreting the results 
based on previous research. For this research a literature review was conducted with the purpose 
of acquiring information for general understanding of the topic of market understanding and 
assessment. The literature review contributed to the understanding of current theoretical 
frameworks, which later could be drawn upon during the data analysis. Since market assessment 
is a common topic, there is a wide range of literature that covers the area, however there is a lack 
of frameworks which are directly applicable for this research, as shown by the literature. Hence, 
the literature review served as a basis for understanding the current available theory, frameworks 
and for constructing a new proposed framework.  
 
A systematic literature review was performed by using the Primo search engine offered by the 
library of the Royal Institute of Technology (KTH) and Google Scholar. Databases were 
consulted for professional and relevant academic articles and books regarding previous research, 
such as articles about market assessment but also for previous studies about the European 
energy market from reliable authors and sources such as the EC. The Primo search engine also 
provided access to external databases for journals and articles such as ScienceDirect, Dawsonera 
and Emerald Insight to name a few. 
 
The main search terms used in the search for literature were: “market assessment”, “foreign market 
entry”, “market assessment framework”, “market opportunity analysis”, “segmentation”, “target marketing”, 
“PEST”, “market attractiveness”, “customer behaviour”, “market maturity” and “european energy market”.   

4.3 Data sources  
In this study both primary and secondary sources have been used in a combined manner. 
According to Ghauri and Grönhaug (2005), the main differences between these two is that 



24	
	

secondary data is the data collected by others for another purpose while primary data is collected 
by the authors in order to answer to research questions and research problems.  In the chapters 
below the data sources are presented.  

4.3.1 Literature review 
Using the theory from the literature study outlined in the previous chapter together with an 
understanding about the European energy market outlined in chapter 2, the proposed framework 
was developed in order to get a deeper understanding of the different markets. The existing 
theoretical frameworks were to general and lacked the depth needed for the scope of this study, 
hence a new narrowed framework was needed. Hence, the proposed framework enables 
assessing the market opportunities in regards to e.g. the market size, market structure and market 
maturity as well as customer oriented aspects 

4.3.2 Reports  
Reports such as for example qualitative and quantitative studies, regulations, directives and more 
have been gathered, used and classified according to these four main categories: 
 

● EC: Data from the European Commission 
 

● European energy organs: Data from organs such as ACER and CEER 
 

● NRA’s: Data from the NRA’s of the investigated countries 
 

● Other: For example, data from electricity suppliers across Europe and independent organizations such 
as consulting companies or other professional service companies and databases 

 
Due to the nature of this research with focus on many different countries which are difficult to 
reach out to, reports constituted as a very important source of data collection. Gathering 
information from reports has been the main contributor to this research which also was the most 
effective way to understand the markets as a whole from the European level to the country level 
and down to the customer level. Most importantly it allowed relevant insight at the customer 
level where it is difficult to gather first-hand information from such a large group of people from 
five different countries.  
 
In order to gather data on all three levels it was crucial to understand who was in charge of the 
decision makings on the European energy market. Since this research concerns the European 
markets it was obvious that the European Commission (EC) had a leading role in setting 
guidelines for Europe. EC is a trustworthy source and has conducted studies regarding the 
European energy market, hence both reports and statistics from the EC were used for finding 
regulations, trends, key figures and future predictions. Further country specific data was obtained 
through the National regulatory authorities (NRA’s) of each specific country but also through 
the Agency for the Cooperation of Energy Regulations (ACER) which coordinates the work of 
the NRAs. Finally, industry and market reports from consulting- and IT-companies were used to 
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both complement and provide insights to the study. However, these studies have been used in a 
critical manner in order to avoid bias. Finally, the parameters used in the framework were 
identified and chosen through reports and statistics from the EC, ACER and NRA’s which 
highlighted the parameters as characteristics of the energy market. Appendix B presents a table 
from where all data were collected.  

4.3.3 Interviews  
Interviews were conducted in different stages of the study, such as in the pre-study but also later 
on for the empirical gathering. The interviews conducted were classified according to these four 
main categories: 
 

● TSU: Interviews conducted with company representatives 
 

● DSO: Interviews conducted with European energy distributors 
 

● Electricity retailers: Interviews conducted with European electricity retailers 
 

● NRA: Interviews conducted with stakeholders at the different NRA’s 
 
Interviews were conducted and constituted as a complementary data collection method to the 
reports. The interviews were conducted with different parties, among which are company 
professionals, NRA’s, DSO’s and Electricity retailers. Despite the fact that the interviewees did 
not put great emphasis on being anonymous in this research, they will be since the researchers 
do not want this research to affect the interviewees or their work in any way. 
 
TSU: Interviews conducted with company representatives 
Within the company the interviews were conducted with the main aim of understanding TSU’s 
products as well as their vision and criteria’s for entering new markets. Since this study was 
performed together with TSU, their insight was important for the outcome of this research. As 
this research became more profound, more interviews with representatives from TSU were 
required in order to get deeper insights into some aspects that have been considered of high 
importance. Since the study was of importance for future strategic decisions for TSU, several 
interviews were conducted with Head of strategy; T1. The interviews conducted with TSU 
representatives were both open ended and semi-structured which according to Collis and Hussey 
(2014) are to be considered as a proper and efficient method of collecting qualitative data. This 
method enabled additional questions for clarification during the interviews and brought new 
perspectives to the research. Furthermore, informal interviews were also conducted, such as 
quick catch-up’s without an explicit agenda.  
 
The interviews were conducted in Swedish and lasted between 30 to 60 minutes. During the 
interviews one of the researchers was responsible for leading the interview and interacting with 
the interviewee while the other was responsible for taking notes. Table 1 below provides a list of 
the interviewees in addition to their positions, dates and number of conducted interviews.  
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Table 1 Interviews conducted with TSU representatives 

Interviewee Role at TSU No. times interviewed Dates (2017) 

T1 Head of Strategy and 
Solution Offering 5 26/1, 27/1, 27/2, 27/3, 

4/5  
T2 Project manager 4 23/1, 26/1, 27/2, 24/3 
T3 Senior System Analyst 1 23/2 
T4 Lead Business Developer  1 28/2 
 
DSO: Interviews conducted with European energy distributors 
In order to gather further primary data regarding the DSO’s actions and vision in regards to the 
changes in the energy market, a significant amount of emails requests regarding interviews were 
sent to three DSO’s in each of the countries Austria, Belgium, Germany, Luxembourg and 
Netherlands. This was however not very successful since the majority of them did not respond 
regardless many attempts to get responds from them. Finally, a skype interview was conducted 
with the only DSO which was willing to contribute. Appendix B presents the interview questions 
which brought clarity to the DSO’s role as well as the DSO’s vision for the future of the energy 
market. Moreover, the interviewee received open ended questions prior to the interview which 
was conducted in a semi-structured manner where some minor questions were added during the 
interview. Table 2 below provides information about the DSO and date for the conducted 
interview. 
  
Table 2 Interviews conducted with DSO’s 

Interviewee DSO name Country Position Date (2017) 
D1 CREOS  Luxembourg Smart Meter Manager 15/3 
 
Electricity retailers: Interviews conducted with European electricity retailers 
In order to gather further primary data regarding the electricity retailers, actions and vision in 
regards to the changes in the energy market, a significant amount of emails requests regarding 
interviews were sent to the three largest electricity retailers in each of the countries Austria, 
Belgium, Germany and Netherlands. Since there is less than 10 electricity retailers in 
Luxembourg, email requests regarding interviews were sent to all seven electricity retailers in 
Luxembourg. The email requests were however not very successful since the majority of them 
did not respond regardless many attempts to get responds from them. Finally, one electricity 
retailer from Luxembourg was willing to contribute with written answers whereupon questions 
presented in Appendix B was sent by mail, and written answers were received by mail. The written 
answers brought insight and clarity to the electricity retailers vision and actions for the future of 
the energy market in Luxembourg. Table 3 below provides information about the electricity 
retailer and date for the received questions.  
 
Table 3 Interviews conducted with Electricity retailers 

Interviewee Electricity 
retailer name Country Position Date (2017) 

E1 Soudstrom  Luxembourg CAO and CFO 16/3 
 
NRA: Interviews conducted with stakeholders at the different NRA’s 
In order to gather further primary data regarding each specific country and their actions towards 
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fulfilling the EC’s vision and agenda, the NRA’s were important to interview. Although there is a 
lot of data available on each NRA’s website, the researchers believed that more insight could be 
brought through interviews. Belgium is divided in three parts, hence a total of seven NRA’s were 
contacted for an interview. However, only one of the NRA’s was willing to contribute with 
written answers whilst the other six chose to provide reports summarizing their actions due to 
lack of time for interviews. Whereupon questions were sent by mail to the NRA, and written 
answers were received by mail. The written answers gave important insights about key actions 
which was difficult to find elsewhere. Table 4 below provides information about the NRA and 
date for the conducted interview.  
 
Table 4 Interviews conducted with NRA’s 

Interviewee NRA name Country Position Date (2017) 

N1 VREG Belgium (Flanders) Information and 
communication expert 29/2 

4.3.4 Parameters  
Parameters were used to be able to apply the proposed framework on TSU, answer the research 
questions but also to test and discover the outcomes with the proposed framework. The 
parameters discovered and used were decided upon both independently but also together with 
TSU. The complete process for the parameter selection can be found in this section further 
below. 
 
The discovery of the different parameters used in the proposed framework were gathered from 
the previous mentioned report sources in section 4.3.2. A table of which report each parameter is 
gathered from can be found in Appendix C. This allowed to meet a level of parameter saturation 
and data triangulation when choosing parameters. Note, the actual empirical data within each 
parameter was gathered using all of the data sources presented above in section 4.3.2 and 4.3.3. 
meaning all presented categories of reports and interviews. Furthermore, the parameters were 
chosen according to this process: 
 
Step 1: Understanding the importance of parameters used by regulatory X 
Reviewed regulatory reports to gain an understanding of what parameters the different regulatory 
authorities and organs finds being of great importance for the energy market when they are 
conducting surveys across Europe.  
 
Step 2: Relevant parameter selection done by authors only  
With the segments from the proposed framework in mind, the authors selected a number of 
parameters which could help analyse the energy markets and the opportunities in it.  
 
Step 3: Empirical parameter and framework test 
Testing of framework through associated parameters for each segment to disclose missing 
parameters in order to make the framework useful in the desired context.  
 
Step 4: Workshop with TSU for selecting TSU relevant parameters  
The initial test (step 3) was presented to representatives from TSU. This was done since the 
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authors wanted to identify which parameters TSU thought was of great importance and how well 
the chosen parameters could identify the opportunities in the markets. In this step, 
representatives helped the authors remove unnecessary parameters and add parameters that were 
considered to be more interesting and relevant in order to identify market opportunities. 
 
Step 5: Pre-Final selection of parameters and testing 
In order to enhance the output quality of the framework, the new and added parameters were 
tested in the framework by collecting data for the new parameters from reports and interviews 
with NRA, DSO and electricity retailers.  
 
Step 6: Final parameters set and presented for the study and TSU - Go live approval 
Chosen final parameters presented for approval from TSU to use for the analysis. 
 
Note that how each parameter was used for the analysis can be found in the coming section, 
section 4.4.3. Parameters.  

4.4 Data analysis 
During this study, data have primarily been collected through two methods; interviews and 
reports, however the main focus has been on reports. When new data were collected it was 
evaluated and analysed in a critical manner in an iterative process.  

4.4.1 Reports  
Gathering data from reports has been the the main contributor to this research which also was 
the most effective way to understand the markets as a whole. Most importantly it allowed 
relevant insight at the customer level where it is difficult to gather first-hand information from 
such a large group of people from five different countries. The data collected from this method 
was both of a quantitative and qualitative character. The data was collected from many different 
trusted regulatory authorities such as EC, ACER and NRAs in each country, which was then 
analysed and combined in order to get a fair overall picture.  

4.4.2 Interview 
The interviews with TSU enabled sorting out vital data in order to focus on what was of interest. 
The interviews with DSO’s, NRA’s and Electricity retailers however was utilized to support data 
collected from reports. The data collected from interviews was evaluated and analysed which was 
then combined with data collected from reports. Moreover, the interviews with DSO’s, NRA’s 
and electricity retailers was further utilized to collect further data which was lacking in the 
existing reports.  

4.4.3 Parameters  
Data collected from reports, databases and interviews identified key factors and parameters 
which was of great importance for the energy markets which is also set as basis for the country- 
and customer level of the proposed framework. Tables 5-9 below explains the parameters 
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definition together with the usage of them in the analysis.  
 
Overall figures 
 
Table 5 Explains the definition of the Overall figures parameters together with the usage of them in the analysis. 

Parameter Definition Usage for analysis 

Market value (bn€) 

Estimated electricity market value, 
calculated using data on Electricity 
consumption in the household and non-
household sectors (average bands) and 
annual average retail prices. 

Considered in order to understand the 
potential monetary business case. 

Number of households 
 

The amount of households in the given 
country. 

Used to understand the amount of end 
customers in the given country. 

Population Population of the given country Used to understand the amount of potential 
empowered end-customers. 

Electricity retail price (€ 
cent/kWh) 

The average retail price for end customers 
in the given country. 

Used to understand the price and differences 
compared to other countries. This can also 
indicate that the lower the electricity price is, 
the less active the consumers are. 

Part of net income paid for 
electricity bills: 

How large part of the net income is spent 
on electricity. 

Used to understand if the electricity price 
was considered as high or not in relation to 
the income, which in turns affect the 
behaviour and awareness of the customers. 

Average consumption per 
household / year 

The average electricity consumption for all 
types of residential. 

Used as an indicator of potential behavioural 
change if consumers were aware, but also to 
understand the different levels of 
consumptions in the markets. 

Share in EU-28 of gross 
inland energy consumption 

How large part of the total EU 
consumption the given country stands for. 

Used to understand the energy consumption 
magnitude a country stands for. 

Gross inland energy 
consumption 
 

The share of products used for energy 
production in the country. 

Used to indicate what products are driving 
the country and market and their stand-point 
against the rest of the EU and the energy 
vision of EC. 
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Market structure 
 
Table 6 Explains the definition of the Market structure parameters together with the usage of them in the analysis. 

Parameter Definition Usage for analysis 

Total number of electricity 
retailers: 

The total amount of electricity 
retailers for all types of customers. 

Indicates how the market is structured and 
level of competition. Impacts the ability for 
consumers to act according to EC’s vision. 

Number of electricity suppliers 
for households 

The total amount of electricity 
retailers for household customers. 

Indicates how the market is structured and 
level of competition. Also impacts the ability 
for consumers to act according to EC’s 
ambitions. 

Number of nationwide suppliers 
for households 

The total amount of electricity 
retailers covering customers across 
the whole nation. 

Indicates level of competition due to the 
suppliers ambition or ability to cover 
nationwide customers, but also customers 
ability to choose freely as required by EC. 

Number of main electricity 
suppliers for households 

The number of electricity suppliers 
for households with a minimum 
market share of 5%. 

Indicates level of competitiveness through 
dominant players which in turn affects the 
behaviour and awareness of customers and 
their ability to choose freely. 

Market share of three largest 
suppliers (CR3) in retail markets 
for households 

The market share of the three largest 
suppliers of households together of 
total market share. 

Indicates how large the suppliers for 
households are on the market. 

HHI index in electricity retail 
market 

Measures the market concentration 
 

Indicator of the competitive character of a 
market, the lower HHI index the higher the 
market concentration and competition on the 
market. 

Total number of DSO’s The total number of DSO’s in the 
country 

Indicates how many opportunities there is for 
IT solutions providers to sign deals since 
DSO’s are responsible for the smart metering 
deployment. 

Number of DSO’s > 100 000 
connected customers 
 

Number of DSO’s which have less 
than 100 000 connected customers. 

Indicates how big market there is for IT 
solution providers to serve depending on 
which DSO they decide to negotiate with, the 
more connected customers the higher potential 
for serving a bigger market. 

Offers per supplier (Electricity) Number of offers per supplier 

Indicator which is intendeds to measure 
innovation which is associated with how active 
the market is. If the customers are empowered 
and active, it is easier to become creative and 
innovative. 

Annual net-entry of suppliers Average number of suppliers entering 
and exiting the market annually. 

Indicates e.g. how active and tough the 
competitive market is. 

Average annual mark-ups in 
electricity retail markets for 
households (€/MWh) 

The difference between the retail 
price and the wholesale component 
(expressed as a % of the retail price) 

Indicates how competitive the market is. E.g. 
the lower mark-up the higher the competition. 
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Market maturity 
 
Table 7 Explains the definition of the Market maturity parameters together with the usage of them in the analysis. 

Parameter Definition Usage for analysis 

SM roll-out status The status of the smart metering roll-
out in each MS 

Indicates on MS’s decision regarding the smart 
metering roll-out 

SM Roll-out period Start and End 
Date 

The start and end date for the smart 
metering deployment in MS 

Indicates how far MS have come in the 
deployment of smart metering roll-out 

Positive CBA Results from conducted CBA for the 
smart-metering deployment 

Indicates if a MS will deploy smart metering 
systems or not since positive CBA results is a 
necessity for the roll-out. 

Main cost associated with the 
smart metering roll-out 

A sum of the main costs which are 
associated with the smart metering 
roll-out in every MS. 

Indicates how MS are planning to budget the 
smart metering deployment. By knowing this, 
IT solution providers are aware of how big 
role they will play as a result of the changed on 
the market. 

Responsible party for SM 
deployment - implementation and 
ownership 

Answers which party is responsible 
for the smart metering deployment. 

Indication of which party that will be the IT 
solution providers potential customer since the 
responsible party for deployment is in charge 
and takes all deployment decisions. 

Metering points in the country by 
2020 

Total number of metering points 
available in each MS by 2020. Every 
electricity customer is one metering 
point. 

Indicates how big the market is and how many 
metering point there are available in MS. 

Total Number of Smart Metering 
Points to be installed up to 2020 

Total number of smart metering 
points which will be installed up to 
2020 

Indicates how big share of the total metering 
points which will be covered by smart meters, 
which in turn gives an indication of how big 
the smart metering market will be to take a 
part in. 

Performance in regards to 
incentive based demand response 
(0-20) 

How well the performance of the 
given markets are in regards to 
incentive based demand response. 

Indicates how well the given market has 
performed in regards to incentive based 
demand response from a scale of 0 to 20 
according to EC’s study (European 
Commission, 2016b). 

Total current Demand Response 
in MW (price- and incentive 
based) 

The total current price- and incentive 
based demand response in MW. 

Indicates how customers act to price- and 
incentives but also if they feed electricity into 
the grid. 

Theoretical demand response 
potential 

The theoretical potential for MW 
generation through demand response 
in 2016. 

Indicates the theoretical demand response 
generation potential of the given markets in 
2016, expressed in MW. 
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Behaviour 
 
Table 8 Explains the definition of the Behaviour parameters together with the usage of them in the analysis. 

Parameter Definition Usage for analysis 

Switching rate for electricity 
household customers 

Percentage of total electricity 
customers which changes their 
electricity supplier. 

Indication of how aware and active the 
customers are regarding their electricity 
suppliers. High switching rate means that many 
customers change electricity supplier while low 
switching rate means that few customers 
change electricity supplier. Moreover, it can 
also be an indicator of retail market barriers. 

% Renegotiated contracts: 

Percentage of total electricity 
customers which renegotiated their 
contracts with the same electricity 
supplier. 

Indication of how aware and active the 
customers are regarding their electricity offers. 

Plug-in shares and composition of 
EV and PHEV 

Share of EV and PHEV in the vehicle 
market in each MS. 

Indication of how open and receptive the 
customers are towards environmental friendly 
transport, this also indicates the customers 
awareness. 

Top 15 countries in plug-in sale 
(ranking) 

Ranking of each MS regarding plug-in 
sales. The plug-in share of EV and 
PHEV in relation to the markets size 
can be very low/high, hence this 
parameter gives a clearer picture of 
the market. 

Indication of how open and receptive the 
customers are towards environmental friendly 
transport; this also indicates the customers’ 
awareness. It is a complementary figure of the 
previous one. 

% PV installed by residential of 
total (ground mounted, 
commercial, residential, industrial) 

PV installed by residential as a 
percentage of total installed PV in 
each MS. 

Indication of how active and willing the 
customers are on becoming prosumers. High 
percentage of installed PV by residential is an 
indication of that the customers are willing to 
affect and take control over their own 
electricity consumption. 

Existence of exit fees imposed by 
suppliers when switching offers 

Seeks to answer if the suppliers have 
imposed any exit fees when switching 
electricity offers. 

Indication of barriers for switching and 
negotiating electricity offers. 

Supplier offering flat-rate 
electricity price 

Seeks to answer if there is any 
suppliers in each MS which offers 
flat-rate electricity price to its 
customers. 

Indication of both poor competitions due to 
price fixation but also innovation due to new 
type of offerings. The outcome depends on 
market structure and context. 

 
Awareness 
 
Table 9 Explains the definition of the Awareness parameters together with the usage of them in the analysis. 

Parameter Definition Usage for analysis 

Ability to compare price easily 

Seeks to answer how easy it is for 
consumers to compare price of the 
products/services sold by different 
retailers on a scale from 0 to 10. 

Indication of how easy it is for customers to 
participate in the market 

Knowledge of switching rules – 
no charge when changing 
electricity company 

Measures the respondent's knowledge 
about charges when changing 
electricity company 

Indication of how well informed the consumers 
are by their electricity suppliers and how aware 
they are in general about the electricity market. 

Number of information elements 
on electricity bill 

Average number of parameters 
presented on the electricity bills from 
electricity suppliers in each MS. 

Indication of how well informed the consumers 
are by their electricity suppliers. 

“Bills of my electricity company 
are easy and clear to understand” 

Respondents agreeing on how easy 
and clear their electricity bills are to 
understand 

Indication of how well informed the consumers 
are by their electricity suppliers 

“I know how the electricity that I 
use is produced (e.g. nuclear 
generation, wind, gas, solar, 
petroleum, coal, etc.)” 

Respondents agreeing on how well 
they knew how the electricity they use 
is produced. 

Indication of consumer awareness of energy 
sources and how well informed they are by their 
electricity suppliers. It also indicates how aware 
the consumers are in general about the electricity 
market. 
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4.5 Scientific quality 
The quality of a case study can be assessed through different forms which are required in order 
for the credibility of the study to be high (Yin, 2013). The different forms in relation to this case 
study are presented and discussed below.   

4.5.1. Validity and Reliability 
Validity refers to how well the investigation measures what it is supposed to measure and how 
well the results reflects on the studied phenomena (Collis and Hussey, 2013). The validity can be 
undermined by errors in a research such as poor samples, faulty procedures or misleading 
measurement (Yin, 2013). The validity of a study can be enhanced by using the three measures: 
pattern matching, a clear research framework and data triangulation (Gibbert, et al., 2008). 
Reliability however, is about replication and transparency. The aim is to reduce the errors and 
bias in a research in order for subsequent researcher to reproduce the same result by conducting 
the study again (Gibbert, et al., 2008). The reliability in a case study is low if there is a large 
difference in the results of a repeat study (Collis and Hussey, 2013). 
 
In this study data triangulation was used in order to achieve high reliability and validity. The 
method implies use of multiple sources of empirical data and different research methods which 
can reduce bias in investigators, methods and data resources (Collis and Hussey, 2014).  
 
Data was collected from different sources such as interviews with TSU representatives as well as 
different DSO’s, NRA’s and electricity retailers. Due to the magnitude of the study, there was a 
lack of ability to conduct cross-border interviews with retailers, NRA’s and other actors in the 
given markets. Initially the authors wanted to conduct interviews across all countries to enhance 
the understanding of the markets. But the inability to interview market actors has impacted the 
study in terms of poor samples. Therefore, a greater sample of interviews might have impacted 
the validity, resulting in different outcomes. However, that type of study would have probably 
been even greater focused on the different markets, impacting the incorporation of TSU. 
Furthermore, such a study would most probably have needed to be designed differently, 
potentially needing a hypothesis to test in the different markets. 
 
In this study, data was also collected from secondary sources such as trusted reports from EC, 
ACER and NRA’s from each country. Additionally, it was important to ensure the validity of the 
reports utilized since they were the main contributor to this research. This was achieved by 
critically assessing the reports’ sources selected based on two criteria’s; the source 
trustworthiness and the year of publication. This research is primarily based on data collected 
from e.g. EC, ACER and NRA’s of each country which are regulatory authorities obliged to 
display valid, truthful and trustworthy data hence the reliability and validity can be considered 
high. The use of reports was necessary in order to collect and assess relevant data. The authors 
chose to collect vast amounts of data of studies already performed, instead of generating new. 
One of the main reasons for this was due to the already available relevant and comprehensive 
studies already conducted by organisations and the EC. Furthermore, the purpose of the 
research would have been different or not fulfilled if the authors would have set out to generate 
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studies about already studied topics. Also, the studies would not be as comprehensive as the 
already conducted ones. Therefore, the reliance on reports from EC, ACER, NRA’s and other 
organs for each country compromised high validity for this study, which was necessary for the 
authors due to the need of valid and reliable data.  
 
Due to the authors ability to develop the framework heavily relying on data from reports about 
the markets, the framework can be considered as having high validity. The authors chose not to 
design the proposed framework only relying on TSU insights due to mitigating the risk of a 
biased understanding of the external non-company environment. Instead, the authors chose to 
design the framework relying on the data gathering about the European markets and later use 
TSU for agreeing upon parameters to use to test the framework on their business. The ability to 
combine the two in this way was a choice by the authors to generate higher validity and reliability 
due to the fact that already conducted studies were made and reliable empirical data was found. 
If the authors chose to do the opposite, designing the framework based on TSU and generating 
data by surveys for example, the studies validity, reliability and generalizability would be heavily 
affected due the fact (and as previously mentioned) the inability to conduct as comprehensive 
multi-market studies as the EC, NRA’s and other organs.  
 
However, since the parameters used for actually testing the framework were chosen upon 
together with TSU, the validity and reliability can be considered as high. The authors chose to 
have the parameters chosen upon together in a workshop in order for TSU and the authors to 
have a clear objective of what both parties would want to achieve with the proposed framework, 
give the authors insights about what was considered as compelling for their business but also to 
actually test and get the outcome of the proposed framework.  
 
In regards to interviews and reliability, due to differences in interpretation and observations 
depending on who is interviewed, interviews naturally show low reliability (Madill et al., 2010). 
Moreover, semi-structured interviews further reduce the reliability of collected data, since data 
collected from interviews is a result of the interviewees perception which to some extent may 
differ depending on who is interviewed. As previously mentioned, due to small participation 
from different DSOs, NRAs and electricity retailers, the collected data can be perceived as 
incomplete. The poor sample size therefore highly impacts the reliability. However, since the 
interviews supported the data collected from reports it could be assumed that the DSO’s, NRA’s 
and electricity retailers which didn't answer would provide similar information. The authors have 
therefore chosen to not heavily rely the study on the interviews, but instead drawing most 
conclusions from non-interviewee data. The interviews have however both confirmed but also 
generated new insights into the different markets.  
 
However, the researchers tried to be as consistent as possible in the questions by making sure 
they were clear in order to increase the reliability of the results obtained. Moreover, the 
interviewees chosen were responsible and knowledgeable in regards to the researched 
phenomena in a specific country which increased the reliable. As a last option for some 
interviews, due to the inability to conduct cross-border voice interviews, interviews were also 
held through email which allows the interviewees time to respond when they have opportunity. 
However, this method does not provide comprehensive answers since the researchers could not 
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ask further questions when unclear or interesting topics were mentioned, hence the reliability as 
well as the validity is affected. As previously mentioned, there was an inability to conduct cross-
border interviews. Additionally, the interviews with TSU representatives were both unstructured 
and semi-structured which means that there is a possibility that other researchers will not receive 
the same answers hence the replicability could be lowered. Moreover, since the chosen 
parameters takes some consideration to what T1 (2017) from TSU finds interesting to know 
about the markets, other researchers would probably not discover the same parameters, due to 
the study being influenced by TSU. However, the continuous meetings and interviews with TSU 
representatives ensured that the gathered data was relevant and valid for the research in order to 
not end up in the wrong track, which enhances reliability. 
 
Finally, by following more emphasis on other research methods, such as study surveys targeting 
especially end-customers in each country and interviews with more DSO’s, NRA’s and electricity 
retailers could have affected the results of the study in ways that could both increase and 
decrease validity and reliability. The methodology chapter about how the study has been 
conducted is presented as specific as possible to increase the transparency in order for future 
researchers to reach as close results as possible given the purpose.  

4.5.2. Generalizability 
Generalizability of a case study refers to what extent the findings can be applied on other cases 
or settings (Collis and Hussey, 2014). According to Blomkvist and Hallin (2015) one case cannot 
present statistical generalizability, not even for similar cases. However, a study can aim for 
generalizability through a well conducted research in order for the results to be applicable for 
similar cases (Collis and Hussey, 2014).  
 
The generalizability for this research is limited since it is conducted as a case study on TSU, 
influenced by their operations and business model. The studied phenomena for this case study is 
rather unexplored in the specific setting and therefore conclusions cannot be drawn from the 
obtained results that are guaranteed to be applicable in general. The research is constructed for 
one company only, which makes the parameter driven results obtained in this study hard to 
applicate to other companies in other businesses. However, the proposed framework developed 
on the foundation of existing frameworks and the gathered empirics was aimed to be applicable 
on other energy IT solution providers which are interested in facilitating the assessment of 
market opportunities and potential. What this implies is that the authors strongly conducted the 
study and outcome of the energy market context in a way that would generate insights for 
companies with no connection to TSU. Initially the energy market context was therefore studied 
in a way of disregarding of whatever services an IT-solution provider may provide in order to 
generate insights about the energy market, which later provided a framework that can be used by 
every energy IT solution provider to increase generalizability. On the other hand, for this 
particular study the purpose is restricted to IT solution providers for the energy market driven by 
the smart meters. Thus, the identified key parameters which are characterizing the energy market 
needs to be adapted to each given market or depending on whatever business interest an 
organization using the proposed framework has in mind.  
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The ability to choose the parameters within each segment of the proposed framework, 
depending on what an organization wants to asses, also increases the generalizability of this 
study. This was a very important and strategic way for the authors to generate a framework 
independent of product portfolio or offering, but rather driven by the ability to assess new 
energy markets driven by the smart-meter roll out and generate market understanding.  
 
Finally, since this study was limited to five specific countries in Western Europe, hence the 
results are considered as partly generalizable in the rest of Europe due to the similarities in 
technology and overarching structure of the European energy market driven by EC. However, 
the generalizability to other continents is limited do the fact that the study has neglected looking 
into countries outside of Europe. The authors chose not to since factors such as laws, 
regulations and even culture would probably differ to an extent outside the studied scope due to 
potential major differences and dispersion across continents.  

4.5.3 Ethical aspects 
The researchers have signed a non-disclosure agreement (NDA) with TSU and valued their role 
throughout the project. Furthermore, according to Collis and Hussey (2014) it is important that 
the received information should not harm the interviewees or the organization they work for in 
anyway, hence the interviewees have been given the opportunity to be anonymous in the 
investigation. Due to this matter, the interviewees have not been mentioned by name in the 
report in order to protect their personal information. Finally, all interviewees have been 
informed about the purpose of the research and participated in their own will.  
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5. Results and Analysis 
In this chapter all the results and analysis of this study is presented. First, a proposed framework relating to 
market opportunity analysis is presented followed by findings from the application of the framework on five western 
European countries; Austria, Belgium, Germany, Luxembourg and Netherlands.  

5.1 Proposed Framework 
The pre-study showed that there are different levels which needs to be considered in regulated 
markets. The three levels are European-, Country- and Customer level. The reason for this is 
that there are regulatory authorities which sets guidelines for the entire market and each specific 
country is responsible for aligning with these which in turn affects customers. Hence, within the 
context of this case study, all characteristics that affects organizational success needs to be 
investigated in a broader sense in order to understand market attractiveness. 
 
The foundation of the proposed framework originated from the literature study. It was 
developed on the foundation of MOA which is presented in section 3.2.2 in order to facilitate 
strategic decisions in regards to market opportunity analysis suitable for the nature of this 
research. Since existing theoretical frameworks were to general and lacked a basis for real life 
problem, it was necessary to develop a framework more narrowed to regulated markets, such as 
the energy market. Furthermore, the framework is highly suitable for organizations assessing 
market opportunity in regards to e.g. market size, market maturity, market structure and 
customer oriented aspects. Moreover, the framework is suitable for organizations with poor 
knowledge regarding the market intended to investigate since it does not require an extensive 
amount of information prior to its usage.  
 
The proposed framework consists of three levels of assessment where each level is further 
segmented through empirical findings. It is entailed that the dimensions also are created in 
accordance to assess the markets stepwise. According to Smith and Albaum (2012) it is 
important to gather information of the specific markets in a market analysis. Hence, the 
information gathering in the segments is extensive since organizations may not be aware of the 
market they are intending to enter, thus more insights and understanding of the markets is 
required.  The three levels are 
 

1. European level 
○ In order to understand the macro environmental aspects of the market. 

2. Country level 
○ In order to understand the market in the given country, influenced by the 

European level 
3. End customers level 

○ In order to understand the end customers of the given market, in the specific 
country and with respect to the European level and actions made at country level.  

 
Figure 5 below summarizes the basic structure of the developed model of market opportunity 
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specifying the three levels of analysis with respective segments of impact. For each segment 
individual parameters are specified in the context of the given market. 

 
Figure 5 The proposed framework for assessing market opportunity. 

5.1.1 European Level  
EU is strongly influenced by EC and regulatory authorities which are affecting legislations on 
European and country level. This makes it necessary to understand the ambitions and visions of 
the European markets set by the EC since it is the first building block for market development. 
By understanding the ambitions and visions set for EU, organizations can try to identify what is 
important to consider when conducting an analysis on country level. A PEST analysis is suitable 
in order to understand the European historical events and the macro environmental changes in 
markets. Political, economic, social and technological forces can have an impact on market 
opportunities, hence they need to be examined (Stevens, 2012) (Woodruff and Gardial, 1996).  
 
Political  
Kotler (2005) stresses the importance of companies having knowledge of political and legal 
factors in the market of which they are operating in. The political environment encompasses any 
political factor that can affect the company's operations or decision making (Doole and Low, 
2004). Political factors, which are for example regulations and policies (Partridge, 1999) are 
important to consider due to that it severely impact the profitability of a business and the 
security of its investments. The political agendas of the EC and the regulatory authorities have 
been influencing the energy market heavily for over two decades, demonstrating their power to 
affect.   
 
Economical  
A country’s economic conditions will directly affect organizations operating in that country. 
Therefore, certain economic factors must be given due attention before investing in a country 
(Hollensen, 2004). The economical factor helps analysing e.g. industrial growth, GDP per capita, 
number of consumers, business cycle stage (prosperity, recession etc.) and inflation (Partridge, 
1999). This factor determines economical which directly have an impact on the energy market 
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and gives an understanding of the economics on different levels.  
 
Social 
Social factors include demographic and lifestyle which are important to consider since it gives an 
insight in the population and how it can be affected by potential changes (Partridge, 1999). The 
pre-study revealed that different directives commissioned by EC affects the EU energy market as 
a whole which in turn has an effects on the EU population. Hence, this factor gives an 
understanding for how directives commissioned by EC effects the EU population and what EC’s 
vision for the population is, e.g. the population's role, position and engagement on markets. 
Within the energy market, one example is how active the EC is in inhibiting the population's 
awareness.  
 
Technological 
The technological factors relate to the existence, availability and development of technology 
(Partridge, 1999). Digitalization is affecting all industries in one way or another and the energy 
market is no exception. Digitalization and new technology are driving factors for change and 
development hence investigating the actions of the EC and NRA’s for new technology in the EU 
and getting an understanding of the technological diffusion rate in Europe are critical factors. 

5.1.2 Country Level 
The second level, country level is the next step to consider due to the fact that the country level 
constitutes the given market. According to Johansson (2009) organizations should evaluate 
country attractiveness by considering environmental factors such as political developments, and 
entry barriers in addition to market potential. By understanding the market on a country level, 
organizations can identify certain attractive characteristics and determine the potential of these 
countries and concentrate on countries that match their requirements (Kotler, 2005). 
Furthermore, a clear understanding of the market before entering it can help organizations to 
come up with the right products and services the customers need. Hence, understanding markets 
can contribute to business success through successful satisfaction of market needs. Moreover, 
understanding markets allows decision makers to avoid poor decisions and thereby optimize the 
good ones (Bonney et. al, 2016). Segmentation can be very helpful when trying to analyse the 
similarities and differences in markets (Kotler, 2005). The country level analysis will help identify 
the potential of different countries since segmentation divides potential customers and markets 
into either different groups or segments. Hence, the country level constitutes of three different 
segments which is considered to be important while conducting a country level market analysis. 
The following three segments on country level are:   
 
Overall figures 
The overall figures can be considered as a geographic segmentation which focuses on the region 
of a country where consumers live and its nature (Kotler, 2005). This segment is important to 
consider in order to get a picture of the different markets in terms of e.g. size, number of 
households, population and other generic and quantitative figures. According to Keller and 
Kotler (2011) it is important to assess the size of a market since it enables an impression of the 
market. Moreover, the market size influences the attractiveness of a market. Hence, larger 
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markets can due to their size potentially contribute to a greater business opportunity than smaller 
markets. However, both large and small markets have common and separate risks. The overall 
figures segment serves as a foundation for understanding the market on a holistic general level 
before trying to understand deeper factors regarding the markets presented by the other two 
country level segments. The parameters presented in Table 10 below were identified and decided 
on relating to overall figures characterizing the energy market. 
 
Table 10 Parameters used to understand the markets by its overall figures. 
 

Market value (bn€) Electricity retail price (€ cent/kWh) Share in EU-28 of gross inland energy 
consumption 

Number of households Part of net income paid for electricity bills: Gross inland energy consumption 

Population Average consumption per household / year  

 
Market structure 
Market structure shows the market profile and infrastructure of the different MS’s and thereby 
their important market attributes. Potential opportunities can be identified by conducting a 
market structure analysis since it gives an understanding of differences between the market 
factors composing the market structures (Young, 1999). Hence, understanding the market 
structure has an important role through its impact on an organizations decision making 
environment. As an example, the extent and characteristics of competition (e.g. the level of 
competition and market share between electricity retailers) in the market can have decisive role in 
organizations decisions regarding potential of market entry (Yadav, 1995). One of EC’s main 
objectives for the energy markets (European Commission, 2015b) is increased innovation rate as 
well as increased competition between different parties in the markets. Different parties are as 
previously mentioned for example energy retailers, but also energy distributors and other actors 
integrating with different types customers and in different ways. This segment thereby enables 
identifying and analysing the competition between for example retailers and distributors, as well 
as the innovation in the market. Furthermore, analysing market structure can also enable 
identifying barriers for both consumers and retailers’ engagement in the energy markets. The 
parameters presented in Table 11 below are identified as the market structure characteristics of 
the energy market. 
 
Table 11 Parameters used to understand the markets by its structure. 
 

Total number of electricity 
retailers: 

Market share of three largest suppliers 
(CR3) in retail markets for 
households: 

Offers per supplier (Electricity)  

Number of electricity suppliers 
for households HHI index in electricity retail market Annual net-entry of suppliers: 

Number of nationwide suppliers 
for households Total number of DSO’s Average annual mark-ups in electricity retail 

markets for households (€/MWh) 
Number of main electricity 
suppliers for households: 

Number of DSO’s > 100 000 
connected customers  

 
Market maturity  
Conducting an analysis on the market maturity determines the current status of the market in 
regards to technological development. If organizations are unaware of the market maturity, they 
will not know what products and services to provide to the markets (Cohen and Galiniené, 
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2014). Previous studies have shown that the success of new solutions highly depend on the 
maturity of the market (Bern and Larsen, 2016). If an organization work across more than one 
country, it is crucial to understand country specific market maturity since it gives clear 
implications on future planning, type of propositions and future initiatives to consider (Cohen 
and Galiniené, 2014). Furthermore, Cohen and Galiniené (2014) states that market maturity can 
encourage or discourage organizations to take certain risks by investing in a certain country. 
Market maturity have different importance depending on a markets nature and it also have an 
important role for organizations since differences in e.g. innovation and technological 
development has an impact on businesses. Hence, by analysing maturity, organizations can make 
better strategic decisions, lower their risk but also conduct a more successful product match 
(Cohen and Galiniené, 2014) (T1, 2017). The parameters presented in Table 12 below were 
identified and decided on relating to maturity on the energy market. 
 
Table 12 Parameters used to understand the market maturity. 

SM roll-out status Responsible party for SM deployment 
- implementation and ownership 

Performance in regards to incentive based 
demand response (0-20) 

SM Roll-out period Start and End 
Date 

Metering points in the country by 
2020 

Total current Demand Response in MW 
(price- and incentive based) 

Positive CBA Total Number of Smart Metering 
Points to be installed up to 2020 Theoretical demand response potential 

Main cost associated with the 
smart metering roll-out   

5.1.3 Customer Level 
According to Kotler (2005) it is important to understand the customer by looking at their 
potential and needs, hence the third and final level was chosen in order to understand the end-
customers of the given market. Moreover, due to the differences in the markets as discussed 
above, it was important to have the end-customers as a level since by generalizing on a country 
level would thereby be insufficient for a deeper understanding of the end-customers in the given 
markets. By investigating the customer behaviour and awareness, a broader insight emerged 
which can explain how active and aware customers are in relation to the vision of EC (European 
Commission, 2015c) in regards to empowering the end-customer. Thus, EC’s vision towards 
empowering end-customers in the energy market, thereby affecting and changing customer 
behaviours and awareness (European Commission, 2015c) on both EU and country level, are 
important to consider when conducting a successful assessment. 
 
Behaviour 
Behaviour was chosen as a segment in order to understand and predict the end-customers’ 
behaviours in the different markets. Customer usually tend to satisfy their needs first followed by 
their wants, hence it is important for organizations to understand customers’ behaviour before 
launching a product on a market (Burrow, 2012). Customers attributes and behaviour varies due 
to the constant change in living standards and technology, hence studying customer behaviour 
helps in many aspects (Kumar and Grisaffe, 2004). According to Solomon (2009) customers 
have different minds and attributes towards purchase, consumption and product disposal, thus 
organizations can face losses if they fail to analyse their potential customers. Furthermore, Keller 
and Kotler (2011) states that knowing customer behaviour can help design future strategies. The 
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parameters presented in Table 13 below were identified and decided on relating to customer 
behaviour on the energy market. 
 
Table 13 Parameters used to understand the customer behaviour.   

Switching rate for electricity 
household customers 

Top 15 countries in plug-in sale 
(ranking) Supplier offering flat-rate electricity price 

% Renegotiated contracts: 
% PV installed by residential of total 
(ground mounted, commercial, 
residential, industrial) 

 

Plug-in shares and composition of 
EV and PHEV 

Existence of exit fees imposed by 
suppliers when switching offers  

 
Awareness 
This segment gives an understanding and describes the end-customers’ awareness in the different 
markets. In today's technology and information driven markets, an informed customer means 
being aware. Customers who are aware have a detailed understanding of products and services as 
well as an understanding of how to interact with organizations offering products and services 
(Bonney et. al, 2016). Aware customers are able to make more conscious and strategic decisions 
which results in more benefits for themselves. In many markets customers are not aware of 
important attributes regarding products and services which they use and in order to become 
empowered they need to become aware (Bonney et. al, 2016). Organizations need to have 
knowledge about their potential customer’s market awareness in order to determine their ability 
of providing the market with services or products. Finally, customer awareness means that the 
customers are involved. By being involved, the customer will become empowered and engaged 
in market activities hence, they will get deeper trust in the market and its actors (CEER, 
2016)(T1, 2017). The parameters presented in Table 14 below were identified and decided on 
relating to customer awareness on the energy market. 
 
Table 14 Parameters used to understand the customer awareness on the markets. 

Ability to compare price easily  Number of information elements on 
electricity bill 

Knowledge of how the electricity that is used is 
produced (e.g. nuclear generation, wind, gas, 
solar, petroleum, coal, etc.)” 

Knowledge of switching rules Bills of electricity company are easy 
and clear to understand  

5.2 Application of the proposed framework  

5.2.1 European Level 
As previously mentioned, EU is strongly influenced by EC and regulatory authorities which are 
affecting legislations on European and country level. EC’s strong influence on the energy market 
throughout history has shown that their agenda and vision usually turns into action and results. 
Since EC has set the way forward through history (Energiföretagen, 2017)(European 
Commission, 2012), it is plausible to assume that it will continue now and in the future. It’s 
important to be aware of the different stakeholders in EC’s agenda, such as the different NRA’s, 
ACER and CEER in order to understand their different roles and how they affect the market. 
Furthermore, the different organs EC create show that EC delegates power and control to put 
their vision into action (Energimarknadsinspektionen, 2017) (European Commission, 2009) 
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(ACER, 2017). Therefore, it can be assumed that EC will affect laws and regulations just as 
previously. The three main aspects about the future that have been found are that the future 
energy market will be; extremely more customer centric - empowering the end customers, very 
competitive for market players due to for example innovation and both fully inter- and cross 
border connected to allow freedom of supply.  
 
Following are some main summarizing points on the conducted PEST analysis on the European 
level in respect to the literature study about the energy market. The conducted PEST analysis 
presented below is influenced by both the empirics and chapter 2 - “The European Energy 
Market”, thus refer to chapter 2 – “The European Energy Market” for a re-cap. Large emphasis 
has also been put into the evaluation reports by EC (European Commission, 2016a, 2016b). 
 
Political 
There are still outdated legislations and laws which are preventing new development in 
technology and business models. This is hindering EC’s agenda of an increased competition. 
Market players who innovate can still be defeated by the incumbents who plays according to the 
rules. However now that EC are aware (European Commission, 2016a), it can be assumed that 
new regulations will be introduced in the future. Even though each country has its own NRA, 
the many different NRA’s operate differently, which EC is aware of. MS’s still have some 
freedom to operate by their own rules which hinders the vision of EC. This hinders the EC to 
introduce their regulations into the markets due to frequent lack of compliance (European 
Commission, 2016a). EC is also aware of this (European Commission, 2016a) and will probably 
seek methods for standardizing markets and thereby NRA’s operations. EC have even stated 
clear rationale to update the market rules (European Commission, 2016a).  
 
Economical 
EC states that there is a lack of greater retail market competition (European Commission, 
2016a). Old legacy in regulations are once again incurring a limited flexibility (European 
Commission, 2016a). This also implies that there are differences in national market structures. 
Furthermore, there are differences in retail price and wholesale prices across different MS’s, but 
also increases in non-contestable charges such as taxes (European Commission, 2016a, 2016b). 
EC’s vision of demand response solutions is not being fully utilized due to both legislations, 
technological development, consumer behaviour and awareness (European Commission, 2016b). 
EC will continue to have their vision of demand response solutions active in the markets, but 
also a fully integration and active participation (buy/sell) in the energy market of industry, 
businesses and households (European Commission, 2016a, 2016b). Finally, EC continue to hold 
tight onto their vision of full cross-border trade with dynamic and real-time prices.  
 
Social  
Differences also exist on a social level in the different markets. EC has found that there are 
major differences in behaviour and awareness in the different market, thus affecting the energy 
market in terms of for example participation, innovation and technological development 
(European Commission, 2016b). Old legacy and legislations are once again prohibiting new 
behaviours such as allowing consumers to sell excess energy on the grid in some MS’s (European 
Commission, 2016b). Furthermore, the different instruments for comparing prices, energy 
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suppliers etc. are inconsistent between MS’s in terms of knowledge information and sharing, 
affecting how consumers act (European Commission, 2016b). There is a clear lack of 
comparability and clarity of billing information between the MS’s (European Commission, 
2016b). At the same time, EC states that there is a rising energy poverty across the MS’s and 
once again increases in non-contestable charges, impacting consumers’ energy freedom 
(European Commission, 2016b). 
 
Technological  
One thing is for sure and that is that smart meters are necessary for the future digitalization of 
the energy market. However, differences in roll-out status affects countries, customers and the 
European internal energy market (European Commission, 2016a). The differences also impact 
the technological and market maturity on a national level. EC has identified that obstacles in 
legislations and market structure are preventing the full benefits offered by the technologies that 
exist (European Commission, 2016a). It exists old legacy and limited flexibility in systems and 
infrastructure, once again repeating itself due (European Commission, 2016a). Finally, EC things 
there is a lack of large-scale investments in new cross-border energy infrastructure, thus 
preventing the agenda and vision of EC and the internal energy market (European Commission, 
2016a). 
 
Figure 6 presents a summarizing PEST-analysis displaying the main points on the EU-level. 

 
Figure 6 Summarizing PEST analysis on the European energy market 



45	
	

5.2.2 Country level 
In this section, the results on the country level is presented and analysed following the segments 
of the proposed framework: Overall figures, Market structure and Market maturity. Reports 
from e.g. EC, ACER and NRA as well as interviews with DSO’s, NRA’s and electricity retailers 
identified the results presented below as crucial in order for the researchers to analyse the 
markets. Furthermore, since companies usually offer many different service and solution, the 
findings can be used differently depending on type service and solutions.  
 
Overall Figures 
Table 15 below presents the results of the different MS’s in regards to their overall figures.  
 
Table 15 Findings on Overall figures 

Overall figures  

 Austria Belgium Germany Luxembourg Netherlands 
Market value (bn€) 7.265 9.688 74.906 0.425 8.706 
Number of households 3,77 million 4,76 million 40,8 million 0,223 million 7,6 million 
Population 8,8 million 11,3 million 81,4 million 0,6 million 16,9 million 
Electricity retail price 
(€ cent/kWh) 0,203 0.254 0,297 0,170 0,162 

Part of net income paid for 
electricity bills 1,6% 1,5% 2% 0,5% 1,1% 

Average consumption per 
household / year 4653 kWh 3872 kWh 3079 kWh 3795 kWh 3291 kWh 

Share in EU-28 of gross inland 
energy consumption in 2013 2% 3,3% 19,5% 0,3% 4,8% 

Gross inland energy 
consumption in 2013 

 
 
As can be seen by Table 15 above, Germany’s market value has a magnitude approximately six to 
eight times the amount of the rest of the countries, heavily due to the size of the population. At 
the same time, the market value can be estimated to approximately two times (180-210%) the 
number of households except for in the Netherlands where the market value in bn€ is 
approximately 15% more than the number of households. Furthermore, the electricity price 
varies greatly between the MS’s and where Netherlands electricity price is the lowest, which is 
favoured by the agenda of the EC both for competition but also for hindering energy poverty 
(European Commission, 2016b).  
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Even though the variation in price, the part of the net income paid for electricity in the country 
with the highest price (Germany) is still only two percent. Countries such as Sweden, Finland, 
Lithuania, Czech Republic and more have a higher percentage of part of net income towards 
electricity bills than two percent, but maximum three percent (Stromvergleich, 2016). Therefore, 
the conclusion of that electricity price in above countries can be considered as low, except from 
Austria where the average consumption is significantly higher than the rest of the countries.  
 
Furthermore, the share of gross inland energy consumption in comparison to the EU MS’s is the 
highest in Germany with 19,5 % and only 0,3 % in Luxembourg. Potential structural and market 
changes in Germany, Netherlands and potentially Belgium can therefore impact the total EU 
gross consumption. This is further emphasized through the gross inland energy consumption 
depending on energy source, where one can see for e.g. that the energy market in the 
Netherlands is highly depending on gases and petroleum related products, 83,7 % combined and 
equally split more specifically. The total distribution is more even in Germany, but where solid 
fuels, petroleum and nuclear together constitutes 67 % of the total gross inland energy 
consumption, which turns out to be the same percentage for Belgium. This is potential old 
legacies in the energy systems which are not aligned with EC’s vision (European Commission, 
2015c) and may be very difficult to change. Although, Germany has 10 % consumption coming 
from renewables, which for the size of the market is very large numbers in pure energy coming 
from climate friendly sources. But in comparison and to show the potential, Austria is the only 
country where gases and renewables together constitutes over 50 % of the energy sources in the 
country, followed by Netherlands 46 %.  
 
There can be a correlation between the electricity price and the gross inland energy consumption. 
To demonstrate, The Netherlands and Luxembourg have the lowest electricity price per kWh 
and the gross inland energy consumption by petroleum and gases amounts up to at least 80%. In 
relation, the electricity price per kWh in Germany is the highest where consumption by the same 
fuels amounts to only around 50%. One conclusion which can be drawn from this is that the 
more gross inland energy consumption by fossil fuels, the lower the electricity price per kWh.  
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Market Structure 
Table 16 below presents the results of the different MS’s in regards to the Market Structure which 
shows a varied picture between the MS’s.   
 
Table 16 Findings on Market structure 

Market Structure 
 Austria Belgium Germany Luxembourg Netherlands 
Total Number of electricity 
retailers 155 52 1238 10 51 
Number of electricity retailers 
for households 138 53 970  7 50 

Number of nationwide 
suppliers for households  25 12 39 5 50 

Number of main electricity 
retailers for households  7 4 4 3 4 
Market share of three largest 
suppliers (CR3) in retail 
markets for households 

63% 75% 40% 96% 
 80% 

HHI index in electricity retail 
market  ~ 1 800 3000 n/a High (least over 

3000) 2338 

Total number of DSO’s 128 26 

883  
(about 700 of 
which are 
municipally owned) 

5 8 

Number of DSO’s > 100 000 
connected customers 8 14 103 1 5 

Offers per supplier (Electricity) 2 - 5 2,5-5 2,7- 5 3-5 4,5-5 
 

Annual net-entry of suppliers 8 1 4 0 3 
Average annual mark-ups in 
electricity retail markets for 
households from 2008 to 2014 
(€/MWh) 

18 17 27 19 22 

 
Table 16 indicates a high variety of total number of electricity retailers. Germany outperforms the 
EU countries number wise with great magnitude, ranging from approximately 8 to 20 times the 
amount of total suppliers. One reason can be that Germany is a federal state divided into a 
number of states. This many suppliers gives other opportunities for organizations to serve the 
market. E.g. these suppliers will be able to out-compete each other from the market more 
effective if IT solution providers such as TSU can create clusters with e.g. 40-50 suppliers and 
deploy a common solution for them which could also be attractive for TSU. If one organization 
can manage to serve e.g. 10% of the German electricity market, it represents a greater potential 
than capturing larger market shares in the other countries.  
 
From Table 16 it is also clear that even though the population of Netherlands is almost two times 
the amount of Belgium and Austria, Belgium only has one third of the amount of total suppliers 
of Austria. In comparison, Belgium has almost the same number of total suppliers as 
Netherlands, even though the country has just above half the population of the Netherlands. 
This indicates potential flaws or barriers in the market structure and legislations, hindering 
further suppliers to enter (European Commission, 2015c). The numbers and analysis also goes 
well in hand for the electricity providers specifically for households. The number of nationwide 
suppliers is also fairly low for every country except for Luxembourg and the Netherlands. On the 
positive side, this might imply that the market is competitive and the retailers have difficulties in 
capturing markets nationwide, reflecting a competitive market according to EC (European 
Commission, 2015c). On other hands the cause can potentially be due to the market structure of 



48	
	

the given market. However, this impacts the household consumers’ ability to choose electricity 
supplier freely which is one of EC main goals of the Energy Union (European Commission. 
2015c).  
 
It is also important to note that the number of main retailers (the suppliers with at least 5% of 
the market), are very low for each country (less than five) except for Austria where there are 
seven main retailers, indicating possible incumbent players. As can be seen on the CR3, the three 
largest retailers hold a percentage of at least 60 percent in every country with as much as 96% in 
Luxembourg. However, Germany is an exception where the three largest retailers hold a 
percentage of 40 percent. A conclusion that can be drawn out of this is that all markets have a 
potential to be even more competitive if following the agendas of EC. Therefore, one should 
consider the possibility that EC will work on to lower the CR3 percentage while increasing the 
number of main suppliers. Overall, the HHI index for the electricity retail market shows most 
competition in Austria and least competition in Luxembourg which is a conclusion which was 
also drawn from the CR3 where the market seems to be very close to a monopoly market which 
doesn't fit with EC’s vision (European Commission, 2015c).  
 
As a confirmation of the numbers in the beginning of the table regarding number of electricity 
retailers for households, Austria has the most competitive electricity retail market (HHI index ~ 
1 800). Thereafter The Netherlands followed by Belgium and Luxembourg. An important note is 
that due to the amount of retailers in Germany, the HHI index couldn’t be identified. 
Nevertheless, the strong conclusion of that all markets (except for Germany) show a moderate to 
poor competition meaning a moderate to high market concentration. 
 
The total number of DSO’s in Germany are by far more than for the rest of MS but 
approximately 700 of these are municipally owned hence the German market appears to be ruled 
by traditional municipal politics. All procurement is managed under public procurement 
regulations making it hard to be commercial on such a market. However, The Netherlands have 
made a market consolidation and created conditions for a real market which e.g. the total 
number of DSO’s and electricity suppliers indicates together with how active the customers are 
on the market. This can also be seen from number of offers per supplier which indicates how 
innovative the market is and the Dutch market seems to be the most innovative one with most 
offers per supplier. It is easier to be creative and innovative if there is more data available from 
e.g. metering points which remote meters in Netherlands have enabled.  
 
The average net entry of suppliers is the highest in Austria, confirming and reflecting their high 
HHI index followed by Germany and the Netherlands. It also reflects a healthy market structure 
with possibly fewer barriers to enter, enhancing the vision (European Commission, 2015c) of 
EC. Finally, the average mark-ups in electricity retail markets is highest in Germany with 27 
euros/MWh, followed by the Netherlands with 22 euros/MWh. The remaining markets are fairly 
similar with an average mark up of 18 (+-1) euros/MWh. This shows that an even greater 
competition on the retail market can be enhanced in both Germany and the Netherlands.  
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Market maturity 
Table 17 below presents the differences of the Market maturity which shows a varied picture 
between the MS’s.   
 
Table 17 Findings on Market maturity 

Market maturity 
 Austria Belgium Germany Luxembourg Netherlands 

SM roll-out status 

Wide-scale roll-
out (at least 
80% of 
consumers) by 
2020) 

NO wide scale 
(at least 80% of 
consumers) by 
2020) 
 

Selective roll-out 
depending on 
type of customer 
 

Wide-scale roll-
out (at least 
80% of 
consumers) by 
2020) 

Wide-scale roll-
out (at least 
80% of 
consumers) by 
2020) 

SM Roll-out period Start and 
End Date 2012 -> 2019 n/a 

2017 - 2032 
for consumption 
> 100 000 
kWh/y 
2017 - 2024 
for consumption 
10 000 - 100 000 
kWh/y 
2020 - unknown 
for consumption 
2000 – 6000 
kWh/y 
2020 - 2028 
for consumption 
6000 - 10 000  
kWh/y 
2017 - 2024/8 
for capacity  
7 000 - >100 000 
kW 

2017 -> 2020 2014 -> 2020 

Positive CBA As of 2014: Yes As of 2014: No 
2017: Pending 

As of 2014: No 
2017: Partly As of 2014: Yes As of 2014: Yes 

Main costs associated with the 
smart metering roll-out 

Operational 
costs (30%) 
 
Capital costs — 
smart meter, 
installation, 
communication 
infrastructure, IT 
system (26%) 
 
Supplier 
associated 
network 
balancing costs 
due to consumer 
behaviour 
change (24%) 

n/a 

Investments in 
smart metering 
systems (meter, 
gateway, 
communication 
infrastructure) 
(30%)  
 
Communication 
costs (20%) 
 
IT costs (8%)  

Meter cost 
 
Meters 
installation cost 
 
Investment and 
operating cost of 
common IT 
infrastructure 

Smart electricity 
meters and 
installation cost 
(25%) 
 
Smart meter data 
management 
system (16%) 
 
Communication 
infrastructure - 
PLC (14%) 

Responsible party for SM 
deployment  DSO DSO Meter Operator/ 

DSO DSO DSO 

Metering points in the country 
by 2020 5,700,000 n/a 

 47,900,000 260,000  7,600,000 

Total Number of Smart 
Metering Points to be installed 
up to 2020 

5,415,000 (95%) n/a 11,017,000 247,000 7,600,000 

Performance in regards to 
incentive based demand 
response (0-20) 

10  12  6  Unknown 10  

Total current Demand 
Response  198 MW 819 MW 1790 MW Unknown 365 MW 

Theoretical demand response 
potential 2016 2000 MW 3000 MW 22500 MW Unknown 4000 MW 

 
According to D1 (2017) the introduction of smart meters will first of all affect their reading and 
billing processes since they will get more reliable data in a higher frequency which allows them to 
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bill the grid fees more accurately to the suppliers. CBA were set as a basis for the Smart Meter 
roll-out. As of 2014 the CBA’s for Austria, Luxembourg and Netherlands showed positive, 
hence these countries decided on a wide-scale smart meter roll-out ensuring at least 80% of the 
consumers to have a smart meter by 2020. However, due to manufacturing errors, Luxembourg 
plans to install the first meters during 2017 and by the end of 2020, 95% is expected to be 
installed in the grid (E1 and D1, 2017). For IT solution providers with limited resources or 
offerings to enter these markets, the time frame might be a barrier for entry. This, since there is a 
risk that contracts that extend over long periods have been signed with other IT companies for 
smart meters and its capabilities such as billing solutions. 
 
However, as of 2014 the CBA’s showed negative results for Belgium and Germany, hence they 
decided on no smart meter roll out by 2020. In 2016 a new decision was taken in Germany 
where they decided on a selective smart meter roll-out starting in 2017 (Assion et al., 2016), 
which indicates that Germany is aiming for fulfilling EC’s requirements but in a slower extent 
depending on the type of customer. For Germany it seems to be more important to focus on 
customers with high electricity consumption which indicates that they want to start with 
customers which can bring higher energy savings. However, the number of metering points in 
the country by 2020 which is by far more in Germany than for the rest of the MS can also be a 
major reason, hence the decision can be due to economic concerns. This timeframe represents a 
potential market opportunity for IT solution providers due to the attractive timeframe of 
utilizing major parts of products in the portfolio.  
 
Belgium is lagging behind in the roll-out decision, besides the negative CBA result, one reason 
can be that the country is divided into three areas (Brussels, Flanders, Wallonia) each with their 
own NRA and government. New decisions are not available for Belgium yet, however N1 (2017) 
stated that the Flanders area is currently preparing an update for the CBA of a smart meter roll-
out the summer of 2017, potentially initiating a 15-year long SM roll-out. The roll-out will be a 
fast roll-out targeting prosumers (customers with PV production) as well as new and renewed 
homes (N1, 2017). As soon as the CBA shows a positive result, there will be a governmental 
decision for a wide scale roll-out for Flanders.  
 
As can be seen, the status for the smart metering roll-out in the MS is on different levels and 
stages as for now, however there is a pattern that the smart meters will be a standard in MS 
which is aligned with EC’s vision (European Commission, 2015c) and EU’s target. Furthermore, 
the main costs associated with the smart metering roll-out differs a bit depending on country and 
is an indication of how the countries have estimated the budget. The infrastructure, IT and 
installation costs seems to be the most common for all five MS, which indicates that there is a 
potential for IT solution providers to capture markets and serve them. As for now both 
Germany and Belgium are interesting markets regarding the smart metering roll-out status since 
the two market is lagging far behind and the plans made for the German market extends over a 
long period forward. Moreover, there is a great potential for the product portfolio of TSU and 
other IT solution providers with a diverse portfolio, for their products even in the MS which 
have already deployed the smart meters since data received from smart meters needs to be 
analysed and handled in order to become valuable.  
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All countries show the DSO as the responsible party for the SM roll-out except for Germany 
where the DSO or Meter Operator will be responsible when final decision (European 
Commission, 2014d) is made. The difference between the metering points available by 2020 and 
the number of them that will be covered by SM by 2020 is over 80% (as according to the 
positive CBA), except for Belgium and Germany due to their CBA. Once again this represents a 
potential for IT solution providers to enter the different markets depending on what type of 
offerings they have, for e.g. pre, during or after the SM roll-out. 
 
Belgium shows the greatest performance in regards to incentive based demand response with a 
score of 12 out of 20. All other countries show a poor performance, except for Germany where 
data is not available. Furthermore, Belgium is the only country currently generating almost one 
third of the theoretical demand response in the country. Or to compare, Belgium is generating 
half of what Germany is generating, even though being ten times as few in population. Even 
though Germany generates more MW, this means Belgium is the country where people and 
market structure together perform their best. On the other hand, no data is available for 
Luxembourg. Austria and The Netherlands have a long way to go to but what implications or 
barriers exist for driving up the current levels of demand response are not known. Hypothetically 
they can be market structural such as legislations and barriers to enter, together with a 
combination of behaviour and awareness.  

5.2.3 Customer level 
In this section, the results on the customer level is presented and analysed following the 
segments of the proposed framework: behaviour and awareness. These results are crucial in 
order for the researchers to analyse the markets. 
 
Behaviour 
This study has shown that even though some MS’s are fairly similar on behaviour, there are 
differences which are presented in Table 18 below. 
 
Table 18 Findings on  customer behaviour 

Behaviour 
 Austria Belgium Germany Luxembourg Netherlands 
Switching rate for electricity 
household consumers  3,7% 12,2% 8,1% 0,1% 13,3% 

% Renegotiated contracts Unknown Unknown Unknown 1% 9% 
Plug in shares and composition 
of EV and PHEV 2016:  1,4% 1,6% 0,8% 0,5% 5,2% 

Top 15 countries of Plug-in sale 
(ranking) 9 7 4 16+ 5 

% PV installed by residentials 
of total ( ground mounted, 
commercial, residential, 
industrial) 

40% (374,8 MW 
of total 
cumulative solar 
capacity installed 
in the country) 

70% (2275 MW 
of total 
cumulative solar 
capacity installed 
in the country) 

15% (5955 MW 
of total 
cumulative solar 
capacity installed 
in the country) 

UNKNOWN 
 

78% (1224,6 
MW of total 
cumulative solar 
capacity installed 
in the country) 

Existence of exit fees imposed 
by suppliers when switching 
offers 

Not specified  
Exit fees do not 
exist or are not 
specified 

Exit fees do not 
exist or are not 
specified 

Not specified  Exit fees are 
common  

Any supplier offering flat-rate 
electricity price? 
 

Yes  
  

Yes, e.g. 
Optional: some 
suppliers offering 
optional price 24 
month flat rate 
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Table 18 above shows that the MS’s are fairly similar, however there is some differences and the 
switching rate is no exception. Switching rate can indicate how active consumers are on the 
market but it doesn't give the whole picture since consumers can be active by choosing to remain 
in their electricity contract if they are satisfied with their current electricity supplier. Consumers 
might consider the cost for electricity represents such a minor proportion of their total 
household costs, that they do not prioritize a switch or that the gain from a lower price is 
attractive enough. The Netherlands have the highest switching rate even though there are exit 
fees when switching supplier. Belgium have the second highest switching rate while Luxembourg 
have the lowest switching rate of 0.1%. According to E1 (2017) the reason is that customers in 
Luxembourg are not interested in energy markets or system since they have the habit that energy 
is there at all time. Furthermore, E1 (2017) states that customers in Luxembourg are not 
interesting in saving money on energy since up to 20€ a year is not enough to mobilize 
customers to change their provider. Moreover, the price level of electricity in Luxembourg is on 
a low level which means that providers have less space to act on margin.  
 
Even though switching rate can be an indication of how active the consumers are, there are 
other factors which can further strengthen how active consumers are. E.g. the switching rate for 
Germany is around 5% units lower than for the Netherlands. Furthermore, Germany is ranked 
higher than Netherland in the plug-in sale ranking and German households also have a higher 
PV installed capacity than households in the Netherlands which could give a more active picture 
of Germany. However, in relation to the size of the country, the installed PV capacity of 15% is 
low, even though it is higher than rest of the MS in terms of PV installed in MW. There can be a 
correlation between the switching rate and PV installed since the countries with the highest 
switching rate also have the highest percent of installed PV by residential, this could indicate that 
active customers makes conscious choices. The Dutch customers are switching suppliers the 
most and 78% of the residential have installed PV followed by Belgian customers which have the 
second highest switching rate and installed PV by residential. As a whole, the Netherlands seems 
to be an active country in this manner, in relation to its size and capacity while Luxembourg 
which is a small country seems to be a very inactive. However, there can be many underlying 
reasons for this, e.g. as seen in Table 17 there is only 7 electricity retailers for households in 
Luxembourg, where Enovos holds more than 75% of the market (ILR, 2016).  
 
EC seeks to empower the end customer and due to that, flat-rate offerings on electricity price are 
not wanted on the energy market since the customer will not be able will not be able to influence 
their electricity bill depending on which time they use electricity, thus they will not be 
participating actively. The positive aspects with flat-rate offerings is that customers can use 
electricity at the same price no matter tariff since the tariffs do not apply on them which is 
positive if electricity is used the most at peak times. If the consumers however have other 
behaviours, by e.g. use electricity anytime but the peak time, the customer will in the longer-run 
pay more and the customer will not be empowered since they will not be considering the 
different tariff prices. In the MS’s there are still some suppliers offering flat-rate electricity prices, 
and it is unclear how these offerings will develop in the different markets. However, if the end-
customers are truly empowered at the level which EU seeks to, the flat-rate offerings will 
probably not exist anymore in the future.  
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Awareness 
Table 19 below presents the differences of the customers’ awareness which shows a varied 
picture between the MS’s.   
 
Table 19 Findings on customer awareness 

Awareness 
 Austria Belgium Germany Luxembourg Netherlands 
Ability to compare price easily 
(2013) 6 of 10 7 of 10 8 of 10 7 of 10  6 of 10 

Knowledge of switching rules 
– no charge when changing 
electricity company: 

True: 53% 
False: 11% 
Don’t know: 
35% 

True: 59% 
False: 10% 
Don’t know: 
31% 

True: 67% 
False: 9% 
Don’t know: 
24% 

True: 20% 
False: 10% 
Don’t know: 
70% 

True: 37% 
False: 32% 
Don’t know: 
31% 

Number of information 
elements on electricity bill 12 10 13 6 9 

“Bills of my electricity 
company are easy and clear to 
understand”  

Strongly agree: 
53% 
Agree: 26% 
Disagree: 18% 
Don't know: 3% 

Strongly agree: 
45% 
Agree: 37% 
Disagree: 11% 
Don't know: 7% 

Strongly agree: 
56% 
Agree: 28% 
Disagree: 9% 
Don't know: 7% 

Strongly agree: 
40% 
Agree: 39% 
Disagree: 17% 
Don't know: 4% 

Strongly agree: 
43% 
Agree: 40% 
Disagree: 9% 
Don't know: 8% 

“I know how the electricity 
that I use is produced (e.g. 
nuclear generation, wind, gas, 
solar, petroleum, coal, etc.)” 

Strongly agree: 
41% 
Agree: 29% 
Disagree: 30%  

Strongly agree: 
26% 
Agree: 39% 
Disagree: 35%  

Strongly agree: 
35% 
Agree: 35% 
Disagree: 30% 

Strongly agree: 
27% 
Agree: 28% 
Disagree: 45% 

Strongly agree: 
23% 
Agree: 45% 
Disagree: 32%  

 
Information bills from electricity suppliers can vary a lot depending on supplier. The variety of 
presented information can be an active choice from the supplier if they don’t want their 
customer to be aware, but it can also be due to that suppliers thinks that customers are not 
interested in knowing more than what is present on the bills. In Table 19 it is very clear that 
Germany is dominating, and it is not unexpected since it is easier for German customers to 
compare price and offers from different suppliers and the number of information elements 
presented on their electricity bills are the highest. This shows that the more available information 
for the customers, the more aware they are. By making more information available for 
customers, the transparency and price comparability increases which makes consumers more 
price-conscious. This protects the consumer against price increases, which can also increase their 
interest in changing providers. The increased use of online comparison tools is changing the way 
consumers interact with the retail market and in return the electricity suppliers operates more 
innovatively and efficiently. However, too much information available on the bills might also 
lead to too complex bills inhibiting the beneficial role of information to consumers. 
 
Electricity bills in Germany presents most information while it presents least information in 
Luxembourg and this reflects on the customer's awareness since 56% of the German customers’ 
states that the electricity bill is clear and easy to understand while e.g. only 40% of the customers 
in Luxembourg states the same thing. Furthermore, as shown in Table 18, In Germany the exit 
fees do not exist or are not specified, the customers seem to be aware of this since only 24% 
states that they do not know if there is a switching cost. Moreover, in relation to result from 
Table 18 where exit fees when changing supplier is not specified for Luxembourg, the knowledge 
about switching rules seems to be aligned and correlate since as many as 70% of the customer's 
states that they do not know if there is any exit fee when changing supplier.  
 
In Austria there is 12 elements presented on the electricity bill, and 41% of the customers are 
aware of how the electricity they use is produced which can be an indication of that it is one of 
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the element on the electricity bill, however on a scale from 0 to 10 on how easy it is to compare 
price of the products/services sold by different retailers, the result was 6 for Austria. This factor 
is an indication of how easy it is for customers to participate in the market, and the result is as 
low for Austrian customers as for Dutch customers. In Germany however, it seems to be easier 
for the customers to participate in the market which together with the other factors for this 
segment makes German customers the most aware out of these MS followed by Austrian and 
Belgian customers. Even though Dutch customers doesn’t seem to be as aware as e.g. German 
or Austrian customers, they are still the most active customers which can be seen in Table 18 and 
in relation, Germany has the most aware customers but they are the less active customers. As 
stated earlier, if the customers are aware, they probably will also be active but there are still other 
factors on country level which also affects the customer level such as overall figures, market 
structure and maturity presented in Table 15, 16 and 17. 
 
Overall, all countries show unimpressive awareness results. This shows a massive potential and 
need for strengthening the awareness of the customers which can be done from different parties 
such as the EC, IT solution providers, electricity retailers, legislations and many more. This will 
however not lead to more active customers since there is a difference between making the 
customers aware and teaching the customers how to be active.  
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6. Discussion and conclusion  
Following is a discussion and conclusion of the results of this study. RQ1 and RQ2 are answered in a 
summarized way and discussed. Furthermore, the proposed framework is analysed from a strengths and weakness 
standpoint. The chapter ends with thoughts on managerial implications, sustainability and future study. 

6.1 RQ1 
● What framework can energy IT solution providers use to assess new markets 

influenced by the smart meter roll-out? 
 
The authors strongly believe energy IT solution providers can use the proposed framework 
presented in section 5.1 - “Proposed framework” to assess new markets influenced by the smart 
meter roll-out. Following is a holistic picture of the proposed framework energy IT solution 
providers can use to assess new markets influenced by the smart meter roll-out.  
 

 
Figure 7 The proposed framework for assessing market opportunity 

The proposed framework presented in Figure 7 above, was initially discovered and created at a 
relatively early stage of the study due to its creation after assessing the history, strategy and vision 
of EC which can be found in chapter 2 in combination with the conducted interviews and 
literature review. This allowed to take into account the heavy influence of EC on EU at a 
relatively early stage and relate it to theory and stakeholders during the thesis.  
 
The structure of the framework derives from Market Opportunity Analysis; MOA since it is a 
process which can be used to evaluate the opportunities of entering or expanding operations in 
particle markets (Golicic et. al, 2003) and was chosen due to its best fit in regards to the studies 
delimitations and academic contribution. This means that the proposed framework is elaborating 
on the Macro environmental-, Market-, and Customer analysis within Figure 3 in section 3.2.2.  
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Why European level?  
Even though the great differences in different energy aspects between countries, the agenda set 
by the EC has always seemed to concur due to these major events. To give some examples, EC 
liberalized the markets in 1996 (Energiföretagen, 2017), introduced the third energy package in 
2009 (European Commission, 2009) and established NRA’s for each MS as well as forums 
(ACER) for them to cooperate (ACER, 2017). Recent events include the creation of the 
European Energy Union in 2015 (European Commission, 2015c) by the EC, where a new 
strategy and vision was formulated applying for all MS’s supported by ACER’s vision (ACER, 
2014). Furthermore, recent events include new directives and legislations for creating a more 
consumer centric markets, which the rest of the market actors and MS’s should act under 
(European Commission, 2015c).  
 
All these and many other events have the common denominator of that sooner or later EC’s 
agenda will be realized. As (Woodruff and Gardial, 1996) stated, being aware of the forces 
impacting the market, firms can position themselves to minimize the negative impact and focus 
on leveraging positive impacts. Since history has showed this, it can be believed that it will 
continue to be so even though today’s differences between for e.g. market structures. To 
illustrate, all MS’s did not liberalize their markets simultaneously (Energiföretagen, 2017), but 
today most are. In 2014 not all MS’s proceeded with the initiative to roll out smart-meters, but as 
of today, the ones that did not are currently investigating in initiating the roll-outs (N1, 2017) 
(Assion et al., 2016). 
 
EC’s agenda set the way forward and the MS’s will follow, perhaps not immediately but in the 
future. And therefore, the European level is and will continue to be necessary to consider in the 
proposed framework. The proposed way to consider this is using the PEST analysis since it can 
help understanding the macro environmental agenda of EC. PEST has been considered as a 
general tool, making it difficult for organizations to use it to scan a market in all of the chosen 
dimensions and how to best apply it. Therefore, PEST is recommended to use as a tool for 
understanding the strategy and vision of the European energy markets.  
 
Why Country level? 
Due to the differences in the countries and the way they are controlled, the country level was 
necessary to assess since it is important for TSU and other similar companies to have a clear 
understanding of the differences. As demonstrated in Chapter 3, Woodruff and Gardial (1996) 
states that the focus here lies on identifying the specific markets the company serves or intends 
to serve as well as the different customer segments. Stevens (2012) together with Woodruff and 
Gardial (1996) also states that one can determining the size of the market and the characteristics 
of it, hence the minimum requirement necessary to enter the market thus are established from 
results from this stage. Thus, the segments overall figures, market structure and maturity 
presented in section 5.1, was chosen. The parameters within overall figures served as a basis to 
understand and compare the different markets to be able to quantify the market.  
 
In order for energy IT solutions providers enhance their market understanding and find a 
strategic fit, assessing the market structure is necessary. As Young (1999) states, potential 
opportunities can be identified by conducting a market structure analysis since it gives an 
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understanding of differences between the market factors composing the market structures. 
Moreover, the differences in technological maturity impacts the business opportunity on energy 
IT solution providers in the different markets. By understanding the maturity of the markets, 
energy IT solution providers can better decide whether or not to enter new markets but also how 
position their offerings in terms of what to bring to the targeted markets.  
 
Why Customer level?  
Once again, due to the differences on the country level it implies that there are differences on 
customer levels, as confirmed by the EC (European Commission, 2016a). As Dunbar and 
MacDonald (2012) states market segmentation as the process of splitting customers, or potential 
customers, in a market into different groups, or segments. Kotler and Armstrong (2009) outline 
the essence of market segmentation as a method to differentiate how consumers behave and 
what they need by using socioeconomic and psychographic variables. The above mentioned in 
combination with EC’s current agenda in combination studies on customer awareness and 
behaviour, implies that the segments Awareness and Behaviour are necessary to consider. 
Decision makers already act accordingly, as stated by T1 (2017). T1 believes by being involved, 
the customer will become empowered and engaged in market activities hence, they will get 
deeper trust in the market and its actors, which is according to what CEER states (CEER, 2016). 
For further analysis of the framework and outcome please refer to section 6.2. 

6.2 RQ2 
•  What are the outcomes of the application of the developed framework?  

6.2.1 The country with the greatest potential 
TSU offers many different services and solutions hence the findings from section 5.2 can be used 
in a larger extent in order to asses the potential depending on type service and solution. Meaning 
that the managers can draw own conclusions from it. As the analysis in Chapter 5 demonstrates, 
while many aspects of the energy markets are nearly identical for many of the MS’s, the analysis 
also demonstrates that there are great differences in the MS’s in regards to the size, maturity, 
structure as well the end-customer’s behaviour and awareness. However, there seem to be great 
potential for TSU’s services and solutions in all of the MS’s under investigation except for 
Luxembourg since the market seems to be a monopolistic market. It can be argued that being a 
monopolistic market can be positive since by signing contracts with the big player on the market 
which is Enovos in Luxembourg in this case, TSU can serve the whole country. However, since 
Enovos is the big player, they will probably seek for the cheapest providers and thus push the 
prices.  
 
However, due to that the case company’s business model and offers are better suited and 
favoured on investing in a bigger market with greater magnitude (T1, 2017), Germany is seen as 
the MS with the most potential. One argument for the great potential within the German market 
is that the case company has a product portfolio and offerings which can match every phase 
(pre-, during and after) of the smart metering roll-out (T1 and T2, 2017). The MS’s where the 
portfolio and offerings can be utilized the most is the MS with the most potential according to 
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T1, since the case company will be able to prepare and take part in the smart metering 
deployment from start, utilizing their previous experience. The long time frame of the SM-
rollout means TSU has time to develop resources and invest in the German market, while having 
the time to win the contracts of for e.g. the deployments of the SM roll-out (T1, T2 and T3, 
2017).  
 
Moreover, there are other aspect which also needs to be considered such as potential 
cooperation partners since the attractiveness of each country is determined by the quality of 
these. One criteria to evaluate the potential for TSU was according to T1 (2017) the number of 
DSO’s with more than 100 000 connected customers. TSU is not primarily interested in doing 
business with DSO’s having less than 100 000 customers. The reason for this is that there will be 
too few players to do business with, as well as a too small market to serve (T1, 2017). This 
eliminates investing resources in markets where there are few DSO’s having these kind of 
customers. According to T1 (2017), the estimated threshold number wise was at least above 10 
DSO’s with more than 100 000 connected customers. This means that Germany, where 103 
DSO’s with more than 100 000 connected customers exist, represents a potential scalable 
business opportunity for TSU. 
 
In comparison to the MS’s, Germany has the highest electricity market value, highest number of 
households, highest number of metering points and the highest population, which indicates that 
the magnitude for Germany is the greatest. This indicates that Germany represents both 
magnitude and better suited timing in regards to the case company’s offerings (T1, 2017). 
Magnitude and market structure with timing of the SM roll-out in mind was therefore favoured 
by T1 (2017). These factors appealed even though the risk of a loss on investment for TSU (T1 
and T2, 2017). T1 (2017) stated that there seems to be a greater return on investment in investing 
on resources for entering Germany. 
 
The electricity price, the consumption by renewables as well as the number of electricity 
suppliers are also the highest in Germany which makes it a competitive, integrated market which 
offers consumers more choice. Hence, by making the case company's portfolio available, the 
electricity price can be lowered due to empowered end-customers which will seek for the lowest 
price among all the suppliers and push the prices. Moreover, the share by the largest three 
suppliers is the lowest in Germany which indicates that the market is probably distant from being 
a monopolistic market, which is aligned with EC’s vision of competitive markets. 
 
At the moment, Germany has the highest installed PV capacity for residential and are the highest 
ranked in plug-in sales. This in combination with Germany having the third highest switching 
rate makes German customers the most aware customers of the MS’s. Even though the German 
market seems to be competitive and in the forefront in many areas, as well as the German 
customers seems to be aware, there are still a great potential for the German market to develop 
further. In relation to the magnitude of the country, Germany has a long way to go to be in line 
with the other MS regarding especially the market maturity since the gap between the smart 
metering deployment and EC’s vision is clear. However, the case company have the capabilities 
to bridge this gap since Germany have deployed a smart metering roll-out plan by now. By 
taking all these aspects in consideration, it becomes clear that there seem to be room for growth 
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as well as space and potential for the case company to build and scale their business on the 
German market.  
 
Moreover, since market entry decisions are driven by growth as well as competitive and financial 
benefits, the research indicates that TSU most probably is driven by economic motives hence 
there is a great potential for both growth and financial benefits in the German market. As stated 
previously in section 5.2.1, the German electricity market is the largest in Europe in terms of size 
which represents a greater potential than capturing larger market shares in the other MS. By 
looking from a monetary and quantitative perspective in Table 15. it becomes clear that it’s not 
beneficial for the case company to capture larger shares on other markets than Germany, since 
even by capturing at least 10% of of the German market it will represent larger potential than 
capturing lager shares on other markets.  
 
Furthermore, timing is crucial when entering new markets and TSU can gain competitive 
advantage from being on the German market early since they will be able to provide retailers and 
DSO’s with services and solutions in an early stage capturing market shares. However, early is 
not always beneficial since there can be political barriers as well as problems in the infrastructure 
preventing the business. The market maturity in the MS’s shows that TSU could start planning 
for expansion since a lot is happening in the energy market. With the SM rollout in mind, it is 
clear that it is time for expansion in Austria, Luxembourg and Netherlands before long-term 
contracts have been signed with other IT companies which may make it difficult to capture 
market shares later. This also applies for SM capabilities, hence despite already having deployed 
SM’s, TSU can deliver e.g. billing solutions which are the biggest part of TSU’s offering (T2, 
2017). Since TSU is already working on SM solution in Austria, they should also focus on 
expanding other smart utility services and solutions to Austria such as SM capabilities. Moreover, 
as previously stated Luxembourg is close to a monopolistic market hence the researchers do not 
see any potential there. Looking at Germany and Belgium, where the market is still lagging 
behind in regards to the SM rollout there is still some time for expansion for both SM and it 
capabilities such as billing solutions and services.  
 
To conclude, the researchers sees the greatest potential for TSU to enter the German market due 
to market characteristic such as size, structure and maturity as well as end-customer behaviour 
and awareness. However, the researchers also see a great potential for TSU in Austria, Belgium 
and Netherlands due to the market structure and the end-customers’ behaviour and awareness. 
TSU has the ability to increase competition in the markets by making customers more aware and 
active through their services and solutions in the product portfolio. Moreover, the end-
customers’ behaviour in regards to installed PV and EV sales in Austria, Belgium, Germany and 
Netherlands shows that the end-customers are potential prosumers and TSU's product portfolio 
can serve the customers even in this sense with SM capabilities. In relation to the changes on the 
energy market, the researchers conclude that TSU should start planning expansions since it can 
be harder to signs deals if other IT companies sign long term contracts with retailers and DSO’s.  
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6.3 Potential risks  
Some potential risks have been identified with entering the German market and/or other 
markets in the future. The authors believe that the identified risks will have the greatest impact 
on potentially changing the true market opportunity in Germany or any given market. Within 
this study the two main risk identified for Germany, which can be applicable to other countries 
are: 
 

• Lack of understanding of the competitive landscape   
• Lack of complete mapping of the laws and regulations on the energy market in the 

specific country 
 

Lack of understanding of the competitive landscape   
Due to the research scope, the competitive landscape was neglected in this study. This implies 
that the competitive landscape has not been addressed, potentially affecting the true market 
opportunity for TSU. However, T4 (2017) stated that the German IT market is highly 
competitive with service providers from all over the world.  
 
Even though TSU are Nordic leaders and have paved the way forward, the lack of understanding 
of competitors, their position in the market through-out Europe and their agenda, the true 
competition needs to be understood. The research has showed that Germany represents a very 
attractive market from a size and maturity stand point. But with no clear understanding of what 
the competitors have been doing or actually are doing at this time point, the true market 
opportunity might be heavily affected. To mitigate the risks, the authors suggest TSU to conduct 
a competitive analysis of for example Germany, to understand their competition and their 
influence in the market better.  
 
Lack of complete mapping of the laws and regulations on the energy market  
The scope of the study has implied that the authors had to take a holistic view on laws and 
regulations through-out Europe. This means that specific laws and regulations in the given 
markets have not been addressed. At the time of this study, Germany had announced new 
regulations and other countries were going through new CBA’s that would potentially affect laws 
and regulations. Without addressing the laws and regulations and thereby the processes for doing 
business in these markets, the true market opportunity might be affected. Although the EC’s 
vision is to enable cross border trade as well as they vision it to be possible to offer services from 
e.g. Sweden to Germany, it is not clear that it is possible yet. Therefore, TSU should look at laws 
and regulations to assess the true potential. This is of course interesting and important, but due 
to the time concern it has not been possible to deal with this aspect. 
 
The authors see a potential risk in Germany where many DSO’s are owned by municipalities, 
potentially affecting the process for them to buy TSU’s services from both a law but also a time 
perspective. To mitigate the risk, the authors suggest TSU to do deep-dives in laws and 
regulations. Furthermore, a greater mapping of e.g. municipalities and other public market 
players, might potentially affect the true market opportunity.  
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6.4 Analysis of the framework 
The framework which was presented was put into practice in the section above. In this section, 
the strengths and weaknesses of the framework are presented. 
 
Strengths 
The framework was developed by taking consideration to EC’s vision on the European energy 
market. This was necessary since EC’s vision will become reality in the future, no matter how the 
different MS’s market structure is since it’s pushed from EC. The framework focuses both on 
macro- and micro environmental aspects which is crucial when assessing the opportunity and 
attractiveness of regulated markets. Since the framework touches upon three different levels of a 
market, it facilitates strategic decisions by helping organizations to get an overview of markets in 
order to make difficult strategic decisions. Moreover, the framework can be easily applied to 
make markets clear and well defined. Thus, it provides a clear understanding and usage by adding 
and deleting parameters depending on research area and interest regarding business potential or 
opportunity. Also, the framework doesn’t present any major complexity, which makes it suitable 
for other types of businesses as well. However, the parameters associated with every segment 
highly rely and depend on which market is being evaluated and what the organization finds 
important regarding the market they are interested in. Finally, since the framework was 
developed with the inputs from TSU and market players, it’s structure implies a greater chance of 
a being successful and applicable if used. 
 
Weaknesses 
One of the major pitfalls with the framework is related to the dimension of time since it mostly 
considers the present or past status of a specific market. The lack of overview of status over a 
longer period makes it difficult to understand how the market trends has changed, hence it can 
be seen as a limitation in practice when evaluating the potential of a market. An additional pitfall 
which was discovered while analysing the empirics is related to the lack of a clear correlation 
between the parameters, limiting the analysis of the findings. This can be seen as a considerable 
pitfall if the researchers are not familiar enough with the research area. The complexity of the 
market structures, differences regarding all dimensions, great history and agenda of the European 
Energy market and EC, has made it impossible to gather all the necessary information to cover 
all topics during the given timeframe for this study. Thus, the authors have not been able to 
create a framework with a heavy emphasis on correlation.  
 
Another crucial aspect is that the framework is heavily driven by the chosen parameters for every 
segment. Therefore, the results could be very different if other parameters were chosen instead. 
Each specific industry has its own dimensions that are important, hence it all depends on the 
type of industry as well as what the researcher or organization wants to evaluate and asses. The 
flexibility of the parameters considered in the framework contributes to a pitfall while it also 
makes it clear that there can’t be parameters which suits all industries and researches perfectly 
keeping the segments in mind. The dimensions chosen for the framework in this study are 
besides from EC also influenced by TSU and their preference, but without having a negative 
impact on the body of the framework. An additional pitfall is that the framework doesn’t have a 
weight scale which simplifies the analysis of which market has the greatest potential regarding 
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business opportunities. In this research the potential was analysed and identified through 
workshops with T1 (2017) at TSU as well as through conclusions drawn in relation to EC’s 
vision. Despite the frameworks objective of facilitating decisions regarding market potential, it 
doesn’t provide an even more clear answer about the potential, neither a more structured way to 
decide on a market. However, it helps analyse and identify.  
 
In general, when entering a new market, organizations tends to demand a clear overview of the 
competitive landscape. Even though it was a conscious choice not to consider competition, the 
lack of it in the framework can be seen as a pitfall since by having knowledge about competitors 
can bring new insights and make a big difference on a decision. For example, if competition was 
one of the dimensions and it showed that there is a lot of IT companies similar to Tieto and the 
TSU division trying to settle on the German market while perhaps none was trying to settle on 
the Belgian market, the decision on which market to enter could be heavily influenced and 
biased.   

6.5 Academic implication 
The academic implications which this study contributes with is the development and application 
of the framework in order to increase knowledge in the field of market opportunity analysis in 
the European energy market. A gap in the literature study has been identified in the area of 
investigation since many tools can be used when conducting a market analysis, however, these 
are to general and lack depth especially on regulated markets such as the energy market. 
Therefore, this study provides a new framework which is developed from existing theories, 
which intends to conduct market opportunity analysis on the European energy market on three 
levels, thus contributing to deep knowledge about the markets. 

6.6 Managerial implications 
The conducted research has represented potential managerial implications, due to the fact that 
this study provides a proposed framework for decision makers of energy IT solution providers. 
The managerial implications refer to the practical use of the findings in this report. The 
proposed framework facilities managers, stakeholders and decision makers in terms of creating 
increased market understanding, which is necessary for when making strategic decisions. 
Managers can with the proposed framework more easily create and communicate markets with 
members of the organization. Furthermore, since companies usually offer many different service 
and solution, the findings can be used differently depending on type service and solutions. 
Managers and other members of an organization can pick and choose the best-fitted parameters 
for the intended objective and level of assessment. 

Due to the fact that the parameters in this study were used as a guideline and for validation, they 
imply that future assessments with different parameters might not reveal the same outcome. This 
means that managers or other members of an organization can pick and choose parameters 
which favours them. Even though the framework is very transparent in its foundation, segments 
and intended outcome, it’s the details that matter, and they will be provided through the empirics 
of the chosen parameters.  
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One final and very important and interesting aspect is that the study has shown that the potential 
vision of EC and energy IT solution providers might imply that people can withdraw from the 
organization. If an organization such as TSU is not innovating and finding new markets, 
potential business might be lost in the future. Furthermore, if members of the organization get 
frightened due to potential disruption, there is a risk of people switching jobs. Managers must 
therefore ensure that people are motivated and well aware of the potential future of the 
European energy market. Managers can in such times face challenges such as reluctant less to 
change, loss of motivation, frustration, lack of direction and much more. The authors believe 
managers must create and communicate a vision and intended strategy for where the 
organization is heading and how it intends to continue to operate in the future.  

6.7 Sustainability implications 
The study has shown that the timing for energy IT solution providers might be critical. However, 
the study has shown that digitalization is now impacting the energy industry and will continue for 
many more years to come. The authors believe therefore that exciting times are ahead. Major 
changes are happening and sustainability awareness is being communicated in all areas of 
business and life.  
 
EC will continue to push for their vision for empowering end-customers’ while companies will 
have to follow the customer centric future energy market. The authors see this as positive for 
environmental sustainability due to the potential active participation in the energy market. The 
society will gain advantage from SM and new associated services provided by TSU and other 
similar companies which will meet end-customer’s requirements better and thus simplify their 
lives. Hence, the proposed framework will facilitate organizations in making more informed 
decisions related to expansions into new geographical markets in a sustainable way in an 
economic point of view. Furthermore, since companies usually offer many different service and 
solution, the findings can be used in a larger extent depending on type service and solutions. This 
means that managers can pick and choose the best-fitted parameters for the intended objective 
and level of assessment. 

6.8 Future studies 
Due to time concerns the authors couldn’t conduct a study with first hand information from the 
end-customers since such an investigation would take a lot more time then available for this 
thesis. Future studies could perhaps look in to the the end-customers’ aspect by trying to 
conduct surveys among the end-customers. Furthermore, the authors believe future studies 
could investigate the aspect of correlation. This means an emphasis on finding the right 
correlation between different chosen parameters, the analysis and outcomes. Future studies 
could also try different and/or completely new parameters to see how the proposed framework 
can be altered for other decisions.  
 
Future studies could look into the aspect of time and analyse the empirics with the dimension of 
time taken into the analysis. This study has rather provided snapshots of time in the given 
markets, thus it would be interesting to see and identify past, current and future trends which 
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might impact the outcome of the study and thus decision making.  
 
Positioning, cultural fit and competitive analysis is also further aspects for a potential future 
study. The next step from this study could be, once the proposal in the research questions of this 
study are validated by decision makers, to do competitive landscape analysis in the given markets. 
The competitive analysis could then be used prior to the initial suggestion of which market to 
enter, thus creating new possibilities due to the fact that this study neglected competitions as 
parts of the delimitations. Moreover, there is no doubt that cultural differences could be seen as 
a big threat for companies since it has significant impact on the possibilities for doing business, 
hence this aspect needs to be studied further.   
 
Finally, the authors believe future studies should try to replicate this study on a different 
regulated industry which is being disrupted by digital innovation. One suggestion would be the 
healthcare industry or the financial industry. By taking the initial idea of the proposed framework 
and applying it to the healthcare- or financial industry, new parameters will need to be identified. 
Potential intended use can be for facilitating IT strategy, IT investments or pilot digitalization 
projects. 
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Appendix A - The energy Union in fifteen action 
points 
(European Commission, 2015b) 
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Appendix B – Questions for Electricity retailers and 
DSO’s. 
 

Smart meters 
1. How will the use of smart meters affect your business? 
2. When do you think that you will start using smart meters in your organisation? 

Current energy market 
1. How do you perceive competition on the market? 
2. What is your vision on your role in the future? 

End-customers 
1. What are the customer behaviours you are experiencing? 
2. How do you think the behaviour will change? 
3. What challenges are you facing today? 
4. What do feel that you lack in order to satisfy your customers?   
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Appendix C – Parameters 
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