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Executive Summary

a. This business plan is about the set up of VElectric, a firm positioned in the niche
market of small electric vehicles. Since demand for NEV (low-speed small electric
vehicles homologated for public road use) is still unpredictable, in this project we shall
study only the market for “buggies” (low-speed small electric vehicles non-
homologated for public road use). Although in other countries the market is wider, the
market research conducted for this project has revealed that in Portugal the proven
market are the segments golf courses and Airports. These will be the target segments,
along with security firms which are seen to use buggies in shopping centers, for
example. Until 2015 the potential market size is 12.778 vehicles, of which, given the
existence of direct competition, VElectric is assumed to achieve 12,5%, that is, 1598
vehicles.

b. In order to potentiate the business opportunity the firm will pursue an opportunistic
outsourcing model for all non-internalised capabilities: manufacturing by the Italian
firm ITALCAR, charging stations providing by Coulomb, with INOV CAPITAL and
APBA for project financing and Institutional relations with APVE *1 for credibility and
counseling and with the Mobi.e Consortium =2, responsible authority for a national
recharge station system to enable the introduction and massification of the electric
vehicle. Velectric will offer added value services with integrated advertising, leasing
payment conditions and long-run maintenance services which enable differentiation and
will also offer a price advantage over competitors. In the long run the CEO wishes to

perform design and manufacturing of own brand (not covered in this study).

*1 - please consult more information on the Associagdo Portuguesa do Veiculo Eléctrico on pages 28-36 of the annexes
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*2 - Government, CEIIA-CE, Critical Software, EDP Inovagao, EFACEC, and Novabase — please consult more information on the

Movi.e Consortium on page 29 of the annexes

c. The environmental context is positive to the business idea: Portugal is one of the most
popular golf destinations with 76 current golf courses and 100 more predicted until
2015; The Announcement of the Council of Ministers on December 3, 2009 aimed to
create new business opportunities for the national industry and position Portugal as a
pioneer country in electric mobility solutions. Public Institutions are now forced to
employ at least 20% of their fleet in electric vehicles until 2015. As opportunities for
electric vehicles grow, competitors offer increased throughout 2010 and diversified into
different typologies (e.g.: cargo, commercial, surveillance, touristic, etc...).

d. The Value Proposition preconizes a market-driven strategy, providing value through
product quality, superior service, and excellence relations with customers and partners.
e. The Mission is “to commercialize multi-sector small electric vehicles, with an allied
advertising strategy in an end-to-end basis. Offer hassle-free services and sustainable,
economic, ecological and socially relevant products.”

f. Key Drivers are political (reduction of emissions and petrol dependency objectives,
use of excedent eolic energy and allignement with National Strategic Tourism Plan),
technological (battery autonomy, weight, size, cost and charging time, vehicle economy
and cost of acquisition), and cultural/trendy (electric mobility buzz created by local
communities: APVE, www.ocarroelectrico.com , www.veiculoselectricospt.com).*1

g. Buggies are used throughout the world for many purposes. *> The most widespread
use is golf, where almost solely electric vehicles are employed. This segment represents

1,8 thousand million euros with a forecasted growth of 21% of overall sector.*3

*1 - please consult political,technological and cultural key drivers on pages 39 - 50 of the annexes
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*2 - golf players transportation, garbage, laundry and luggage handling, surveillance by private firms and police, mobility for
disabled people, product/materials pick-up, patient transportation in hospitals, among others.

*3 — plese consult the INE study “Caracterizacdo geral da oferta de golfe em Portugal” on pages 40 - 45 of the annexes

Apart from this segment, only security firms and the Faro Airport seem to utilize
electric buggies in Portugal up to now. The sector of private security in Portugal has a
business volume estimated in 708 million € and a 9,25% growth rate. In 2009, there
were 109 enterprises with letters-patent and 70 licensed. ANA Airports presented in
2008 a business volume of 378 million euros. According to Citigroup’s 23 September
2009 study.x1 Government efforts will cause adoption rates to increase in the short-run.
h. Target Markets: golf courses have the highest potential, growing to 176 courses until
2015, with an estimated average of 43 vehicles per course. The sector of private security
is estimated to employ circa 5164 vehicles. ANA Airports, involved in the Mobi.e
program, will change its complete fleet of 150 vehicles into electric ones until 2014. =2
i. Direct competitors are 4 buggie retailers - Golfe&Jardim (Clubcar); Ecomove
(Melex), Yamaha, and ORJ Veiculos (Teycars). Substitute products (for segments
other than golf) are other small electric vehicles such as NEV’s, commercial vehicles,
segways, mini-buses, and scooters. All firms within these sectors are representatives of
international brands. Direct competitors are geographically dispersed. Velectric’s
business can be potentiated with long-run revenues from maintenance, and price and
differentiation advantages relative to competitors.

J- The implementation plan requires 1,5 years, with two phases of development — one of
previous to venture launch, and another for pilot operations. One year is assumed for
pilot operations to enable market assessment, that is, to acquire enough information on

demand to possibly refocus strategy, namely product offer. Financial requirements are
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970.462 € (5533 share capital, 145.000 € from “family, friends and fools” and the

remaining 479.900 € and 340.029 € from INOV Capital and APBA.

*1 — please consult excerpts of the Citigroup study “All hall the electric vehicle”, 23 September 2009 on pages 51-52 of the annexes

*2 — please consult more information on the potential of the target segments in Portugal on pages 53-54 of the annexes

1. Introduction

a. This Business Plan is about the set up of a consultancy firm for sustainable and
integrated projects using customized buggies with advertising, acquisition flexibility
(leasing) and customer service (maintenance), and positioned in multi-sector market
niches, differentiating through price and an end-to-end value proposition.

b. The business model is B2B and opportunistic, by outsourcing non-internalized
competences. The market research shows the market is segmented into clients using
advertising (security firms and Airports) and clients not using advertising (golf
courses).*1 The Portuguese Government commitment to employ 20% electric vehicles
on (semi) public firms’ fleets until 2015, causes the electric vehicles market to increase.
c. VElectric’s competitive strategy is market-based, which is why I have proposed a
market research questionnaire to support a customer study. It has been sent to identified
target segments, as per benchmark with incumbent firms *2: results showed a positive
interest in electric vehicles by the three target segments and by Town halls; however,
buggies are not adaptable to the the latter’s needs because they cannot be used in public
roads. The firm will pursue a market penetration strategy, benchmarking price with
Clubcar (in the market since 1983, therefore a reference) and pricing slightly below.
Alligned with the overall strategy, the marketing and sales strategy is focused on direct
sales, e-commerce and advertisement. Despite of the fact that this is a niche market, it is
therefore necessary to employ at least one salesperson, so as to implement a push

strategy, and convince potential key customers of product/service importance. The goal
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within the pilot operations year is to create brand awareness. Some of VElectric’s main
processes are sales, customer service, advertising, partners intermediation and

alignment.

*1 — please consult the results of the conducted market research on pages 55-57 of the annexes

*2 - industrial parks, hotels, rent-a-cars, the Zoo, firms of the Mobi.e consortium, golf courses, security firms and Town halls.

2. Business Description

2.1 Historic — The CEO is Mr. Rui Santos, specialized in Operational Design
Management and with more than 10 years experience as senior designer. VElectric will
require a salesperson to perform Marketing and Sales and CRM. I will act as a business
consultant to this project. The opportunity created by the potential partner ITALCAR
goes back to the 80’s in Turin, when it was a distributor of electric vehicles
manufactured by Melex. It was acquired in the 90’s by the american TOR International
Group, which developed its internationalization and manufacturing potential, while
planning and developing customized products. In the year 2000 the headquarters were
transferred to Rivalta di Torino. In order to become a reference in the market of utility
electric vehicles, the future strategy of this firm lies in internationalization and R&D
efforts, which leads them to search for dealers all over the world.#1 The business idea is
based on fast-tracking serendipity and opportunistic idea prospecting: there is a growing
market for electric vehicles and CEO interest to take the opportunity as a lifestyle
activity. We will study an opportunistic outsourcing model for non-internalised skills.

The relationships between strategic and institutional partners are portrayed below:

Figure 1) Industry Mapping:
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*1 — please consult more information on ITALCAR history and conditions on pages 57-60 of the annexes

2.2 Value of Proposition: market-driven strategy, providing value through product
quality, superior service, and excellence relations with customers and partners.

Vision: “To become recognized for reliability, quality, price and high service levels,
and through this, become the niche market leader in Portugal for small electric vehicles,
while developing a new vehicle for advertising, until 2015.”

Mission: “To commercialize multi-sector small electric vehicles, with an allied
advertising strategy in an end-to-end basis. Offering hassle-free service solutions and
sustainable, economic, ecological and socially relevant products.”

Objectives: Strategic: 1) Specialization in Retail, advertising and customer service; 2)
develop strategic and institutional partnerships: ITALCAR, INOV CAPITAL, APBA,
COULOMB, MOVLE and APVE; 3) develop outsourcing relationships for legal,
accounting, inbound and outbound logistics, garage and graphic activities; Long term:
perform design and manufacturing of own brand (not covered in this study).
Commercial: 4) develop a network of potential clients in target segments; 5) target a

market share of 12,5%, until 2015. Operational: client contact and follow up on
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requests within 1 working day; sales cycle and cycle time for repairments within 1

week; accomplish cycle time to new order within 1 month.

Product | Services: electric vehicles of buggy typology, with multi-sector use;

nevertheless the offer of ITALCAR includes other electric vehicles which can be

advertised in the brochures of VElectric and if there is demand for them within the pilot

year, they should be contemplated in the business plan as well.*'. Advantages of

electric buggies are size, engine efficiency, zero emissions, silent driving, regenerative

breaking, and charging economy. VElectric services include consultancy and project

*1 — please consult ITALCAR products portfolio on pages 61-83 of the annexes

integrated solutions in advertising; flexible payment (leasing) and maintenance.

Location | Target Market:

Figure 2) target segments characterization

Segments

Golf

Security

firms

Airports

Sales volume

Average acquisition
of 43 vehicles per

course

Each firm buys for
several clients at a

time

No, low sales

for ANA airports

Time efficiency
sales

Yes, bulk orders

percourse

Yes, bulk orders

per security firm

Yes, purchases for

all airports made in Lisbon

Distance

25 out of 76 courses
within a70 km radius

from warehouse

Headquarters in  Lisbon,
within a 40 km radius from

warehouse *1

ANA Airports headquarters
in Lisbon, around 40 km

radius from warehouse

Time efficiency
maintenance

Yes, due to concentration
of many vehicles

per course

No, dispersion of vehicles per

clients

No, geographically

dispersed airports

Advantages

Sales volume;
time efficiency;
visibility

Sales volume and

time efficiency;

Visibility:
potentiates

new customers

Security firms’ allocate vehicles to the following client segments facilities 2. This data

is relevant for security firms’ market size and value. 3

Figure 3) Security firms’ clients of mobile vigilance
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Security firm - “mohile vigitance” customer sectors

Sr:m:irgg Portuaryzones Tr:::;i:ﬂs Industry sector Health sector Touristic sectors Ed:::tt‘i)clrnal
152 shopping terminal 26 Public and food, beverage, t . Palytechnic
centers operators private fims obacco hospitals Galf camps institutes
Ao Froe textile, clothes, le 5 A
shipping firms ather 221 hospitals resorts 24 fims
paper, petrol
Ports components, pha 113 fims
mmaceutics
383 fims machinery, trans
portation
143.873 fims

*1 — As per Securitas website - http:/www.securitas.com/pt/pt/Servicos/Vigilancia-Mobile/. The ANASP (Associagdo Nacional de
Agentes de Seguranga Privada) refers that in Portugal buggies are employed by Charon, Securitas, Grupo 8, Prosegur and Esegur.

*2 — other mobile vigilance segments (bank and insurance and public administration) were excluded because they require
homologated vehicles; multinationals were excluded to avoid overlap with firms contemplated in the segment “industries”.

* 3 — please consult more information on the potential of the target segments in Portugal on pages 53-54 of the annexes

3. Business Environment - a sales policy with leasing and maintenance ensures a
continuous revenue throughout the life of the vehicle, while outsourced non-internalised

activities enable lower costs and higher margins, even undercutting direct competitors+i:

Figure 4) Service margins

maintenance product advertising
3290 A48
4500 100
1510 52
45,90% 108.33%

3.1 Market Analysis and Value Chain Analysis - The opportunity development will
take place until 2015; this idea is sustained by INE study “general characterization of
the golf offer in Portugal” (131,58% growth for golf courses), Citigroup 23 September
2009 study for the uptake of electric vehicles in Europe (3%, 6% and 10% growth for
electric vehicles in 2012, 2013 and 2014 in countries with infrastructure); and the goals
from the Ministry of economy and innovation postulated in the study ‘“Portugal

efficiency 20157, page 15 (3% and 10% growth rate goals for 2010 and 2015). =
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Operation is the most costly activity in the value chain, due to externalized
manufacturing and maintenance services costs, which indirectly also include the costs of

procurement of raw materials and R&D. The profit margin is potentiated by Service,

Figure 4) Value Chain and Profit Margin

*1 — Clubcar buggies prices range from 5.000 to 7.000, depending on quantities purchased: up to 10 vehicles and between 30-50,
respectively; advertising agencies like BBL Design price 160 € for similar vynil advertising.

*2 — Please consult excerpts from “Portugal efficiency 2015 and from the newspaper “O Publico”on pages 85-86 of the annexes

3.2. Market Dimension

Golf courses require an estimated 7.568 vehicles (43 vehicles per each of the future 176
golf courses). Growth rate of buggies in Portugal varies with target market: the 131,58%
growth for golf courses until 2015, presupposes an equal increase in vehicles, because
buggies are used by default; but we assume growth at rates of 3%, 6%, 10%, and 10%
for electric vehicles until 2015 for both Airport and security firms (as indicated in
Citigroup’s study). This is necessary, because the growth rate of 9,25% for security
firms does not necessarily mean an increase in buggies purchase: other vehicles can be
adopted; also we need to arbitrage the yearly growth for Airports. Security firms’ client
businesses are estimated to be 144.792, of which 30% are assumed to use mobile
surveillance; each firm is assumed to employ only one vehicle. The percentage of
electric vehicles i1s estimated to be 30% (including segways, electric bicycles and

buggies), of which we assume 30% to be buggies.x1 Of the 5164 vehicles obtained in

Isabel Maria Matos Janudrio da Silva Santos, nr.425 Page 9



this way, VElectric’s market is assumed to be 12,5%, or 646 vehicles. ANA Airports
will acquire 150 electric vehicles, of which some will be dedicated to people with
reduced mobility (according to Mr. Nuno Costa, Marketing Department and Antonio
Nunes from the Shared Services of ANA Airports). According to Grace (Grupo de
reflex@o e apoio a cidadania empresarial) 1,51% of the population is estimated to have
reduced mobility.2 We calculate the number of passengers per hour in ANA Airports
and obtain the required number of vehicles to attend their needs; airports with little
traffic are assumed to require one vehicle. 12,5%, or 6 vehicles are VElectric’s market

share. Overall sales value with 4.800 sales price is 3.950.400 €. *3

*1 — please consult more information on the potential of the target segments in Portugal on pages 53-54 of the annexes

*2 - Grace, A Integracfo de pessoas com deficiéncia nas empresas: como actuar, Lisbon, may 2005, page 12

*3— please consult decomposition of value per target segments on page 86 of the annexes

3.3. Market Trends — contributing for the growth potential of buggies are the national
tourism strategy for golf, green vehicles friendly policies and mobile advertisement (the
“Smart Fortwo” case study). *1 Also, location (the “West region”), where the warehouse
is planned (in Parque Industrial da Venda do Pinheiro), is trying to establish itself as a
reference for golf. In the short term: 30 new golf courses are opening throughout 2010;
in medium term (until 2015): according to INE data, 100 new golf camps are predicted.
According to Citigroup, by 2014 10% of overall vehicles will be electric in countries
which invest in charging infrastructure. This may justify diversification of segments and
typologies of vehicles. In the long term, until 2024, circa 80% of vehicles can be electric
in such countries, according to the same study.

4. Market Specifics

4.1. Market Needs - Product: economic, reliable, multi-functional vehicles with

quality, providing a good link between functionality and environmental concerns;
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Service: flexible payment conditions (leasing), maintenance and advertising mobile
solutions (new and appealing marketing channels).

4.2. Market Segmentation — the market is segmented, as shown in the market research,
into clients using advertising (security companies and Airports) and clients not using

advertising (golf courses).

Figure 5) Market Segments

*1 — please consult information on mobile advertising on pages 87-88 of the annexes

4.5 Competitors | Market Rivalry - Direct competitors are 4 buggie retailers:
Golfe&Jardim (Clubcar) and Ecomove (Melex) are APVE associates, Yamaha and
ORJ, Veiculos (Teycars) are not APVE associates. Substitute products (for segments
other than golf) are other electric vehicles of small dimensions: NEV’s like GEM,
Aixam, Roques and Cogervis (all three representatives of MEGA), and Intercortes
(representative of ALKE); Commercial vehicles like Citroen, Fiat and Smart (potential
entrants, forecasted for 2012, not APVE associates); incumbents: Honda and Toyota
(with hybrids), Ecocritério (representatives of REVA); Segways, from Urban Mobility;
Mini-buses, from Tecnobus (unique because its mode of entry was direct negotiation
with the Portuguese government, as proof-of-concept for the Mobi.E project); and
Scooters: Ecocritério, and Volta (representative E-Max). All firms are representatives of

international brands. Direct competitors are geographically dispersed. The market is
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very concentrated. The charts below offer a comparison of direct competitors products

and services, of which one can conclude that service is the main differentiator:*1

Figure 6) Direct Competitors comparative charts

Representation Brand Origin Producer Customization Reputation values 100% eletric innovation
case First Spanish brand reliable, economic and
Orj, veiculos,Ld. Teycar Spain China (LvTong) to case of electric vehicles fun vehicles ? not mentioned
world leadersin golf car innovation, style,
case sales and utility vehicles; comfort, eficiency and  electric, gas  1Q Plus System; Excel™
Golfe&Jardim Clubcar USA UsA to case Ingersoll Rand group reliability and diesel  Electric Drive Syster
quality, power, IntelliPower system
Yamaha Yamaha Japan Japan no part of Yamaha Group) performance yes Genius2 system

European leadersin  Style, comfort, state-of-

case electric golf and the-art technology, Sepex regeneratior
Eco-Move Melex Poland Poland to case utility vehicles durability yes system
case part of Tor International performance, price, also manufacture
Velectric Italear Italy Italy to case Group (USA) service and safety yes homologated vehiclt
Models/ functionalities available Services Location
Representation Brand  golf industry turism wheelchairs cafeteria off-road other (bikes, etc) advertising leasing maintenance
S. Julido
Orj, veiculos,Ld. Teycars 4 4 2 yes no yes yes no no no Tojal
Golfe8Jardim Clubear 2 16 5 no yes no no no yes yes Almaneil
Yamaha Yamaha 2 no no no no no no no no no all country
Eco-Move Melex 1 7 5 neo neo 2 yes no ne no Viseu

Venda do
Velectric Italcar 2 5 4 no no 2 yes Pinheiro

*1 — please consult more information on competitors, on pages 89-90 of the annexes

4.6 Distribution Channels | Options — To respond to a high uncertainty of demand,
Velectric will rent a warehouse which will be located in Parque Industrial da Venda do
Pinheiro, both for CEO and customer convenience. Average cost per month amounts to
1.000 €, as research conducted by the CEO showed. Awareness will be created through
own website and presence in e-communities like Twitter and Facebook. An indirect
sales strategy with catalogue’s distribution at installations and fairs (ExpoAuto and
Portugal GolfShow)*1 will also be pursued, with the goal of creating brand awareness
and expanding market share within the first year.

4.7 Purchase policy — the following chart represents the internalized activities (black),

and ITALCAR and Outsourced activities (blue).

Figure 7) Internalised and externalised (partner and outsourcing) activities
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PRIMARY
ACTVITIES

SECONDARY
ACTMTIES

Inbound Logistics

VElectric

receiving, storing, inventory control ,
transportaion scheduling and
warehousing, order fulfillment distribuion
management material handling, material
storage

Transalpina
QOutsourcing Transportation

Procurement

ITALCAR
Procurement of raw materials, servicing,
spare parts, machines

Garage
Procurement of raw materials, servicing,
spare parts, machines

Operations

ITALCAR

manufacturing,, machining,, material
handling, packaging, assembly,
equipmentmaintenance, festing, training

NumberNine—graphic production of
advertising pieces for clients and fim
advertising (brochures, leaflets, business
cards) including machining, materials,
material handling, packaging, assembly,
equipmentmaintenance

Garage

repair services, installation, fraining, spare
parts management, upgrade

Human Resource Management

VElectic

Recruiing, development, retention and

compensation of employess and
managers.

Service

VElectric

Service: presenfing pisces
and campaigns, planning;;
CRM; customer support,
after-sales service;
Creation: Project

& achuertici

Qutbound Logistics Marketing and
Sales
VElectric warshousing,
orderfulfillment VElectric
distribution management  channel selection
(intemet, direct
OUTSOURCING sales, participation
Transportation in
and fairs),
advertising,
prometion, selling,
pricing, retail
management
Technology Fimm Infrastructure
Development
VElectric
ITALCAR general
R&D;Process management,
rtomation, redesign. public affai
planning
NumberNine- management
Graphic Production,
R&D, Process

automation, redesign.

2]

design; communication

Firm Infrastructure

VElectric
quality management after-
sales services

OUTSOURCING

Legal, finance, accounting
activities

4.9

SWOT Analysis: Weaknesses can be overcome: 1. Develop exclusive partnership to

ensure less risk of new entrants with equivalent products, ensuring higher market and

thereby justify acquisition of internalized maintenance, which is a core activity; 2.

Webpage and Direct Sales through visits to warehouse and lead following; 3. Develop

partnership with ITALCAR for manufacturing, R&D and training; 4. Production time

depends on quantity demanded; increase sales to decrease manufacturing time; Threats

*1 — please consult more information on fairs, on pages 90-92 of the annexes

can be overcome: 1. Quality, reliability, economy, customization of products;

maintenance, support, leasing; 2. Push strategy: free trials and promotions to key

clients.

Figure 8) SWOT Analysis
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WEAKHNESSES
STRENGTHS
1) Externalised core skills by ltalcar and
Designand commercial sKills internalised outsourcing partners (garage, NumberNine)
Lower price 2) Lack of distribution channels
Innovative approach of business and service 4)3) Lack of experience
Differentiation of products — customization Slow response to client solicitation (5-45 days) +

; B 5days transportation
Leveraging on important markettrends ( small+
electric vehicles, mobile advertising , golf
sector),

1 SWOT |

OPPORTUNITIES THREATS

Internet sales — cost reduction; high coverage 1) Heavy competition: based on high awareness

Attractive potential market segment: growing and economies of scale of direct competitors
niches 2) Substitute products: popular for non-golf
segments: electric scooters, segways,

Location: government incentives; within 70 km - :
commercial vehicles

radius from 25 golf courses and 40 km radius
| from Airports’ central and security firms central

5. Competitive Strategy

5.1 General Strategy - Outside-in/market-driven strategy. The market is consulted
prior to venture launch to respond to key clients needs and deliver solutions that have a
proven market. VElectric will take advantage of competitive advantages such as
differentiation (with advertising, leasing and maintenance services), geographic
location, political, technological and cultural advantages and of a horizontal strategy
achieved by controlling and optimizing the linkages between product and service
activities for greater cost efficiency and customer satisfaction.

5.2 Positioning Statement - VElectric is the brand of electric vehicles that delivers
highest customer service by offering end-to-end solutions especially conceived for your
business environment.

6. Marketing and Sales Strategy

6.1 Marketing Strategy

6.1.1 P&S Positioning - The firm should be well positioned in all elements: however a
new firm will not appear reliable to customers because the brand is unknown and risky;
it is very important that VElectric leverages on the name from ITALCAR, a partner on
the business for more than 20 years, and on its values of “performance, price, service

and safety”. Offering free trials and the guarantee of maintenance can also help to gain
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customer confidence. Sustainability is better proved through a large customer base,

which is why the target must be set on at least 12,5% of the market share.

Figure 9) P&S Positioning chart - strengths and weaknesses

Element
Relevance
products and services
meet organizations
strategy

Applicability
P&S meets
customer size
and mix of needs

Functionality

©

Reliability

Trust
No "history”

Integrity
No history of vision and
values commitment

Location:
Proximity from 25 golf
courses West Zone
near outsourcing partners
location

Convenience

©

Cost

©

end-to-end; leasing
and maintenance
services

With outsourcing: Economies of scale
Lower cost of

manufacturing

Features - end-to-
end - important in

Product Acceptance:

Dimensions

Fit - intellectual
compatibility
(cost effectiveness)
and chemistry (green
vehicles are “sexy”)

service offerings

Sustainability
Not certain:
brand unknown,
risky
Accessibility -
internet orders,
warehouse for
product trial

Supply and
demand - supply
can respond to
higher demand

6.1.2 Distinctive Qualities of the Products & Services - VElectric is the only brand
that delivers advertising, and together with Golfe&Jardim, is the only one that delivers
leasing purchase conditions and maintenance service throughout life of vehicle.

6.1.3 Pricing Strategy - Strategy objective: “market penetration to stimulate marker
growth and capture and hold a satisfactory market share at a profit through low prices.
Become strongly entrenched to generate profits over long term” *1 Market research
shows that clients value economy as the second most important feature. Outsourcing
non-core activities reduces costs and increases margins This way new entrants are
discouraged to enter, and penetration can be achieved in minimum time; since a large

part of the profits comes from maintenance, long-term profits are ensured.

*1 — Donald Kuratko and Richard Hodgetts. 2007. “ Entrepreneurship — theory, process, practice”, International Student edition,

chapter 8, pg 256

6.1.4 Advertising, Public Relations and Promotion Strategy - Advertising will be
performed through direct presentations at target segments’ facilities; e-commerce

(website with link to ITALCAR, adds in Google); out-of-home advertising (brochures
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distribution at warehouse and fairs); presence at events (e.g.: golf tournaments); public
relations conducted in professional fairs (e.g.: ExpoAuto and Portugal Golf Show);
buzz-marketing created with presence on online communities (e.g.: Twitter, Facebook);
consumer promotions: sample trials on condition to write positive reviews on webpage
and community pages and bonus-packs (price discounts for large quantities).

6.1.5 Marketing Specifics - Tactics - The most suitable situations to promote
confidence and awareness in P&S are fairs where customers can do try-and-buy
experiences; P&S visibility reaches a lot of targeted segments’ representatives and if
trials are positive, they can induce purchase.

6.2 Sales Strategy

6.2.1 Distribution channels strategy - e-commerce and direct sales (lead following and
active search). The salesperson is a key figure to implement the push strategy with key
clients; internet is crucial to trigger the pull strategy aimed for non-target segments.
6.2.2 Sales Force - The salesperson is responsible for both Marketing & sales and
Service departments (mediating complaints and ensuring timely services to clients).
6.2.3 Sales Tactics - Market prospection can be achieved both through active and
passive search. For target markets the salesperson will have to conduct active search,
analyzing the market evolution and prospecting target segments, forming and
maintaining successful relationships with strategic departments of such companies. For
non-target segments, passive search strategy involves lead following: responding to
inquiries, referrals, and other information, obtained through website and company’s e-
mail. To improve customers’ loyalty and decrease P&S time it is essential to perform

CRM in alignment with operational objectives: ensure client contact and follow up on
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requests within 1 working day; accomplish sales cycle since first contact and cycle time
for repairments within 1 week; accomplish cycle time to new order within 1 month.
6.2.4 Sales Forecasting 12,5% of the calculated overall buggy market (1598 until 2015)

with at least 652 buggies with advertising (higher margins).

Figure 10) Sales forecasting per segment

Forecast 2013 2014
security+airports

golf courses
Total

6.2.5 Sales, sales force’ monitoring and control - The salesperson is responsible for
the Marketing & Sales department; reports on Key Performance Indicators results

should be organized as exemplified in the chart below, and be monthly due to the CEO:

Figure 11) Marketing & Sales Key performance Indicators

Community and Financial Internal People and
customers Processes Learning

Number and % of sales of Costs in repairments % complaints per Number of hours worked
vehicles and advertising by (transportation, follow-up) typology per activity: market
target segment prospection,

representation,
complaints, contacts with
outsources

% potential customers by origin  Operating performance: % potential clients
(active search or leads) and Actual vs budget expenditure on failed to be contacted
nature of contact (mail, fairs, maintenance, communication, upon website request
other) representation costs, brochures, for information

fairs
% purchases by origin and % sales at discount % missed clients after
nature of contact salesperson contact
Number of positive reviewson  Average % discount over sales % project milestones
website for month achieved

The salesperson should then report a summary of major issues to the CEQO, including
current works and problems and corrective measures undertaken or foreseen. Incentives
and Motivation programs encompass a fix salary of 800 €. When sales meet the
foreseen objectives, the salesperson receives 200 € extra. Other incentives on page 18.

7. Processes and Operations - The P&S production process if performed outside of

VElectric’s facilities. As a retail business, the focus is on sales and customer service.
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The processes diagram that supports the sales process is depicted below; two other

process diagrams for customer maintenance service (unsystematic and systematic) are
also included in the annexes.*1

Figure 12) Sales Processes Diagram

| Lead (passive search)

| Target (active search) spcontact |__> 2

o] r

T
Yes <« A‘g“i e—-{ Yes ‘ | ‘Will think ‘ | No ‘

:
| Advertising Project | ‘ No |
L

Clignt
Apprbval

|
\
| Yes ‘ | No ‘ ‘
|

Request ITALCAR }e—

Request Transalpina

|
Delivery at Warehouse ‘
|

Garage quality control

| Number9 order |

| Vinil applications delivery | @
| Contact client for delivery | S (5 m
Yes | ‘ No I—

| Contact distribution firm i Delivery

Quality control is further elaborated in the contingency plan section; it involves, among
other activities, vehicle inspection at arrival, control of costs in repairments upon arrival
and % problems by typology, then sent to ITALCAR to ensure quality requirements.
Information systems are required to assist logistics, operations and infrastructure
management: a basic management software (Gestware, Initio is an example of a
package adapted to small firms, which organizes billing, inventory, sales, purchases,

basic accounting and labeling. Cost: 146 €), office and design programs like Photoshop

CS4: 900€, Illustrator CS4: 800€, Cinema 4D: 1500€ and 3D Studio Max: 2000€.

8. Organization Design - All internalized activities are conducted by the CEO and the
salesperson at his service. The industry mapping reveals the importance of the

outsourcing and partnership relationships to complement know-how not internalized.

*1 — please consult the diagrams for customer maintenance service on page 113 of the annexes
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9. Management Structure | Management - Salesperson responsibilities: qualifying
prospects, gathering presale information, closing sales, perform customer service,
handle product distribution (control stock and overall logistics procedures) and secure
payment. CEO responsibilities: manage outsourcing relations contracts, payments,
receivables, HRM activities, perform design projects for customers, perform internal
planning and quality control activities. Objectives for the project are based on the

forecasted ROE according to the financial analysis+1:
Figure 13) ROE for project 2010-2015

Ratio Year1 Year? Yearl Yeard Year 5

Return on equity

Usual salary of CEO is 1.200 € Gross and salesperson’s is 1.000 € Gross (800 € fixed
plus 200 € variable). Incentives and annual bonuses for both workers encloses 5% of the
sales value of each vehicle divided equally, for sales 10% above forecasted each year,
on top of the usual salaries and salesperson monthly bonuses.

10. Human Resources Management - criteria of selection for salesperson is years of
experience in sales and historic of achievements in the field; someone with vision and
ambition to lead the Marketing and Sales and Service departments, able to conduct an
informal, empowered and independent relation with CEO. The criteria for outsourcing
relations are cost and proximity to the firms’ facilities. Track record of contingency plan
assessments may require a change in partnerships if goals are not met. The incentives,
motivation and rewarding systems are the same discussed in points 6.2.5 and 9. Talent
management and career management is based on KPI’s measurements. Salesperson and
CEO will be submitted to yearly training with ITALCAR and CEO will also attend

yearly seminars and courses on quality management, with focus on TQM (Total

*1 — Please consult the financial analysis — scenario 1 on page 102 (ratios) of the annexes
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Quality Management); the firm should request ISO 9001 certification after the first year
of activity, leveraging on learning and with help of APVE and IAPMEI; this will force
the firm to periodic revisions to the system and to a tight control of quality.
Performance evaluation systems will be based on TQM chartered measures. Examples
are given in the annexes contingency table*1 and KPI’s for Sales Department on page
21.

11. Risk Analysis - Project risks identification: the project requires high upfront
financing, 970.462 € to fund the first year’s operations (5533 € share capital, 145.000 €
from “friends, family and fools”; and the remaining 479.900 € and 340.029 € will have
to be acquired through Venture capitalists firms like INOV Capital and the APBA,
respectively). It was not possible to obtain data on buggie industry risk; however, the
closest possible benchmark, the automotive retail industry’s beta was used to compute

the cost of capital (k). The following firms and beta values were used as benchmarks:

Figures 14) and 15) Automotive retail industry beta and cost of capital benchmarks

Bloomberg symbol Exchange Code Short Name Industl]r Subgroup Befa

BILIA 55 Equity 335 BILIA AB-4 SHS 0,87
CFYN LN Equiy LM CAFFYMS PLC 0,18
CIE BB Equiy BB ¥IETEREN 1,21
HRC LN Equiy LN HF. CWEN FLC 014

bonovnng lale risk- plemlum beta value
m
tax lale dehl equity Ieveled beta
g] 1,911085308

bomowing rate risk-premium  beta value

bomowing rate risk-premium  beta value

bomowing rate risk-premium  beta value k
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*1 — Please see the contingency table on page 114 of the annexes

From this data we computed the levered betas wusing the formula
unlevered f§ = (1 + (1 - tax rate) = (debt/equity) and then the costs of capital (k)
using the formula

K =risk — free rate + (risk — premium = levered £} Agsuming a risk-free rate of
3,78% as preconized historical geometric average for Treasury bills#1 and a risky asset
of 10%, we obtain the levered betas and costs of capital in the chart below. The average
levered beta and cost of capital were computed to be 1,32 and 12,14%, respectively.

12. Implementation Plan - divided in two phases: preparation (2010) and pilot

operations (2011) as in the diagram below:

Figure 16) Implementation Plan

Contingency plan - A monthly contigency TQM table to address customers needs in an

efficient manner and looking for continuous improvements is presented in the

I[sabel Maria Matos Janudrio da Silva Santos, nr.425 Page 21



annexes*2. A TQM table aligns the processes with the firm’s vision for quality, it

requires top

*1 —in Bodie, Zvi, Alex Kane, Alan J. Marcus. 2005. “Investments”, McGraw-Hill, sixth edition, chapter 5, page 149

*2 — Please see the contingency table on page 114 of the annexes

management support, careful planning and organization, and a monthly implementation
and control of the processes. The contigency table focuses on key results that can be
measured and is organized in a problem/error check sheet where the number and rate of
occurrence for error are identified. For example, % of costs per department and activity
or % product complaints follow-through on time. When the sheet is complete, the
information is put in a Pareto bar chart to give relevance to the most common problems,
and a cumulative frequency line is constructed to identify the important few (80% of
overall problems) that are most vital to be corrected first. After the Pareto chart is built,
a cause-and-effect diagram explains the reasons behind identified errors and suggests
solutions. The proposed topics are merely indicative, and can be subject to alterations
once operations start and reveal other problems and respective applicable solutions.
Depending on the type of problem the solution can encompass, among other things,
change of processes, of partners or of personnel.

13. Financial Analysis - Financing model: through bank loans (5533 €), “family,
friends and fools” (145.000 €) Venture Capitalists (479.900€) and Business Angels
(340.029 €). Financing supports the implementation plan milestones previewed for the
first year of activity, after which the firm can generate enough income to support future
investments. Assumptions: price of outsourced services is adjusted to inflation rates
from 2011 to 2015 *1; growth rate of purchase prices and sales price for products and
services is 4,5 % per year, assuming average increase in prices from ITALCAR in the

future will be the same as this year’s average % growth.»2 Average collection and
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payment time in days is assumed to be equal to the automotive sector — 90 days. The

VAT on purchase of inventories, sales of products and services and outsourced services

*1 — according to the source http://www.economywatch.com/

*2 — please consult Italcar prices chart and growth rate on page 84 of the annexes

is 20%, which is the standard VAT rate. The Income for tax rate is 25% and provision

for bad debt is 5%.

Figure 16) Main financial indicators-Main Management Ratios and KPI’s

Ratios Year 1 Year 2 Year 3 Year 4 Year 5

Return on equity 47.0% 39.3% 35.6% 32.9% 30.5%
Return on sales 11.0% 12.4% 13.9% 15,1% 16,1%
Return on assets 9.2% 10.8% 12,6% 14,0% 15,0%
Financial autonomy 19.6% 27 4% 35.5% 42 7% 49 0%
Indebtness capacity 50.4% 72,6% 64.5% 57.3% 51.0%
Solvability 24 4% 37 7% 54 9% 74 4% 96.2%
General liquidity 426.6% 409.2% 409.6% 400,1% 397 4%
Gross margin 16,7% 18.2% 19,9% 21.2% 222%
Break even point (Euros) 145 644 136.923 126.401 111169 107255,39
Economical safety margin 730.9% 985.4% 1370.1% 2013,8% 26,60
Average inventory turnover (days) 30 30 30 30 30,00
Average collection time (days) 90 90 80 90 90,00
Average inventories payment time (days) 90 90 90 90 90.00
Cash cycle (days) 30 30 30 30 30,00
Break even point (Euros) 145 644 136.923 126.401 111.169 107.255
required vehicle sales 30 29 26 23 22

Figure 17) Main viability evaluation and performance indicators about the Project

Project Profitability Analysis

Capital opportunity cost (rate) 12%

Met present value 1.175.600

Payback Period N® Years: Less than f N* Maontha:

Sensitivity analysis approach - We shall now compare the scenario which we have
been describing up to now, with another one for the sake of relativization of results and
proposal of some compensating actions that may help to overcome likely problems on
the course of the project’s execution. Scenario 1 pressuposes a higher level of
operations costs which is due to increased purchase quantities caused by a higher
demand, so no compensating action is required. The increase in transportation costs is

also higher for the same reason; the firm can maintain the original plan.
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Scenario 2 *1 pressuposes higher increase cost of raw materials: 8,2%, which was the
increase in 2010 for the model Fairplay Fleet model instead of 4,5% which was the

average growth. If that happens, Velectric will have to increase sales prices or decrease

*1 — please consult the financial analysis - scenario 2, on pages 103-111 of the annexes

Figure 18) Sensitivity analysis: comparison of scenarios 1 and 2

What-ifscenario  Units Sold Direct materials Operating income

cost

1.598 773.150€ 178.208€

Scenario 1

Level of sales 1.598 units

Increase unit sales 122%

Increase cost of raw materials 4,5%

Transportation costs 427.984 (2500 each 10 vehicles — inbound logistics —and
2080 for outbound logistics)

774 381.640€ 40.014€

Scenario 2

Level of sales 744 units

Increase cost of raw materials 8,2%

Increase units sales 63%

Transportations costs 252980 (double costs with outbound log.)

expenses. It also pressuposes smaller sales as assumed in scenario 1; reasons for this

are: 1) The market is smaller than expected: half of the golf camps will not be built,
security firms market percentage for all assumed variables is not 30% but 15% and
growth rate for airports and security firms is the niche scenario in Citigroup’s study;
corrective measures encompass that expenses should be kept to the minimum and a
diversification strategy becomes a priority; 2) The market is as expected but firm’s
demand is lower: the firm should increase promotion to increase awareness; focus in
improvements suggested by customers. Outbound logistics is twice the value assumed
for scenario 1. If this is due to higher prices of transportations partner the firm should
try to find a more convenient partner. The following chart resumes these causes and

compensating actions :

Figure 19) Possible causes an compensating actions for both scenarios
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Variance Possible Causes Compensating action

Higher operations Increased purchase quantities None required if purchase is due to increased sales
costs
Increase in price of raw Increase selling prices or reduce other expenses
materials
Increase in transportation If due to higher demand none required; if due to increase in
costs prices of transportation partner, seek more favourable partners
Lower revenues Fewer units sold If market is as expected, but firm’s demand is lower — increase

promotion activities; focus on customer feedback

If market is smaller - reduce fixed expenses; diversification
prioritized

14. Conclusions

Some conditions are mandatory for the success of this venture: VElectric will have to
maintain successful relations with several strategic and institutional partners, as well as
with key niche customers. Leveraging on political, technological, cultural and location
trends, and on competitive advantages of price and differentiation, it will try to convince
financing partners of its potential, and convince Italcar to grant both contractual
exclusivity and customization. Remaining market driven (open to suggestions and
complaints), implementing TQM policies (to monitor processes and ensure objectives
fulfillment) and conducting a penetration strategy is crucial to thrive.

By following this business model, the CEO shows that he is aware of his limitations and
1s willing to acquire technical training with reliable partners before assuming a more
risky project (both financially and technically, and enjoying less reliability on the firm
and products), encompassing design and manufacturing of own vehicle brand.

The proposed strategy may also be reconfigured, depending on evolution of demand for
electric vehicles, which is now taking its first steps. It is recommended a new market
study which can potentially justify a shift in strategy (into diversification of portfolio or
broadness of target markets) after the pilot operations, after which it may also be

necessary to increase personnel.
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Finally, it is important to remember that the project’s results stream from assumptions

such as growth rate and level of sales, costs of raw materials, transportation and others,

and if these variables change, so do results. However, in both contemplated scenarios,

results were very good, indicating an overall low-risk project, with low required sales

volume per year to break even and a payback period of less than one year.
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Annexes:

The list of APVE associate firms
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APVE responsabilities and the legal regime for electric mobility in Portugal and
Europe

http://www.estrategiadelisboa.pt/Document/CE_questoes_microeconomia_energia.pdf~
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http://www.imtt.pt/sites/IMTT/Portugues/Noticias/Documents/Seminario%2008%20Mar¢o%
202010%20-%20PDFs/Henrique_Mendes.pdf
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http://www.apve.pt/upload/docs/folheto_ons.pdf

Isabel Maria Matos Janudrio da Silva Santos, nr.425 Page 37


http://www.apve.pt/upload/docs/folheto_ons.pdf

The Mobi.e Consortium

[}
5o

o
i

[

= =
pagem da Soluca0 de Cansgaments inciuindo proteccso

gracan dos postos de camsegaments com oS sistemas

o intagrado,

ceia [l ®edp efacec Nowabase
inovagao

http://www.mobi-e.pt/parceiros.html

Isabel Maria Matos Januario da Silva Santos, nr.425 Page 38


http://www.mobi-e.pt/parceiros.html

Political,technological and cultural key drivers

Political

http://www.imtt.pt/sites/IMTT/Portugues/Noticias/Documents/Seminario%2008%20Marco%
202010%20-%20PDFs/Henrique_Mendes.pdf
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www.mctes.pt/.../jmviegas_Ciencia2009 Veic_Electrico_Impactos_Mobilidade_Julho09.ppt

Caracterizacio geral da oferta de Golfe em Portugal

1. Enquadramento conceptual:

O Plano Estratégico Nacional de Turismo, uma iniciativa governamental da responsabilidade do
Ministério da Economia e Inovagdo define as linhas de orientag@o estratégica para a politica de Turismo.
Nessas linhas de desenvolvimento incluem-se a implementagdo e o desenvolvimento de 7 novos polos
turisticos e a consolidacdo e

desenvolvimento de 10 produtos turisticos estratégicos. De entre estes, o Golfe ¢ considerado uma
alavanca fundamental para a consolidacdo de um turismo de exceléncia e deve ser encarado ndo como um
desporto mas como um produto turistico (“onde ha um campo de qualidade superior, haverdo golfistas e
investidores de qualidade superior™).

* O Golfe com tripla vertente

o Desporto

[ Expectativa de aumento do niimero de praticantes nacionais, dando maior dinamica e notoriedade ao
desporto, mais massa critica e futuros campedes;

[1 O aumento de golfistas nacionais permitira a expansdo e criagdo de campos de golfe em mais regides
de do Pais;

[J Atenua sazonalidade e crises turisticas;
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[J Portugal com capacidade de atraccdo de grandes competi¢des de golfe (possibilidade de mencionar
candidaturas a Ryder Cup - em curso, Sollein Cup — em ponderagdo -, outras)

o Negocio

[J Pelos valores que movimenta no sector privado;

[J Pela valorizagdo e requalificagdo do territdrio ¢ da oferta turistica de qualidade;

[J Pela atrac¢@o de residentes estrangeiros de elevado poder de compra, quando associado ao turismo
residencial;

[J Pela criagdo de postos de trabalho directos e indirectos, desde empregos indiferenciados a altamente
qualificados (a semelhanca do sector turistico);

[J Modelos de gestdo com boas praticas de sustentabilidade ambiental, conferem prestigio ao golfe nas
trés vertentes mencionadas, permitem o desenvolvimento de tecnologias e de inovacgao

o Produto turistico

[J Portugal ¢ um dos poucos paises que abraga o golfe como produto estratégico turistico, conferindo-lhe
destaque e atribuindo-lhe investimentos consideraveis na area da promogao;

[J Estratégico para a promoc¢ao de Portugal e pela notoriedade que aporta a Portugal;

[J Capacidade de atracgdo de turistas/jogadores de alto dispéndio;

[J Diminui a sazonalidade

O PENT identifica os seguintes segmentos do produto:

o Golfe sun & fun — Golfe praticado em destinos de sol e praia, em que existe uma oferta variada de
campos de golfe. O turista procura actividades complementares ao golfe e alojamento de 4 e 5*.
Exemplos de destinos de golfe sun & fun, sdo a Espanha, Portugal, Franga, Italia, Florida

o Golfe & exotic — Golfe praticado em campos situados em locais exdticos, num ambiente diferente do
habitual. Exemplos de destinos de golfe & exotic sdo Marrocos, Tunisia, Turquia,Dubai, Africa do Sul,
Egipto, Grécia

o Golfe & prestigio — Golfe praticado em campos de prestigio em que se procura a singularidade e a
exclusividade — clientes VIP. Exemplos de destinos de golfe & prestigio sdo a Escocia, Carolina do Sul,
Inglaterra, Irlanda. Até a data, Portugal tem estado posicionado no segmento de mercado “Golfe sun &
fun”, isto ¢, o golfe praticado em destinos sol e praia com uma oferta variada de campos. No entanto, face

a crescente oferta de elevada categoria, em termos de campos, alojamento associado e certificacdes desses
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mesmos campos, 0 nosso Pais podera vir a posicionar-se e a competir no segmento de mercado “Golfe &
prestige”.

2. A oferta de Golfe em Portugal

O mercado de golfe em Portugal (continente e ilhas), regista 82 campos de golfe, uma oferta que duplicou
nos ultimos anos e que tem adquirido uma vertente mais comercial e virada para o mercado estrangeiro. A
saber:

o Algarve — Principal destino de golfe, representando 45,12% da oferta de golfe em Portugal: Existem 37
campos, 31 de 18 buracos e 6 com 9 buracos

o Lisboa e Vale do Tejo - representa 30,48% da oferta de Golfe em Portugal. A oferta contabiliza 25
campos, dos quais 18 sdo de 18 buracos e 7 de 9 buracos;

o Porto e Norte de Portugal — 11%. A Regido tem 9 campos - 4 reservados a socios e 5 comerciais
(embora com espago reservado a socios);

0 Madeira — 3,66%. Existem 3 campos, 2 na Madeira e 1 em Porto Santo. Esta prevista a construgao de +
1 campo até 2010 (Ponta do Pargo);

0 Acgores — 3,66%. Existe uma oferta de 3 campos (2 em S. Miguel e 1 na Terceira)

o Centro — 4,9%. Existem 4 campos de golfe, 1 em Viseu de 18 buracos e trés campos de 9 buracos
(Curia, Quinta das Lagrimas, Coimbra ¢ Belmonte).

o Alentejo — 1,2%. Existe 1 campo de golfe de 18 buracos, em Trdia (P6lo Litoral Alentejano),
encontrando-se em curso novos investimentos.

3. Tendéncia de crescimento do produto Golfe

o E uma modalidade desportiva que tem registado um desenvolvimento impar a nivel mundial,
ultrapassando ja os 80 milhdes de praticantes;

o Regista-se um aumento acentuado do nimero de praticantes nacionais € uma maior oferta de campos de
golfe- Portugal triplicou nos ultimos 15 anos a oferta, possuindo actualmente 76 campos de golfe em
actividade; o Associado ao turismo, o golfe em Portugal transformou-se numa inddstria com um
potencial de desenvolvimento muito elevado; Segundo dados de 2006, o golfe era responsavel pela
entrada de cerca de 275.000 jogadores estrangeiros por ano, que jogavam cerca de 1,4 milhdes de voltas e
geravam uma receita directa superior a 300 milhdes de euros, uma receita global estimada em 1,8 mil

milhoes de euros e um milhdo de dormidas;
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o No entanto, a revisdo em baixa das previsdes da OMT, influi necessariamente, no comportamento do
crescimento deste produto;

o No ambito dos instrumentos de gestio territorial, estdo previstos mais 100 novos campos de golfe,
o que significa que, se todos se concretizassem, o numero de campos de golfe duplicaria (actualmente
existem cerca de 80). S6 desde 2008 esses instrumentos prevéem mais 39 campos em diversos concelhos;

(Fonte: Direcgdo de Qualificagao da Oferta);

o No que toca aos pareceres emitidos a projectos de empreendimentos turisticos com componente golfe
totalizam-se, desde 2008, 14 pareceres emitidos a novos projectos de golfe. (Fonte: Direcgdo
deQualificacdo da Oferta)

4. Impactes econémico da industria de Golfe:

* Importincia do golfe na Economia nacional

0 300 Mil jogadores (turistas)

o 1,4 Milhdes de voltas

o 1,1 Milhdes de dormidas

0 1,8 mil milhdes de euros em receitas

[1=a 1.25% do PIB Nacional

[1=a 14% do PIB turistico

(Fonte: Estudo “Produto Golfe”” no ambito do PENT, THR, 2006)

* Comportamento das receitas obtidas pelos campos de golfe em

Portugal

o Em 2008, o volume médio de receitas dos campos de golfe em Portugal foi de 1.508.226 €, o que
representa um decréscimo de 1,7% face a 2007. No entanto, em termos médios nacionais, o valor médio
do Revenue per Utilized Round (RevPUR) teve um aumento de 0,6% face a 2007 (com especial
incidéncia no Algarve onde a

industria é mais dindmica).

o Apesar da actual contraccdo econdmica, o Gross Operating Profit (GOP) médio por campo de golfe
sofreu um aumento a que corresponde uma margem média (Gross Operating Profit Margin) de 13%.
(Fonte: Relatorio Anual CNIG)

« Cobertura de televisiva internacional
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0 O Golfe representa cerca de 2000 horas de TV/ano, das quais cerca de metade em directo

5. Aposta do Turismo de Portugal no golfe

0 O Turismo de Portugal IP e o sector publico e privado vao investir cerca de 25 milhdes de euros no
plano de promocdo do golfe para o triénio entre 2007 e 2009. 52% da verba vai ser investida pelo
Turismo de Portugal IP e os restantes 48% pelo sector ptblico e privado local.

o Tendo como objectivos estratégicos atenuar a sazonalidade, captar mais turistas com maior rendimento,
melhorar a competitividade dos destinos e aumentar a notoriedade de Portugal como destino de golfe, o
plano prevé um crescimento total do sector estimado em 21%, garantindo mais de dois mil milhdes de
euros de receitas. Algarve, Lisboa (Estoril, Costa Azul e Oeste) Madeira e Agores, sdo as regides
portuguesas definidas como prioritarias pelo Turismo de Portugal.

6. Modelo de negécio para o desenvolvimento do produto Golfe

Segundo o PENT, os principais objectivos para o desenvolvimento do produto “golfe” e do respectivo
modelo de negocio sdo:

* Criacdo de pacotes combinados envolvendo transferes, alojamento, green fees, welness, actividades
nauticas e culturais, permitindo associar o golfe ao entretenimento;

* Criagao de clinicas e escolas de golfe;

* Captacdo de novos sectores de mercado (mulheres, jovens, incapacitados, etc...);

» Organizacdo de grandes eventos, com especial relevincia para a promocdo anual de torneios de
referéncia, em Lisboa e no Algarve;

* Promover a construgdo de campos desenhados por arquitectos de renome;

* Promover a cria¢do e oferta de campos com niveis diferenciados de handicap;

* Criacio, até 2015, de 80 campos de golfe com standards de qualidade, dos quais pelo menos 40 no
Algarve;

* Intervengdes coordenadas com outros produtos que envolvam urbanismo, ambiente e paisagem;

* Reducao da sazonalidade através da potencia¢ao do golfe;

* Melhoria dos acessos a Portugal desde os principais mercados emissores;

* Criagdo de portal oficial de golfe em Portugal.

Os mercados geograficos prioritarios para Portugal sdo a Alemanha, o Reino Unido, a Escandinavia,

Italia, Franca (1? prioridade) e Espanha, Holanda e Irlanda (2? prioridade).
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7. Projectos em curso

o Foi assinado, em 2007, um Protocolo com a Associagdo Portuguesa de Gestores de Golfe que tem por
objectivo a promocdo e o desenvolvimento de acgdes de formacdo que tenham como finalidade melhorar
a qualificacdo, aperfeicoamento e/ou especializagdo dos quadros e executivos dos campos de golfe.
(Fonte: Direcgao de

Formagao)

o Com o enquadramento dado pelo Plano Estratégico Nacional do Turismo, o Turismo de Portugal, I.P.
em articulagdo com os principais interlocutores do sector, tem em curso o desenvolvimento ¢ a
dinamizacdo de uma rede de partilha de informagao, conhecimento, promocdo e comunica¢do sobre a
actividade do golfe em Portugal

envolvendo os players, publicos e privados, ligados a industria do golfe e concretizando, assim, uma das
principais conclusoes resultantes do I Encontro Internacional: “Portugal, destino competitivo de Golfe”,
evento realizado em Junho de 2008 ¢ que trouxe a Portugal experiéncias inovadoras e alguns dos maiores
experts, caso de Severiano Ballesteros, Bob Hunt ou Martin Ebert.

o No que se refere a captacdo de eventos de elevada projec¢@o internacional, o Turismo de Portugal
encontra-se envolvido na candidatura de Portugal a Ryder Cup em 2018.

o Portugal participa activamente nos trabalhos do Working Group Golf (WG 4), grupo de trabalho
especifico para os assuntos do golfe criado no ambito do TC 228 da ISO — “Tourism and related
services”, o qual tem como objectivo a defini¢do dos referenciais normativos para a criagdo de uma

certificagdo de qualidade especifica para campos de golfe.

http://www.turismodeportugal.pt/Portugu%C3%AAs/AreasActividade/ProdutoseDestinos/Doc

uments/Doc2_CaracterizacaoGolfePortugal.pdf
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Technological / Cultural — the buzz and the communities — some examples

Questdes Primarias
(impacto na aceitagdo e na pratica da mobilidade)

.........
--------

3 Autonomia

» Progressivamente melhor, impacto reduzido nos hibndos em serie e nas
solucéies com trocarapida de bateria

O Tempo de recarga da bateria
» Nao é problema na maior parte dos dias para a maior parte dos veiculos
(parados mais de 90% do tempo)
» Pode ser critico nas situacdes de viagens longas (gue se colocam
esporadicamente a uma boa parte dos carros)

» Ganhos espectaculares (em laboratério) anunciados em Marco de 2009

3 Fiabilidade / Durabilidade da Bateria
» Provavel percepgao de risco elevado pelos consumidores (frio; n° de ciclos)

QUE NOVOS PARADIGMA S DA MOBILIDADE
BASEADA EMVEICULOS ELECTRICOS ?

Sessao Ciéncia 2009 - Veiculos Eléctricos e Novas formas de Mobilidade — Julho 09

José M Viegas

http://www.imtt.pt/sites/IMTT/Portugues/Noticias/Documents/Seminario%2008%20Marco%

202010%20-%20PDFs/Henrique_Mendes.pdf

Pros e Contras

O veiculo eléctrico constitui a melhor solugdo de mobilidade para responder as questdes actuais do
aquecimento global, da qualidade do ar que respiramos ¢ da dependéncia que existe dos combustiveis
fosseis. Todos os que querem contribuir para um mundo mais ecologico t€m agora a possibilidade de tirar
partido das vantagens dos veiculos eléctricos, uma vez que o seu uso serd cada vez mais massificado.

Ha dois factores que estdo a tornar o veiculo eléctrico cada vez uma solugdo de mobilidade mais vidvel.
Por um lado a evolug@o tecnologica ao nivel das baterias, com tempos de carga menores, maior
autonomia, maior poténcia, etc. Por outro um preco cada vez mais competitivo, principalmente quando se
analisa os custos de km percorridos.
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As vantagens dos veiculos eléctricos sio:

Maior eficiéncia do motor: Os veiculos eléctricos utilizam tipicamente entre 0.1 a 0.23 kw/h por
quilometro. Aproximadamente metade deste consumo ¢ derivado da ineficiéncia do processo de carga das
baterias. A média de consumo equivalente para um veiculo a gasolina ¢ de 0.98kw/h por quilémetro,
sendo assim bastante menos eficiéntes que um veiculo eléctrico.

Zero-Emissoes: o veiculo eléctrico € a tinica solugdo 100% Zero-Emissdes em utiliza¢do. Zero-emissdes
inclui zero ruidos, zero emissdes de gases efeito de estufa e zero emissdes de poluentes.

Conducio silenciosa: os Veiculos Eléctricos oferecem uma experiéncia de condugdo caracterizada por
uma deslocacdo do veiculo mais silenciosa e suave. Isso ¢ conseguido pela auséncia de véarias pecas
modveis no motor, pelo ruido da combustio, mas também pela auséncia do sistema de escape uma das
principais fontes de ruido num automovel.

Custos de utilizacéio: o custo da energia eléctrica dispendida por veiculos eléctricos com um sistema de
armazenamento de energia em baterias corresponde a um ter¢o do valor do custo do combustivel utilizado
por veiculos com motores de combustdo interna, para a mesma distdncia percorrida e em condigdes
idénticas de utilizag@o. Para além disso os veiculos eléctricos tém menos custos de manutencao ja que ndo
precisam de mudancas de 6leo frequentes e outras operagdes de manuten¢do pois 0s motores tem menos
pecas moveis no motor.

Travagem regenerativa: A travagem regenerativa utiliza o facto de um motor eléctrico poder funcionar
como gerador. O motor eléctrico ¢ usado como gerador durante a travagem do veiculo e a saida produzida
apos convertida ¢ usada para recarregar as baterias, ou seja, o veiculo devolve energia ao sistema. Durante
o processo de travagem, as ligacdes do motor sdo alteradas de modo a que o motor funcione como
gerador.

Conducéo: Os veiculos eléctricos tem uma condugdo agradavel, dispensando pedal de embraiagem e
caixa de condugdo. Tanto para cidade como em situagdes em que seja necessario fazer uma aceleragdo
mais fervorosa ndo € preciso ter em atengdo a caixa de velocidades. O binario dos motores eléctricos ¢é
constante a  qualquer  rotacdo, podendo  proporcionar  performances  interessantes.

Menos impostos e incentivos: os automoveis eléctricos actualmente beneficiam de auséncia de ISV e
Imposto de circulagdo. Os governos de Portugal e de muitos outroas paises estdo também a oferecer
subsidios para conseguirem uma maior penetragdo no mercado destes veiculos.

Desvantagens:

Baterias: uma das grandes desvantagens das baterias é o seu peso. Embora tenha havido avangos
tecnologicos, para que as baterias proporcionem uma autonomia interessante, ainda pesam bastante. Por
ex as baterias do Tesla roadster de ides de litio pesam 450kg. O tempo de vida util de um conjunto de
baterias podera andar entre os 160.000km e os 200.000km, o que aliado ao seu custo pode ser uma grande
desvantagem ter que incorrer no custo de um conjunto novo ao fim destes quildmetros. O funcionamento
das baterias a baixas temperaturas também ndo ¢ o melhor, havendo perda de eficiéncia.

Autonomia: Também directamente relacionado com as baterias, o seu tamanho e tecnologia usada, a
autonomia dos veiculos eléctricos ainda ¢ limitada quando comparada com um veiculo com motor de
combustdo. A autonomia poderé andar entre os 100km e os 200km em média consoante o tipo de veiculo.

Tempo de carga: As baterias de ides de litio ja permitem que quando carregadas em locais especificos
possam atingir cerca de 80% da sua capacidade em cerca de 15 a 20m. A carga total, quando efectuada
em casa numa tomada normal de 220v pode durar ente 6 a § horas.
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Custo de aquisiciio: apesar dos custos mais baixos de operagdo, os veiculos eléctricos apresentam em
contrapartida um custo de aquisi¢do normalmente mais elevado, devido ao facto de ser produzido em
pequenas séries. O custo das baterias ainda ¢ uma componente consideravel do custo total.

Producio de electricidade: dependendo da forma como ¢ produzida a electricidade, pode haver
emissoes de CO2 relacionadas com a circulagdo dos veiculos eléctricos.

http://www.veiculoselectricospt.com/pros-e-contras/

Fabrica de baterias para carros eléctricos confirmada

Por admin - 20 Julho 2009 - Commentar
Tags Espanha, fabrica, Franca, Inglaterra, ides de, ides de litio, Nissan

Conforme se desejava e previa, afinal, Portugal sempre terd uma das fabricas de
producdo de baterias para os novos veiculos eléctricos. A fabrica de produgdo de baterias de ides de litio
para carros eléctricos foi anunciada hoje mesmo pela Nissan em comunicado. A outra fabrica a instalar
pelo construtor automével nipoénico sera em Inglaterra, o que ndo deixa de ser sintomatico, pois para além
das criagdes criadas a massificagdo do carro eléctrico em Portugal, a Inglaterra foi outro dos paises que
também deu passos no sentido de propiciar condicdes a utilizagdo dos carros eléctricos, conforme aqui
demos noticia. Portugal e Inglaterra ganharam um corrida onde também estavam em confronto a Franga e
a Espanha.

A fabrica de baterias para veiculos eléctricos a instalar em Portugal produzira sessenta mil equipamentos
por ano, num investimento de 250 milhdes de euros. Os mesmos numeros apontam para a criagdo de
duzentos postos de trabalho.

A localizag@o especifica da fabrica ainda ndo foi divulgada. Pelos vistos existem varias alternativas em
fase de estudo, e em breve a Nissan anunciara aquela pela qual optou.

Baterias de carros eléctricos para armazenar a energia eélica

Por admin - 11 Agosto 2009 - Commentar
Tags baterias eléctricas, energia edlica

Ja tinhamos aflorado este tema aqui no blog. Hoje retomamo-lo a propdsito de uma noticia da RTP1
sobre a estratégia da Dinarmarca para a producdo propria de energia. Uma mais valia porventura ndo
nuclear, mas ainda assim importante dos carros eléctricos, € a capacidade para que nas suas baterias
eléctricas possa ser armazenada energia, nomeadamente a energia edlica excedente que vai sendo
produzida de noite, e que ¢ necessario armazenar de alguma maneira, pois a essas horas o consumo ¢é
diminuto. A Dinamarca vé neste procedimento a possibilidade de continuar a desenvolver o sector edlico
sem desperdicio de energia.
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Em 2020, a Dinamarca espera produzir através da energia eolica, metade da electricidade consumida,
tendo para tal a necessidade de desenvolver e reforgar a sua rede de distribuigdo energética, garantindo o
equilibrio do sistema.

Os carros eléctricos, cujo potencial a Dinamarca também quer explorar, e que também la dispordo de uma
rede de infra-estruturas operacional no ano de 2011, vao contribuir para este proposito, armazenando nas
baterias eléctricas o excesso de energia produzida.

Pode dar-se o caso até, de que para além de armazenar a energia, esse armazenamento resulte em
dividendos financeiros para os seus proprietarios. Pense-se no carro eléctrico ligado a rede eléctrica, mas
também a Internet, monitorizando o prego da energia, que podera variar ao longo do dia em fungdo da
demanda da mesma.

O veiculo eléctrico que simplesmente esta parado na garagem, pode automaticamente armazenar energia
de noite — comprando-a quando esta é mais barata — ¢ vender energia de dia, quando a procura é maior ¢
faz com que o preco da energia aumente.

Portugal vai ser lider nos carros eléctricos

Por admin - 24 Julho 2009 - Commentar
Tags Better Place, energias renovaveis, incentivos, Josh Steinmann

A empresa norte-americana Better Place, lider mundial em sistemas de gestdo de carros eléctricos,
considera que Portugal vai ter um mercado lider na area dos carros eléctricos devido aos incentivos as
energias renovaveis, a vontade politica e & abertura da populag@o as novas tecnologias. Josh Steinmann da
Better Place, refere factos passados como a rapida adopgdo de telemdveis em Portugal e o uso dos cartdes
multibanco para concluir que o povo portugués dispde de uma certa apténcia pelas novas tecnologias, que
podera ser determinante também no dominio dos veiculos eléctricos.

Este especialista reforgou o seu diagnostico, constatando o volume de energias renovaveis que esta a ser
instalado no nosso pais, e a lideranga politica favoravel ao carro eléctrico, demonstrada na forma de
recentes incentivos econémicos que foram anunciados.

Fabrica de baterias trara tecnologia importante

Por admin - 20 Julho 2009 - Commentar
Tags Efacec, fabrica de baterias, Nissan, tecnologia
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A EFACEC ¢ a empresa portuguesa que lidera o consorcio para a construgao da rede de abastecimento de
veiculos eléctricos em Portugal.

A proposito do antincio de que a NISSAN trard para Portugal uma das suas fabricas de baterias eléctricas,
o Grupo que se expandiu do Porto para o Mundo, considera extremamente importante a instalagdo em
Portugal da fabrica de baterias da Nissan, uma vez que a bateria ¢ a tecnologia mais avangada que
equipara um carro eléctrico podendo as empresas portuguesas vir a tirar grandes beneficios da
proximidade dessa unidade produtiva.

Nestes mercados muito novos e com tecnologias muito novas ¢ vital estar junto dos polos onde estdo a ser

desenvolvidas as tecnologias.

http://ocarroelectrico.com/

http://www.apve.pt/upload/conteudo_index/veiculos/veiculos.htm
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Citigroup study “All hall the electric vehicle”, 23 September 2009
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Potential of the target segments in Portugal

Airports:

vehicle
needs
200501

Vehicles for physically hindered owverall

potential market (hindered
ma rket people)

13278178

peaple
Lighon/Portela Airport
Porto (Francisco 5a Cameiro

[}
)

Airport 4534825 62476 2
Faro Airport S4LTZ00 82253 10
Ponta Delgada 25786 13980 2
Horta no data no data 1
5. Maria no data no data 1
Flores no data no data 1

http://www.ana.pt/portal/page/portal/ANA/
http://pt.wikipedia.org/wiki/Aeroporto_da_Portela
http://pt.wikipedia.org/wiki/Aeroporto_Francisco_S%C3%A1_Carneiro
http://pt.wikipedia.org/wiki/Aeroporto_de_Faro
http://pt.wikipedia.org/wiki/Aeroporto_Jo%C3%A30_Paulo_lI
http://pt.wikipedia.org/wiki/Aeroporto_da_Horta
http://pt.wikipedia.org/wiki/Aeroporto_de_Santa_Maria_(A%C3%A70ores)
http://pt.wikipedia.org/wiki/Aeroporto_das_Flores

Security firms:

Securitas use of mobile vigilknoce Segments nuimber fimms Soume
i Shopping centers 152 | Wikipediz

X Fortusry securty 383 | Europages
i Fublic trens ports 28 | Internetpe=todos
X Industry 143873 | Europages
i Bank & insu=nce extemalvehiclkes

X Health & Energy 221 | AEF

= Public Administration | axtemalvehicles

X Tourism 113 | Wikipedia

= Educsation & services 24 | Wikipediz

X WMultinationals possible overlap

Mg A imports Mo use of mobile vigilance

overz || number businesses 144782

businesses with security W% 43437 6

wvehicles 1 434376

nr of electric vehic les A% 13031,28

nr buggies ik 3308, 284

Centros comerciais
http://pt.wikipedia.org/wiki/Anexo:Lista_de_centros_comerciais_de_Portugal
Portos

http://pt.wikipedia.org/wiki/Lista_de_portos_de_Portugal

empresas de shipping
http://www.europages.pt/anuario-empresas/did-mer20/hc-20550B/resultados.html
operadores terminais de contentores
http://www.pai.pt/search/operadores-contentores.html
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http://pt.wikipedia.org/wiki/Aeroporto_da_Horta
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http://pt.wikipedia.org/wiki/Lista_de_portos_de_Portugal
http://www.europages.pt/anuario-empresas/did-mer20/hc-20550B/resultados.html
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transportes publicos - http://internetparatodos.blogs.sapo.pt/180745.html
Industry
IndUstrias alimentares - http://www.fipa.pt/sector/sector.php?tema=2

Indistrias da Alimentagio tabaco téxteis vestuario (confecgao) couro
11000 24 88 61 85 11 10

FIPA EURQPAGES [EUROPAGES |EUROPAGES EURQPAGES [EUROPAGES |EUROPAGES

Farmacéutica (Quimicos e farmacéuticos) Maquinaria (construcdo) Equipamentos e Material de Transporte
935 11 131424
EUROPAGES EUROPAGES EUROPAGES

Hospitais -
http://www.ine.pt/xportal/xmain?xpid=INE&xpgid=ine_indicadores&indOcorrCod=0000358&c
ontexto=bd&selTab=tab2

Resorts - http://en.wikipedia.org/wiki/Category:Seaside_resorts_in_Portugal

Politécnicos - http://www.a3es.pt/pt/ligacoes/ensino-politecnico

Golf courses - http://www.golfexperience.pt/?sec=news&id=531

Golf courses in Portugal *relative to warehouse (Venda Pinheiro)  |Alentejo:

area (ha) buggies distance™ Marvio

1 497 km TOTAL ALENTEIO
Algarve:
! 500 45 377 fem Parque da Floresta 1 5587 42
1 1927 15 63.2km Boavista Golf 1 6053 18
1 6155 46 335 km 1 5961 45
1 2760 21 250 km 1 12247 92
1 5518 42 284 km 1 6125 48
1 5638 42 233 km CS Morgado Golf 1 5390 43
1 5030 18 353 km S Alamos Golf 1 5641 43
'Oceanico Faldo 1 5296 47
! 292 cm Vale da Pinta 1 6127 16
Herdade dos Salgados 1 6080 46
‘Oceanico Pinhal 1 6353 48
Golfe Montebelo 298 km (Ocednico Victéria 1 6609 a0
Curia Golf Club 105 km Royal Course 1 6059 46
Pinheiros Altos 1 9132 69
‘Quinta da Ria 1 6053 46
Castro Marim Golfe 1 8232 62
1 514 km silves Golf 1 5615 42
1 4839 36 46.2 km Ocednico O'Connor 1 5273 47
1 2159 16 22 km Gramacho 1 5107 46
1 G382 43 42 6 km Pine Cliffs 1 2227 17
1 6214 47 436 km ‘Ocednico Laguna 1 6121 46
1 £109 46 km [zl ! oz
Quinta da Marinha 1 5570 4 35km o e 1 E;S j?
Quinta da Beloura 1 5716 43 21.3 km (G e T 1 6586 50
Pago do Lumiar 1 1561 12 24.9km Quinta do Vale 1 6511 49
Aldeia dos Capuchos 1 1402 11 30.9 kmn Vale de Milho 1 1845 14
Aroeira Il 1 6367 45 394 km Ocednico Old Couse 1 6284 47
Palmela Village 1 3596 27 694 km = ! oTe 47
Golfe do Montado 1 5224 47 E2km 2:‘::;2‘;“{:; » ! R
1 6228 47 60.2km Benamor Golf 1 5497 41
1 6623 50 455 km Monte Rei 1
1 6009 45 12.3 km TOTAL ALGARVE
1 6707 a1 43.7 km Azores:
Lishon Sports Club 1 5309 40 147 km Furnas Golf Course
Oitavos Golf 1 6303 47 3 5km ;‘::L?z“" Course
Penha Longa 1 4363 63 276 km TOT.ALAZORES
Golf do Estoril 1 7692 55 27.2 km Madeira:
Golfe da Belavista 1 3982 30 221 km \Golf Santo da Serra
Aroeiral 1 6044 46 37.3km Palheiro Golf
Quinta do Peru 1 6036 45 456 km Porto Santo Golfe
1

) TOTAL MADEIRA
Troia Golf 57.7 km number of courses (Total) 76 438774 3308 234
TOTAL LISBON Average 13 7,15% of 76*43

Isabel Maria Matos Janudrio da Silva Santos, nr.425 Page 54


http://internetparatodos.blogs.sapo.pt/180745.html
http://www.fipa.pt/sector/sector.php?tema
http://www.ine.pt/xportal/xmain?xpid=INE&xpgid=ine_indicadores&indOcorrCod=0000358&contexto=bd&selTab=tab2
http://www.ine.pt/xportal/xmain?xpid=INE&xpgid=ine_indicadores&indOcorrCod=0000358&contexto=bd&selTab=tab2
http://en.wikipedia.org/wiki/Category:Seaside_resorts_in_Portugal
http://www.a3es.pt/pt/ligacoes/ensino-politecnico
http://www.golfexperience.pt/?sec=news&id=531

Results of the conducted market research

Survey — responses from segments using electric buggies — potential customers

Preccupa-se com o impacto ambiental dos veiculos utilizados no seu negécio?

Aereperte de Liskea Lisbon Club de Golfe

Aeroporte de Lisbea Lisbon Club Golfe
2 sim 2 1
o] NEo
Aeroporte de Lisbeoa Lisbon Club Golfe
2 Transporte de golfistas 1 1
2 Transporte de turistas 2
2 Transporte de cargs 1
2 Transporte d ebidas e snacks 1 1
Outros (o vor, especifiquel mousine de golfe
Aeroporte de Lisboa Lisbon Club Golfe

Ezgo, Clubcar, Yamaha

Que caracteristicas assodia 8 GEM? Por favor escolha trés da lista abaixo (ou passe & préxima pergunta)
renhuma das empresss conhece
Que caracteristicas assoda a Clubcar? Por favor escolha trés da lista abaixo {ou passe a proxima pergunta}
Asroperte de Lisboa Lisbon Club Golfe

wareness
Fiabilidade
Economia
Diversdo
Qualidade
Design
novacie
Conforto
Poténcia
NS0 pratico
Dispendioso
Desconfortave

Pouca poténcia
Design poi
Pouca qualidade

durabilidade de baterias

(Que caracteristicas assodia & Yamaha? Por favor escolha trés da lista abaixo [ou passe & préxima pergunta)

Aercporto de Lisboa Lisbon Club Golfe

~ococococcocoocooaoank
0000000000000 00
FODO0000OOOKO MK

Fiabilidade

Economia

Diversso

Qualidade

Design

novacso

Conforto

Poténcia

NSo pratico
Dispendioss
Desconfortave

Pouca poténcia
Design poucs atractive
Pouca qualidade

sem quzlidade de servico

Considera a aquisigio de uma frota de veiculos cléctricos para a sua empresa?

Lccoccococ-ocoococooy
600000 OKOODORGOR
FDOODODOOO00GOO0

totz Aeroports de Lisboa Lisbon Club Golfe
2 sim 1 1
o NEo

Caso tenha respondido afirmativamente & questio anterior, espedifique para que fins consideraria a aqu

Aeroporto de Lisboa Lisbon Club Golfe
=1 servicos aos golfistas - transporte
Aeroporto de Lisboa Lisbon Club Golfe
como 2

Quais seriam, numa escala de 1 to 10, as caracteristicas que esses weiculos deveriam possuir? Ponha por ordem, sem repetir os valores

3 Fiabilidade 10 10

1 Divers3oc 2 3

2,333333333 Qualidade 7 8

1 novacdo 3 &

2 Poténcia 5 s

Aeroporto de Lisboa Lisbon Club Golfe
1 sim 2
1 NEo 1
Como N&o, é contra a filosofia do Golfe
o R — 0 ogodor quer ver o naturces
Aeroporto de Lisboa Lisbon Club Golfe
° sim
1 N3o 1
Como N&o, porque no golfe a publicidade num
1 n3o respondeu 1 e n3o deve ser uti £l
eroporto de Lisbos Lisbon Club Golfe
° compra
°
° .
Average Aeroporto de Lisboa Lisbon Club Golfe
o compra
700 casing 700
s00 aluguer s00

1 nde respendeu 1

*1 - Servigos gerais de estafetagem e apoio a servicos técnicos de manutengdo e outros a operarem em areas circunscritas,

designadamente nas areas geograficas dos aeroportos e limitrofes. Serdo mais veiculos para servigos gerais, eventualmente

carga/descarga.

*2 - Prevemos desenvolver um plano de renovacdo gradual da frota corrente, actualmente composta por cerca de 150 veiculos de
diversas tipologias (passageiros, mistos e comerciais), durante 3 a 4 anos, consoante as tipologias de veiculos que vierem a ser
langados no mercado.(O nimero indicado ¢ para) todos os Aeroportos (da ANA)

Isabel Maria Matos Janudrio da Silva Santos, nr.425

Page 55



Survey — responses from other surveyed segments, who use other typologies of electric vehicles or none

Preccupa-se com o impacto ambiental dos veiculos utilizados no seu negécio?
Baia do Tejo ADC — Aguas da Cowilhd, EM Camara de Loures

Zoo de Lisboa C.Beja C.Castelo Branco

Netvig: Zoo de Lisboa C.Beja C. Castelo Branco
Transporte de golfistas 1 1 1 1

Transporte de turistas
Transporte de carza
Transporte bebidas&snacks
Outros

"

wom

Baiz do Tejo ADC—Aguas da Cowilh3, EM Camara de Loures

‘Que marcas de pequenos veiculos eléctricos/NEW's conhece

Netv
n&o da atenciyamaha
as marcas

= Zoo de Lisboa €. Beja € Castelo Branco
Nissan n&o conhece

Baiz do Tejo ADC —Aguas da Co
nenhuma

hs, EM Ca&mara de Loures
Melex, FAANM,
Vitsubishi_fiat_renault

nenhuma

\Que caracteristicas associa 4 GEM? Por favor escolha trés da lista abaixo (Se no estiver familiarizado com esta marca, por favor passe & préxima pergunta)
nenhuma
das empresas conhece
‘Que caracteristicas assodia & Clubcar? Por favor escolha trés da lista abaixo (Se n&o estiver familiarizado com csta marca, por favor passe & préxima pergunta)

Netvig Zoo de Lisboa C.Beja C. Castelo Branco

Fizbilidade
Economia
Divers&o
Qualidade
Design
novacdo
Con
Poténcia

NEo pratico
Dispendioso
Desconfortive

Pouca poténcia

Design pouco atractive
Pouca gualidade
durabilidade de baterias

rto

coocooococoooocooo
0000000000000 A00
0000000000000 A00
0000000 DO0000Q00
o000 0O0DDOBO00000

Baiz do Tejo ADC—Aguas da Covilhd, EM Camara de Loures

0000000000000 A00
o000 0O0DDOBO00000
0000000000000 A00

‘Que caracteristicas associa 3 Yamaha? Por favor escolha trés da lista abaixo (Se nio estiver familiarizado com esta marca, por favor passe a préxima pergunta)

Netvig

C. Castelo Branco

Fizbilidade
Economia
Diversdo
Qualidade
Design
novacso
Conforte
Poténcia

NEo pratico
Dispendioso
Desconfortave

Pouca poténcia
Design pouco stractiv
Pouca qualidade
sem qualidade de servico

1
0
1
0
0
0
0
o}
0
1
0
0
0
0
0

000000000000 000

o
o]
o]
o
o
o]
o]
o]
o
o
o]
o]
o
o
o]

ricos para a sua empresa
Metvig Zec de Liskea C.Beja C.Castele Brance

OCOoOODO00O0000000

Baia do Tejo ADC — Aguas da Cowilhd, EM Camara de Loures

a e

cooo000r

000000000000 000
000000000000 000

coooor

Baiz de Teje  ADC —Aguas da Covilhd, EM  Camara de Loures

Baia do Tejo  ADC — Aguas da Covilha, EM Camara de Loures
RS0 estd inter no respondeu

Netiig Zoo de Lisboa C.Beja C. Castelo Branco
=1 néo estd 2 *3
nteressado
Netvig! Zoo de Lisboa C.Beia C. Castelo Branco
nimerc de veiculos 2 o 3 5

como

Baia do Tejo ADC —Aguas da Covilhd, EM  Camara de Loures
o 18

nZo respondeu

Quais seriam, numa escala de 1 to 10, as caracteristicas que esses veiculos deveriam possuir? Ponha por ordem, sem repetir os valores
Baiz do Teilo ADC—Aguas da Covilhd, EM Camara de Loures
nSo respondeu 10

n&Eo respondeu
nEo respondeu
nZo respendeu
nSo respondeu

Totais Netvigi Zoo de Lisboa C.Beia €. Castelo Branco
2 Fizbilidade El ndo respondeu 7 s
3 Economia 8 nSo respondeu 8 10
o Divers&o Kl nZo respondeu 1
2 Qualidade 1 ndic respondeu & 8
o Design a ndo respondeu 2
o novacdo s n3o respondeu 3
1 Conforto 5 nio respondeu 2
1 Poténcia 7 n3o respondeu 2
custo

autonomia

0w o

IS

nao
néo respondeu
no respondeu B

~ o

Considera interessante desenvolver um projecto de desenvolimento regional/de negécio integrado em paralelo com a implementagio dos veiculos eléctricos na frota da sua

Netvigi Zoo de Lisboa €. Beja C. Castelo Branco
Sim 1 1

3 NEo 1 1
Como =& 6 =7

0 n#c respondeu

Baia do Tejo ADC — Aguas da Cowilh, EM Camara de Loures
NEo aplicdvel "8
& nossa sctividade

Baia de Teje  ADC —Aguas da Covilhd, EM Camara de Loures

NEo aplicdve 12
& nossa actividade

Netvigi Zoo de Lisboa C.Beja  C. Castelo Branco
3 m 1 1
a NEo 1 1
Como “8 10 11
0 nic respondeu
MNetvig! Zoo de Lisboa C.Beja C. Castelo Branco
5 Sim 1 1 1 1
1 NEo
Como =13 *14 15

1 nzo respondeu

Baiz do Tejo  ADC —Aguas da Covilh& EM  Camara de Loures
*16

‘Qual(is) afs) modalidade(s) de aquisicio que seria(m) mais adequadafs) a sua empresa?

Netvig: Zoo de Lisboa C.Beja C. Castelo Branco

compra

B

easing 1 1
aluguer
nZo respondeu

)

Baiz do Tejo ADC —Aguas da Cowilhd, EM Camara de Loures

Average Netvigi* Zoo de Lisboa C.Beja  C. Castelo Branco
10000 compra 10000

250 easing

500  aluguer

1 n#c respondeu 1
alor total para leasing

Baia do Tejo ADC — Aguas da Cowilhd, EM Camara de Loures
10000
250
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*1 - Veiculos comerciais para a equipa de vendedores.

*2 - Para utilizagdo do executivo camararios e restantes servigos.

*3 - Veiculos utilitarios para as deslocagdes de funcionarios do Municipio, particularmente em acg¢des de fiscalizagdo e outras, na area
da Cidade de Castelo Branco.

*4 - transporte de expediente; transporte de passageiros e pequenas cargas

*5 - Nao devido a dimensdo da empresa, mas se fosse maior, sim pois permitiria uma redugdo significativa nas despesas do
combustivel. Além de ser um investimento na qualidade do ambiente.

*6 - No ambito da participagdo no Plano Nacional de Mobilidade, e da adesdo ao programa URBACT e CIVITAS ¢ intengao do
municipio elaborar um conjunto de boas praticas de mobilidade sustentavel, desenvolve-las e implementa-las, sendo que com isso

incrementara na regido novas areas de negocio das quais decorre a aquisi¢do de veiculos eléctricos.

*7 - O Municipio de Castelo Branco esta envolvido no consorcio Mobie.E.

*8 - Considero importante. Tentava substituir algumas viaturas ligeiras e pesadas caso os respectivos desempenhos fossem satisfatorios

*9 - Nao fazemos publicidade nos nossos carros, somos revendedores e ndo queremos induzir os clientes finais em erro.

*10 - Dependendo da publicidade, sim. Sera um bom veiculo de divulgagdo a aplicagdo de publicidade referente aos programas de

mobilidade.
*11 - No caso particular, apenas publicidade institucional.
*12 - Sim, pelo papel preponderante da autarquia na educagdo ambiental dos municipes

*13 - Sim. E uma forma de publicidade itinerante, que permite levar a informagéo a um grande leque de potenciais compradores.

*14 - Sim. Porque s@o meios de divulgagao rapida, apelativos que abrangem uma vasta area geografica e como tal chegam a populagio

em geral.

*15 - Sim. A ideia da mobilidade eléctrica ¢ “sexy” e tem um forte apelo, conjugando modernidade e sustentabilidade ambiental.

*16 - Sim, dado o exemplo e 0 compromisso assumido pelo municipio ao nivel ambiental e socialmente responsaveis e o conributo do

municipio para o cumprimento dos objectivos definidos no plano nacionalpara as alteragdes climaticas (PNAC) nomeadamente ao nivel

do transporte e para o cumprimentos da meta do triplo 20

More information on ITALCAR history

ITALCAR was founded in the 80’s in Turin, where is first operated with the name Green Company, as a
distributor of electric vehicles manufactured by Melex, in various European markets. It was acquired in
the 90’s by the American group TOR International Group, which developed its internationalization
potential and also initiates activities as a manufacturer of electric vehicles (called Neighborhood Electric
Vehicles - NEV) while planning and developing customized products to satisfy the needs of an
increasingly large and diversified market. In the year 2000 the Green Company's headquarters were
transferred to Rivalta di Torino in order to combine the operative office with the production plant. There
has occurred a shift in strategy which allocated the R&D division to the centre, which resulted in
increasing know-how and a marketing strategy that allowed Green Company to become a reference in the
market of utility electric vehicle. In 2003 a partnership with T.Car, also italian, enabled ITALCAR to
focus on electric development of T.Car's existing models (previously Diesel and gas powered) as well as
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part of its marketing. By 2005 Green Company acquired T.Car and changed its name to ITALCAR S.p.A.
At the core of the future strategy of this firm lie internationalization and R&D efforts, which makes them
look for potential dealers all over the world.

Early 80's:
Green Company s.r.l (today ITALCAR) is incorporated with headquarters in Turin. Operates first as a
distributor of electric vehicles manufactured by Melex, in various European markets.

Late 90"
TOR International Group, an American company with headquarters in Miami Beach (Florida, USA) buys
100% of Green Company. The international development of Green Company starts.

Thanks to this new development, Green Company translates its original activity as a distributor into the
one of a manufacturer of electric vehicles (called Neighborhood Electric Vehicles - NEV) while planning
and developing customized products to satisfy the needs of an increasingly large and diversified market.

Year 2000:
Green Company's headquarters are transferred to Rivalta di Torino in order to combine the operative
office with the production plant.

During the following years the R&D division becomes a key aspect for the company's strategy. As a
result it develops a know-how and marketing strategy that allow Green Company to become a reference
in the market of utility electric vehicle

The continuous collaboration with international entities that operate in the electric vehicle components
and technological fields, combined with a constant interest in research and development pushes the
company to go beyond its original scope...

Year 2003:
Green Company develops a partnership with T.Car, a company with headquarters in Atessa (southern
Italy) already manufacturer of Minicars with Diesel and Gas engines. Green Company handles the electric
development of T.Car's existing models as well as part of its marketing.

Year 2004:
Green Company develops a cooperation with an Asian partner for the distribution of golf and light utility
electric cars leveraging proprietary know-how and technology obtained during years of experience while
putting on the table the latest projects planned in Research and Development.

Year 2005:
Green Company buys 100% of T.Car and changes its name to ITALCAR S.p.A.

http://www.italcar.com/en/about-us.html
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Begin forwarded message:

From: Torinter@aol.com

Date: May 5, 2010 5:49:59 PM GMT+01:00

To: r_alex.santos@sapo.pt

Cc: massimo.versino@jitalcar.com

Subject: Re: Fw: ITALCAR: Request of franchising

Thanks for your request and I reply to your various questions below. We are available to export our vehicles to Portugal having in
our product range both street legal cars and not (mostly used by the vacation industry as Hotels, Resort, Industries, Airport etc...)

Enrico Chevallard

Tel: +39 0119040225
Fax:+39 0119032986

Cell Int:+39 3356249851
Web-site:www.italcar.com
E-mail:torinter@aol.com
Skype: torinter

In a message dated 5/5/2010 11:41:04 A.M. Romance Daylight Time, laura.menegon@italcar.com writes:

————— Original Message -----

From: "Rui Santos" <r alex.santos(@sapo.pt>
To: <laura.menegon@italcar.com>

Sent: Tuesday, May 04, 2010 10:43 PM
Subject: ITALCAR: Request of franchising

> Questa ¢ una e-mail di richiesta da http://www.italcar.com/

> Rui Santos <r_alex.santos@sapo.pt>

>

> To the Administration:

>

> My name is Rui Santos and I hereby would like to express my interest in

> collaborating with your company, as a franchisee, in the Portuguese market.

> [ would therefore appreciate all relevant information on franchising

> opportunities for your Brand in Portugal.

>

> My goal would be to start operations by 2011,s0 1 am applying for

> financing programs now; for this purpose I need a rough business plan, and

> the necessary structure of costs is therefore of urgency in order to

> qualify. My project is leveraging on the current opportunity created by

> the Portuguese Government in the context of the Mobi.e Program, so I

> believe there is a solid niche market in my country. To know more about it

> please consult the following link:

>

> http://www.mobi-e.pt/uk/index uk.html

>

> [ therefore request all information you can provide for potential

> franchisees, namely:

> - is this opportunity available? Yes it is

> - Is the strategic model pre-defined or can the franchisee position the

> brand according to country's specifics? Unfortunately I think we cannot make too many customization also being the volumes for
your market I imagine not so big to justify tooling etc for any big change to existing cars
> - Is there any entry requirement(s)? Do you consider offering exclusivity contracts? Not specifically. We cannot grant exclusivity
if there are not some initial volume commitment and purchasing.

> - Do you offer customer assistance? In what way?

We offer technical training for after sales people

> - Would you be willing to be represented by a franchisee who commercialized other brands? Yes, but not in competition with out
products

> - Do you provide help on marketing strategies and costs? Not specifically

> - What is your model for royalties? None.

> - Who is responsible for vehicles and materials transportation (the

> franchisee)? We can sell either Ex Works or Delivered, I think depending who can find the lowest transportation costs

> - Do you work with any charging station provider? No

> And/or any other information you may consider relevant for the subject. If you are seriously interested about starting a business as
you describe, it would be good to visit us ,in order to meet in person and see and test our electric cars. Best Regards, Enrico
Chevallard

>

> Thank you in advance for your kind attention, and maximum possible sense of

> urgency, and may this first contact bring interesting business

> perspectives for both parts involved.
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>
> Kind Regards,

> Rui Santos

>

> Telefono:

>+351 961 842 770 +351 261 867 264
>

> Azienda:

>

> Sender IP: 85.245.37.101

>

Begin forwarded message:

From: Torinter@aol.com

Date: May 10, 2010 1:04:03 PM GMT+01:00
To: r_alex.santos@sapo.pt

Subject: Re: ITALCAR: Request of franchising

Here in blue my comments:
Enrico Chevallard

Tel: +39 0119040225
Fax:+39 0119032986

Cell Int:+39 3356249851
Web-site:www.italcar.com
E-mail:torinter@aol.com
Skype: torinter

In a message dated 5/10/2010 11:13:15 A.M. Romance Daylight Time, r alex.santos@sapo.pt writes:
Dear sir Enrico Chevallard:

As a collaborator in charge to write the business plan for Mr. Rui Santos, with which we intend to apply for a financing program
after this June, I would like to pose the following questions, for which I thank in advance your considerate attention:

-Since it is possible to provide the vehicles already assembled, would it be possible to share with us the costs of the vehicles with the
transport included? Sorry but I do not understand the question. From our price list we can sell either Ex Works or if we take care of
shipping we must charge the full costs.

- Could you give us an idea of how many vehicles could come at the same time, and number of days until delivery (the warehouse
zone will be close to Lisbon, only about 50 km away) On a Truck you can load just about 4 cars and the lead time depends on
volumes ordered and availability. Usually for quantities at or above 5 pieces it takes about 10 days; if volume is smaller, in the worst
case can become 45 days!!

- should the vehicles be purchased and paid upon our request to your factory, or only upon sales? Within how many days is your
usual practice? Cars must be paid when they are shipped from our place. No payment terms can be accepted. Sorry

- Is it recommendable to find a garage nearby to provide technical help for eventual problems that can appear in the vehicles, or
should we assume all damaged vehicles should be resent to your installations for post-sales services?

Yes you should have local repair service with clients.

Finally and very important: you mentioned that segments with higher use of these vehicles are hotels, resorts, industry and the
airports - in Portugal we seem to find that Airports and golf camps are the most promising segments. Do you happen to know of any
industry, resort and hotel chain that uses these vehicles extensively, for market computation purposes? Mostly all golf courses use
them and also Campings, resort and many other application like big industries, Ports, etc..........

Thank you very much in advance for your kind attention upon the present subject. With my best greetings, Best Regards, Enrico
Chevallard

Sincerely yours,
Isabel Santos
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ITALCAR products portfolio

Non- homologated vehicles
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Homologated vehicles
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Homologated vehicles
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Velectric prices chart and growth rate of purchase quantities

Here attached are our current price list and the new one that will be effective May 24th.
Thanks for your explanations

Best Regards
Enrico Chevallard

Tel: +39 0119040225
Fax:+39 0119032986

Cell Int:+39 3356249851
Web-site:www.italcar.com
E-mail:torinter@aol.com
Skype: torinter

growth rate of purchase quantities
ATTIVA C2G NEV - 2 seats golf light quadr 3,67%

ATTIVA C25 NEV - 2 seats light quadricycl 4,05%
ATTIVA C45 NEV - 4 seats heavy quadricy 4,460%

ATTIVA C2C NEV - 2 seats plus short carg 3,69%

ATTIVA L45 NEV - 4 seats heavy quadricy 4,33%

ATTIVA L2C NEV - 2 seats plus long cargo 4,79%

ATTIVA L4C NEV - 4 seats plus cargo box 3,18%

growth rate of purchase quantities

ATTIVA B2.2 - 48V - 2 SEATS + CARGO CM 90 long . ,84%
ATTIVA 2.2 - 48V - 2 SEATS + CARGO CH 90 long
ATTIVA B4.2 - 48V - 4 SEATS
ATTIVA 4.2 - 48V - 4 SEATS
ATTIVA 4.2-48V-FLIP-FLOP
484 XTR - 48V- 4 SEATS
ATTIVA AMBULANCE 48 V
ATTIVA 2L.2 -48V- 2 SEATS + LONG CARGO cm 165
ATTIVA 2L.2-48V-2 SEATS Hydraulic Cargo cm 145
ATTIVA 4L.2 - 48V - 4 SEATS + CARGO Cm 90
ATTIVA 6L.2 - 48V - 6 SEATS
ATTIVA 8L.2 - 4BV - B SEATS Motor 4KW
SHUTTLE 48V 5 KW 14 SEATS 16 Batteries
FAIRPLAY FLEET 48V Golf

FAIRPLAY LEGACY 48V Golf
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Excerpt from “Portugal efficiency 2015”

http://www.adene.pt/NR/rdonlyres/0000025e/xiwmvghfwwtwwhwnykxfvxdfhuahbtfr/Portug
alEfici%C3%AANCcia2015Vers%C3%A30Sum%C3%Alrio.pdf
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Excerpt from “O Publico” - “O Publico, Fiscalizacdo a seguranca privada quase

que triplicou em 2009 e infrac¢does aumentaram 70%”

Segundo um documento distribuido hoje pelo secretario de Estado Adjunto e Administragdo Interna,
Conde Rodrigues, aos deputados da Comissdo Parlamentar dos Assuntos Constitucionais, Direitos,
Liberdades e Garantias, as for¢as de seguranga realizaram 4266 acgdes de fiscalizag@o ao setor da
seguranga privada em 2009, enquanto em 2008 tinham sido efectuadas 1589.

Os dados mostram também que foram controlados pelas forgas de seguranca cerca de 13 mil vigilantes
em 2009.

O documento, que faz uma caracterizagdo do setor e foi elaborado pela PSP, indica também que as
infracgdes detectadas aumentaram cerca de 70 por cento, tendo passado das cerca de 1400 em 2008 para
2432 em 2009.

Apesar do aumento das infrac¢des, no ano passado houve menos 28 por cento de crimes relacionados com
o exercicio ilicito de seguranga privada. Enquanto em 2008 registaram-se 275 crimes, em 2009 esse

nimero diminuiu para 196.

Segundo o documento, os crimes estdo relacionados com exercicio ilegal, posse de arma proibida e
agressdo a equipa de fiscalizag@o.

Os dados entregues aos deputados por José Conde Rodrigues indicam, também, que as coimas aplicadas
no ano passado ascenderam a 3,74 milhdes de euros e que em 2009 foram desencadeados 2207 processos

de contra ordenagdo, tendo transitado 9695 de 2008.

Com um volume de negocios estimado em 708 milhdes de euros e com uma taxa média de crescimento
de 9,25 por cento, o sector da seguranga privada em Portugal emprega 40718 vigilantes.

O niimero de segurangas tem vindo a aumentar desde 2005, tendo no ano passado registado um acréscimo
de 1250 vigilantes em relagdo a 2008.

O documento refere, também, que foram concedidas mais 15 licengas e quatro alvaras no ano passado
face a 2008.

Em 2009, existiam 109 empresas com alvaras e 70 com licengas
http://www.publico.pt/Sociedade/fiscalizacao-a-seguranca-privada-quase-que-triplicou-em-

2009-e-infraccoes-aumentaram-70_1429220

Decomposition of value per target segments

Typolog Overall VElectric VElectric VElectric VElectric
y Type of vehicle Market Market costs Sales Profit
1) 1.339.200,00
GOLF | security vehicles 5164 646 | 917.910,00 € €| 421.290,00€
ANA reduced
mobility 46 6 9.870,00 € 14.400,00 € 4.530,00 €
1.779.890,00 | 2.596.800,00
Golf camps 7568 946 € €| 816.910,00€
2.707.670,00 | 3.950.400,00
TOTAL 12778 1598 € €| 1.242.730,00 €
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Mobile advertising

http://www.smart.pt/is-bin/intershop.static/WFS/mpc-pt-Site/-
/Editions/Root%20Edition/units/mpc-

pt/default/Media/images/MPCGallery/(2)Autocolantes_smart.pdf
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http://www.gosmart.pt/
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More information on competitors

GOLF
Price (no ‘ Chargin
extras) Speed (Km/h) Autonomy (Km) battery Motor g Source
duration
(hours)
250 (no
Teycar 360 batteries) 18 24 90 110 48 volts 3,7Kw 10 Model A2D
224,5 (no 48 volts (6 of 8 Model precedent i2
Clubcar 5000 - 7000 batteries) 8 30,6 volts) 2,24 Kw 10 eletric
243 (no 48 volts (4 of 12
Yamaha batteries) 24 31 volts) 2,6 Kw G29E 48 Volt
420 (with
Melex batteries) 24 48 volts 2,8 Kw Model 627 Golf
493 (with Model Fleet-veicolo
Italcar 3290 (cost) batteries) 22 60 48 (6 de 8 volts) 3 Kw Golf
Price (no ‘ ‘ Chargin
extras) ‘Weight Speed (Km/h) Autonomy (Km) battery g Source
‘ Ma duration
Minimum (Kg) Min Max Min X (hours)
350 (no
Teycar 360 batteries) 18 24 90 110 48 volts 3,7 Kw 10 Model A4D
333 (no 48 volts (6 of 8
Clubcar 362,9 batteries) 8 30,1 volts) 2,24 Kw 10 Model villager 4
Yamaha
555 (with
Melex batteries) 35 48 volts 2,8 Kw Model 943
610 (with Model Attiva B4.2 48
Italcar 3540 (cost) 380 batteries) 26 60 48 (6 of 8 volts) 3 Kw Volts
Price (no Chargin
extras) Loading Weight ‘ Speed (Km/h) ‘ Autonomy (Km) battery Motor Source
capacity ‘ Ma
Minimum (kg) (Kg) Min Max Min X Kw
350 (no
Teycar 360 batteries) 18 24 90 110 48 volts 3,7Kw 10 Model A4D+2
48 volts (6 of 8
Clubcar 681 27,3 volts) 2,24 Kw 10 Model villager 6
Yamaha
420 (with
Melex batteries) 25 48 volts 2,8 Kw Model 666
690 (with
Italcar 4860 (cost) batteries) 33 80 48 (6 of 8 volts) 4 Kw Model Attiva 6 L.2
LEISURE
Price (no Speed ‘ ‘ Autonom Chargin
extras) Loading Weight (Km/h) y (Km) battery g Source
capacity ‘ ‘ Ma duration
Minimum (kg) (Kg) Min Max Min ' (hours)
350 (no
Teycar 360 batteries) 18 24 90 110 48 volts 3,7Kw 10 Model A4D+2
48 volts (6 of 8
Clubcar 681 27,3 volts) 2,24 Kw 10 Model villager 6
Yamaha
420 (with
Melex batteries) 25 48 volts 2,8 Kw Model 666
690 (with
Italcar 4860 (cost) batteries) 33 80 48 (6 of 8 volts) 4 Kw Model Attiva 6 L.2
Price (no Autonom Chargin
extras) Loading ‘Weight y (Km) battery Motor g Source
capacity duration
Minimum (kg) (Kg) Min (hours)
350 (no
Teycar 360 batteries) 18 24 90 110 48 volts 3,7 Kw 10 Model ASD
48 volts (6 of 8
Clubcar 681 27,3 volts) 2,24 Kw 10 Model villager 8
Yamaha
Melex
730 (with
Italcar 5790 (cost) batteries) 33 70 48 (6 of 8 volts) 4 Kw Model Attiva 8§ L.2
SHOP &
DRINK

Price (no

Autonom

Chargin

extras) Loading ‘Weight battery Motor g Source
Minimum (Kg) Kw
Teycar case by case
668.6 (no 12 volts (500 Mobile Merchandising
Clubcar battery) 20,9 CCA) 9,7 Kw 10 brochure
Yamaha
Melex
Italcar
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PROFESSIONAL

Price (no ‘ Speed ‘ ‘ Autonom Chargin
Small extras) Loading ‘Weight (Km/h) y (Km) battery Motor g Source
loading capacity ‘ ‘ Ma duration
area Minimum (kg) (Kg) Min Max Min X Kw (hours)
Teycar case by case
240,6 (no
Clubcar 363,2 batteries) 30,6 48 volts 2,24 Kw 10 Model carryall 1
Yamaha
565 (with
Melex 150 (box) batteries) 25 48 volts 2,8 Kw Model 845
520 (with
Italcar 3510 (cost) batteries) 26 60 48 (6 of 8 volts) 3 Kw Model Attiva B2.2
Price (no ‘ Speed ‘ Autonom Chargin
Large extras) Loading ‘Weight (Km/h) y (Km) battery Motor g Source
loading capacity ‘ duration
area Minimum (kg) (Kg) Min Min ) Kw (hours)
Teycar case by case
Clubcar 681 839 273 48 volts 2,4 Kw 10 Model carryall 6
Yamaha
645 (with
Melex 450 (box) batteries) 25 48 volts 3,9 Kw Model 967
677 (with
Italcar 4940 (cost) batteries) 33 80 48 (6 of 8 volts) 4 Kw Model Attiva 2L.2

Fairs: Portugal Golf Show
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Fairs: Expo Auto
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Financial analysis — scenario 1

Assumptions Pl b Mz HHMEF A HMS
Growth Rate of Szles Quantities

sdmoblityy | =—

Barvices

Growith Rate of Puchase Quantities
Raw marerials
reducsdmebdity 000 | —

Zocizl Vielfzre Rate = .

Aversge Fayment Time in days [0-260] for inventores EN N
Averzge Fayment Time in deye [0-360] for cutsourced services 0 20
Aversge Collection Time in days [0-360 0 o0
Average Imventery Rotation in days ;. _':

WAT on Purchase of lnventones
= - R

[N
[N

YAT on Furchzse of Cutsourced Services

‘AT on Sales of Products, Goods and Services
VAT Difference

Income tax rste

Provision For Bad Debts [ of sales)
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Page 2

Cost of Goods sold Year 1
and raw mterials Jan Feb Mar Apr May June July Aug Sep Oct Hov Dec Total
Raw Materials
Qua

Year? Year 3 Year4 Year5

ty/reduced mobility
golf vehicles
ProductC

Unit Purchase Price

mobility

D
© 3w
e 30
e 3
2
3
2
2
3
2
2
2
=
2

o ka
[E—
P

o @

srtylred
golf vehicles
Product C
Purchase cost
urity/red
golf vehiclez .
Product C ] 0 ]

=

Fa R

(R
Fa o
w oW
=

=

ca e
£3 Fa

=

91451

Goods A 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Goodz B 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Goods C 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Unit Purchase Price

Goods A 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 00— 0,0 0,0 0,0 0,0

Goodz B 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 00— 0,0 0,0 0,0 0,0

Goods C 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 00— 0,0 0,0 0,0 0.0
Purchase cost

Goods A o 0 o o 0 o 0 o o 0 0 of o o o o o

Goods B o 0 o o 0 o 0 o o 0 0 of o 0 o o o

Goods C 0 0 0 0 0 0 0 0 0 0 0 of 0 0] 0 0 0

(1] 0 (1] (1] (1] (1] 0 (1] (1] 0 (1] (1] (1] (1] (1] (1]
S S S S S S s S E—

| E— —
59220 62510 62510 62510 65800 65800 65800 65800 65800 65800 65800 65800 773150 914521 1102978 1359106 1679209
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Year 1
‘Outsourced Supplies+Services Total Year 2 Year 3 Year 4 Year 5
ol

15920 111965 111965 111965 TI244.5 112445 112445 112445 6935 147275 112445 14449061 1046771 2563399 333273038

Logistics costs International partnership - yearly expenses

period raveling 2 01

Month 1 Manth 2 Month 3 Manth 4 Month 5 Manth & Manth 7 Month i
Grosgsalaries He. MGS Tolal Hc MGS Tofal He MGS Toal He MGS Tolsl He MGS  Tofdl He MGS Toll Hc MGS Toldl  He @ MGS

M gty LN
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Marh | Honth 2 Morth § Mot 4 Nonth § Honth § Nonth 7 Horthi
MGS SWC Toid MGS SWC ol NS SWC Towl MGS SHC Toll MGS SNC Tl MBS SWC Tobl MGS SWC To MGS SWC

q ol ol ool vl wal g 49 al ol m | |

PN TN 1 1T N I 1V 1 . I

Honth§ Monch 10 Horth 1 Month 12 Toal Year | Year? Year} Year4
MGS SWC Totl MGS WG Tl MGS SWC Towl MGS SWC Tol RS SNC Tol RE SWC Tl BB SWC Tl R SWC

1 100 ol ol ool vl wal g W TR IR Thid|

F Y v N N T 1

Page 5

Auxiliary Calculations Year 2 Year 3 Year 4 Year 5
1 2 3 4 5 L] T 8 9 10 " 12 Total

Inventories [excl. VAT)
Raw =

Salaries

Selanes paid during fe peniod 2787 2787 2767 2787 2787 2787 2767 2767 2767 2787 2787 2787 BT 39.215

Income tax

Page 6
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Year 1
Investment Plan Jam Feb Mar Apr May Jume July Aug Sep Oct Nov Dec
Tangibie Fixed Assels

Year2 Year3 Year4 Year3

Page 7
Depreciation and Provisions W Year 1 Year 2 Year 3 Year 4 Year 5
Tangible Fixed Assets
Sub-total 1069 1069 1069 1069
Total Depreciation

Anual Depreciation 2914 2914 2914 1.069 1.069

SAccumulated Depreciation 2914 5879 8.743 9 312 10.882
Page 8
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Financing Plan Jan Feb Mar Apr  May Jume July Aug Sep Oct MNov Dec Totsl Yew2 Yeard Yeard Yeard
Own Capital
Share Capfa e e o e B B B B B B I B Y = = = —
Capial Increazes 12083 12083 12083 12083 1208312083 12.083|12.083) 12083| 12.083| 12.083] 12.083
Sub-total
WMedium/Long term Payahles
Bank Loans ] [ I e T [Fsutuny v, S O T
Sharehokders Loans 819,020 0 0 0 0 0 0 0 0 0 0 0
Chers 0 0 0 0 0 0 0 0 0 0 0 0
Sub-total 819929
Short term payahles
Bank Loans 1] [ I T T U v R [ e
Sharehokders Loans 0 0 0 0 0 0 0 0 0 0 0 0
(thers 0 0 0 0 ] ] ] ] 0 0 0 ]

Sub-total 0 0 ] 0 0
! ‘(! ! ! ' ' [ ! J | [ | |

Total Financing 837545 12083 12083 12083 12083 12083 12083 12083 12083 12083 12083 12083 970462 0 0

Medium and Long Ternm Bank Loans

Udlisason pericd 1 semesier
Deferral pencd 1 semesier
Reimbursemsnt pericd 8 semesiers
Tiotal kerm 10 semesiers

Loan Amount
Annual Inkerest rake

Semester instaiment 8546 0 0 O X

Medium and Long term shareholders loans
Year 1 Wear 2 Year 3 Year 4 Year 5

Shareholders Loans 8519.929 0 0 O O
Reimbursemsani of Loans o 0 0 O O
Debis of the year O 0 0 O O
Aocumalaked debs 2| 212.222] 212.222] 212.222]| 212,222

Medium and L ong term Bank Loans

Summa

Loan paymenis
Inferest paymenis
Stamp tax paymeni
Debt at year end

Total payments 1.723
Loan Year 1 Interest Payment Stamp Instalment End period
1° Semesier (Year 1) | —— B
292 Semeszr (Year 1) 27T 25 302 5
3° Semesier (Year 2) 277 25 281 =
49 Semester (Year 2) 248 22 ara 4
5° Semesier (Year 3) 217 20 3
8° Semesier (Year 3) 185 17 3
792 Semester (Year 4) 152 14 2331
2° Semesier (Year 4) 117 10 1.582
9° Semester (Year B) 20 I 2156
10° Semesier (Year 5) 1 . 0

Total 1.592 5 533 143 T_269

Page 9
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Balance Sheet Year 1 Year 2 Year 3 Year 4 Year 5 Year 1 Year 2 Year 3 Year 4 Year §

ASSETS EQUITY

L] [ 0 L]
N I R

7. Total Liabilities 1161703 1239536 1321504 1454259 1618190

§_Total Assets 1445666 1707392 2047418 253035 3179636 18_ Total Liabilities + Equity 1445666 1707352 20474186 2536035 3175636
(3=1+2+3+4+5+6+7)

[ Veicson ey~ [N I R N R

Page 10
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Income Staterment

1.032.194

1.241.072

1.241.072

[

1.514.064

1.873.435

[

1.873.435

[ hain| ez sl thea]  sess

1076670

1,302 356

1600097

1994 056

2 484 555

1. 210100

OPERATIONAL EARNINGS (B-A)
FINANCIAL EARMINGS (D-BHC-A)
CURRENT EARMINGS
EARNINGS BEFORE TAXES
NET PROFIT

Vendas =
EBIT =
Margem bruta em % =
Margem Bruta =
VAE ()=
VAEB (+) =
Custos fixos =
Custos variaveis =
Ponto critico =
Meios liquidos libertos =
Margem de seguranca economica =
ROper POper. =

1486209

243137
245137

183,893

[

1.858.196

H41A
41

258096

£ 63 63 £

[

[T T T T

[

2349919

Isabel Maria Matos Janudrio da Silva Santos, nr.425

Page 101



Total  Year?2  Year3  Yewrd  Year§

Operation income

4 i s l I el IV R YR KN [
AT i i l l i
Other income
Share - - - - - - - - - - 5533
(3 B A N A N N B 5] N | A R 111 1 i i i
B B4 0} ] ] i)

2051782 1.708.388 2M8.239 2672386 3.369.178

4 ! 0tz 3 BATHD  LRIEDN  A30ZIEN STRONf 1B

P AT AT W14 14 I 1) N A1 I 276 iy ALl 276 Tt fi ki 330 40634 Y

Ot oredioes ct outsourcng) 0 0 O | R N N )N N 0N v (N s NN N3 N A
hcome Tax - - - - - - - - - - - - ! 1264 BE.023 1R62Y
VAT - - P61 IO I IR IR 28 19 4 20 LI I 117 R ' N X

Other dishursements

Tota! disbyrsements . . 920965 1500405 1791067 2.210.565 2.760.662
I I —

1130814 207.984 37172 461820  6OBSIE

Gash & beginning of period GI6TO8 BAESNT) OSOBGR| %) 960G 00M| 10| 1061374 1097063 1.1:!!].814 212779

Cash at end of period 0590 80007 BT SRS BN IRMT 606 WMON  L0B3R 065 1097065 143080 113084 1338797 1665969 2127790 2.736.306

Page 12
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Return on equity
Return on sales
Return on assets
Financial autonomy
Indebtness capacity
Solvability

General liquidity
Gross margin

Break even point (Euros)

Economical safety margin

Average inventory turnover (days)
Average collection time (days)

Average inventories payment time (days)

Cash cycle (days)

Page 13

Year 1 Year 2 Year 3 AR Year 5
47 0% 39.3% 35 6% 32.9% 30.5%
11.0% 12.4% 13,9% 15,1% 16.1%

9.2% 10.8% 12, 6% 14.0% 15.0%
19.6% 27 4% 35.5% 42 7% 49.0%
80.4% 72 6% 64 5% 57.3% 51.0%
24 4% 3T 7% 54 9% 74 4% 96.2%

426 6% 409 2% 409 6% 400 1% 397 4%
16.7% 18.2% 19.9% 21.2% 22 2%
145 644 136.923 126.401 111168 10725539
730.9% 985.4%| 1370.1%| 2013.8% 26,60
30 30 30 30 30,00

90 a0 a0 90 90,00

90 a0 a0 90 90,00

30 30 30 30 30,00
Page 14
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Income Staterment Year 1 Year Year 3 Wear 4 Wear 3
1.076. 670 1.302.356 1600 0T 1.904 056 Z 484 353
773 150 14 521 1.102.978 1.359 106 67D 200
144 451 134 677 236 340 333 273 436 46F
38 T3 33 215 39 901 40.699 41.513
120299 133.843 200 878 260 978 F3IT.3T0
1. 210100 1.486. 209 1.858 196 2349 319 Z 60 225
1125 000 1.334 256 1.609 208 1. 982 890 Z 449 310
2 100 151.953 248 SFT 36T 023 510.315
0 0 0 0 0
L i 245 TOS 344 570 474 TTE 634 358
NET PROF IT 133 430 183 &3 il I 863 4T3 670
LUin: Ewos
Balance Sheet Year 1 Year Year 3 Year 4 Year 5
ASSETS 1443 666 1.707.332 2047 418 2. 336033 1T3.636|
TOTAL ASSETS 1445 666 A_TOT 352 20T 418 2 336033 S AT 636
Equity 233 D63 46T 316 T25.914 081777 1.557.447
Liabilities 1_161.703 1.239. 536 1.321. 504 1.454 259 1.618. 190
TOTAL LIABILITIES + EQUITY
Un: Ewos
Investrment Plan Year 1 Year Z Year 3 Year 4 Year 5
Tangible Fixed Assets % 553
Intangible Assets 5. 536
Dre-presciation Year 1 Year Z Year 3 Year 4 Year 5
Tangible Fixed &Assets 1069 1069 1069 1069 1069
Intangible Assets 1.845

TOTAL DHEPRIEC AT RN

Financing Plan
Orwn Capital
MediumsLong term Payables

Short term payables

Year 1

130.333
819 920

Year

Year 3

TOTAL FIMNANC ING

Treaswury budget Year 1 Year 2 Year 4
Total income 2.051.782 1.706. 368 2.118.239 2.672.386 3369 178
Total disboursements 920 968 15400 405 1781 067 2. 210.565 2. 760662
Cashflow 1.130.814 207.984 327172 461820 608.516
Cash at beginning of period 0 130814 1.338. 797 1.665. 969 2127 . T30
CASH AT END OF PERIOD 1338797 1665969 Z1ZTTO0 Z T36_306

Project Profitability Analysis

Capital opportunity cost (rate)
Met present value

Payback Pericd

Return on sales
Return on assets
Financial autonormy

Break even point (Euros)

reqpuired wehicle sales

M*® Years:

1%

1. 175,600

Less than 1

MN® Months:

15.1% 16, 1%
9.2% 10.8% 12.6% 14.0% 15.0%
19.6% 27.4% 35,5% 42,7% 48,0%
145644 136.323 126401 111,168 107.258
30 e ] 26 3 e
Page 15
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Financial analysis — scenario 2

Assumptions i 212 213 4 2015

Growth Rate of Sales Quantities

Products

Services

S0WES

Growth Rate of Sales Prices
Products

=]

S

Growth Rate of Puchase Quantities
Raw materiais

Growth Rate of Puchase Prices

Raw materiais

[SRE

SR I
s R
[SEECIN
3 opa Ra
© ca ea

k)
ot o

oo
oo
oo
oo

Growth Rate of Qutsourced Services (except last 3 ones) e

Salaries Growth Rate — — — — J—

Biles e pa e opa
Pilem e b oemopa

Social Welfare Rate

Averane Payment Time in days (0-360) for inventories 20 20 20 20 20
Averzge Payment Time in days (0-360) for outsourced services 20 20 20 20 20
Averane Collection Time in days (0-360) 20 20 20 o0 20
Average Inventory Rotation in daya 20 30 30 30 30

VAT on Purchase of Inventories

VAT on Purchase of Qutsourced Services

VAT on Sales of Products. Goods and Services
VAT Difference

Income tax rate

PFrovision For Bad Debts (3t of sales)
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Year 1
Jan Feb Mar Apr May une  July Aug Sep Oct Now Dec Total

Sales of goods and services Year 3 Year 4 Year 5

Sales
Producis

6T3168

Quar

Total Service Sales 36100 T4611,8 120795895 175044349 23759353
— — —

51100 §1100 51100 51100 5H00 51100 56300 592000  TA97TO.8 941239277 118436053 146126046

Page 2

Cost of Goods sold Year 1
Feb Mar Apr May June July Aug Sep Oct Hov Dec Total

Year2 Year3 Year4 Year5

and raw materials
Raw Materials

it 1 1 1 1 1 1 1 1 1 1 1 2 3 13 13 1 14
gelf wehici & 2 g g 2 g g g 9 g g 103 117 133 172
Product C o 0 Y 0 0 o 0 Y 0 0 o 0 0 0 0 ] 0

Unit Purchase Price

golf vehicles
Product C
Purchase cost

golf vehicles
Product C

Goods A 0 o 0 o 0 0 o 0 o 0 0 o 0 0] 0] 0 0

Goods B 0 0 0 o 0 0 o 0 o 0 0 o 0 0 0 0 0

Goods C o o 0 o 0 o o 0 o 0 o o 0 0| 0| 0 0
Unit Purch Price

Goods A 0,0 00 0,0 0,0 0,0 0,0 0.0 0,0 0,0 0,0 0,0 oo — 0,0 0,0 0,0 0,0

Goods B 0.0 0,0 0.0 0,0 0,0 0.0 o0 0.0 0,0 0,0 0.0 o0 0,0 0,0 0.0 0,0

Goods C 0,0 00 0,0 0.0 0,0 0,0 0.0 0,0 0.0 0,0 0,0 U 0,0 0,0 0,0 0,0
Purchase cost

Goods A 0 o 0 o 0 0 o 0 o 0 0 of 0 0 0 0 0

Goods B 0 0 0 o 0 0 o 0 o 0 0 of 0 0] 0] 0 0

Goods C 0 0 0 0 0 0 0 0 0 0 0 of 0 0| 0| 0 0
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Year 1
Jan Feb Mar Apr May June July Aug Sep
- P 2% P p—

24 i

Qutsourced Supplies and Services Year 3 Year 4 Year 3

3.2
z

Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Month 7 Month &
Gross salaries He.  MGS  Tofal Hc. MGS Tolal He MGS  Total He. MGS  Total He. MGS  Total He. MGS  Total Hc. MGS  Total He. MGS

Nonth 1 Nonth Nonth 3 Month 4 Nonth § Month 6 Month 7 Nonth §
labourcosts MGS SWG Told NGS SWC Total MGS SWC Totl MGS SWC Totl MGS SWC Told MGS SWC Toll MGS SWC Toll NGS SWC

W

FILH N AL I ] | R 1 e Fikh - s PILY I Bl FIL N AL i &N

20 %7
Total Year
]

Tl 2H0 W7 %7 20 W1 2067 20 MT AT AT A0 THM MTH OB G0N NAF MIM M N R LW

Page 5
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Auxiliary Calculations

Total

Year

Year 3

Year 4 Year 5

Inventories {excl. VAT)

Raw matari

Suppliers [of Outsorced Servic

I

Receivables

Salaries

Income tax

Investment Plan
Tangible Fixed Assets

Total intangible Assets

Feb  Mar

Apr

Year 1

May June

July Aug Sep Oct Nov Dec

Total

Year 2

Year 3

Year 4

Isabel Maria Matos Janudrio da Silva Santos, nr.425
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Depreciation and Provisions Yo Year 1 Year 2 Year 3 Year 4 Year 5

Tangible Fixed Assets

1) Land and preparatory works 0.00% 0 0 0 0 0.00
2) Buildings and other constructions 0.00% 4] 0 4] 4] 0.00
3} Production Equipment 12.50% 1.069 1.069 1.069 1.069 1069.13
4) Tools 50.,00% 4] 0 4] 0 0.00
5) Transport and handling equipment 0,00% o 0 o 0 0,00
G} Others 0.00% 4] 4] 4] 4] 0.00

Sub-total

Intangible Assets

1) Incorporation expenses 100.,00% 0 0 0 0 0.00
2) Studies and analysis 100.00% o 0 o 0 0,00
3) Intellectual property rights 100.00% a 0 a 0 0.00
4} Technical assistance 100.00% 4] 0 4] 4] 0.00
5) Software 33.33% 1.845 1.845 1.845 0 0.00
5} Training 100.00% 4] 0 4] 0 0.00
7} Research and Development 100.00% o 0 o 0 0,00
S} Others 100.00% 4] 4] 4] 0 0.00

Sub-total

Total Depreciation

Anual Depreciation 2.914 2.914 2.914 1.069 1.069

Accumulated Depreciation 2.914 5.829 8.743 9.812 10.882
Provisions

Provisions for bad debts 35.574 43.602 53.165 65.060 ¥8.136

Accumulated provisions for bad debts 35.574 73.176 132341 197.400 275 637

Financing Plan Total  Year? Year3 Yeard Year§
QOwm Capital
Share Cgpjg .............................................

Capial Increases 083 12083 12083 12.083) 12083 12083) 12083 12.083] 12083 1204

Medium/Long term Payables

Bank Loanz [ e e T B e B IR IR I I

Sharehowders Loans

Others 0 0

Sub-total 15874 5874

Short term payables

Bank Loanz

Sharehokders Loans

Others

=1 =
e | e
=1 =
=1 =
e | e
==
= =
==
e | e
= =
==

e e | e
=1 k=1
e | e
=1 k=1
=1 k=1
e | e
= k=
= k=)
= k=
e | e
= k=)
= k=

Sub-fotal 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
S S A A N N N (N (N N N [ S —

Total Financing 393490 12083 12083 12083 12083 12083 12083 12083 12083 12083 12083 12083 ST ] 0 0 ]

Medium and Long Tenn Bank Loans

Unisason perncd
Dweferral pernod
Reimbursement pericd
Todal f=rm

Loarn Anmournit
Annual Ineres: ras . 0,009 0,00% O, 00 O, 00
Semester instalfment

Sharehclders Loans
Rembursement of Loans
Debis of the year
Accumalaied debt

x 2 Q9
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Medium and Long term Bank Loans

Loan paymsns
Interest paymens
Stamp tac payment
Drebt at year end
Total payments

Loan Year 1 Payment Stamp Instalment
Semasier (Year 1)
Semeaster (Year 1) 2
Semeaser (Year 2 2
Semaze=r (Year 2 2
Sameser (Year 3) 2
1
1
1

=)

=)

[

o

3R MY RD
3 k3 Enon

o

~

o

Semesier (Year 3)

=] N e Gl R =

o

-
P = &

=l PN

o

-
=]

[{s sl

o

w00 = (71 00 =

I
=

107 Semester (Year 5)
Total

g

Page 9

Balance Sheet Year 1 Year 2 Year 3 Year 4 Year 3 Year 1 Year 2 Year 3 Year 4 Year 3

ASBSET

13. Total Equity

1+

LIABILITIES

ONG TERM LABILITEES

1407 3B0H9  ITEH0 377466 79874

LmE A

16. ACCRUALS & Deferments

WLHT  6HO0M  THTS M0EM  1ATTES

17. Total Liabilities

0 0 0 0 0
8. Total Assets THO  HIENT  MMZE LAMTH 135678 18. Total Liabilities * Equity THO3  HET MM 1LAMTH 13578
[B8=142+344454647) (18=13+17)

‘Assets - Equity - Liakilities)=] 0] 0 [ o[ o[ 0]

Page 10
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Income Statermenit Year 1 Year & Year 3 Year 4 Year 3

COSTS

SN

REVEMUE

(SIS IS IS I SIS

(SIS TSI S
[SIS RS TSI}

OPFERATIONAL EARMNINGS [B-A)
FINANCLAL EARNINGS (D-B}{C-A)
CURRENT EARMNINGS . AT4_ 43T
EARNINGS BEFORE TANES . 4174 43T

NET PFROFIT U A0 _BFE

Treasury budget Feb Mar Apr May June July Aug Sep Total  Year2 Yeard Year4  Ye
Operations income

G2M260)  adz23  mEd4eE]  12mTiEl 1497.344)

0 0] o o 0) 0)
Other income
— — — — — — — — — 555
3 145,000} ol ol 0 0
0 0 0 0 0 0 0 0 0 ITEETY 0 0 0 0
— — — — — — — — — 0 i i i i
— — — — — — — — — 0 1 1 [ [
0 0 0 0 0 [ i i [ [
844.223 13 1.497.344

Operations disbursements
waen| sesrvel  ezzaesl  remee]  esezng)
satee|  semE  sasor] 4099 41513
sogm| tszas|  wmesd  20ome|  2s0zog
— — of  mass]  omee  23sm 43509
2.181 19.087] 23.47Y 370} B4.6ET] B8.038]

A —_ — 4

Other disbursements

Total disbyrsements 2761 141 33.061 32914

16.836 0 #4n 842 B4R BTH
—  — —

| ——
18.861

52732 26 486470 ITILHI0 80770 1.059.841 1.260.353
— | R —

061

89 19148 561217 72812 124716 181878 236992

6635 385952 IMTH 405030 40891 M2TR2 461613 430166 00508 52179 M20B9 56127 561217 634.029 75I.745 940624  LIT7.6I5

18:361

376.635 18861 1854 0342

9317 436 1082

37

385952 34733 405030 42 430.166|  500.50

Cash at beginning of period

(Cash at end of period

Page 12
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Whorking capital Year 1 Year 2 Year 3 Year 4 Year 5

Operations needs

Total 193 216 o] 09536 ITT 34 451 4

Fubac on

Others (including outsourcing)

Working Capital X 56 T16
Working capital variation 30,249

Potential Cash-Flow from operations 5 : X 197249
I

Investment/divestment in Working Capital X £ I 13634
s O

Operational Cash-Flow 1 d X 183615
s O

Investment/Divestment in fixed Capital

Met present value Year 1

Met present value

Project Profitability Analysis

N® Years: N* Months: e

Return on equity
Return on sales
Return on assets
Financial autonomy

General liguidity

Gross margin

Break even point (Euros)
Economical safety margin

Average inventory turnover (days)
Average collection time (days)

Average inventories payment tirme (days)
Cash cycle (days)
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Income Staterment Year 1 Year 2 Year 3 Year 4 Year 5

361.556 668 938 796164 353 455 1127143

381.640 446947 524543 623 236 TZS T

91947 116465 145 227 179 531 218 166

6. T3 39215 39 901 LRI s ] 41.513

49 238 66.332 36493 110,030 137.714

592 00 726 692 G86_ 087 1084 326 1.302. 274

Sales of Products and Goods 556 300 652 030 763 291 D 251 1,064 631

Sales of Services F6_ 100 T4 612 120736 173044 Z237.594

Ceher 0 0 0 0 0

EBIT 42.094 77.549 120.336 174.72F 233.639%
MNET PROCF IT F1.344 ST 733 B9 93 130858 AT 131

Un: Euros

Balance Sheet Year 1 Year 2 Year 3 Year 4 Year 3

T30 033 E'E.SE? 1124 734 1.356. 781

THLOGSF B18_36T D1 5 1124 734 1396 781

ASSETS

TOTAL ASSETS

Equity 635 492

Liabilities 721 F89

TOTAL LIABILITIES + EQUITY

Investment Plan Uin: Ewos

Tangible Fixed Assets

Intangible Assets
TOTAL INVESTRMIENT

Uin: Ewos

Tangible Fixed Assets
Intangible Assets

TOTAL DEPRECIATHN

Financing Plan

Orwn Capital

MediumiLong term Payables
Short term payables

TOTAL FINAMNC ING

Un: Ewos
Treasury budget Year 1 Year 2 Year 3 Year 4 Year 5
Total income 1.047 687 B44 73 1.015.486 1.241 719 1.497 344
Totzl disboursements ABE.4T0 77410 220.770 1.059.841 1.260.353
Cashflow 561.217 72.812 124 716 181 878 236992
Cash at beginning of period 0 561.217 634.029 758,745 840,624
CASH AT END OF PERIOD SE1217 634020 TSET45 Q40624 1ATTE1S

Project Profitability Analysis

Capital opportunity cost [rate) 12%
MNet present value 428 016
Payback Period N® YWears: Less than 1 MN® Months: —

Return on sales i 10, 1%
Return on assets 4. 3% T 1% 9.6% 11.6% 12.9%%
Financial autornomy 24 %% et i 35,0% 40 9% 46 3%
Break even point (Euros) 218.228 177 482 133.477 1E3. 032 120 638

required vehicle sales 45 37 32 2T 25

Page 15

Isabel Maria Matos Janudrio da Silva Santos, nr.425 Page 113



Diagrams for customer maintenance service

Maintenance / complaints processes diagram

Scheduled/yearly maintenance diagram
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Contingency table

Time Period

Purpose
Name

Department

Date

Problem/error

Week

Week

Week

Week

Total

%

Cost

% per maintenance service (actual vs planned)

% per departments and activities

% per new product (actual vs planned)

% per new service (actual vs planned)

Quality

% failures to achieve customer satisfaction
Organized by departments and activities

% product complaints follow-through on time

% service complaints per activity

% new orders follow-through on time

Flexibility

Requests (orders, complaints, suggestions)
processed simultaneously per department

Bundle cycle-time (minimum 5 vehicles) to
ensure manufacturing cycle-time in 2 weeks

% checkup calls to clients upon product
receival/ garage visits,etc. ..

Speed

Time to contact for new order

Time to demand

Time to request manufacture

Time to contact after complaint

Time to request project advertising

Overall cycle for maintenance order

Overall cycle time for new order
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Cause-and-effect guidelines for possible solutions:

Customer-driven quality: allow suggestions for products and services improvements demand for new
products, new features and complaints in website and direct sales.

Leadership — training by CEO on TQM - frequent seminars, courses

Continuous improvements — seek ways to deliver products and services better and faster. Ex.: ITALCAR
use Fedex to deliver parts not available at warehouse or garage; send to garage on arrival day or next for
replacement with post enregisterment. Control day of arrival; force garage to replace and submit to
customer within next 2 days.

Full participation — reward and recognition system — salesperson empowerment through KPI monitoring
and incentives and motivation programs and yearly training with ITALCAR.

Rapid response — control garage time; use FEDEX; use warchouse of extra pieces more common to
default (prevention techniques); bundle orders quickly to ensure manufacturing by ITALCAR in less than
2 weeks. Ensure 5 days transportation maximum by Transalpina. Accord 1 week maximum for graphic
production; perform project advertising in 2 days maximum with margin of other 2 days for changes upon
client disapproval;

Long-range outlook — plan today for new vehicles typologies, study market for those vehicles; Keep
track of requests outside-of-the-box: analyse for trends.

Partnership development- align partners objectives with yours, give incentives to Transalpina,

Numbernine, ITALCAR, garage and distribution firm to fulfil deadline requirements.
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Implementation Plan — scenario 1

Milestone 1

defining partnership and outsourcing partners - ITALCAR, Numbernine, Garage, Logistics, Accounting and Legal activities
refine target markets

refine business plan

register firm ("empresa na hora")

contracting salesperson (announcement, selection process) - http://\www.net-empregas.com/registar_empresa.asp
training period travelling 2 people 10/09/2010 to 19/09/2011

t g period hotel expenses for 2 people, 1 week (Hotel Interporto, double room} 10/09/2010 to 19/09/2011

budget for other expenses {short trips, meals,telephaone, etc...)
Milestone 2

"family, friends and fools"
Milestone 3

Venture Capitalists
Milestone 4

APBA
Milestone 5

outsource: legal services for counselling on renting + outsourcing + partnership terms XXX XX HNKX X
outsource: graphic producer KX XXXXXX X
outsource: accounting services for monthly accounting procedures: (IRS;IVA; IRC maps) XX XXX XXX X
outsource: garage services for vehicle maintenance KX XXXXXX X
outsource: logistics firm XX XXX XXX X

outsource: cleaning firm

travelling expenses: yearly meeting in [TALCAR installations (plane+hotel expenses)
renting contract - warehouse - yearly

salaries

insurance
Milestones 6 and 7

Hardware & Software (2 laptops+printer+office, design and management programs)
Invest in furniture and own charging station

utilities {energy and water) XXX KXHKX X

18625|consumables XX XX XEXX X
Golf camps XXX KXHKX X
Security firms/Airports KEXXKXXX X
Advertisement:

interactive - website creation and maintenance

out-of-home; point of purchase

811881|trade promotions/ public relations - fairs (Expotransporte (1-4 October))

trade promotions/ public relations - fairs (Portugal Golf Show (12 -14 November))
consumer promotions (free trials)

buzz marketing - presence in social networks and Google
direct sales {fuel, communication, meals and travel expenses)
Milestone 8

not applicable
Milestone 9

raise capital to fund operation scaling -QREN - after 3 years exercise
Perform new market research to search new opportunities

Retail other typologies sold by ITALCAR or other partners if Electric vehicles sales boom upon Mabi.E plan implantation
advertisement:

Participation in fairs; event sponsorship
Milestone 10

Perform new market research to search new opportunities
If feasible: vertically integrated business model encompassing design of vehicles with manufacture, retail and advertising
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Implementation Plan — scenario 2

Milestone 1

defining partnership and outsourcing partners - ITALCAR, Numbernine, Garage, Logistics, Accounting and Legal activities
refine target markets

refine business plan

register firm ("empresa na hora")

contracting salesperson (announcement, selection process) - http://www.net-empregos.com/registar_empresa.asp

r g period travelling 2 people 10/09/2010 to 13/09/2011

1 g period hotel expenses for 2 people, 1 week (Hotel Interporto, double room) 10/09/2010 to 19/08/2011

budget for other expenses (short trips, meals,telephone, etc...)
Milestone 2

"family, friends and fools"
Milestone 3

Venture Capitalists
Milestone 4

APBA
Milestone 5

outsource: legal services for counselling on renting + cutsourcing + partnership terms KXXXX XXX X
outsource: graphic producer KX XXXXXX X
outsource: accounting services for monthly accounting procedures: (IRS;IVA; IRC maps) XXX KXHKX X
outsource: garage services for vehicle maintenance KEXXKXXX X
outsource: logistics firm XXX XX HNKX X

outsource: cleaning firm

travelling expenses: yearly meeting in [TALCAR installations (plane+hotel expenses)
renting contract - warehouse - yearly

salaries

insurance
Milestones 6 and 7

Hardware & Software (2 lagtops+printer+office, design and management programs)
Invest in furniture and own charging station

utilities {energy and water) KKK KH KX K

18625|consumables XX XXX XXX X
Golf camps KKK KH KX K
Security firms/Airports KX XXXXXX X
Advertisement:

interactive - website creation and maintenance

out-of-home; point of purchase

420371|trade promotions/ public relations - fairs (Expotransporte (1-4 October))

trade promotions/ public relations - fairs (Portugal Golf Show (12 -14 November))
consumer promotions (free trials)

buzz marketing - presence in social networks and Google
direct sales (fuel, communication, meals and travel expenses)
Milestone 8

Milestone 9

raise capital to fund operation scaling -QREN - after 3 years exercise
Perform new market research to search new opportunities

Retail other typologies sold by ITALCAR or other partners if Electric vehicles sales boom upon Mobi.E plan implantation
advertisement:

Participation in fairs; event sponsorship
Milestone 10

Perform new market research to search new opportunities
If feasible: vertically integrated business model encompassing design of vehicles with manufacture, retail and advertising
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Assumptions for implementation plan

Information on Charging Stations Prices and Characteristics

Time price nr of vehicles
3 hours 3000 1 at time
7418,94
12 minutes 8 1 at time

r.com/clients/news/aker wade and _coulomb_technologies announce fast-charging stations for elec/

Information on Price and computation of number of brochures required for warehouse

number of requests to graphic (amounts of 100 each) 5 number of leaflets year 500

Price (each bundle of 100 is 23,52 euros) 118 number of leaflets month 42

* http://www.cargoedicoes.pt/site/Default.aspx?tabid=380&id=2356&area=Cargo

Information on prices of panflets*
Two-sided

Panflet characteristics: Qtd. One side (euros) (euros)
Folded brochures - 4 pages 25 8,82 10,08
Format: A6-148x105 mm 50 13,02 15,96
Dimensions with Bleed: 156 x 113 mm 75 16,38 20,16
Dimensions without Bleed: 148 x 105 mm 100 18,48 23,52

Colour options: one side — coloured

Paper type: 150g

Information on Price for Advertising elements for vehicles

nr vehicles 66
vinil cost 16
Total 3744
*consultation from Numbernine Graphic Services
material for guest room material for office material for war
Table 199 2 desks 200 | charging station | 3000
4 chairs 600 2 chairs 300
250
foot + ceiling lamp 100 2 laptops+printer 0
overall
Carpet 200 hardware 100 furniture 2953
2 cabinets 904 2 lamps + ceiling | 110
carpet 200
movable cabinets | 140
553
software 6

Total Price 14089

Isabel Maria Matos Janudrio da Silva Santos, nr.425 Page 119


http://www.optimalprint.pt/escolher/brochuras

Travel Expenses for training:

+ Confirmacéo

| Procurar ¥ Seleccionar Voos ¥ Confirm

Por favor seleccione os seus voos

A sua procura  da-vota © Séida Aduttos: [™ Apenas voos directos

De: [Listoa Elv| Partida: 10082010 | E=| Hora: | o mais barato [v| Criancas: I™ Apenas aeroportos principais
Para: [Turin Ev| vota: [19082010 E x| Hora: [omais barato [v] Bebés:  [0[v]

Voos encontrados 1 - 10 de 516 Paginas 1 2 3 4 5 6 7 & 8 10 Sequinte

Resultados classificados por: # preco  Hora de partida D& Hora de partida REGRESS0

Mostrar os resultados: Nio querc escalas de | Maiz de 12h .

Partilhe estas ofertas de voos com o2 2eus amigos:

m»‘«dicicne-as aos favoritos &= Por e-mail lE‘Facebcck Edel.icic.us Digg

Desconto eDreams: -12,00 €
Estas sdo as promocbes que poderdo ser aplicadas em funcio da tarifa de voo que seleccionou: Para saber quais as que se aplicam
aovoo que Ihe interessa, cligue sobre o detalhe de preco para este voo. A reduc3o j4 foi aplicada ao preco exibido.

305 06 € Detalhes do preco Precos em Euros por Pessoa AV (Taxas incluidas)* 2 Passageiros

>~ DA Sexta-feira 10 Setembro 2010

[ Lisboa (Lizboa) 15:40  Turin (Cazelle)} ltalia 22:05  Air France G Econdmica 1 E=zcala ﬂ
€< REGRESSO Domingo 19 Setembro 2010

[ Turin (Cazelle)} 0715 Lisboa (Lizboa) Portugal 14:50  Air France G Econdmica 1 E=zcala ﬂ
[ Turin (Cazelle)} 13:30 Lisboa (Lizboa) Portugal 17:35  AirFrance G Econdmica 1 E=zcala ﬂ

* Custos de servicos nde incluides.

http://www.edreams.pt
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http://www.edreams.pt/

Quotations for inbound logistics expenses:
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