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LE POINT DE DEPART: La structure linéaire de

| O®conomie I ndustrielle («
Objective:opt it mi ser | a producti on
La valeur do®change comme not
succes est mesuré comme flux monétaire au point de vente
(micro-economie:. chi ffr e déaenbniieai r e,
PNB/PIB), un flux monétaire (égal flux de ressources) plus
grand égal croissance economigue égal succes industriel

produits & durée de
vie égale a zéro ’

RESSOURCES p MATERIAUX DE BASE p PRODUCTION | P.D.V. P UTILISATION | DECHET
(Point de vente]

point d'intersection 0: vie du produit ou déchet

SourceStahel, Walteet Reday Genevievél976/1981) Jobs fafomorrow the potential for substituting
manpowerfor energy rapport de la Commission des communautés européennes, Bruxelld&ahtadie N.Y.



http://www.jrc.es/pages/iptsreport/vol27/french/
http://www.jrc.es/pages/iptsreport/vol27/french/
http://www.jrc.es/pages/iptsreport/vol27/french/
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50 years ago, there -Thd

was no waste in
space,

p &SI Na |
objects larger than
10 cm (radar),

_',"-f'; 3o Traff 1C Cops

02RI &% wndd
larger than 2 cm
(ISS);and a need to

shift to C2G

ERe S S T i Images by NASA
By AN[)Rl:.w L Rh\r KIN NASA created this map of every
P e ! known object larger than four inches
After decades of relativelv ungov- . A d (white dots) in low Earth orbit in 1999,



Why change? the optimisation of the linear
Industrial economy ends at the POS

zerolife products
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resource>> materia@rnanuf@bu ing dig .S. l@@ Wwas

micro-economic profibptimisati%. STATE

Manufacturer os |1 abji |l |
concerns manufacturing quality. At the
P.O.S., property and liability are
transferred to CONSUMERS




What needs to be changed?

On the supply side:

A Marketing strategies

A Industrial design strategies

A Distribution strategies (redistribution)

On the demand side:

A Consumer attitudes

A Procurement strategies (example NASA)
A Insurance cover for liability and loss




REMINDER: the

digger-better-faster-
safer0 syndr o

Industrial Economy
means lower U/kg

VW Golf GTI
engine

gears
size length
width
height
weight
top speed
0 a 100 km/h
fuel consumption
sales price
value-per-weight ratio

4 cylinders, 8 valves
16566 c¢cm3
4

3,705 m

1,630 m

16395 m
820 kg

182 km/h

9,0 seconds

8.0 litres/100 km

2 9 6 J1'dnstant
350/ kg

AR 7

= .

cher i@é?zﬁderes Ao: ier VW Golf GTI vor

1976 (Iir@ﬂlerjenige von 2006,
4 cyl., 16 v., turbo
16984 ¢ mBt27%)
6

4,216 m

16759 m

1,336 m

16336 kg (+63%)
235 km/h (+ 40%)
6,7 seconds

8.0 litres/100 km (+/- 0%)

2706Q@00O0

20 U/ kg l (- 43%)




Propriété contre fonctionnalité:

habits, voitures, equipements, objets technigues:

| 0 a p p intellectud et economique (durabilité et

continuité) contrel 6 approche ®moti on e
(toujours la derniere mode)

la vente des biens: le marketing doit differencier des

produits similaires pour mieux lesvendre-1 0ef f et de
et de | 6®ph®m re, une ®conomi
Mais il faut distinguer entre les produits nounours et les

produits chewing gum.

| O®conomi e de :hAvanagecieotnipeutl 1 t ®
changer de bien chaque an (leasing) ou tous les jours
(location, mobility) sans creer des déchets, une economie qui
gere des stocks de biens, une utilisation en boucles.




Product-differentiation and marketing strategies
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Les produits nounours dans la vente des biens: prolonger
laduréedeviedeshiensdemande un changen
il es Dbi ens 0 n Dngetempspar@nevelator n t
privilégiée entre propriétaire et objet - valeurs immatériels

et/ou monetalres maison, objet de coIIectlon

You never U
PATEK PHILIPPE
CENEVE

actually own a Patek Philippe.




Whatneedsto be changed®

On the supply side:

A Marketing strategies

A Industrial design strategies

A Commercialisation strategies

On the demand side:

A Consumer attitudes

A Procurement strategies (example NASA)
A Insurance for liability and loss



The Performance Economy: sustainable profits with an
Internalisation of the costs of risk and waste

Actors: manufacturer consumer  State/waste
Industrial economy dispersed
selling goods warranty consumer  State carries
carriey waste costs
/risiks
Actors: manufacturer/fleet manager nsumer_State/waste
Performance Economy concentrated
selling system manufactur
utilisation fleet manager
\arriesalw

strong economic incentive for
loss and waste prevention

11




Why change? to remain competitive

A In March 2010, South Korea has become a ma
competitor to build nuclear power statiorgsby
offering B.O.T, buildperatetransfer contracts.

A This is of especial interest for countries with a
limited nuclear technology knowledge.

A Japan considers changing its business model t
same way

Ab! {1 Qa4 LINBFSNNBER LINEZO



NASA buys commercial (launch) services, not hardwar
but specifies mission unigue requirements

NASA Launch Services Progran@

Commercial Space Transportation: U.S. Government agencies shall
b L S “purchase commercially available U.S. space transportation products
it atlo and services to the maximum extent possible...”

“...Itis imperative that all reasonable measures be
taken to assure launch success.” NASA will
encourage a more competitive market to lower launch
costs and provide better ROI to taxpayers

NASA buys commercial launch
services, not hardware. NASA

specifies mission unique
requirements




The
Performance
Economy:
the new
focus of a
functional
Service
Economy,
optimising
utilisation,
a reqgional
economy

Source: PLI Geneva

Tongji University Walter R. Stahel
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