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I GREEN TRANSPORTATION
Factors
ECONOMIC:
r Gasotine prices in Russia have shown stable

long-term growth: 6.5?o in the first 7 months of
2011

r Russia has a thjrd ofworld natural gas reserves
r Using compressed natural gas as a fuet enables

toxic exhaust fumes almost halves fuel costs

SOCIAL:
r Drivers had a negative attitude

towards compressed naturaI gas
. Measures by [oca[ and national

authorities to support conversion
to compressed natural gas were
ineffective

ENVIRONMENTAL:
r The annual cost of the environmental damage frorn

vehicle exhaust fumes in Russia is $3.4 bittion
r Cars in Russia produce 14000,000 tonnes ofharmful

emissions a year, 60?o of atl non-household
atm osp heri c em'i ssi o ns

r Using compressed natural gas as a fuel cuts harmful
ernissions by more than 259o

The needs of car owners and bus owners:
r Lower fue[ costs
r Information on existing possibitities for instatling compressed

naturat gas equipment
r Funding for acquiring and installing compressed natural gas equipment

Opportunities for the target audience:
. We devetoped and implemented a speciat bank loan arrangement for

vehicle owners converting to compressed natural gas 226 cars

converted to compressed natural gas, inctuding 188 under the
Green Transport loan program

. We launched a public awareness campaign tetling drivers aboutthe
economic and environmentaI bene{its of compressed naturaI gas

Business, economic and enlrepreneurial ideas:
With the hetp of a locat bank, a unique type of loan for car owners converting their vehictes to

compressed naturat gas has been created. This product enabtes the bank credit instrument to be
repaid from the fuel cost savings, without paying any initiaI instaltment. After repayrnent of the [oan,
the fueI cost savings turn into regular income.

Main results:
OUANTITATIVE:
r Project participants got an average annual saving of $750 per car
r Project participants got an average monthly saving of $5aO per

minibus taxi
. Company installing the compressed natural gas equipment in 6

months received a 26?o rise in demand for its services, and a $38.305
increase in nrofits

QUALITATIVE:
r \Ahicle owners taking part in the project have a greabr sense of sbbitity,

and can make long-brm ptans thanks to theirincrease in income
r Third parties have also benefited from the project:

1. The bank improved its image, and now positions itself as a
sociatLy responsibte company.

2. People in the city breathe cteaner air every day.

ilGIVEWARMTH
Factors

ECON OMIC:
r Average disabitity benefi t in Russia is 28olo betow the average minimum wage
o Demand for handmade products is increasing in Russia

SOCIAL:
r People with disabitities make up l.0o/o of Russia's population
r Employers don't want to take on the difficutties associated with ernploying

peopl'e with disabitities: just 209o of peopte with disabitities in Russia have a

futl.-time job (the global average 'is 44Yo)
r Social protection in Tomsk region for peopte with disabitities is poor
ENVIRONMENTAL:
r Handmade woolen and fult products are environmentatty friendty and safe
r Wooden barrels are ecotogicalty the safust packaging for taiga honey

The needs of people with disabilities:
. Socialinteraction and communication
e Setf-futfi tLrnent reco gnition, soci al adaptati on
. Extra income
r The chance of an independent life
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TAIGA GOLD
Factors

:,

ECONOMIC:
r Favorable climate and unique ff^ora ofthe Tomsk region serve as a comparative

advantage to the quatity of honey
r Beekeeping is highty profitable in our region
o Honey prices on the gtobat market doubled in the past 3 years
o fVorld honey production is expected to increase by 35% between 201i. and

201.5. according to US firrn G[oba[ industry Anatysts (GIA)
o Honey production jn Tomsk region is now 17 times less than it was in the

1970s
o Tomsk region is located in the area having the Znd annual honey yietd in

Russi a

The needs of beekeep€rs:
r Expansion in sales channels, as the tack

of them is the main factor restrictinq
apiary growth

Opportunities for the target audience:
r We devetoped and introduced an annuaI training program to improve knowledge and

skitls regarding beekeeping issues. 16 beekeepers were trained this year
. We organized the Tomsk 0blast Beekeepers'Association, to implement our own programs

(training, funding, agricuLturaI insurance) for devetoping the region's beekeeping
industry. The Association now comprises 20 beekeepers

r We set up a company catled Taiga Go[d to provide the logisticaL infrastructure for the
sale of the Beekeepers' Association's members' products

r 30o/o ofTajga Gold's profits are reinvested deve[oping the region's beekeeping industry

B u sin ess, ec on om ic_en llntgplgne u ri a I ideas:
We created a sustainable business model for developing beekeeping in Tomsk region which offurs its own busjness tools. The competitive

advantage of this model is based on an effective combination of our region's unique naturat resources, the experience of professional beekeepers and
regular access to private and state funding as wetl as its own business tools.

Main results:

SOCIAL:
r Quatity of Life and living standards in Russia are considerabty

lower in rural areas than in towns and cities
r Rural unemployment in Tomsk region is 620lo
r More than 95o/o of honey in Russia is produced by amateur

beekeepers

ENVIRON MENTAL:
r Beekeeping is very important for the ecosystem and agricutture

as a whote
o Tomsk region and Taiga as its vast part has unique areas that are

environmentatly safe and suitabte for beekeeping

r Knowtedge and skiils related beekeeping
r Funding for business expansion
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QUANTITATIVE:
r In summer 2011, the beginning beekeepers saw their profits increase by 70olo on average,

whil.e the experienced beekeepers'profits rose by 15olo
o Ta'iga 6old company sold more than a tonne of honey produced by the projects

beekeepers. to a totaI vati,re of $19,517
r Taiga Gold company has signed 5 contracts worth a total of $6,986 with major Tomsk

companies to suppty them with honey in originaL souvenir containers

QUALITATIVE:
o The beekeepers became more confident in the

future prospects of their business
r The establishment of the Beekeepers' Association

created networking opportunities for project
pa rti ci pants

0pporfunities for lhe target audience:

r We created a community for people with disabitities
r We devetoped a guide to fett making and working with fett
r We found sales markets for the Droducts made
r The handicraft activities helped people with disab'ilities to

devetop their motor skjtts

Main results:

B usiness, economic and entrepreneu rial ideas:
People with disabitities are often highty skitted, with highty developed

creative abitities - a labor resource underappreciated and underused in Russia.
Invotving this unique resource in making unique products. with strong incentive
for the participants (self-devetopment and self-futfittrnent) creates the
preconditions for the project sustainabitity. The project's development was
partiatty integrated with our other projects (Green Transportation and Taiga
Gotd), and draws on the support of participants in them.

QUANTITATIVE:
r 23 people with disabi tities taking part in the projec! with the support of

our team, had successful experience of setling the.ir products on the
market for handmade goods

| 1 person found fuLt-time wor( with a salary of$320 a month -aboutthe
average for Tomsk

. 2 peopte made the production and sate ofhandmade items thejr reqular
source of income

QUALITATIVE:
r According to experts, atl the project participants became more

confident in themselves and their own ab.itities
r According to a survey of their parents, 87olo of the participants

noticeabty improved their fine motor ski[[s
r According to a survey of the participants, they gained good

practicaI experience of making independent decjsions. and
learned how to pLan their Life



I ECONOVUS
Factors
ECONOMIC:
r Russia's transition from an economy based on

raw materials to one based on innovation
r Investment in the devetopment of innovative

technotogies in Russia has almost trebted
since 2005

r Few scientific ideas are commerciatized
(1.79o) in Russia

o Tomsk has a huge number of students (20olo of
the popuiation) and scientific innovators

SOCIAL:
r The scientific profession is not very

attractive in Russia because of sma[[ salary
. 60?o of hioher education institution

major specialist area

ENVIRONMENTAL:
o Every year, we produce more than four billion

tonnes of harmful household and industrial
waste globatly, 7A% of which cannot be

reused or recycled
. Every year, Tomsk produces roughty three

million cubic meters of contaminated waste
water and 36,000 tonnes of solid air
poltutants
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The needs of scienfists and students:
r Scientists needed materia[ support and an

improved image for the research profession
r Students needed practical experience and hetp

finding work in their speciatist areas
r Local residents needed better environmentat

conditions

Main r€sults:

OUANT1TATIVE:
. 3 new innovative companies working on environmental

probtems and ensuring a tong-term improvement in living
standards for the project participants set up

r 3 business development grants totating $86,000 won with
our help

r Participating students employed (their average monthty
income increased by $420)

r The average m onth [y income for the 1 5 scientists involved in
the project increased by 359o ($540)

r Contracts for services worth a total of $67,000 won by the
innovative companies with our help

r 100 tonnes of chemica[ waste processed; harmful
atmospheric emissions reduced by 2.5 miLtion cubic meters

QUALTfATIVE:
r 17 students gained experience of working in their speciatist

area. and become more confident oftheir competitiveness in
the labor market

o When questioned, 14 out of the 15 scientists said they fett
recognition for the resutts of their work and satisfaction of
their need for respect and setf-ful.fillment

Opportunilies for lhe target audience: 
,

r We selected 17 students and 15 scientists and brought them together into
temporary working groups to commercialize their scientific ideas

r We taught.studenb and scientists the basics of technology commerciatization
and organizing starting up an innovative business (12 workshops)

r We consulted working groups on preparing grant applications for'project
funding, starting up innovative companies and on their initiaI activities

Business, economic and enfrepreneurial ideas:
Commercializing scientific ideas aimed at sotving environmentaI problems

through starting up new innovative companies. Bringing together two unique
resources: studentt with specialist knowtedge and scientists, with ideas

retating to the environment. Integration of these iwo highty speciatized
resources provides the project with a competitive advantage.

Proiecf participants: Team slalistics:

'OTAL 
INCOME

5 1" 958 134

PFOPLE DIRICTLY IMPACTED

834 persons
MEMBERS

2004 - 201,1
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