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Current communication campaigns focus mostly 

on financial aspects 

Replaced heating system, that 
pays off now

Anyone who installs climate-friendly 
heating now will be subsidised by the 
state with a grant of up to 70%

 More information

Source : https://www.immonet.de/customer/kfw/



„Energy efficient renovation measures are 
extensive consumer decision and 
imply high cognitive as well as emotional 
involvement from the homeowners”
Baginski und Weber 2017

A Consumer Decision-making Process? Unfolding 

Energy Efficiency Decisions of German Owner-

occupiers Baginski und Weber 2017
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1. Target Audience

2. Clear Objectives

3. Design the message or/and the creative Concept

4. Channels and Platforms

5. Content Creation

6. Budget Allocation

7. Timeline and Schedule

8. Measurement and Analytics

9. Testing and Optimization

KEY STEPS OF A COMMUNICATION CAMPAIGN
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TARGET GROUP / PERSONA1

Example of a persona taken from the study ”A persona-based approach to domestic energy retrofit, 

Building Research & Information” (Haines and Mitchell, 2014)



CONTENT OF THE MESSAGE2a

It is crucial to develop messages that:

 bundle energy efficient measures into broader types of home

improvements

Renovating the roof

Redoing the facadee Renovating the kitchen Renovating the bathroom

building

an extension
Inheriting a property



 target the underlying reasons why homeowners decide to

renovate

 Conditions of domestic life for ex. usage, function,

design, or arrangement imbalances that create

tensions.

 triggers such as securing a job, marriage,

childbirth, children going to school, retirement, …

CONTENT OF THE MESSAGE2b

It is crucial to develop messages that:

Source: “ Rehabilitación de edificios” from IDAE

SparEnergi.dk

start of the school



 consider that homeowners undertake renovation works step by

step „into an ideal home for them and the social identity that

they wish to display”

CONTENT OF THE MESSAGE2c

It is crucial to develop messages that:

 highlight the advantages of

energy-efficiency renovation

measures for ex. increase of

the comfort, increase in

property value, building

preservation, …

Source: https://ediwall.wallonie.be/guide-pratique-pour-renover-votre-
logement-avec-walloreno-renovons-mieux-pour-vivre-mieux-2021-papier-
080858



 use visually appealing media to tell inspiring stories that resonate with

homeowners

CONTENT OF THE MESSAGE2d

It is crucial to develop messages that:

Source: Consejo Superior de los Colegios de Arquitectos de España



DELIVER OF THE MESSAGE : Trusted persons3
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Family, friends, neighbors, … Craftsmen, architects, engineers, …

It's important for homeowners to trust the people featured 

in the campaign materials

https://unsplash.com/de/@priscilladupreez?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/de/@priscilladupreez?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/de/fotos/menschen-die-vor-dem-tisch-sitzen-und-reden-und-essen-W3SEyZODn8U?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/de/@jimmynilssonmasth?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/de/fotos/ein-mann-im-schwarzen-hemd-arbeitet-an-einem-stuck-holz-mUEVPuwvNvE?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash


RELIABLE INFORMATION SOURCES

provide reliable, clear, and understandable information about energy renovation 

in various formats and communication channels such as the Internet, television, 

radio, newspapers, and flyers

CONSUMERS

ENERGY ADVISORS

F
R

E
E

 O
F

 
C

H
A

R
G

E

Free of
charge

Make an 
appointment

Video 
Counselling

Telefon
Counselling

Counselling
centres

Counselling at home Own contribution 
up to 30 euros

online 
information
lectures

online 
counselling

information

If necessary

F
R

E
E

 O
F

 C
H

A
R

G
E

4



Property owners are influenced by their social circle when it comes to energy

renovation. It's vital to supervise exchanges within this circle, as they play a crucial

role in determining whether renovation work will be carried out.

ADDITIONAL INFORMATION5



is a public service set up in 2022 to advice and support households in their

energy renovation projects. It is designed to be a national one-stop-shop.

France Rénov
„the french renovation strategy“

France Rénov is supported by:

• a number of structures at a 

local level and

• many advisers throughout 

France to provide 

free, neutral and personalised

advice to homeowners

The launch of France Rénov has 
been accompanied by a large-scale 
communication campaign in 2022 
and 2023 using a wide variety of 
media to reach out to all audiences



France Rénov - Communication campaign

Format: Communication campaign using press inserts, radio spots, 

videos broadcast on social networks, freebies such as bread and 

pharmacy bags distributed in towns with less than 20,000 inhabitants

Location: France

Timeline: 11/09 to 17 /12/ 2023 

Target group: owner-occupier, owner-tenant, professional, and local 

authority



France Rénov - Communication campaign

Format: Communication campaign and information on site
Location: France
Timeline: April and November 2024 
Target group: owner-occupier, owner-tenant, professional, and local authority

France Rénov' goes with a travelling exhibition of two tiny houses, 

small wooden houses on wheels, to meet households.



In its video presentation, Renolution gives the floor to Vinz Kanté, a journalist, 
influencer and environmental campaigner. 

RENOLUTION.BRUSSELS
RENOLUTION, RENOVATE TOGETHER FOR A SUSTAINABLE CITY"

The building renovation strategy 
of the Brussels-Capital Region 
based on 4 strategic pillars:
1) a compulsory Energy 

Performance Certificate. 
2) an exceptional technical and 

financial support scheme
3) mobilising housing 

associations
4) priority to people in 

vulnerable situations.

Source: https://www.youtube.com/watch?v=mNu-JTobk5A

https://www.youtube.com/watch?v=mNu-JTobk5A


RENOLUTION.BRUSSELS
COMMUNICATION CAMPAING

Format: Communication campaign using billboards at town entrances, 
videos on YouTube, LinkedIn, Instagram and Facebook, and in specialist 
renovation magazines.
Location: Brussels

Timeline: 2023 

Target group: renovation professionals such as architects, contractors, 
property developers and public building owners. 

Source:
https://www.youtube.com/watch?v=qyJ57xCcijM

Source: 
https://www.youtube.com/watch?v=YNcsl36lEZg

https://www.youtube.com/watch?v=qyJ57xCcijM
https://www.youtube.com/watch?v=qyJ57xCcijM
source:%20https://www.youtube.com/watch?v=YNcsl36lEZg


Provide easy-
to-understand, 
highly visual
information

Be integrated
in a 
renovation
strategy

Resonate with
the
Homeowners
life

Consider the
trigger points
for
renovation

Deliver inspiring
messages

to homeowners

Consider the
social circle
of the
homeowners

To TAKE AWAY : Communication campaigns should





MORE INFORMATION

https://www.crosscert.eu/fileadmin/user_upload
/crossCert_D5.4_Report_on_promotion_and_mark
eting_of_EPCs.pdf

Anne Turfin

Climate Alliance

a.turfin@climatealliance.org

https://www.crosscert.eu/fileadmin/user_upload/crossCert_D5.4_Report_on_promotion_and_marketing_of_EPCs.pdf
mailto:a.turfin@climatealliance.org

