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Marketing	and	communication	plan		

Executive	summary		
Marketing	 and	 communication	 is	 an	 important	 part	 of	 the	 refurbishment	 project.	
Current	 inhabitants	 need	 to	 be	 informed	 and	 kept	 up	 to	 date	 on	 the	 progress	 of	
planning	and	construction.	New	apartments	have	to	be	promoted	to	potential	new	
inhabitants	and	if	they	purchase	an	apartment	before	it	is	complete	they	too	need	to	
be	 kept	 on	 track	 of	 the	 progress.	 There	 are	 many	 forms	 of	 marketing	 and	 the	
marketing	and	communication	plan	will	go	through	which	forms	and	how	they	will	
be	utilized	in	this	project.		

Mission	statement	
The	apartment	block	building	Hakapaavo	in	Pavola,	Hyvinkää	is	built	in	1972	and	is	in	
need	of	a	complete	renovation.	The	aim	 is	 to	carry	out	 the	renovation	as	a	NZEBR	
(nearly	zero	energy	building	renovation)	and	with	RES	 (Renewable	Energy	Sources)	
concepts.	 The	 goal	 is	 to	 create	 an	 energy	 efficient,	 functional	 and	 aesthetically	
attractive	building	where	the	inhabitants	are	content,	feel	at	home	and	interact	with	
their	 neighbors.	 Sustainable	 building	 is	 necessary	 in	 order	 to	 reach	 the	 ambitions	
climate	goals	of	the	European	union	within	the	construction	and	real	estate	sectors	
and	all	stakeholders	 involved	in	the	life	cycle	of	a	building	need	to	get	accustomed	
with	 NEZEBR	 and	 RES	 concepts.	 The	 current	 inhabitants	 have	 to	 agree	 with	 the	
planned	refurbishment	 in	order	 to	be	willing	 to	 invest	 in	 it	and	the	goal	 is	 to	keep	
them	as	owners	in	the	LLHC.	Further	additional	apartments	will	be	built	on	the	site	
and	these	will	be	sold	on	the	privet	market	at	market	price.	Future	inhabitants	need	
to	 value	 the	 concept	 and	 design	 of	 the	 refurbished	 Hakapaavo	 building	 and	
understand	 the	 advantages	 of	 a	 NZEBR	 and	 it’s	 importance	 in	 the	 battle	 against	
climate	change.	They	have	to	feel	the	meaning	of	their	choice	to	live	in	a	nearly	zero	
energy	building	and	the	social	and	environmental	benefits	of	the	project.		
	

Market	Analysis	

Trends	Overview	
After	several	years	of	a	narrow	real	estate	market	we	can	in	the	beginning	of	2016	
notice	that	the	real	estate	business	is	growing	and	that	the	demand	is	slowly	raising	
the	 prices.	 The	 real	 estate	 business	 in	 the	 Helsinki	 Metropolitan-area	 is	 growing	
faster	 than	 in	 the	 rest	 of	 Finland	 and	 as	 a	 result	 the	 overall	 apartment	 prices	 are	
rising	in	the	whole	country.	Further	the	refugees	will	start	looking	for	apartments	in	
the	near	future,	which	will	be	seen	especially	in	the	rental	market.	New	construction	
production	 is	 mainly	 concentrating	 on	 apartment	 buildings	 (Figure	 1,	 read	 line)	
rather	than	detached	housing	(Figure	1,	blue	line)	as	it	was	in	the	beginning	of	21th	
century.	The	market	demand	is	still	showing	the	 lack	of	single	apartments	 in	cities.		
(Hypo)	According	 to	KTI	 the	main	driver	 for	apartment	building	construction	 is	 the	
increase	 of	 demand	 for	 rental	 residential	 housing.	 The	 demand	 in	 general	 is	
strongest	for	apartments	with	good	public	transportation	connections	and	for	newly	
developed	apartments.	The	estimates	for	residential	construction	activity	are	similar	
for	 2016	 and	2015,	with	 a	 small	 reduction	 in	 subsidized	 apartments	 in	 2016.	 (KTI)	
The	price	development	varies	by	region	and	for	some	regions	it	will	be	positive	and	



for	 others	 negative.	 Looking	 at	 the	 whole	 country	 the	 development	 will	 be	
somewhat	 positive.	 The	 rents	 are	 though	 continuing	 to	 grow.	 One	 of	 the	 main	
drivers	 is	as	mentioned,	the	demand	for	single	apartments.	Urbanization	and	more	
immigrants	further	increase	this	demand.	Another	reason	is	the	current	economical	
situation,	which	makes	 people	 avoid	 big	 loans	 to	 buy	 apartments	 that	 the	maybe	
can’t	 sell	 in	 the	 future,	 and	 that	 banks	 are	 demanding	 higher	 self-financing	 rates.		
(PTT).	
	

	
Figure	1	Annual	3month	sliding	mean	value,	commenced	construction.		

	
Figure	2	Price	prediction	for	apartments	by	region	

Market	Segments	
Current	inhabitants		
The	 inhabitants	 in	 the	 original	 building	 are	 our	 primary	 customers.	 In	 the	 original	
building	 there	 are	 40	 apartments	 which	 a	 bit	 simplified	 equal	 40	 owners	 in	 the	
original	 LLHC.	 The	 owners	 are	 assumed	 to	 want	 to	 return	 to	 the	 building	 when	
refurbished	 since	 it	 has	 a	 good	 location	 and	 will	 be	 as	 good	 as	 new	 when	 the	
refurbishment	is	completed.		



Buyers		
In	 the	 refurbishment	 24	 new	 additional	 apartments	 are	 built	 which	 means	 new	
inhabitants	and	thereby	buyers.	The	targeted	buyers	are	from	a	broad	age	spectrum	
since	the	idea	is	to	mix	people	with	different	backgrounds.	The	new	apartments	are	
still	directed	more	towards	young	and	mid-aged	citizens	rather	than	senior	citizens	
since	 most	 of	 the	 new	 apartments	 are	 either	 single	 apartments	 or	 two	 room	
apartments	for	couples	and/or	roommates.		
The	target	group	 is	people	 interested	of	sustainable	and	modern	 living	 in	an	urban	
area	near	the	nature	with	the	basic	services	in	the	neighborhood	and	the	city	center	
just	2.3	km	away.		
	

Competitive	Analysis	
Principally	competition	is	received	from	all	apartments	that	are	for	sale	in	Hyvinkää.	
Relatively	new	buildings	and	new	constructions	are	the	main	competition.	There	are	
around	200	apartments	 for	sale	 in	Hyvinkää	of	which	48	are	new	construction	and	
the	 remaining	 are	 mainly	 built	 before	 the	 21th	 century	 (Oikotie	 9.4.2016).	 Of	 the	
200	apartments	 93	 are	marked	 to	 have	 good	or	 excellent	 condition	 (excluding	 the	
new	constructions)	and	of	 them	only	28	have	both	balcony	and	access	 to	elevator	
and	of	them.	As	for	now	there	are	thus	less	than	100	apartments	that	are	competing	
with	Hakapaavo.		
	
The	new	construction	objects	are	a	bit	nearer	to	the	city	center	than	Hakapaavo	but	
in	 general	 the	 competing	 apartments	 are	 spread	 over	 Hyvinkää.	 The	 new	
constructions	are	common	modern	buildings	and	the	others	are	whilst	Hakapaavo	is	
combing	 old	 with	 new	 creating	 a	 great	 aesthetic	 atmosphere.	 Further	 Hakapaavo	
uses	renewable	energy	

SWOT	Analysis	
Strength:		

• The	concept	is	tackling	the	problem	of	urbanization	
• Advocates	social	sustainability	
• On-site	renewable	energy	
• Green	space	both	outside	and	inside	
• Short	time	of	construction	

o Pre-fabrication	and	modularity	
• Local	and	natural	materials	

o CLT	
• Good	LCA	results	

Weakness:	
• Complex	approach	
• Needs	free	space	on	the	lot	

Opportunity:	
• In	 addition	 to	 the	 added	 building	 extra	 floor	 could	 easily	 be	 added	 to	 the	

existing	building	
• The	new	construction	can	adapt	to	different	site	conditions	(number,	height	

and	size)	



Threat:	
• Complex	project	management	
• Costly	

	

Goals	and	Impact	

Goals	
The	goal	is	to	keep	the	current	inhabitants	and	to	sell	the	23	new	apartments.	Before	
beginning	the	refurbishment	at	 least	50	%	of	all	apartments	(including	existing	and	
new)	need	to	be	have	a	confirmed	inhabitant.	
The	aim	is	to	make	the	refurbishment	as	easy	as	possible	for	the	existing	inhabitants	
communicating	with	them	on	a	regular	basis.		
Both	new	and	current	 inhabitants	will	have	 some	choices	 regarding	 the	 interior	of	
the	apartments	if	they	are	involved	early	enough.		

Impact	
The	 goal	 of	 keeping	 the	 existing	 inhabitants	 by	 making	 them	 appreciate	 the	
refurbishment	and	making	it	as	smooth	as	possible	for	them	will	benefit	the	selling	
and	 marketing	 effort.	 Fewer	 apartments	 have	 to	 be	 sold	 to	 completely	 new	
inhabitants	 and	 if	 many	 apartments	 already	 are	 occupied	 new	 buyers	 will	 feel	
secured	and	invest	in	an	apartment	more	easily.	The	refurbishment	can	be	begun	as	
early	 as	 possible	 if	more	 than	 50	%	 of	 the	 current	 inhabitants	 stay.	 New	 types	 of	
inhabitants	in	new	typologies	of	apartments	bring	new	life	and	more	money	to	the	
housing	company.	

Product	Definition	
The	product	to	be	sold	is	a	1970’s	buildings	going	through	a	thorough	refurbishment.	
The	 refurbishment	 is	done	according	 to	 the	standards	and	demands	of	NZERB	and	
RES.	 The	 interior	 layout	 is	 somewhat	 changed	 in	 the	 existing	 building	 and	 further	
heat	 losses	 are	 diminished	 through	 better	 insulation	 and	 new	 windows.	 Living	
conditions	are	improved	by	adding	mechanical	ventilation	with	heat	recovery	to	the	
building	and	providing	more	social	space	for	the	inhabitants.	The	building	is	going	to	
be	more	self-providing	regarding	energy	since	a	ground	heat	pump	and	solar	panels	
will	 be	 installed.	 In	 addition	 to	 refurbishing	 the	 existing	 building	 two	 additional	
towers	will	be	built	on	the	site.	This	is	addressing	the	urbanization	problem	with	high	
demand	for	apartments	in	the	cities.	The	towers	will	be	linked	to	the	existing	towers	
through	bridges	in	order	to	create	1	building	instead	of	3	separate	ones.	The	bridge	
area	will	 in	 addition	 be	 used	 as	 a	 green	 space	where	 also	 the	 inhabitants	 have	 a	
possibility	to	grow	e.g.	herbs.	

Marketing	Strategy		

Message	
The	current	 inhabitants	need	to	know	what	 is	changing	in	the	existing	building	and	
on	the	site,	how	it	will	affect	them	and	their	apartments,	the	estimated	prices	and	
schedule	 for	 the	 refurbishment.	 For	 new	 inhabitants	 the	 different	 opportunities	
offered	in	the	new	building,	the	plans	of	the	apartments	and	layout	of	the	whole	site	
as	well	as	pricing	and	services.		



Distribution	Channels	
The	apartments	will	be	directly	marketed	 to	 the	current	 inhabitants	 through	 flyers	
and	 brochures	 put	 in	 their	 mailbox	 and	 in	 the	 common	 announcement	 space	
together	with	e-mails.	More	information	will	be	available	on	a	webpage	used	for	the	
refurbishment	 as	 well	 as	 on	 webpages	 with	 aim	 to	 sell	 real	 estate.	 The	
refurbishment	website	 is	mainly	 used	 to	 inform	 the	 current	 inhabitants	 about	 the	
proceeding	of	the	refurbishment	and	practical	arrangement	but	also	new	buyers	can	
find	relevant	 information	about	the	project	and	the	apartments	 for	sale.	 If	needed	
additional	advertisement	is	done	through	local,	aerial	and	national	papers	as	well	as	
through	website	 adds	 (e.g.	 facebook	 and	 google).	 Outdoor	 advertisement	 is	 done	
only	 on	 the	 site	 with	 typical	 poster	 with	 basic	 information	 about	 the	 destination.	
Personal	 selling	 can	 be	 realized	 during	 informative	 meetings	 for	 probable	 future	
inhabitants	where	the	refurbishment	can	be	discussed.	Since	this	types	of	projects,	
fulfilling	the	criteria	of	NZEBR	and	RES,	aren’t	that	common	yet	some	publicity	could	
be	expected	or	at	least	not	impossible.	An	article	about	this	project	in	one	or	several	
magazines	is	seen	as	a	possibility	for	marketing	and	attracting	attention.		

Tactical	Plan	

Personal	Networking	and	Selling		
Preparing	 done	 for	 the	 refurbishment	 attains	 personal	 contact	 among	 the	
inhabitants.	Marketing	 the	 refurbished	 apartments	 to	 the	 current	 inhabitants	 can	
begin	in	an	early	stage,	as	soon	as	the	refurbishment	project	has	been	recognized.		

Direct	Marketing	
Flyers	 and	 brochures	 are	 distributed	 to	 current	 inhabitants,	 both	 personally	 in	
everyone’s	 mailbox	 and	 commonly	 on	 the	 notice	 board	 of	 each	 staircase.	 The	
content	 would	 describe	 the	 key	 factors	 of	 planned	 refurbishment,	 show	 sketches	
and	models,	inform	where	to	find	more	information	(website)	and	who	to	contact	if	
there	 would	 be	 any	 questions	 and	 tell	 the	 dates	 of	 the	 information	 meetings.	
Estimated	 prices	would	 also	 be	 included	 and	 a	 brief	 approximated	 timetable.	 The	
flyers/brochures	 need	 to	 be	made	professionally	 in	 order	 to	 sell	 and	 convince	 the	
inhabitants	to	stay.	The	cost	to	make	professional	flyers/brochures	is	around	350	€	+	
printing.	

Advertising	
Digital	advertisement,	for	example	Facebook,	Google	and	web	sites	of	newspapers	is	
one	way	of	 advertising	 that	will	 be	used.	 Local,	 aerial	 and	nation	wide	newspaper	
advertisements	are	used	as	a	supplement	to	the	electronic	advertisements	since	that	
easily	can	drown	in	the	mass.	Outdoor	a	poster	for	the	construction	would	work	as	
an	advertisement.	The	cost	for	an	advertisement	on	Facebook	is	everything	between	
5	€	and	 several	hundred	 thousands	a	day,	depending	on	 the	number	of	users	 you	
want	to	reach.		The	approximated	money	spent	on	advertisement	is	300	€/day	for	a	
month	 resulting	 in	 6	 000	 €.	 A	 fourth	 of	 a	 page	 color	 announcement	 in	 text	 in	
Helsingin	Sanomat	 (HS)	on	Thursday	 life	 special	 costs	around	4	700	€.	For	a	digital	
advertisement	at	hs.fi	the	cost	is	14	€	per	1000	showings.	With	a	weekly	reachability	
of	around	1,76	million	visitors	per	week	 the	cost	 for	an	advertisement	on	hs.fi	 for	
one	week	would	be	nearly	25	000	€.	In	Metro	paper	a	fourth	page	in	text	would	cost	



around	1	800	€.	Digital	newspaper	advertisement	is	very	expensive	and	will	be	used	
only	 if	 seen	necessary.	 The	plan	 is	 to	 use	 2	 newspaper	 advertisements	 and	digital	
advertisements	on	Facebook	and/or	Google.		

Web	Site		
A	website	is	created	in	order	to	inform	about	the	renovation	and	its	proceeding.	Its	
primary	target	are	the	current	inhabitants	that	can	follow	the	refurbishment	already	
from	planning	stage	and	be	 informed	about	schedules	and	 the	progress.	Further	 it	
can	be	used	as	a	marketing	channel	 for	new	possible	buyers	 than	can	get	detailed	
information	about	the	project.	Outsiders	interested	in	NZEBR	and	RES	solutions	can	
also	find	the	site	interesting.	The	web	site	is	to	be	launched	as	soon	as	possible	and	
kept	updated	through	the	whole	project.	Afterwards	the	web	site	can	be	used	by	the	
housing	condominium	if	wanted.	The	website	costs	around	20	€/month.		

Publicity	
NZEBR	in	combination	with	RES	are	still	not	very	common	projects	and	the	concept	is	
so	new	that	there	are	many	different	ways	to	reach	the	goal.	Therefore	it	is	possible	
that	 the	 project	 stimulates	 interest	 among	 citizens	 and	 newspapers	 would	 be	
interested	in	doing	a	spread	about	the	project.			

E-mail	
Current	 inhabitants	need	 to	be	 contacted	 in	 as	many	ways	 as	possible	 in	order	 to	
assure	that	the	information	is	going	through.	E-mails	will	be	used	as	one	part	of	the	
communication	 and	 the	 e-mail	 addresses	 will	 be	 received	 from	 the	 housing	
condominium	 board.	 The	 e-mails	 will	 include	 information	 about	 the	 schedules,	
proceeding	 and	 events,	 also	 reminding	 about	 the	website	 that	 is	 kept	 up	 to	 date	
better	than	the	e-mails.	

Community	Events		
Information	evenings	and	gatherings	will	be	held	for	the	current	inhabitants	both	to	
inform	 them	 about	 the	 refurbishment	 and	 to	market	 the	 new	 apartments	 among	
them.	This	personal	contact	will	contribute	in	getting	as	many	current	inhabitants	to	
stay	inhabitants	also	after	the	refurbishment.		
An	 event	 about	 the	 NZEBR	 concept	 is	 planned	 to	 be	 help	 as	 an	 open	 event	 for	
anyone	interested	to	know	more	about	NZEBR	in	general	and	about	the	Hakapaavo	
project	in	particular.		

Product	
The	 product	 varies	 depending	 on	 the	 size,	 furnishing	 and	 positioning	 of	 the	
apartment.	7	different	 typologies	are	offered	 in	order	 to	attract	a	broad	customer	
segment	going	all	 the	way	from	students	and	young	couples	to	 families	and	senior	
citizens.		

Price	
The	price	will	be	around	3	500€/m2	with	a	condominium	charge	of	4,8	€/m2.	For	the	
current	inhabitants	the	refurbishment	will	cost	around	1500	€/m2.	



Budget	
The	marketing	budget	will	be	kept	as	low	as	possible.	Brochures	and	the	web	site	are	
the	 most	 important	 marketing	 tools.	 Through	 them	 approximately	 50	 %	 of	 the	
apartments	will	already	be	sold	to	current	 inhabitants.	Further	marketing	expenses	
are	 the	 advertisements.	 Only	 smaller	 digital	 advertisements	 are	 budgeted	 since	
more	expensive	alternatives	are	seen	as	unnecessarily	costly.		
	
Product	 Cost	

Web	Site	 500	

Brochures	 500	€	
Newspaper		 3	000	€	
Facebook	advertisiement	 6	000	€	
	

Conclusion	
Marketing	 will	 focus	 on	 selling	 the	 new	 apartments	 and	 convincing	 the	 current	
inhabitants	 to	 stay.	 Communication	 throughout	 the	 process	 to	 the	 current	
inhabitants	 is	 of	 high	 importance	 to	 keep	 a	 good	 relation	 and	 atmosphere	 in	 the	
LLHC.	Marketing	and	communication	happens	though	many	different	channels	to	be	
able	 to	make	 sure	 the	message	 is	 delivered	 and	 that	 the	 customers	 find	 the	 new	
apartments	that	are	for	sale.	The	costs	can	seem	high	but	compared	to	the	total	cost	
of	the	project	and	ensuring	the	success	of	communications	and	sales,	marketing	is	a	
necessary	component	in	the	project.	
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