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1. Introduction

As introduced in technical and business plans of this project, one of the main philosophical 

approaches is to provide efficient solutions for various possible situations. The modular structure 

and detailed scenarios allow builders and users to make easier and more conscious decisions. The 

clients have flexibility to choose what suits them best based on their goals, budget and values. More

flexibility, literally means more customer satisfaction, and consequently it means broader market. 

Strengths of this renovation concept allows to achieve the following goals:

●        Over 80 % lower  primary energy demand 

●        Up to 33 % share of renewable energy 

●        Better indoor air quality 

●        More control over indoor environment 

●        Less colder surfaces during winter

●        Attractive architecture

●        More user involvement with new cozy common spaces

●        Significantly lower costs to the housing company

●        Less environmental impact of the building

●        Lightweight yet effective way to repair the building

●        Increase in the total value of the apartments due to steps above

●        Social cohesiveness and increased wellbeing of the occupants

Weight and importance of each of these goals may vary between different projects because of 

specific technical, economical or social requirements. Thus, proper communication between the 

renovation company and the members of limited liability housing company (LLHC) is crucial to 

identify the needs and consequently an appropriate concept.

Due to the trend of rising energy prices and global energy concerns about pollution and global 

warming, the public awareness of the sustainability concepts grows. As a result, the 
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environmentally friendly building solutions tend to gain attention not only because of their essential

benefits to the clients, but also as they increase the image and value of the property. Thus, it is 

important to draw attention to these aspects when communicating with the decision makers about 

the scope of the enhancements desired to the building. The scenarios and comparisons presented in 

the previous chapters might serve a good example of a way to visualize the features of concepts and

present them to a broader auditory. 

2. Communications

When advertising this project to the client, understanding the needs of the clients is as important as 

delivering the information about possible benefits, especially those that are not straightforward to a 

non professional. Thus, a reliable communication must be set and maintained throughout the 

project.

First meetings must aim on understanding the client's needs and proposing a preliminary solution to 

them. In case the proposal of the renovating company contains some improvements that may be 

desirable by the client but not expressed by them in the initial request,  it is recommended that they 

would be presented to all stakeholders of LLHC. Generally, the company should be represented by 

people competent at least in architectural, engineering and business sides of the project. During first

meetings, workshops can be organized to promote user involvement in the project and to insure that

the client's true needs are expressed and understood. However, most of the communications 

between the parties during further stages should be organized in such a way that the side of LLHC 

would be represented by 2-3 people elected by this LLHC, as otherwise the decision-making 

process would be too complicated. 

It is crucial to prepare a specific schedule of the works that might disturb the clients, or demand 

entering the apartments, such as changing the windows. They must be clearly delivered to the 

homeowners and adjusted if necessary. Homeowners must be informed promptly of any changes in 

the schedules or plans. A time frame must be set for works causing noise, dust and vibrations.

Receiving the feedback from the clients is crucial in this project, as work is done while the 
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homeowners occupy their apartments. A feedback channel for occupants should be set by adding a 

postbox for the occupants to drop messages. Contact information for the responsible site manager 

and his/her replacement should be visible in all communication given to the occupants. 

3. Value increase

Increasing the energy efficiency with multiple methods described above, enhancing aesthetics 

through facade and staircase refurbishment, improving indoor air quality by adding user control to 

ventilation, introducing new services through ground floor remodeling and extending usable spaces 

on the roof increases the attractiveness of the building which in turn increases the value of the 

apartments. As the environmental awareness of people rises, the attractiveness of buildings with 

lower primary energy demand and environmentally-friendly materials become an asset, which could

be further promoted by branding the building with environmentally aware image. 

4. Communal living

Conceptual image showing the greenhouse and sauna placed on the roof. Purpose of the concept is 

to introduce comfortable common spaces to the users of the building. 
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Introducing comfortable common spaces in the building for the occupants increases the 

participation of the people to  communal activities. Green spaces, common sauna, club room, 

commercial and communal services in the ground floor and roof spaces along with outside activities

increase the feeling of social cohesiveness and wellbeing of the occupants. These factors affect to 

the image of the building and through that to the overall neighborhood surrounding the building.  

Quality of living conditions contribute to the feeling of purposeful life which improves the health of

the population while social cohesiveness reduces the crime rates and increases the interest of people

to their surroundings and environment.
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