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Executive summary 

 

This document is the last usable release of the tool-kit for customer awareness, and 

assembles the documents produced all along the project life to increase knowledge about 

CommONEnergy and its results at demo case level (meaning in Italy, Spain and Norway).   

All the activities described hereby have been realised, others are planned but not yet 

realised.  

The first part of this document presents the actions done with a broader scope and the 

material prepared to support actions at the demo cases level, whereas the second part of the 

document describes how partners exploited the project results further to increase awareness 

in the three demo cases: Italy, Norway and Spain. 

The activities described in this document target mainly the “grand public”, meaning non-

informed people when it comes to energy efficiency, technologies that could improve retail 

buildings’ sustainability or visitors’ comfort: they are thus mainly visitors of the shopping 

centres and markets, as well as all retail areas, employees, tourists, etc. 

This document is an updated version of one submitted earlier (month 36), which was 

presenting the first strategies defined and actions in place. 
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Introduction  

 

Overview of the project 

The CommONEnergy project aims at transforming shopping malls into energy-performant 

market places. This will be done by re-conceptualizing them through deep retrofitting, 

developing a systemic approach made of innovative technologies and solution sets as well 

as methods and tools to support their implementation and to assess their environmental and 

social impact in a life cycle approach. The soundness of the solutions and approach will be 

confirmed on three specific demonstration cases in Italy, Norway and Spain to significantly 

reduce consumptions while improving the comfort conditions and the environmental impacts 

estimated via life cycle assessment. These high-energy performance targets will be realised 

while respecting high indoor environmental standards and short payback times (below 7 

years). CommONEnergy will conceptualize the proposed technical solutions and 

implementation tools and develop 10-20 systemic solution-sets to allow for the widest great 

replication of the cases investigated during the project. Additionally, the organisation of 

technical workshops based on a train-the-trainer approach will contribute to increase the 

number of skilled practitioners and to spread the word over Europe. These activities will start 

from 2016. 

 

Overall communication objectives 

The communication objectives are to create awareness for the environmental, social and 

economic benefits of the energy-efficient retrofitting of shopping malls and to make these 

benefits visible/tangible by showcasing what happened in the pilot projects. 

The project will play an active role in shaping EU policy by providing well-structured 

information on suitable retrofitting solutions for shopping malls, “icons of the consumerist 

society”, reflecting the challenges of modern life styles and our societies. 

Key communication responsibilities and activities are to: 

o Establish the dialogue with the relevant stakeholders from the key target groups and 

develop a specific messaging (in line with the project results); 

 

o Coordinate communication activities with relevant research and stakeholder networks 

such as policy makers, assessment groups, project groups, related EU research 

project groups, professional organizations, industry stakeholders, standard bodies 

and manufacturers etc. with a view to measuring the impact and community’s 

impression of energy renovation and the work of CommONEnergy; 

 
o Coordinate and create synergies with EU policy development and other ongoing EU 

related projects and initiatives; 
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o Assist other WPs in the identification of scientific experts and relevant stakeholders of 

interest and to contribute to the identification, evaluation and harmonisation of current 

systems regarding energy renovation and the ongoing research activities in this field; 

 
o Actively disseminate the results of the project to the defined target audiences and key 

stakeholders, including policy makers, industry, manufacturers of the technical 

solutions and systems, real estate companies, financial institutions, etc. 

 

Purpose of the document 

 

This document, as a “tool-kit for customer awareness”, assembles some key communication 

outputs from the project CommONEnergy, realised with the goal to increase knowledge 

about the project and its results, especially in the demo-cases of the project (Italy, Modena 

and Grosseto; Norway, Trondheim and Spain, Valladolid).  

This document is aimed at the following audiences: 

 European Commission: to communicate the consortium’s strategy and report on 

activities; 

 Consortium partners: to ensure their involvement in all aspects of dissemination and 

generate further ideas. 

 External stakeholders: presenting them our activities and inspire on the successful 

measures to implement. 
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1- Online and onsite activities for customer awareness: 
supporting the demo cases 

 
Various channels and tools have been chosen to raise awareness about sustainability and 

energy issues in the shopping centres and covered markets, selected and adapted according 

to the intended audience or target groups.  

 

At the location of the demonstration projects in Norway, Spain and Italy, we will share the 

project objectives, results and benefits with the customers and visitors, as well as other 

stakeholders that could be involved in some way (tourism officers, schools, architects, etc.). 

We want to create awareness about the importance of a sustainable lifestyle and illustrate 

this tangibly at the shopping location.  

 

The communication strategies and actions we implemented leveraged existing on – and 

offsite communication channels (for internal and external communication) such as 

advertising spaces, walls, boards, newsletters, digital communication channels and focused 

on creating additional ones if needed. The demonstration project sites were used as pilots. If 

these pilots prove to be impactful, this approach could be replicated with the help of EU-wide 

associations and through other partnerships.  

 

This task started from mid-2016 with a planning of future activities prepared and ideas of 

communication / marketing material shared with partners onsite, in Italy, Norway and Spain 

and budgeted, then giving them the opportunity to select the most appropriate and work with 

BPIE or by themselves to follow the implementation, and lasted until the last project day, and 

even further. In the General Assembly of October 2016 in Madrid, discussions were held with 

the three demo cases representatives, in order to understand how to better “talk to” their 

customers and stakeholders, and adapt communication to each country specifications. We 

investigated what material would be needed / what is technically possible for Shopping 

centres to promote the results of the renovation works, such as pop ups, flyers, posters, etc.  

 

a. Digital activities 

 

- Videos 

 

Many videos have been leveraged during the project lifetime to showcase the renovation 

activities performed.  

 

A few videos were shot during General Assemblies or press conferences, with interviews of 

the demo cases owners, and disseminated on social media, in newsletters, and more. 
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 In Italian, interviews of the project coordinator in Genoa, 2015, and by Largo 
Consumo  

  A short video in English presents the Economic assessment tool 

 Two short videos presenting the project were also already subtitled by BPIE in 2015, 
and here 

 

The most important one being the project video, available on YouTube and screened at 

various occasions in several places. 

 

 
 

Figure 1 – Video screenshot from YouTube 

 
The video was ready from June 2017 and includes cuts of the works done in the three demo 

cases, presenting all technologies and interviewing key stakeholders for each, who followed 

closely the project. 

 

https://www.youtube.com/watch?v=Di2AJpJLTVg
https://www.youtube.com/watch?v=drCcXao_WM4
https://www.youtube.com/watch?v=drCcXao_WM4
https://www.youtube.com/watch?v=ReTkSW9W7-o
https://www.youtube.com/watch?v=kh4WQBwRuDU&t=8s
https://www.youtube.com/watch?v=DuJwS1CQ9kk&t=37s
https://www.youtube.com/watch?v=QIj7xfuzFls
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For more information on the project video, see deliverable 7.8 “Professional Video”, uploaded 

on the project website.  

- Social Media 

 

Social media accounts, of the project dissemination coordinator and of all partners, were 

leveraged during the past 4 years, to communicate about all aspects linked to the project, 

directing posts to several kinds of audiences. They were then used with an angle targeting 

inhabitants or visitors of the three demo cases cities, for instance as demonstrated below to 

engage people in competitions. 

 

 
 

Figure 2 – Post on Facebook, sharing a European Commission contest 

http://commonenergyproject.eu/resources/deliverables
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- Media 

 

Media were also leveraged to reach out to increase awareness of sustainability and energy 

topics for non-specialized audiences. Press releases were sent, in English by BPIE, in 

Spanish by AVA or CARTIF and in Italian by INRES / COOP and EURAC, resulting in 

numerous articles (see deliverable 7.9 Press releases and articles). 

Media is a very important way to reach these stakeholders, that is why a lot of time was 

spent on writing articles and gathering them. 

Some media dedicated to specific categories of stakeholders were also used, such as 

targeting kids. 

b. Activities onsite / Material production 

 

To support our three case studies (four if we count Grosseto as one), we produced material 

to be distributed at events: gadgets as well as leaflets in the national languages, written in a 

non-scientific manner.  

 

- Cotton shopping bags were therefore produced with a sustainability message in 

Spanish, Italian and Norwegian (“X was a demonstration case in a project aimed at 

improving the environment and your shopping experience. Do your share by reusing 

this bag”). On the back, all project logos and demo cases partners, as well as EU 

disclaimer could be found. 

 

- Trolley coins were also distributed to Italy and Norway, including the project logo and 

web address. 

 

- A bamboo cup was produced especially for Italy, where more events were planned 

from 2016 on, involving customers and shopping centres visitors. 

 

- A small foldable brochure was produced in the national languages, including a quiz 

with answers in a didactic manner, a short presentation text, the key benefits of the 

undertaken actions, and all partners’ logos. 

 

 

 

http://commonenergyproject.eu/resources/deliverables
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Figure 3 – Material produced to support dissemination 
 

We also provided support to the demo cases, sending them regularly ideas on potential 

actions to organise and offering financial and non-financial support to do so. 

For instance, the kind of actions we sent ranged from events organised with associates / 

customers / employees on specific topics or next to the inauguration, to posters to be 

displayed and left onsite. All these activities could be set in English and / or national 

languages. 

 

Furthermore, participation to MAPIC 2016 was also agreed and material was prepared for 

the event (poster, roll up). MAPIC is a global retail and real-estate focused event, organised 

in Cannes (France), every year in November. It gathers thousands of visitors and allowed us 

to reach out to a new category of stakeholders, with a stand and a speaking slot. 

 

2- Awareness-raising activities, Italy 

 

Many activities were organised since September 2016 in Italy, when the Modena COOP 

shopping centre reopned: 

- Inauguration of Modena and Grosseto, with distribution of the one-pagers and 

dedicated poster for each: √ 

- Press release and media work: √ 

- Banner for the websites, presenting the project (at demo case and COOP Chain 

level): √ 

- Mailing to the retailers’ members / stakeholders: √ 

- Communication to the members in monthly journal or similar: √ 

- Social media posts: √ 

- Presenting the work done to other COOP associates: √ 

- Events to explain CommONEnergy and the works performed, with kids during Earth 

Day, in April 2017, and COOP stakeholders, September 2017: √ 

- Distribution of the project booklet, cotton bags, cups and trolley coin: √ 
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Figure 4 -Presenting the project and its results to COOP associates 

 

   
Figure 5 -Posters developed and showcased onsite in Modena and Grosseto 

 

   

Figure 6 -Social media posts 
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Figure  7 - The re-opening of Modena: Social Media, allowing to reach more customers (on 

the centre and district’s Facebook page for instance) and popular press 
 

    

Figure  8 - The re-opening of Modena: photo of the poster in the entrance of the centre 
 

  

Figure  9 - The re-opening of Grosseto, poster and banner 



 
 
 
 
 
 

14 
 

Deliverable D7.7 Tool-kit for customer awareness  

 

 

 
 

Figure  10 – Promotional flyer for the Earth Day, April 21-22 
 

 

Figure  11 –Earth Day, April 21-22 and painting done onsite 
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3- Awareness activities, Spain 

 
Mercado del Val, Valladolid, Spain is the demo case where the most actions took place, 
mainly in 2017 as they were waiting for all the works to be done and technologies to be 
working well. 
 
They organised activities directed to the market visitors, tourists visiting the city and 
inhabitants of Valladolid, kids and teenagers, tourism offices employees, tenants and 
employees of the market, and more. 

a. Activities with city visitors (inhabitants and/or tourists) 

- Screening the project video on the city screens 

 

  

 
 

Figure  12 –Main squares of Valladolid, screening the project video 

 
- Exhibiting project photos about the MVAL renovation in the city streets 
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Some key project photos were selected and detailed for an exhibition in the centre of the city 

as well as inside the market. The photos showcase the work done during the past years, 

present the project and include reference to the EU funding received for the works. 

 

 
 

Figure  13 –Exhibiting the project in Valladolid streets 
 

b. Activities with market visitors 

 
- Photobooth action 

 
An action was planned for September 22 and 23, 2017, involving visitors of Mercado del Val 
and engaging them in a “fun” action. A stand was installed, were people would get some 
promotional material and more information about the project, and could sign in to take photos 
in the “photobooth”, using the project and demo cases partners’ logos. Many people came 
and participated, as demonstrated by the photos available online. 
 

   
 

Figure  14 –Promotion of the photobooth action in local newspapers 

http://commonenergyproject.eu/mercadodelval.html
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Figure  15 –Stand and one example of photo from the day 

 

   
Figure  16 – Social media posts about the event 

 
- Metacrylate plate 

 
In addition, a metacrylate plate was added to the market wall as a permanent reminder of the 
works done and the participation of the project and Europe in the renovation and 
improvements. It explains the project and the work done. 
 

 
Figure  17 – Metacrylate plate installed in the market entrance 
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c. Open days with kids 

 
The activity “Un Dia en el Mercado” brought kids, end of September 2017, in the market to 
organise full day activities with them: cooking classes, tour to explain the market 
improvements and link to sustainability, and how to take good practices home. 
The kids went back home with a notebook presenting the project and the improvements done 
in Spanish, where they could take notes during the day as well. 
Other actions like this one are planned after the project end, until June 2018. 
 

  
 

Figure  18 – Notebook produced for the kids and photos from the day 

d. Activities with tourists 

 
A training session was organised in September 2017 to introduce the project and the 

renovation works to tourism offices employees, so that they would be able to present them to 

tourists visiting the city afterwards. They were given the Spanish brochure. 

 

  
 

Figure 19 - Training of the tourist officers 

e. Digital activity: media and social media 

  

All along the project first years and the ongoing works, Valladolid has been the place where 

most focus was put in the media, thus allowing customer awareness before the market 

reopened.  
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Figure 20 - Press inclusions and Social Media 



 
 
 
 
 
 

20 
 

Deliverable D7.7 Tool-kit for customer awareness  

In addition, other activities were organised allowing to increase awareness about 

sustainability and energy issues for diverse stakeholders: 

 

- November 2016: training workshops with merchants and employees, introducing the 

project and the improvements 

- Inauguration of the market second half of November / first half of December 2016 

- November 2016, participation in ARPA, an international congress and fair about 

heritage and art 

 

4- Awareness-raising activities in City Syd, Norway 

 

City Syd partners received from the project some promotional material to distribute as well: 

the trolley coins, the cotton bags and the brochures in Norwegian. They are distributing the 

material produced at spontaneous events organized in the shopping centre, but plan to do 

more now that the works are all over. 

They are planning to install a plate explaining how the light tube works (Jens Hoff shop), and 

a roll up to use at the market entrance, presenting the improvements done. A poster was 

prepared and used already in Norway, presenting the changes done. 

 

5- Trying to reach out to more shopping centres throughout 
Europe 

 

A further network of 8 reference buildings complete the CommONEnergy project: they were 

all contacted to try and organise more activities onsite, to promote the project and how to 

renovate shopping centres to make them energy efficient. Unfortunately, despite several 

attempts, none of them agreed to have an action organised. We therefore hope that a pan-

EU roll-out to increase outreach in more shopping centres in Europe will happen by having 

produced so much powerful material that stakeholders will feel inspired: for instance, by the 

project guidelines, this document, or the video. 

Conclusion 

 
All the activities described in this document benefitted both the project and the demo cases 

in terms of communication impact and image, as they increased the citizens and customers 

knowledge of the performed activities, succeeded changes, reached benefits: increased 

comfort, saved energy and therefore environmental impacts, new technologies and why they 

were better than what was before installed. 

 

An important conclusion from the work done is that more time should be planned at the end 

of projects to properly communicate the last results and then try to get more people involved. 


