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EXECUTIVE SUMMARY
Stakeholders’ mapping and market segmentation are considered as important steps to identify the most
valuable stakeholders for the quality implementation of the project’s concept and the specific national
activities, with a detailed overview on how they can contribute in the planning and organization of the local
nZEB days and how each of them could benefit from the results and findings of the NZEB Roadshow. The
stakeholders’ mapping and the consecutive analysis follow a coherent methodology which is applied in each
participating country and yields reliable results necessary for quality implementation of the next steps,
namely the business modelling using the business model canvas methodology, the definition of value
propositions for the identified main target groups, and, consequently, the development of the national
marketing strategies and action plans.
The stakeholders’ mapping was performed in several phases, including:
•

Identifying: Listing of relevant stakeholders (groups, organizations, companies and individuals)
within the pre-identified target groups, which could be interested in project’s objectives, targeting
increased market demand for nZEBs and nZEB-related vocational training and educational services.

•

Analysing: Categorizing of the identified stakeholders based on their influence, expertise, value for
the project, commitment level and interest. This analysis contributes to the improved understanding
of the needs and demands of the targeted stakeholders’ groups, as well as of the perceived benefits
for the different stakeholders from collaborating with the project.

•

Prioritizing: Ranking stakeholders’ relevance for the project’s activities and assessing attitudes,
interest, expertise and influence of the stakeholders and their groupings in the participative process,
which helps to target and engage each segment correctly and efficiently. The prioritization is assisted
by the specialized stakeholders’ mapping and assessment software platform KUMU (www.kumu.io),
which also provides visualizations of the analysed groupings and relations. Among other aspects, the
stakeholders are analysed in relation to their projected roles in the local action, identifying potential
collaborators, supporters, influencers and campaigners. Within these groups, different constellations
are identified and analysed to define strong sides and potential risks for local implementation of the
project.

Based on the above projections and the identification of the most relevant target groups (also supported by
KUMU), a market segmentation analysis is performed, outlining priority action areas for engagement of
different groups and/or actors, specific for each country. Thus, strategic goals are defined for the key market
segments, serving as a basis for the development of the marketing strategies and the design of the
marketing activities.
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1. BULGARIA
Number of stakeholders per group
In Bulgaria, the identification process resulted in 120 stakeholders. Most of them fall under the category of
producers and suppliers of building materials, components, and systems followed by the ones that fall under
the category of the media. Significant number of stakeholders is identified in the categories of professional
chambers, education service providers, and local authorities. It is a consideration however that the analysis
has not been able to identify groupings of young people, individual representatives of the building sector
(investors, contractors) and relevant financial institutions. Further steps should be taken in this direction.
Representatives of important actors as DIY stores and real estate agencies are only vaguely addressed.
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Importance of involvement and influence
He analysis in terms of importance of involvement and influence shows that while a significant number of
stakeholders are considered as key for the successful organization of the activities under the project, just a
few of them are described as influential, so that they could in turn attract other participants in the event. On
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the other side, many influential organizations are not considered critical for the project’s success, the
project’s topic also being outside their own priorities. The key actors for which there is a coincidence of
importance and influence (Ministry of Education and Science, Sustainable Energy Development Agency,
Ministry of Energy, Ministry of Regional Development, besides project partners EnEffect and BCC) will be
targeted individually in the marketing campaign.

Type of involvement
As depicted in Graph 2, most of the stakeholders in Bulgaria are considered to be supporters, followed by
collaborators, influencers and campaigners. The analyses of each type of involvement provides important
information about the necessity of engagement of each group and is key for defining the stakeholders’
groups which will be specifically targeted in the marketing strategy.
Supporters
Most of the natural supporters of the project are deemed as important to be involved (demonstrated by the
size of the circle), but only few of them display significant influence (marked with bullseye). These are mostly
public authorities, while the producers of nZEB-compatible components and materials are deemed as having
least impact on the policy uptake and the communication to end-users regarding the goals of the projects.
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Collaborators
The collaborators are dispersed in several stakeholders’ groups which is beneficial for the success of the
project, as it provides a variety of coalitions which has the potential to attract the interest of the supporters.
Besides project partners, it is important to note the necessity of involvement of education and training
providers and the local authorities. Some of the professional chambers and association also fall into this
category, which offers good dissemination potential.
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Influencers
The influencers display a different dynamics, as just a few of them are described as being of key importance
for the success of the project. The most influential of them are the TV channels with national coverage, while
for certain social media channels targeted to particular users’ groups of interest, the importance is
considered as high. This is the case with IT engineers and specialists, who are also being targeted through
professional associations.
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Campaigners
The typical campaigners, mostly embodied in environmental NGOs and social advocacies, are deemed of less
importance for the organization of the nZEB days and the conduction of the project in general. However,
they are easy to reach out and could provide interesting speakers (acting more as collaborators), which is
why they are considered as being of high priority in terms of being informed and attracted.
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Priority of involvement, willingness and interest to engage
EnEffect, the Bulgarian partner that identified stakeholders in Bulgaria, considers the involvement of the
significant number of the stakeholders as a priority for the implementation of the nZEB Roadshow project.
Some of the stakeholders – mostly professionals, their associations, and specialized media, are also
considered to have the technical expertise and valuable input to provide (bullseye). However, not all of the
competent stakeholders are equally interested to cooperate (size of the circle), which might pose a problem.
A significant number of the interested priority stakeholders – mostly media representatives - do not have
sufficient expertise, which would require a different communication approach.
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Conclusion: selection of key stakeholders’ groups

Based on the above analysis and the distribution in terms of initial assessment of the priority to inform and
attract, level of expertise and importance for achievement of the goals, the key stakeholders’ groups which
would be subjected to a business model canvass analysis and for which a value proposition will be
developed, are as follows:
Producers and suppliers + DIY stores
This is a homogenous group in which all of the stakeholders are with medium priority for involvement (i.e.
failure to bring all would not be detrimental), however, they are of significant importance as supporters and,
obviously, significant technical proficiency. This is not valid for the DIY stores however, which might mean
that they should be attracted through other means, potentially by the producers and suppliers themselves.
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Public authorities
Public authorities display different dynamics, as those of them with high expertise are key for the success of
the project – namely SEDA and EcoEnergy. Most of them are of high priority so specific action should be
targeted to respond to their actual needs and expectations.
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Professional chambers
The chambers active in the fields of engineering and construction are considered of high priority and with
decent level of expertise, so they will be specifically analyzed. Different arguments would be needed
however if the associations of IT experts would be targeted; however, they are not deemed of high priority
so most probably they would not be specifically targeted.

Education providers
There are different appreciations of the importance of the various education and training providers at
different levels. The professional high schools for construction and architecture are considered as very
important and possessing sufficient expertise. Universities, on the other hand, have different dynamics, as
architectural higher education establishments have a priority over the technical universities. Vocational
training centers are not deemed as important, probably because of their inactiveness on the topic in the past
years.
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Media
The media is one of the best represented groups; however, sufficient expertise is concentrated in very few
media outlets. For all other channels, especially for those of high importance for involvement (even though
the priority level might be low based on high transaction costs), specific materials should be produced with
emphasis on awareness raising.
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End users, Real estate / Young people
The actors that shape the real estate market are grouped together based on the similarity of messages and
content that is expected to be provided for them in order to stimulate their interest in the specific topic.
However, there are obvious differences, as students are considered high priority (access at low cost with
expected positive results) and of high importance for the success of the action. At the same time real estate
agencies and different groups of end users are rated as actors of medium priority, with the focus being on IT
specialists as a particularly promising market.
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2. CROATIA
Number of stakeholders per group
In Croatia, the identification process resulted in 115 stakeholders. Most of them fall under the category of
producers and suppliers of building materials, components, and systems followed by specialists working in the
construction sector and construction companies. Significant number of stakeholders is identified in the
categories of professional chambers and associations, education service providers (mainly universities), and
media. The analysis has been able to identify significant number of stakeholders which could be grouped as
young people, including University, High school and Young people – high schools’s students). In addition, it is
observed that environmental NGOs, dedicated financial services and real estate agencies are
underrepresented. Further steps should be taken in this direction. There are no DIY shops identified as
potential stakeholders.
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Importance of involvement and influence
The analysis in terms of importance of involvement and influence shows that a significant number of
stakeholders are considered as both being highly relevant for the successful organization of the activities and
also having a strong influence over other actors on the market and being able to attract other participants and
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supporters in the event. On the other side, several influential organizations in the media sector are not
considered critical for the project’s success, as alternatives abound. Suppliers of products and materials,
construction companies and specialists and education service providers are considered as the most important
groups for the success of the project. The key actors for which there is a coincidence of importance and
influence (Ministry of Construction and Physical Planning, Croatia Green Building Council, The Environmental
Protection and Energy Efficiency Fund, professional associations, education service providers and certain
media) will be targeted individually in the marketing campaign.

Type of involvement
As depicted in Graph 2, most of the stakeholders in Croatia are considered to be supporters, closely followed
by collaborators (where the most influential actors are), which is a good prerequisite for the organization of
the events. Influencers and campaigners represent the minority of the remaining stakeholders. The analyses
16

of each type of involvement provides important information about the necessity of engagement of each group
and is key for defining the stakeholders’ groups which will be specifically targeted in the marketing strategy.

Supporters
Most of the natural supporters of the project are deemed as important to be involved (demonstrated by the
size of the circle), but only few of them display significant influence (marked with bullseye). These are a
financing fund and a ministry, while the producers of nZEB-compatible components and materials, as well as
supporting construction companies, while important for the physical organization of the events, are deemed
as having least impact on the policy uptake and the communication to end-users regarding the goals of the
projects.
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Collaborators
The collaborators are dispersed in few stakeholders’ groups, showcasing high influence and capacity to attract
supporters and participants, which is beneficial for the success of the project. Besides project partners, it is
important to note the necessity of involvement of education and training providers, professional associations
and a few public authorities. Some of the professionals in the sector also fall into this category, which offers
potential for personification of the marketing campaign.
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Influencers
The influencers are mostly found in the media sector. Several of them are considered of key importance for
the success of the project, together with a specialized social media group. Just a few of them are described as
being of key importance. The level of influence does not show correlation with the importance, which indicates
a possibility to find alternative media solution and approaches.
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Campaigners
Only one campaigner is identified - Croatia Green Building Council. However, it is deemed to be of high
importance and influence, so specific measures should be taken that it is attracted as collaborator.

Priority of involvement, willingness and interest to engage
UNIZAG, the Croatian partner responsible for identification of stakeholders in the country, considers the
involvement of the significant number of the stakeholders as a priority for the implementation of the nZEB
Roadshow project. Many of the stakeholders – producers and distributors of nZEB-compatible products,
professional associations, and education providers, are also considered to have the technical expertise and
valuable input to provide (bullseye). However, not all of the valuable stakeholders are equally interested to
cooperate (size of the circle), especially the media, and, to some extent, the public authorities and the
20

professional association, which might pose a problem. A significant number of the interested priority
stakeholders also possess sufficient expertise, which is a positive characteristic of the stakeholders’ landscape
as this is supposed to enable direct professional exchange and collaboration.
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Conclusion: selection of key stakeholders’ groups

Based on the above analysis and the distribution in terms of initial assessment of the priority to inform and
attract, level of interest and importance for achievement of the goals, the key stakeholders’ groups which
would be subjected to a business model canvass analysis and for which a value proposition will be developed,
are as follows:
Producers and suppliers
This is a homogenous group in which of the stakeholders of significant importance as supporters and, quite
positively, significant levels of interest and technical proficiency. About half of them are with high and half of
them of medium priority for involvement (i.e. failure to bring all would not be detrimental). No independent
salespoints seem to be involved however, which could be an issue to reach individual clients and could be
revised later on in the project.

22

Public authorities
Public authorities display much different dynamics, one of them – the Ministry of Construction and Physical
Planning - appears as extremely important for the implementation of the project, so specific efforts should be
applied, given the fact that it does not appear to be interested. Other entities do not appear to be of
comparable importance; however, it is advisory to be attracted due to low transaction costs.
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Professional chambers
The chambers active in the fields of engineering and construction are considered of high priority, with strong
interest and with decent level of expertise, so they are the natural supporters of the project, also important
for dissemination activities. The main targets are clearly identified – Croatian Chamber of Architects, Croatian
Chamber of Civil Engineers, Nearly Zero Energy Building Cluster and Croatian Association of Facade Thermal
Insulation System Manufacturers.
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Education providers
There is a uniform approach in the appreciations of the importance of the various education and training
providers at different levels. Universities prevail, as most of them are considered as very important and
possessing sufficient expertise, but only certain faculties of the University of Zagreb are indicated as definitely
interested. This might mean that additional efforts are needed also to expand the supply of educational
services and to promote future collaboration. Vocational training centers and professional high schools are
underrepresented but deemed as important participants.
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Media
The media is one of the well represented groups; however, despite the success in media engagement in
previous projects, sufficient interest is not evidenced. Specialized media are of high priority of involvement
(potentially due to already established connections) while general media seem to be mutually replaceable.
From the collected data, it is evident that partners focused on gathering stakeholders at national level while
except one, they didn’t focus on local media, which should be changed in future. Majority of media
stakeholders identified are posting on their respective social media pages and together with partner’s social
media activity, the relevance of social media in marketing activities will be high.
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Individual stakeholders
Some of the actors that shape the market are considered individually as they appear to be the only
representatives of their target groups but (or probably due to that) with utmost importance of involvement.
These are Croatia Green Building Council and the Environmental Protection and Energy Efficiency Fund, which
are of high importance and priority and display significant interest. They should be considered as key partners
in projects implementation and could potentially be involved in the discussions on the marketing strategy and
the planning of the events.
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3. GREECE
Number of stakeholders per group
The total number of identified stakeholders in Greece is 127, as most of them fall under the category of
producers and suppliers of building materials, components, and systems, followed by professional chambers
and individual designers. Education service providers (mainly universities) and municipalities are the other
well represented groups, which demonstrates the expected set-up of the local coalitions for the organization
of the nZEB days. The other groups are equally represented, as high schools and VET providers have just one
actor identified, which may pose a challenge for some of the activities regarding young people (although
generalized in group 2). As in Croatia and Bulgaria, citizens and end-users seem hard to identify, as further
steps should be taken in this direction. According to the provided information, there are DIY shops identified
as potential stakeholders.
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Importance of involvement and influence
Several types of stakeholders are considered both of significant importance of involvement and with strong
influence over other actors on the market, thus being able to attract other participants and supporters in the
event. Besides public authorities, such features are displayed also by education service providers, producers
and distributors of nZEB-suitable components and materials, professional chambers and associations, and to
some extent, individual actors in the construction sector, which are expected to be attracted as participants
and supporters of the events. Media is also considered as very important in terms of influence over other
actors (3 out of the 6 most influential stakeholders), the other being the Ministry of Environment & Energy,
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Technical chamber of Greece and Fibran. It is expected that these actors will be targeted individually in the
marketing campaign.

Type of involvement
As clearly seen in the following visualization, most of the stakeholders in Greece are considered to be
supporters and collaborators, which is a good prerequisite for the organization of the events. Influencers are
formed mainly by two stakeholders’ groups – media and professional chamber, and they logically display
strong power relations and capacity to exercise impact on other groups. Campaigners represent the minority
of the remaining stakeholders, and there are unidentified stakeholders, which however are of high importance
and will be analyzed. The analyses of each type of involvement provides important information about the need
to concentrate efforts on specific type of information and communicative arguments to attract the respective
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group as active supporter and is key for defining the stakeholders’ groups which will be specifically targeted
in the marketing strategy.

Supporters
Similar to Croatia, most of the natural supporters of the project are found in the group of the producers of
nZEB-compatible components and materials, as well as in education service providers, and to some extent,
the construction sector. All of them are deemed as important to be involved (demonstrated by the size of the
circle), but the education providers also display significant influence (marked with bullseye). Among other
actors, it is important to note that the Ministry of Environment and Energy is marked as a supporter, which
could be decisive for the policy uptake and endorsement of the project by the national institutions; its
potential participation in the events could also attract other relevant parties.

30

Collaborators
It is important to note that the municipalities which are expected to host nZEB days are identified as
collaborators, which is crucial for the successful conduction of the planned action in addition, it is interesting
that individual representatives of the construction sector and producers and distributors (PEDMEDE, EPS
HELLAS, PSEM) are considered as collaborators with high influence, which is a good prerequisite to attract
other representatives of these groups. Many representatives of the designers’ groups are also identified as
collaborators, which is a good sign of emerging market.
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Influencers
The influencers are mostly found among the professional associations and chambers and the media sector.
Most of them are described as having significant impact of the attitude and behaviour on the other relevant
stakeholders. Three of the identified media channels are considered of key importance for the success of the
project - Michanikos Online, B2GREEN and Building Green, which necessitates preparation of suitable mediafriendly materials. The importance of the Technical Chamber of Greece would also suggest an individual
approach to secure its collaboration.
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Campaigners
Just four campaigners are identified, as it is interesting that the Ministry of Education and the National
Association of Municipalities (KEDE) are in this group, probably signifying their strong communication channels
to other important stakeholders. The level of their importance, as outlined by the source information, suggests
the need for serious efforts for their continuous involvement. On the other side, important groups as end
users, students’ groups and banking institutions, are not assigned to any type of relation, which is a sign for
unformed attitudes and the need to address them with simple user-friendly information related to the specific
benefits of nZEBs relevant to each them.
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Priority of involvement, willingness and interest to engage
HPHI, the Greek partner responsible for identification of stakeholders in the country, considers the
involvement of more than two-thirds of the stakeholders as a priority for the implementation of the nZEB
Roadshow project, which would require lots of time and efforts for maintaining of networking relations with
all of them. Many of the stakeholders – producers and distributors of nZEB-compatible products, education
providers, individual designers, and very importantly, media, are also considered to have interest to
collaborate, and in many cases also high expertise and valuable input to provide (bullseye). However, not all
of the valuable stakeholders are equally interested to cooperate (size of the circle), especially the professional
chambers, which may require additional efforts to find the right arguments to involve them. As already
mentioned and confirmed by this visualization, end users and citizens, as well as other direct market players
as e.g. real estate agencies, are still not considered interested, which would be one of the main challenges in
front of all country teams in the project.
35
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Conclusion: selection of key stakeholders’ groups

The analysis based on distribution in terms of priority to inform and attract, level of interest and importance
for achievement of the goals, shows two distinctive types of groups – such with high priority and medium
interest (4) and medium priority and high interest (2), as well as individual cases which have to be addressed
separately. The key stakeholders’ groups which would be subjected to a business model canvass analysis and
for which a value proposition will be developed, are 6, and are addressed as follows:
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Producers and suppliers
This is a homogenous group in which of the stakeholders of medium priority, mostly identified as supporters
and, quite positively, showing significant levels of technical proficiency. Interestingly, only a third of them (15
out of 45) display sufficient levels of technical proficiency. About half of them are show how of them, which,
given the medium priority (i.e. failure to bring all would not be detrimental), indicates that their involvement
should not be a problem. Three actors emerge as very important – EPS Hellas, EBHE, UHHE, as only the first
one is assessed as interested, which might mean targeted efforts to engage the other two.
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Education providers
Similar situation is witnessed with education and training service providers, as most of them are deemed as
being of medium priority, which is a sign of them being interchangeable and probably different actors would
be involved in different (local) events. Most of them are interested to participate, which is a positive feature.
One of the two “high-priority” training providers – PETA, is deemed as not sufficiently interested; however,
steps are already taken for its more active involvement.
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Public authorities
Public authorities display a completely different dynamic, as municipalities are rightly deemed as important
for the organization of the events and being of high priority but not specifically interested. This may require
additional efforts to approach them, or may also suggest organizing certain events without explicit support
from the respective local authority. The high interest of the Center for Renewable Energy Sources & Saving
makes it a natural collaborator for the project.
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Professional chambers and designers
Another groups being considered of considerable importance and high priority for involvement and displays
quite uniform features. Professional chambers are not generally assessed as interested in participation, which
may pose a problem to approach their member, which are actually the potential users of the training activities.
This seems to be especially the case with the Technical Chamber of Greece, which is noted with the highest
mark of importance and should probably be targeted individually. Particular actors from the group of
individual design offices display high levels of interest, which is positive and suggests potential activities
organized around concrete buildings or construction sites.
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Media
The media is correctly given high priority for engagement, considering the limited communication channels to
reach end users and the youth, which, besides the professional groups, are the main final beneficiaries of
project’s outcomes. 5 media channels are considered of key importance, as the positive side is that 3 of them
are considered interested in the topical area – B2Green, Energy Press, and Thermansi Press. It is also good to
see that general media as ERT and Skai are also considered. However, a potential setback is the lack of focus
on local media and on specialized social media groups, which should be changed in future (moreover project
partner HPHI controls one of the most developed professional Facebook groups in the country). The majority
of media stakeholders and also the municipalities are posting on their respective social media pages, and
together with partner’s social media activity, their relevance towards the marketing activities could be
significant.
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Construction sector representatives
Some of the individual actors that shape the construction market are considered as particularly important,
albeit not specifically interested, as PSEM, PEDMEDE and ΠΟΕΒΥ. They would require specific attention, while
at the same time partnerships with interested companies as ECOCOSMOS and ELK EFFICIENT HOUSES should
be utilized efficiently, because these actors provide both potential users of the training and also access to
demonstration sites where practical training sessions and open events could be conducted.
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4. ITALY
Number of stakeholders per group
The total number of identified stakeholders in Italy is 119. Most of them fall under the category of producers
and suppliers of building materials, components, and systems, followed by construction companies. It is
interesting to note that education and training providers (mainly characterized by Universities and High
schools) are well represented. This is important especially because it allows to connect to citizens, end-users
and young people/students initiatives; this represents a substantial difference compared to the other
countries analyzed. It is also important to notice that in the stakeholders’ landscape in Italy the professional
chambers and consequently public local authorities are identified as major targets, which can be explained
firstly with a strong sensibilization of the professional sectors and secondly with a potential local approach and
attention to smaller but active communities, which can be efficiently approached by collaboration with local
market actors.
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Importance of involvement and influence
Several types of stakeholders are considered both of significant importance of involvement and with strong
influence over other actors on the market, thus being able to attract other participants and supporters in the
event. Besides professionals, professional chambers associations, education and training providers, such
features are displayed also by producers and distributors of nZEB-suitable components and materials, and to
some extent, individual actors in the construction sector, which are expected to be involved as participants
and supporters of the events. Media is also considered important in terms of influence over other actors as 4
out 7 media analyzed are among the most influential stakeholders.
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Type of involvement
The analyses of each type of involvement provides important information about the need to concentrate
efforts on specific type of information and communicative arguments to attract the respective group as
active collaborator and is key for defining the stakeholders’ groups which will be specifically targeted in the
marketing strategy. As clearly seen in the following visualization, most of the stakeholders in Italy are
considered to be supporters, which is a good prerequisite for the organization and sustainable continuation
of the events. Collaborators are predominantly identified within the group of education and training service
providers, instead professionals’ chambers association are mainly defied as campaigners. To conclude,
influencers are formed mainly by two stakeholders’ groups – media and public local authority, and they
logically display strong power relations and they might have an important impact on other groups.
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Supporters
Similarly to what happen in other analyzed countries the Italian supporter group is mainly composed by
producers of nZEB certified components and materials. Moreover, in Italy it is interesting to note that actors
in the construction sector and financial institutions are considered as supporters, which is an excellent
prerequisite to reach one of the most important target groups – the end users.
Many of the natural supporters of the project are deemed as important to be involved (demonstrated by the
size of the circle), and many of them display significant influence (marked with bullseye), especially among
producers and product suppliers.

Collaborators
As already noted above, collaborators are mainly identified within the group of education and training service
providers. This could be interpreted as a sign of a developed market of nZEB-related education and training
service supply, whereas specialized institutions are ready to join forces to have a significant impact on the
broader end-user market by entering in specific collaboration projects as the NZEB Roadshow. Based on this
distribution, it is well expected that these educational institutions might act as co-hosts and co-organizers of
the nZEB days. Many representatives of the designers’ groups are also identified as collaborators, which is a
good sign of emerging market.
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Influencers
As already stated, the identified influencers are mainly classified in two different categories: the public local
authority and the specialized media. A substantial part is characterized by high levels of importance of being
involved and capacity to attract other actors to the nZEB days. Logically, they should be targeted individually,
as specific resources should be allocated to secure their participation and, potentially, access to their
communication and dissemination channels.
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Campaigners
Among campaigners it is possible to find the main Environmental NGOs, such as Save the planet and Green
Building Council Italia that can have big impact among end users and citizens. Professional chambers and
national professional councils might instead publicize the nZEB Roadshow events among experts. The level of
their importance, as outlined by the source information, suggests the need for serious efforts for their
continuous involvement.

Priority of involvement, expertise and interest to engage
ZEPHIR, the Italian partner responsible for identification of stakeholders in the country, considers the
involvement of all identified stakeholders as being of medium or high priority for the implementation of the
nZEB Roadshow project. This suggest allocation of significant amount of time and efforts for maintaining
relations with all of them. Many of the stakeholders – education providers, construction fairs, producers and
distributors of nZEB-compatible products, individual designers, and very importantly, media, are also
considered to have interest to collaborate. In many cases, they also display high expertise and valuable input
to provide (bullseye), which is also a sign of a better developed nZEB market compared to the other partner
countries. Some of the other market players as e.g. financial institutions, real estate agencies, are however
considered not so interested, for this reason their involvement will be one of the main challenges in front of
the Italian team.
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Conclusion: selection of key stakeholders’ groups

The analysis based on distribution in terms of priority to inform and attract, level of interest and importance
of goals achievement, shows 6 key stakeholders’ groups which would be submitted to a business model canvas
analysis and for which a value proposition will be developed. The groups, namely producers and suppliers,
professional chambers, education and training providers, construction sector, media and citizen end-users and
financial institutions, are addressed as follow:
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Producers and suppliers

This is a homogenous group of stakeholders of high and medium necessity of involvement, mostly identified
as supporters. Most of them (25 out of 39) have medium priority, showing generally low level of technical
proficiency. The others (14 out of 39) are identified with high priority and half of them have a high level of
technical proficiency. It is important to notice that four of them, considering their impact and influence on the
market, are deemed with a high level of interest. For this reason, they might be important in the organization
and realization of nZEB Roadshow events and weeks, in order to increase the interest of other stakeholders.
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Professional chambers

The group of professional chambers is to be considered of importance and high priority for the involvement
and displays quite uniform features. More than a half of them (10 out of 14) are sufficiently interested (as
displayed by the bullseye), which is a positive sign for the potential involvement of several professionals, such
as designers, constructors, craftsman etc.
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Education providers

The group of the education providers is mostly addressed as a stakeholder group with medium priority to
involve. Two of them, EURAC and ITS Varese, are evaluated as having high levels of expertise and as being
highly interested, which is a positive feature that could help and cooperate in the involvement of other
stakeholders. This potentially could mean that further efforts should be taken for their more active
involvement.
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Construction sector

The construction sector representatives are generally evaluated with medium priority (7 out of 12), which
potentially could have an important role in supporting the different events. It has been important to evaluate
which stakeholders are willing to participate, so that their involvement will require less effort and resources.
Two of them display simultaneously high priority and interest, Rubner and Xlam Dolomiti. Both are XLAM
panels producers, which allow them to design and realize prefabricated structure and buildings with high level
of expertise. They could potentially have a positive impact in the nZEB open days activities and during the nZEB
Roadshow events, also involving other stakeholders.
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Media and citizens/end users engagement

The sector of specialized media is one of the most interesting ones in the analysis of the Italian stakeholders’
landscape. The majority of them show high priority in terms of engagement (5 out of 8), this is important in
order to reach end-users and professional groups, which are the main final beneficiaries of the project's
outcomes. Two of the specialized media channels, Edilportale and Sole24ore, with high expertise and interest
to cooperate, are accounted as relevant stakeholders considering their high level of reliability and influence
on the Italian scenario.
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Financial sector representatives

The financial sector is considered as one of the most important for the success of the nZEB Roadshow activities.
Among the identified actors only two show high priority in terms of engagement and only one of them also
displays high levels of interest, which means that specific efforts should be invested to attract others to
support (and potentially benefit from) project activities. It will be also interesting if the activities regarding the
involvement of the financial institution could be related to those targeted to the media and construction fairs,
since all of them are theoretically driving the investment decisions of the end users.

5. ROMANIA
Number of stakeholders per group
Romania displays by far the biggest number of analysed stakeholders – 353 which fall into 22 separate
categories, as shown in the graphic below (number of stakeholders per group). A significant part of them (110)
are public authorities, dominated by local and regional ones, which speaks of increased attention to this group
and potentially necessitates further detailed analysis. Depending on the location for the nZEB Weeks further
efforts should be made to engage local authorities.
Media follows with a total of 109 identified stakeholders most of them falling into the General Media – TV,
Radio, Online category, indicating a broad range of dissemination outlets and only a few in the Specialised
Media category.
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Other well-represented groups include think tanks and NGOs (23), energy sector businesses (16), universities
(15), professional chambers (14) and, as (positively) different from most other countries, citizens and end users
(17).
A significant number of stakeholders have been identified in the categories of professional chambers and
associations and the combined category of producers and distributors of nZEB - suitable components and
materials. The analysis has not been able to identify a significant number of stakeholders which could be
grouped as young people (potentially connected to universities but having their own structures and channels).
There are only few DIY shops identified as potential stakeholders and further steps should be taken in this
direction. In addition, it is observed that real estate agencies, and, to some extent, VET providers (e.g.
professional high schools) and specialized design or energy consultancy companies are comparatively
underrepresented and further efforts to engage this category should be made.
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Necessity of involvement and level of influence
The analysis in terms of necessity of involvement and influence highlights why a significant number of
stakeholders are considered as key for the successful organization of the activities under the project (figure
1).
Some organizations are described as influential, so that they could in turn attract other participants to the
events. On the other hand, many influential organizations are not considered critical for the project’s success,
the project’s topic also being outside their own priorities.
Some of the key actors for which there is a coincidence of importance and influence and should be targeted
in the marketing campaign are as follows:
- Department of Sustainable Development,
- Ministry for Public Works Development and Administration,
- Ministry of Economy, Energy and Business Environment,
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-

Ministry of Environment, Water and Forests
Administration for Environment Fund
State Inspectorate in Constructions
Energy-Cities Romania
Association "Cluster for Promoting Nearly Zero Energy Buildings" – Pro-nZEB
Green Energy Innovative Biomass Cluster
Romanian Association of Energy Auditors for Buildings
The Ownership of Romanian Contractors
Habitat League
DIY stores like Leroy Merlin, Dedeman, Hornbach

Type of involvement
As depicted in figure 2, most of the stakeholders in Romania are considered to be collaborators and
influencers, which is a good prerequisite for the organization of the events. The group of influencers is
dominated by public authorities and financial institutions, which are expected to shape out the attitude
towards the project and its activities. The collaborators’ group displays high variety, as professional
associations, producers and distributors, education and training providers and think tanks and NGOs are
appearing as most reliable partners. The analyses of each type of involvement provides important information
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about the necessity of engagement and is key for defining the stakeholders’ groups which will be specifically
targeted in the marketing strategy.

Collaborators
The collaborators are very heterogenic regarding the stakeholders’ groups to which they belong, providing a
variety of coalitions which has the potential to attract the interest of the supporters. As mentioned above, the
group of collaborators do not display any particular pattern, demonstrating high variety, as professional
associations, producers and distributors, education and training providers and think tanks and NGOs are
appearing as most distinctive partners (also being numerous in the overall distribution). While this may be a
sign of potential wealth of cooperation opportunities, it may also signify the need to reconsider the definition
in the source list. It is important to note that Habitat League, the Ownership of Romanian Contractors and
Green Energy Innovative Biomass Cluster show high influence levels, which makes them attractive for
individual approach.
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Influencers
The influencers are described as being of key importance for the success of the project. The public
administrations/ public agency and financial institution groups are most prominent in the influencers’
category.
Most of the public and financial institutions which are presumable governing and financing the nZEB and deep
renovation support programs, are deemed to be influencers of the project’s action. Several of them are
deemed as important to be involved (demonstrated by the size of the circle), while public authorities in general
concentrate the highest measurements regarding power and impact (marked with bulls’ eye). Besides the
already mentioned Ministry for Public Works, Development and Administration, the Department for
Sustainable Development, these are the Ministry of Environment, Waters and Forests, Administration for
Environment Fund, State Inspectorate for Construction and Ministry of Economy, Energy and Business
Environment. The only actor deemed of high importance without high influence factor is the Green Economy
Financing Facility.
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Campaigners
The campaigners’ group is synonym with media, both specialized and general, which is an indicator for similar
attitudes and suggests an identical approach. Further efforts to broaden the campaigners’ category to include
environmental NGOs and social advocacies should be made.

60

Supporters
The identified supporters for the project were in the Young people category - Students at high schools and
Students at universities. Further efforts should be made to both broaden and better define this category.
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Implementation experts fall mainly under the Public authority/ public agency category, with 1 exception.
Further efforts to attract and engage with the Professional chambers/ employers’ associations/ specialists
(designers, architects, energy auditors for buildings) are required.
Regional agencies are generally considered as implementation experts, with no high importance of
involvement. The opposite is valid for Atelier 1, a design studio which is considered as important to involve,
probably due to its high professional expertise.
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Priority of involvement, willingness and interest to engage
Cluster PRO nZEB, the Romanian partner that identified stakeholders in Romania, considers the involvement
of the significant number of the stakeholders as a priority for the implementation of the nZEB Roadshow
project.
Some of the stakeholders are considered to have the technical expertise and valuable input that they can
provide (bulls eye), namely Public authority/agency, Producers &suppliers / DIY Stores, Energy sector –
business, Research and education, Think Tanks and NGOs, Specialized Media Professional
chambers/employers’ associations/ specialists (designers, architects, energy auditors for buildings). However,
not all of the competent stakeholders are equally interested to cooperate (size of the circle), which might pose
a problem. For the stakeholders without sufficient expertise, a different communication approach may be
advisable.
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Conclusion: selection of key stakeholders’ groups
The distribution in terms of initial assessment of the priority to inform and attract, level of interest and
importance for achievement of the goals, shows that in Romania, there are positive situations, where the
necessity for engagement coincides with the level of interest, but also specific cases where the actors are
needed but their interest is not sufficiently strong, so additional efforts and resources should be targeted for
their involvement. Given this analysis, the key stakeholders’ groups which would be subjected to a business
model canvass analysis and for which a value proposition will be developed, are as follows:
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This group is the most numerous, but within it are displayed different dynamics. Many of them are of high
priority so specific action should be targeted to respond to their actual needs and expectations.
2 Citizens and end-users
The citizen and end users group is considered of high priority of involvement, with a low level of expertise. The
content targeted at them should take this into account, and stimulate their interest while educating them in
nZEB related topics. This, of course, cannot be evaluated as positive (actually being the major factor
necessitating the existing of the project itself), and implies that specific efforts are needed to increase their
interest and media engagement could be an important factor.
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4 Producers &suppliers / DIY Stores
The Producers &suppliers group has several subcategories:
•
•
•
•
•

4 Producers &suppliers of Construction Materials & Systems
4 Producers &suppliers of Insulation Materials & Systems
4 Producers &suppliers of Building Services Technology (e.g. HVAC, Water, BMS, boilers)
4 Producers &suppliers Of Buildings Services technology
4 Producers &suppliers /DIY Stores

It is no surprise that this is a group in which the stakeholders are of significant importance as collaborators
and, quite positively, display significant levels of interest and technical proficiency. About half of them are with
high and half of them of medium priority for involvement (i.e. failure to bring all would not be detrimental).
There are 6 clear points of interest which should be specifically approached. It is interesting that the producers
and distributors are united in associations and other groupings, which could theoretically decrease transaction
costs, but it is important not to overestimate the influence of such associations on individual companies.
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5 Energy sector – business
The Energy sector - business category is considered mostly of medium priority, BDG falling both in the high
level of expertise and high priority groups.
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6 Education and training providers - 6 University, 6 Research organisation, 6 VET Providers
The broad category of Education and training providers is considered of high priority and with many members
with a high level of expertise, so they should be specifically analyzed. There are different appreciations of the
importance of the various education and training providers at different levels.
Education and training providers, as well as research institutes, are generally reviewed as being of considerable
importance, but not always with the same priority to involve, potentially due to high transaction costs and
efforts to maintain efficient contacts. Most of them are defined as interested in the project and its outcomes,
which can turn them into valuable supporters and participants the nZEB days. Their channels to disseminate
information to the students should also be used efficiently. Vocational training centers and professional high
schools are generally underrepresented.
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9 Think Tanks and NGOs
The Think Tanks and NGO’s category is a mixed group, with some members considered of high priority and
with some members with high level of expertise, so they should be specifically analysed. Further efforts should
be made to identify additional from this category.
Think tanks and NGOs
This is a heterogeneous group in which both importance and priority of engagement is given to six
stakeholders besides project partner Pro-nZEB. Given the relatively high levels of interest, it could be
inferred that these are “the usual suspects”, whose collaboration would always be useful and where good
connections are already existing. The three of them with high priority of involvement and high interest could
potentially be involved in the planning and organization of events.
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10. Media – general and specialized (construction0
The media is a well-represented group, however it is not considered of high priority. Sufficient expertise is
concentrated in few media outlets, specific materials should be produced with emphasis on raising awareness.
On the other hand, professional media is evaluated of being of medium priority, and general and local media
is not analysed, including social media outlets. This could be a potential point of improvement in the
subsequent analysis and planning of promotional events and activities.
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11 Professional chambers/ employers associations/ specialists (designers, architects, energy auditors for
buildings)
The Professional chambers/ employers associations/ specialists (designers, architects, energy auditors for
buildings) category is considered of high priority and with some members with high level of expertise, so they
should be specifically analysed. Further efforts should be made to identify specific members from this
category. The chambers active in the fields of engineering and construction are considered of high priority,
with decent levels interest and expertise, so they are the naturally inclined to follow the project, also being
important for dissemination activities. The main targets are clearly identified, led by the Romanian Association
of Energy Auditors of Buildings. It is positive that most of them, with the exception of the Romanian
Association of Construction Entrepreneurs, display high levels of interest.
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Localization
For the Romanian stakeholders’ analysis, we identified 4 layers for the localization of the stakeholders, as
follows: National, Regional, County and City.
For the organization of the specific nZEB Weeks efforts should be made in targeting stockholders on both a
local and national level. Furthermore, depending on the type of localization layer, different approaches and
channels can be considered.
The stakeholders who activate on a National level is the largest group comprising 203 members, which is a
positive, as it can be presumed that they can be involved in all of the cities in which the nZEB Weeks are
organized.
Further efforts should be made to find and engage stakeholders in the specific cities in which the nZEB Weeks
are organized.
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Localization - National level (left blob) and regional, county and city (right crescent)
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Stakeholders which activate at a national level (not geographically pinned)

Localization – national, regional, county and city
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CONCLUSION
While the methodology applied for stakeholders’ mapping and market segmentation has been proved to be
fully operational and practically serving the goals of the project (succeeding in organization and management
of detailed information for more than 700 individual stakeholders within the 5 involved countries), the
analyses display significant national differences, which require individualized national approaches in the
development of the marketing strategies. In this respect, it has to be noted that in all cases, the common
background has promoted producers and distributors of nZEB-compatible products and technologies, as well
as higher education establishments and vocational education and training providers, as natural collaborators
and supporters for the project. This presents a definite strength of the project and can be referred to a
significant extent to the implementation of previous initiatives as Train-to-nZEB and Fit-to-nZEB. At the same
time, there is a notable variance in the assessment related to the potential involvement of key players
shaping the end-user demand for nZEBs as e.g. financial institutions, real estate agencies, DIY stores and the
media. Thus, in confirmation of the initial hypothesis that the demand for skills development in the
construction sector is highly dependent on the end-user demand for energy efficient buildings, it is
reaffirmed that additional efforts should be invested to develop suitable argumentation and attract these
actors to the project’s activities. In this respect, business modelling and value proposition definition will be
approached in a way to fully utilize partners’ strengths and to address the identified needs and weaknesses,
shaping out the development of the national marketing strategies and action plans.
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