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1. Introduction 

FinEERGo-Dom project builds on the experience of the Latvian Building Energy Efficiency Facility (LABEEF), 
the financial scheme deployed successfully in Latvia, and aims to refine and implement guaranteed 
financing mechanisms for energy efficiency and renewable energy in deep renovations of buildings across 
six (6) EU member states – Poland, Austria, Latvia, Bulgaria, Romania and Slovakia. An integral part of that 
process is FinEERGo-Dom team’s work with stakeholders from Policy Makers to Final Beneficiaries that 
have to be engaged in a dialogue across the region. A detailed Communication and Exploitation Plan1, as 
well as Stakeholder Action Plan2, have been developed to support that process in the most effective 
manner possible, including an arsenal of marketing materials. The present report explains what marketing 
tools have been created to showcase the FinEERGo-Dom project and transmit information to stakeholders 
and the general public. The following materials are considered: 

• Project brief;  

• Project leaflet; 

• Project newsletters (web based);  

• Poster;  

• Brochure with description of the building stock in each country, main project goals and activities 

to raise awareness together with pictures of renovated buildings;  

• A video recording.  

2. Project brief 

Project brief has been developed for all relevant stakeholders, containing basic information on the 
FinEERGo-Dom project. It can be viewed in the Appendix – Project Brief 

2.1. Concept  

The Project brief is designed to convey FinEERGo-Dom key messages in the most succinct form possible. 
It should take no more than 2 - 3 minutes for the reader to get a general idea of the project. For that 
reason, a combination of text and graphics was utilized, making richer the experience of acquaintance 
with the project for all relevant stakeholders.  

In terms of visualization standards, the Project brief is fully compliant with the H2020 guidelines and 
FinEERGo-Dom project designs and styles. 

 
 

1 D6.1 First Dissemination, Communication and Exploitation Plan 
2 D2.2 Stakeholder Action Plans 
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2.2. Final result 

Project brief is a 2 pages long marketing tool, suitable to be printed on both sides of a single page. It can 
be logically divided into 6 sections: 

• Formal section: contains EU and FinEERGo-Dom logos, contact info and H2020 text and 

visualization mandatory elements. Section’s elements are placed in the header and footer 

sections of the pages; 

• Heading section: contains two pictures of a multifamily building, showing conditions before and 

after renovation. FinEERGo-Dom logo is positioned as an overlay, and the slogan is divided into 

two parts next to the “before” and “after” pictures; 

• Project objectives section: contains description of the FinEERGo-Dom project objectives, 

positioned into a text box with round edges; 

• Concept section: contains the main pillars of the FinEERGo-Dom project, listed in the form of a 

SmartArt graphic with dynamic colouring; 

• Targeted results section: Another SmartArt graphic, showing what the project aiming to achieve 

in terms of quantitative and quality parameters; 

• Partners section: displays project partners’ logos and names.  

2.3. Project brief dissemination 

Project briefs have been used in many ways by project partners. They have been sent as attachments by 
email when introducing the project to interested parties. They have also been printed and handed over 
in introductory face to face meetings and stakeholder trainings (see Figure 1 Printed marketing materials). 
The project briefs are available for download from the FinEERGo-Dom web site.  

Figure 1 Printed marketing materials 
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All project partners have been advised to translate and, if deemed appropriate, to customize the project 
brief to reflect any specific local market needs. An example of the translated in Bulgarian project brief can 
be seen in Figure 10 Project Brief BG  

3. Project leaflet 

3.1. Concept  

The FinEERGo-Dom project leaflet is an adapted version of the leaflet that was developed under the 
Sunshine project. Its main purpose is to induce the homeowners and unveil the benefits that the 
FinEERGo-Dom mechanism is able to bring to them. In that respect, the project leaflet uses easy to 
understand simple graphics and texts, more in a cartoon fashion. Furthermore, the overall design of that 
marketing material resembles to some extend to a toy, with its rich coloured pages in a square form and 
the unusual way to slide from one page to another (see Figure 2 BG Project Leaflet). 

Figure 2 BG Project Leaflet 

 

3.2. Final result 

The project leaflet contains 5 pages. They can be viewed in Appendix – Project Leaflet. Each page content 
is described below: 

• Page 1: The emphasis of the page is a split into two parts landscape, showing a building against a 

background of a green field and trees. The two parts look as if the one on the right has been 

renovated and the other has not. FinEERGo-Dom’s slogan is positioned below the building, and 

clearly conveys the main mission of the project; 

• Page 2: Outlines the main benefits for the homeowners and informs which EU member countries 

implement the FinEERGo-Dom project; 

• Page 3: Displays in a friendly and simple manner the EPC (ESCO) business model; 

• Page 4: Explains through pictures how the FinEERGo-Dom mechanism will achieve large scale in 

deep renovation of multifamily buildings; 

• Page 5: Clarifies the importance of public authorities for the achievement of community green 

transition and well-being. 
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3.3. Dissemination activities 

Project leaflet has been translated in Bulgarian, Slovak and Polish. The Austrian and Romanian partners 
preferred to use the English version of the leaflet. 

The Project leaflet is expected to be used as a souvenir-type of marketing material, suitable to be handed 
out during introductory meetings and stakeholder trainings (see Figure 1 Printed marketing materials). It 
is available for download on the FinEERGo-Dom web site. 

A leaflet, printed on environment friendly paper by FinEERGo-Dom’s Austrian partners, can be seen on 
the figure below: 

Figure 3 Leaflet on an environment friendly paper 

 

4. Project newsletter 

4.1. Concept  

The FinEERGo-Dom newsletter role is to provide more detailed information about recent project 
developments and milestones achieved. In that respect, the newsletter provides interesting insights and 
excerpts from FinEERGo-Dom’s internal and external reports as well as curious findings stemming from 
partners’ work on the field in their countries. 

4.2. Final result 

Mailchimp3 was chosen as the newsletter platform for FinEERGo-Dom. It was integrated with the website, 
so that every visitor can subscribe: 

 
 

3 https://mailchimp.com/ 

https://mailchimp.com/
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Figure 4 Subscribe to our newsletter section of fineergodom.eu 

 
The opportunity was widely advertised on FinEERGo-Dom social media channels: 

Figure 5 Newsletters announcement on LinkedIn 

 
The first newsletter, called “Our First Steps-At-a-Glance” can be seen in Appendix – Project Newsletter. It 
shared detailed information about significant project advancements during the first 6 months with 
regards to engagements with stakeholders, IT platform development, FinEERGo-Dom trainings of 
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stakeholders, and findings from markets study in 5 EU countries. Relevant pictures and charts were also 
included. 
Links to FinEERGo-Dom social media channels can be found at the bottom of the newsletter, letting 
subscribers to follow the project on their preferred platform – LinkedIn, Twitter or Facebook. 
 

4.3. Dissemination activities 

In addition to the Mailchimp platform, the newsletter was also distributed by FinEERGo-Dom project 
partners among their professional networks in order to increase its visibility and, potentially, the numbers 
of subscribers and followers on social media. 

5. Poster 

5.1. Concept  

The roll-up banner design has to complement the corporate identity toolset. In addition, it should utilize 
and/or further develop graphical elements and accents that are also present in other FinEERGo-Dom 
marketing materials e.g. title page of the leaflet and brochure, title section of the Project brief etc. In that 
way a sense of a FinEERGo-Dom brand is expected to build up among the project stakeholders. 

5.2. Final result 

The final result can be viewed on Figure 15 FinEERGo-Dom Roll-up / EN of Appendix – Poster. 
The Roll-up can figuratively be separated into 6 sections, each one described below: 

• Heading section: showing the name of the project, its logo, and secondary slogan; 

• Graphic section: showing the same building as in the title page of the leaflet – divided into two 

parts, renovated and unrenovated. 

• Call-to-action section: showing project’s main slogan; 

• Partners section: listing all partners’ names and logos; 

• EU section: showing the source of financing of the project, the EU flag, and a map with the 

countries, taking part in the project; 

• Info section with the web address of the project.  

5.3. Post activities 

The FinEERGo-Dom Roll-up has been translated into PL, SK, BG, RO and LV languages. All customized for 
each country designs have been provided to partners. The Roll-up have already been used at official 
events in Poland and Bulgaria: 
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Figure 6 FinEERGo-Dom presentation in Poland by Karolina Loth-Babut 

 
 

Figure 7 FinEERGo-Dom training in Bulgaria by Kiril Raytchev 
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6. Brochure 

6.1. Concept  

The Brochure’s concept was outlined in great detail in the FinEERGo-Dom’s 1st Communication and 
Exploitation Plan. Among others, an indicative outline of contents, a timeline for development, and the 
objectives that the Brochure will pursue were provided.  

6.2. Final result 

The FinEERGo-Dom Brochure can be viewed in Appendix – Brochure. Following is a list of pages and 
descriptions of their contents, as well as the corresponding figures in the Appendix:  

Page 
Number  

Contents Final Result 

P. 1 Front cover. Figure 16 Brochure Title 
Page 

P. 2 Story of a Building. Figure 17 Story of a 
Building 

P. 3  Introduction about FinEERGo-Dom and its main project goals. Figure 18 Brochure 
Introduction Page 

PP. 4, 5 
& 6 

An overview of the building stock in each country and its 
current state; Pictures of renovated buildings showing a 
“before and after” comparison. 

Figure 19 Building Stock 
Overview Page 1; 
Figure 20 Building Stock 
Overview Page 2; 
Figure 21 Building Stock 
Overview Page 3 

P. 7 A description of how the financial mechanism works. 
 

Figure 22 Financial 
Mechanism Info Page 

P. 8 Information about the EPC model’s benefits and value for deep 
renovation of buildings. 

Figure 23 EPC Model 
Info Page 

P. 9 Description of what deep renovation is. Figure 24 Deep 
Renovation Info Page  
 

P. 10 A description of the SHAREX platform.  

Figure 25 SHAREX 
Platform Info Page 
 

PP. 11-
12 

Description projects showcasing successful implementation of 
deep renovation, using the SUNSHINE financial mechanism or 
similar financing scheme in partner countries. A facts-and-
figures box shows the project’s location, investment, total cost, 

Figure 26 Case Study 1 
Page; 
Figure 27 Case Study 2 
Page 
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Financial structure, CO2 reductions and other relevant 
indicators. 

PP. 13 Stories from activities to raise awareness. Pictures, quoted 
remarks from influencers, stakeholders, etc. 

Figure 28 Stories From 
Activities Page 

P. 14 Back cover: contact details and partners. Figure 29 Back Cover 

 

6.3. Dissemination activities 

Each partner country has to print out 500 copies for distribution at meetings and events. Some copies 
may be distributed via institutional stakeholders. 
Should additional printed copies be needed during project implementation, reprints will be ordered. 
Copies of the brochure have to be distributed to selected individuals representing municipalities, banks, 
financial institutions, building owners or housing associations, ESCOs, financial investors, influencers, 
journalists and other interested parties within all target groups to help achieve the following three 
objectives: 
• To raise awareness about FinEERGo-Dom and its instruments and tools (the EPC model, the forfaiting 
agreement templates, the methodologies and guidelines, the financial instrument, the SHAREX platform, 
etc.); 
• To promote the FinEERGo-Dom project and its sponsors (the EU and Horizon 2020); 
• To raise people’s awareness of the need for making an environment-friendly transition to safe and 
healthy living conditions. 
The local-language versions of the brochure will be published as electronic documents on the FinEERGo-
Dom website. 
Electronic copies or excerpts, e.g., success-story factsheets, may be used in media relation activities to 
encourage journalists to do further research and produce content for publication or broadcast on their 
own outlets. 

7. Video 

The purpose of the video is to explain the philosophy of the FinEERGo-Dom project, the main concepts 
and how stakeholders and the public will benefit from the project. The video will be showcasing the state 
of a buildings before and after the renovation and will present interviews with residents sharing their 
experience with the renovation process and the achieved impact on energy consumption and living 
conditions.  

7.1. Concept  

(Video script) 

INTRO: 

Music begins to play in a style of Verasy - It smells of Thyme. 

CUT TO: 
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Montage of 50’s and 60’s USR Latvia Republic, specifically Riga.  

We see the everyday life, people rushing to work.  

Trucks loading up building materials. 

A building sites of “Hrushcovka” type buildings across the country. 

Shots from “Irony Of Life” movie - animated Intro, where its shown how all the same houses were build. 

(V.O.) 

50’s, USSR, Riga, Latvia. Nikita Hruschov Ignites massive statewide build of a multiple story, white brick 
apartment houses, they are coded 1-316 and 1-318, locally earning a name “hruscovka”. Between 56 

and 86 more then 290 million square meters of living space is filled with the same poor-quality buildings 
all across the Soviet Union. Siliceous Brick houses become one of the Latvia’s Soviet period symbols. 

 

A montage of a family inside one of the houses. 

CUT TO: 

EXT. RENOVATED “HRUSCOVKA”, MODERN DAYS, SPRING. DAY. 

We see a house from a low angle, growing tall into the gray sky. A information about it appears on the 
screen. Year Build. Population. Year Renovated. The information appears dramatically, filling up most of 
the screen. Sort of BAM BAM BAM editing, emphasized with the sound effects.  

 

Music begins in a style of Vangelis - Spiral.  

 

Suddenly in a complete emptiness a single shirt flies out of the building, and slowly makes his way to the 
ground. Fallowed by a shower of shirts coming down from building, different style and color. 

 

The shirts fall on the ground near house making a beautiful yet somehow disturbing scene. 

FADE IN: 

TITLE: VENTIALATION - EPISODE 1 

FADE TO BLACK. 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

A shirtless man sits in front of a camera facing directly the lens. He is smoking. The smoke from his 
cigarette gets blown away in a very visible manner. 

The MAN is very old school, rich mustache on his face, and retreating hairline, some tattoos from a long 
time ago. 

Apartment is modern, fresh, with some personal items all 

around it. 

MAN 

(Answering an off screen question) 
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Look... Goose bumps. 

Moved in 86. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

MAN 

Back in the day? It was very different. (Laughs) 

CUT TO: 

INT. EXPERT’S OFFICE. DAY. MODERN BUILDING. 

Expert sits in his chair, in a modern building facing a documentary style camera. 

EXPERT 

I think people do not know the everyday health hazards, and risks they face living in a very badly planed, 
and constructed. And while for most of us a dream house is out of question, renovation, and restoration 
is a necessity, to improve simple everyday life in short and long term. (SOMETHING IN THESE BORDERS) 

MONTAGE 

In a style of Guy Ritchie. BAM BAM BAM! 

We see: Old radiators, rusty pipes, dark hallways, out of order elevators from EXT and INT. Cats walking 
hallways. Pigeon infested attic, mold, loud bathroom pipes, brown water. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

MAN 

(Very serious) 

Different, very different indeed. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. BATHROOM. 

MAN (O.S.) 

They renovated the house about a 

year ago... a lot was changed. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. BATHROOM. 

MAN 

(Showing camera a hole in the bathroom ceiling) 

Made a hole here. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. KITCHEN. 

MAN 
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(pointing to a ventilation in kitchen wall) 

Here! 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

Back to the interview setup. Man breaks the setup to reveal a hole just next to him in the wall behind a 
radiator. 

Loud sound effect of a wind in a pipe. 

MAN 

And the worst one... here! So every day I try to fix the hole shut! 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

Man opens his closet, takes out few good shirts, looks at them by placing few on his chest to see how they 
would look like on him. Finds a stain on one of those. 

MAN 

This one has some stain on it! 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

A detail shots how Man stuffs the Ventilation shaft with the shirt. 

CUT TO: 

EXT. RENOVATED “HRUSCOVKA”, MODERN DAYS, SPRING. DAY. 

We hear a sucking sound similar to a sound when vacuum sucks in a peace of a sock or clothing. 

Just shown shirt flies out of the house’s top flor seemingly out of nowhere. 

CUT TO: 

A shot with the man. Looking straight into camera, silent. 

MAN 

What worries me the most, is what happens when I run out of all the shirts? 

CUT TO: 

ANIMATION 

A door’s with mans number. A fist hits the door. KNOCK KNOCK KNOCK. 

MAN (O.S.) 

Once a Home control came over. They said, 

A face of a man in the glasses shouting in very absurd way! 

MAN (O.S.) (CONT’D) 

... you can’t do that! 

An angry man, shouts at a caricature image of a man pointing out about stuffing the ventilation. 
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MAN (O.S.) (CONT’D) 

I said... 

(beefing sound indicating a swear words!) 

END OF 

ANIMATION. 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

PERKONS (V.O.) 

(A deep voice attracts Man’s attention) 

But wait a minute ... (name)! 

Do you know what are the holes in your renovated house, and what 

purpose they have of being there? 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. BATHROOM. 

Man sits in a steaming bath, looking straight at the camera. 

PERKONS (V.O.) 

First of all, it takes away the humidity, and recirculates fresh 

air to your apartment. Controls Impurities, and reduces 

temperatures in a controlled manner. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

Man sits curious with a very vivid shirt on him (showing change in his opinion). 

CUT TO: 

ANIMATION: THE RENOVATED AND RESTORED HOUSE. PERKONS DESCRIBES THE FACTS ON WHAT IS 
RENOVATED AND RESTORED HOUSE, AND WHY YOU SHOULD DO IT. 

CUT TO: 

INT. APARTMENT IN KRUSCHOVKA. DAY. LIVING ROOM. 

PERKONS 

So *name of the Man, is it nice wearing your favorite shirt, and having a good air in the apartment? 

MAN 

It’s awesome! 

PERKONS 

Are you happy? 

A quick edit of man in the sea of shirts hanging more and more around him! 

PRODUCT LINE: VALUE THE AIR IN YOUR HOME - RENOVATE AND RESTORE THE HOUSES. 
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7.2. Final result 

FinEERGo-Dom video is still a work in progress at the time of writing this report. There will be month and 
a half delay due to the Covid-19 pandemic situation, which has made shootings outside and inside 
apartments with actors and crew a risky endeavor during the pandemic’s peak time.  

7.3. Dissemination activities  

The FinEERGo-Dom video will be translated to PL, BG, RO, SK and German language, and respective 
subtitles will be added. The video will be available for viewing on the FinEERGo-Dom web site: 
www.fineergodom.eu, YouTube, LinkedIn, Facebook and Twitter.   

  

http://www.fineergodom.eu/
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I. Appendix – Project Brief 

Figure 8 Project Brief EN / page 1 
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Figure 9 Project Brief EN / page 2 

 

 

Figure 10 Project Brief BG 
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II. Appendix – Project Leaflet 
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III. Appendix – Project Newsletter 
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Figure 11 Project Newsletter / page 1 
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Figure 12  Project Newsletter / page 2 

 

 

Figure 13  Project Newsletter / page 3 
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Figure 14  Project Newsletter / page 4 
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IV. Appendix – Poster 
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Figure 15 FinEERGo-Dom Roll-up / EN 
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V. Appendix – Brochure 

Figure 16 Brochure Title Page 
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Figure 17 Story of a Building 

 
 



  

 

26 | Marketing Materials Report 

 

Figure 18 Brochure Introduction Page 

 
 



  

 

27 | Marketing Materials Report 

Figure 19 Building Stock Overview Page 1 
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Figure 20 Building Stock Overview Page 2 
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Figure 21 Building Stock Overview Page 3 

 

Figure 22 Financial Mechanism Info Page 
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Figure 23 EPC Model Info Page 
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Figure 24 Deep Renovation Info Page 
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Figure 25 SHAREX Platform Info Page 
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Figure 26 Case Study 1 Page 
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Figure 27 Case Study 2 Page 
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Figure 28 Stories From Activities Page 
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Figure 29 Back Cover 
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