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DRIVERS, SATISFACTION WITH THE END RESULT AND 
PROBLEMS THAT OCCUR DURING NZEB RENOVATION

1A mixture of drivers lead home owners to undertake an 
nZEB renovation. Building conditions, environmental 
reasons, indoor comfort and health as well as financial 

motives play a role.

2Home owners do have specific energy saving targets in 
mind: 75% prior to the start of the renovation process, 
another 19% report targets were set during the process. 

After completion of works, home owners largely feel that their 
objectives are achieved (81%) or partially achieved (6%).

3Frontrunners point to problems occurring at all stages 
of the renovation process but mainly to problems in 
diagnosis (34%), design (31%) and execution stages 

(20%). Problems during hand-over and use phase are reported 
to occur less frequently.

Most frequently reported problems:
• Knowledge with architects/advisors (DESIGN) - 82% of 

frontrunners
• Independent energy advice as a starting point (DIAGNOSIS) 

- 76%
• On-site coordination and cooperation (EXECUTION) - 65%
• On-site quality inspection and control (EXECUTION) - 59%
• Flaws in concept/plan (DESIGN) - 59%

KNOWLEDGE AND SKILLS OF ACTORS INVOLVED 
AND QUALITY OF PRODUCTS

4Frontrunners today make ample use of instruments to 
increase their skills/knowledge on nZEB renovation and 
to ensure the quality of products used on site. Average 

market penetration of these instruments would rise from 56% 
today to 76% in the future.

Most frequently used mechanisms today:
• Handbooks, guidelines, guidebooks (88%)
• Training programs and courses (71%)
• On-site training or experience (65%)
• Quality labels and certification schemes for products (65%)

5Half of the home owners claim ensuring themselves 
about the skills of actors involved before deciding who 
to work with, it is however not entirely clear how. Most 

frequently reported mechanisms are: recommendation by 
people we know (25%), previous on-site experience (19%) 
and other means (19%) e.g. actors demonstrated appropriate 
knowledge during conversations with their client.

6Home owners very frequently turn to quality labels (81%), 
but also to independently recommended products (50%) 
to make sure products used on site are of appropriate 

quality.

INSTRUMENTS RELATED TO THE DELIVERY OF A 
COMMON END RESULT 

7Only a minority of frontrunners confirm the use of 
instruments to ensure all parties involved work towards a 
commonly agreed end result. Average market penetration 

could however rise from 25% today to 58% in the future.

59% of frontrunners indicate that usually, a proper energy 
advice is not performed, despite of it’s crucial role in 
identifying what energy savings measures to undertake. In 
about 50% of the cases home owner and actors do seem to 
have a common understanding on the end result by means of 
an informal agreement (47%).

8End result related mechanisms are however well 
appreciated by the home owners, provide confidence 
according to 50% of home owners.

QA instruments providing the highest confidence:
• Quality labels and certification schemes for energy saving 

renovation (75%)
• Energy advice according to code of good practice (63%)
• Informal common agreement on the aspired end result 

(56%)

INSTRUMENTS RELATED TO COLLABORATION AND 
COORDINATION OF THE RENOVATION PROCESS

9Only a minority of frontrunners today use instruments 
to ensure a collaborative and coordinated energy 
saving renovation process. However a high number of 

frontrunners point to problems related to on-site coordination 
and cooperation (65%) and to on-site quality inspection and 
control during the execution stage (59%). Average market 
penetration could however rise from 26% today to 48% in the 
future.

Only protocols, checklists, self-assessment instruments 
for renovation processes are used by more than 50% of 
frontrunners (53%). The appointment of a project/process 
manager in charge of overall coordination is however a rather 
uncommon practice in Belgium (24%).

10Process related instruments are crucial to tackle 
frequently occurring problems but do not play such 
a strong role in providing confidence to customers.

1. Data were obtained by means of a survey with 16 home owners that have 
undertaken an nZEB renovation, and by means of in-depth interviews and 
workshops with involvement of 17 frontrunners already engaged in nZEB 
renovation. For the applicable definition of nZEB renovation we refer to the 
Belgian nZEB radar (more information on cohereno.eu).

10 facts about Belgian home owners and 
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1The following aspects are of value to customers and play 
a role in the decision making process leading towards an 
nZEB renovation:

• Upgrade of the building (one or several problems trigger 
the process)

• Improved comfort
• Reduced energy costs
• Smooth renovation process
• Confidence in delivery of expected end result

A successful value proposition should appeal to this mix of 
drivers influencing the decision making process: aspects 
related to building conditions, environmental reasons, indoor 
comfort and health issues as well as financial motives. 

2The majority of the Belgian home owners (75%) do have 
a specific energy performance level in mind prior to the 
start of the renovation process. The value proposition 

should somehow address the energy performance level and 
specific energy saving targets that will be achieved.

What key activities do we need to create the value proposition, 
to reach the customers and to maintain good customer 
relationships?

1 To ensure all actors work towards a common end result 
all actors involved should commonly agree, together with 
their client, on the energy performance level and energy 

targets prior to the start of renovation activities. Today, this 
approach is only followed by a minority of frontrunners. The 
majority of the Belgian home owners (75%) however do have a 
specific energy performance level in mind prior to the start of 
the renovation process. 

2The starting point for an nZEB renovation should be an 
independent energy advice. 59% of the frontrunners 
today indicate that such an energy advice is generally 

not performed. This is the most common problem reported by 
frontrunners (76%).

3Third and fourth most frequently reported problems are 
lack of on-site coordination and cooperation (65% of 
respondents) and of on-site quality inspection and control 

(59%). Appropriate activities should thus be integrated to 
ensure on-site coordination, cooperation and quality control.

4Appropriate attention should be paid to activities related 
to hand-over and follow-up during use phase. Potential 
activities that can strengthen a business proposition are 

(1) delivery of a user guide with operational and maintenance 
guidelines, (2) follow-up by means of monitoring of actual 
energy consumption in the first years after completion and (3) 
maintenance contracts for specific building services

What key resources do we need to create the value proposition, 
to reach the customers and to maintain good customer 
relationships?

1 Home owners frequently turn to quality labels (81%) 
and lists of recommended products (50%) to make sure 
products used on site are of appropriate quality. The quality 

of the main products installed on site (building envelope or 
building services components) should thus be guaranteed by 
means of quality labels or third-party recommendations.

65% of frontrunners today already use quality labels and 
certification schemes for products.

2Other particularly valuable mechanisms that provide 
strong assurance to customers are performance 
contracting or other specific contractual forms.

What key partners do we need to create the value proposition, 
to reach the customers and to maintain good customer 
relationships?

1Partners involved in the business proposition should 
have the appropriate knowledge, skills and experience 
acquired through handbooks, training programs and 

previous on-site experience. Lack of knowledge with actors 
involved is reported by 82% of frontrunners as a problem. 

2Assurance of skills and knowledge of partners involved is 
also vital in order to attract and convince customers. The 
majority of clients seek information to ensure themselves 

about the skills of actors involved and 50% claim making sure 
about this before deciding who to work with. It is recommended 
to work with partners that feature on an independent list of 
recommended actors, with partners that work according to a 
code of good practice or a quality label/certification.

3A skilled and experience energy advisor should be 
involved in the partnership. Involving an energy advisor 
that works according to a quality label for energy saving 

renovation (e.g. Passive House Standard etc) or according to 
code of good practice (e.g. BEN-label) has the potential to 
provide significant confidence to customers (75% and 63%).

4The appointment of a project/process manager in charge 
of overall coordination is a particularly valuable potential 
solution to ensure on-site coordination, collaboration and 

quality control. Currently this is however still a rare practice in 
Belgium (24%)
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