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Executive Summary 

Request2Action is a programme across nine European countries, co - funded by the European Commission. Its focus 

is on how data from Energy Performance Certificates (EPCs), alongside other data, can be used to promote home 

energy efficiency. The current state of the building stock is being monitored in many European countries and energy 

related information is collected more and more in regional or national EPC databases.  

Within this framework five Hubs are being developed within the topic of energy renovation for residential housing. In 

this deliverable, general guidelines to design and build any type of Hub are presented. The aim is to support the 

creation of any type of Hub for any type of target group. 

The guideline is split in three steps: 

 Before devising the Hub 

 Hub development 

 Long-term strategy 

These three steps are summarized below. For more details, please, refer to the content of this deliverable. 

1.  Before devising the Hub 

Before diving into the real implementation, a relevant question to answer is why a Hub? A Hub is defined as a 

centralized platform of different sources of information involving collaboration with a number of stakeholders. If 

building a Hub is the best channel to fulfil the intended objective, then we recommend to continue reading this 

guideline. 

First of all, market research should set the scene for the Hub manager and help placing the Hub within the already 

available Hubs or tools. A competitive analysis will clarify the open gaps in the market as well as the needs that still 

must be covered. 

 

When designing the Hub, several items should be taken into account: 

 Target audience and aims 

 Type of information 

 IT tools: think ahead on sustainability/ open source/ costs/ match your needs 

 Engagement of stakeholders 

 

A Hub may be built with one or various aims. These can be: 

 Knowledge platform: Information distribution e.g. statistical data, applicable legislation, funding and 

financing possibilities 

 Advice: it can include information on the general issue, dedicated advice on the user’s situation, calculation 

tools… 

 Network creation: Either between two or more market players  

 One-stop-shop: Access to the complete value chain service or combination of several services for a tailor-

made meta service. 
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Depending on the type of information that there is available and the term and conditions for its use the Hub can 

address one or more target groups. The IT tools employed to develop the Hub are linked to the type of information 

available.  

 

There are always various ways to present the information, when choosing the IT tool, confidentiality levels and 

behavior of the target group should be taken into account. 

 

At this phase, the stakeholders can be already engaged by a series of feedback loops. They are the experts in the field 

which can steer the Hub manager in the correct direction. 

 

Once the Hub has been designed, the next step is the development. 

2.  Hub Development 

In this second phase, the actual implementation of the Hub takes place. The process should be iterative. At several 

intermediate points, the stakeholders should be informed; new ideas may come up during those discussions 

enhancing the performance of the Hub. This process requires a flexible Hub manager. 

 

Once the first beta version is finalized it should be tested thoroughly. Normally the close environment of the Hub 

manager will test it and debug it. Nevertheless, it is important that real future users of the Hub also test it to give 

feedback on features and functionalities. 

 

At this point in time, it is already important to think about the long-term of the Hub. An exploitation plan should be 

composed for a sustainable future. The stakeholders’ consultation can give the Hub manager an idea of the 

commercial interest by the different target groups. Willingness to pay for the service and or for the product itself will 

be a useful input for the business plan of the Hub. 

 

After finalizing this phase, the Hub is ready to be released to the market. 

3.  Long-term strategy 

Once the Hub is launched and made available to the stakeholders, there should be continuous work on maintenance 

and improvement of the Hub. Technology evolves constantly and the Hub may become quickly obsolete. Upgrading 

the Hub with new functionalities and features will avoid going out of the market.  

 

It is also important to monitor the activities of the users in the Hub, there is software that deliver statistics on log in 

and activities. Tracking the sections of the Hub that attract more activity will help the Hub manager defining the 

necessary improvements for an optimal Hub usage. 

 

Last but not least, promotion and marketing of the Hub should not be underestimated. The marketing actions should 

be tailor-made to the targeted group: message and channel amongst other. 
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CHAPTER II  Introduction  

Request2Action is a programme across nine European countries, co - funded by the European Commission. Its focus 

is on how data from Energy Performance Certificates (EPCs), alongside other data, can be used to  promote home 

energy efficiency. The current state of the building stock is being monitored in many European countries and energy 

related information is collected more and more in regional or national EPC databases.  

In order to get insight into the development of the energy efficiency in buildings the analysis of the recorded data is 

necessary. Investigations in the use of EPCs in refurbishment market show that in many countries there is little 

experience in monitoring the implementation of EPC recommendations.  

Within this workpackage, five Hubs are being developed to pilot and exemplify EPC data and insight Hub applications. 

Hubs are usually a web-based platform or tool where information available at various locations is centralized. A Hub 

can have one or several aims, from being a knowledge platform to become a one-stop-shop. The target groups will 

depend per aim. The spectrum of possible content is very broad e.g. energy renovation, tourism information, services 

offer. 

Within Request 2 Action, Hubs are being developed in the field of energy renovation of residential buildings by 

ADENE (PT), CRES (GR), ENEA (IT), EST (UK) and VITO (BE), each tailored-made to their specific country situation. For 

the long-term, the Hubs should be financially sustainable that is why business plans are created for each of the Hubs, 

outlined in the deliverable 4.3. of this project. 

Within this deliverable 4.2, input from deliverable 4.3 and the actual partner experience on designing and building 

hubs are condensed to generate this guideline to support future Hub’s implementations. The guideline is split in 

three chapters: CHAPTER III is devoted to the steps needed before devising the Hub; CHAPTER IV is dedicated to the 

phases during the Hub development and finally CHAPTER V discusses over the long-term strategy, including 

promotion and future developments. 
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CHAPTER III  Before devising  the  Hub   

Even before starting to build a Hub, there are some quite crucial decisions to be made. The correctness of these will 

determine the future success of your Hub. In essence, the Hub needs to give the best available answer to the target 

audience need(s), providing a unique user experience. It should match their characteristics in language and level of 

technicalities as well as be attractive and easy to use. In this chapter we will describe the number of questions that 

you will need to answer as concretely as possible to correctly design the Hub. 

The key questions to answer are: 

- Why is a Hub needed? 

- What is the purpose of the Hub? 

- How to design the Hub in the best way? 

1.  Why a Hub? 

The Cambridge dictionary defines a Hub as “the central or main part of something where there is most activity”. 

When translated to a website Hub, it means a website where several actions or activities are concentrated around it, 

as represented in Figure 1. Centralizing several sources of information is the core added value of a Hub.  

 

Figure 1: representation of a website Hub. 

A Hub is the correct answer when one or several stakeholders can benefit from a unique information platform or 

networking site. 

2.  Hub aims and target group 

In general, there are various aims that the Hub could be designed for: 

 Knowledge platform: Information distribution e.g. statistical data, applicable legislation, funding and 

financing possibilities 
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 Advice: it can include information on the general issue, dedicated advice on the user’s situation, calculation 

tools… 

 Network creation: Either between two or more market players  

 One-stop-shop: Access to the complete value chain service or combination of several services for a tailor-

made meta service. 

A Hub may fulfil one or more of the previous aims. 

Moreover, a Hub does not necessarily address only one audience group, perhaps the Hub to be developed can serve 

for various groups. Sometimes this fact only comes clear after discussing with various stakeholders. Here below the 

list of possible target groups: 

 Consumers 

 Professionals, service providers, technicians, companies 

 Architects, engineers 

 Energy consultants, experts 

 Energy inspectors 

 Public administration 

 Associations and profession guilds 

 … 

It should be noted that each of the target groups will have different objectives, background knowledge and data 

access. This poses a challenge that requires to be addressed and resolved properly. Type of language and level of 

detail per target group should be agreed upon, e.g. the consumer would preferably be addressed with an informal 

language and less technicalities while the energy expert would appreciate more technical details in a formal 

language. This should be taken into account in the next sections. 

3.  Designing the Hub 

3.1 Market research 
The idea of building a Hub probably came up from an identified market niche or a concrete need. However, a 

detailed analysis of what there is already available is needed: a market research is necessary.  It is crucial to 

understand the advantages and disadvantages of each of the existing solutions, so that they can be taken into 

account in the Hub development. 

The market research might be complemented with a competitive analysis summarizing what already exists and its 

advantages and disadvantages. The upcoming Hub should fill a market gap where either no-one is present or the new 

Hub offers a competitive advantage that cannot be refused. 

In order to save time and money, it is important to build upon previous experiences as much as possible. Looking for 

synergies with already existing hubs to avoid standing alone will maximize the acceptance of the proposal. 

There are several ways to do that, desk research has the lowest threshold and is an unavoidable step. Nevertheless, 

we advise the Hub manager to go to the field and talk to the target group(s). They will clarify their needs and views 

on the topic as experts in the field. Ideally, a representative sample per target group should be interviewed. This can 

be done through (one or several) workshop of stakeholder engagement. 
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3.2 Type of information 
The target audience and the aim of the Hub derive which information is needed in order to setup the Hub. Per 

definition, information available at various places or databases will be gathered and processed. Exploring the sources 

of data at disposal is the key. It is important to check which data is available, which are the sources, the format of 

that data and the confidentiality level that applies to it. All these characteristics will define the technical design of the 

Hub. More information on the technical design is described in CHAPTER IV 1.  

How to deliver the relevant information to the target audience has to be decided. It should have a clear, appealing 

and easy-to-find presentation. Visuals, either based on GIS maps or other techniques, are appreciated. Note that the 

available data will also determine the possible representation.  

There are very different sorts of information that could be collected and presented, its availability and confidentiality 

level depend per country. There are e.g. information on the status of the building stock, real energy consumption, 

financing mechanisms for renovation measures, lists of supply chain companies… to name a few. 

EPC databases can be a good starting point to support the Hub. The status of a building stock can help policy makers 

on defining effective renovation incentives for a specific area or situation. It can also support the supply chain 

focusing their marketing efforts on the areas with a higher need of their services or group purchases could be 

organized.  

Once decided the type of information, the structure of the Hub has to be outlined. The information should be 

structured in a funnel way, more details are available when exploring further within a certain category. When various 

target audiences will use the Hub, it should be decided whether the information will be separated per section or 

everything will all be found at the same location. In general, it is important to keep a simple view in order to not 

overwhelm the user. 

3.3 IT tools 
The variety of IT tools available is large. An IT team of specialists should make the final decision. This team can be 

composed of programmers, database managers and designers. The intention of this guideline is not to present an 

exhaustive list of those tools or advise on the most suitable tools but rather to present a list of points that should be 

taken into account when discussing with the IT specialists.  

The decision on the exact IT tool to use does not need to be made at this early stage but rather at the Hub 

development phase. However, at this point in time one can already start thinking on some implementation 

characteristics: 

 Is the Hub going to be an open source platform? 

 Is the Hub going to be built on open source software? 

 What is the budget for development and future maintenance? 

More details on the IT tools decision follow in CHAPTER IV 1.  

3.4 Engagement of stakeholders in the designing phase 
Collecting enough stakeholder feedback is an important element that should be done upfront or during the design 

phase if possible. The challenge is that most users will either want everything or will not know what they want until 

they see a prototype or are given some sort of constraints.  

Collecting feedback is an iterative process starting upfront during the design phase, and then getting more feedback 

after the prototype of the Hub and mock-up reports and maps are created. 

The stakeholder feedback should focus on: 
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 User needs, objectives, problems the data is trying to solve 

 Content, format, functionality of the reports/maps 

 User journey and overall structure of the Hub 

 How to overcome obstacles (providing contact etc.) 

 

 

Figure 2: Schematic decision flow of the first phase in the development of a Hub. 
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CHAPTER IV  Hub  Development  

The Hub has been designed, target groups and aims are defined. Then it is time to move to the actual 

implementation, create mock-ups and release the first beta version. At this phase, the long-term strategy should 

become clearer, the Hub manager should start creating an exploitation plan. 

The most important questions to answer now are: 

- What is the best way to build the Hub? 

- How to best test and improve the Hub? 

- How to ensure sustainability of the Hub? 

1.  The building process 

Building the Hub should be an iterative process in collaboration with the stakeholders. Having periodic meetings on 

the design and informing them about the progress will provide valuable feedback on the features. New ideas may 

pop up as the Hub becomes tangible. This type of progress requires flexibility and budget control; new ideas are 

normally a synonym for new budget required. 

The way in which the Hub content (e.g. maps/reports) is organised can directly impact the time, cost and quality of 

the Hub. It requires qualified staff and time to design, populate and customise maps/reports. Some examples of 

organisational considerations include: 

 Scale of the data (geographical scope) 

 Detail of the reports (e.g. variables, variable categories, time period, geographical location, query tools, 

dashboard) 

 Number of reports/maps 

 Number of layers in the maps 

 Functionality of the web maps (e.g. ability to run queries, take screenshots, toggle between layers, export 

data to Excel) 

At the designing phase, the quality of the Hub and the available budget should be analyzed. Regarding quality, the 

performance of the reports/maps has to be ensured e.g. will the report crash when users try to run queries? Will the 

maps load/buffer quickly enough? Are the maps/reports meeting user needs and requirements. 

With respect to the possible incurring costs, it should be taken into account the following items (more details on the 

business case are described in section 3.1): 

 storage costs money – hardware cost to store/backup the data on internal servers and host reports/maps on 

a webserver.  

 staff costs - who will prepare the reports, manage accounts, administer the Hub.  

 software - cost to produce the map layers and create the web map application in terms of licenses or others. 

If at the design stage it was decided to include separate sections for the different users, this means that user 

accounts would need to be setup. There will be a registration process which may imply some person time to manage 

and approve the registration requests. The level of confidentiality would need to be respected for all the users, that 
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might mean showing the same information with different aggregation level per user. It may require generation of 

quite a number of roles and users with different visualization rights or creation of several versions of the same page 

with special visibility settings so that content is customised to the user viewing the page.  

Some of the technical decisions to be made include: 

 Web server - who is hosting the Hub? What are the hosting charges? How much capacity on the server is 

required? 

 SSL certificates – is the Hub secured? What’s the processing for securing the data? 

 Evaluation – how is usage of the Hub going to be tracked (e.g. Google Analytics, Web-Stat, WP statistics…)? 

Does this need to be setup before the site is deployed? See also CHAPTER V 2.  

 Bulk user creation – is the Hub going to allow administrators to generate user accounts automatically from a 

spreadsheet or will user accounts need to be generated one at a time? 

 Accessibility – does the Hub need to work on all browser types? Is mobile access a requirement? 

When bringing together multiple third party or commercial data sources, detailed understanding of the licensing 

terms and conditions governing use is required. It is important to sort these up front as they affect many of the other 

components of the project, for example: 

 Content production – do reports/maps need to be customised for specific users? How many reports/maps 

are needed? What variables or datasets can be included in each one? What geographical level(s) can the 

reports/maps be released?  

 Website development – do you need an authentication process to ensure data licenses are upheld? If there 

is a registration form, how is it designed? Which pages of the Hub are visible to which users? 

 User permissions/access – how many user roles/permissions are required? What level of access should each 

user have? Can the maps/reports be shared publically or do the maps/reports need to be password 

protected? How many accounts/GIS software licenses are required? 

Another point to analyze in detail is the cost of software licenses. Quite a number of options and open source 

software are available. Performance, number of licenses and costs have to be cross-checked in detail before making a 

decision on the software/licenses to buy. 

2.  Testing the Hub 

When the first beta version is available, intensive testing is required to eliminate the last bugs that could still be 

present. It is important to not only let the Hub’s manager test it but also a bunch of real users from the target group. 

As not every user profile is attracted by the same type of information or language, the beta version should be made 

available to other users than the project partners which will most probably have the same expert profile as the 

developing manager. 

A point to remember is that providing too much information at once or not in a clear structured manner may scare 

off users. If consumers are (one of) the target group social or behavioral scientists should test the beta version. 

Eventually, these experts can also be involved at the first stage of the Hub development. 
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3.  Sustainability of the Hub 

Creating an exploitation plan may seem an activity for the following chapter on long-term strategy; nevertheless, this 

task helps rethinking of the target groups, content or even IT tools to employ. Therefore, it is worth starting work on 

it as soon as possible. 

Sometimes, the importance of putting the business plan in writing is underestimated. If the Hub manager is 

technically oriented, (s)he may forget about the business plan. Independently from who owns the Hub, it should be 

financially sustainable in the long-term. More details on possible business cases are given in Section 3.1 

The business plan describes what the commercialization company plans to do and how it plans to do it. General 

company’s business plans describe the business goals, the strategies to meet them, potential problems and ways to 

solve them, the organizational structure of the business and the financial plan. Thus it usually contains a business 

concept, market place and financial section. The first two sections were addressed in CHAPTER III , within this 

Chapter, the financial part is addressed.  

The business canvas is a wide-spread way to summarize business plans. It is a summary and graphical representation 

of the business plan consisting of 9 building blocks that together complete the business model. The canvas is the 

overall framework. 

The building block of the business canvas consists of two main categories (See Figure 3): the left blocks describe the 

logic and how the business model seeks efficiency and the right side describes the value of the business model. The 

value category represent building block 1 – 5: 1) Customer segments, 2) Value proposition, 3) Channels, 4) Customer 

relationships and 5) Revenue streams. The efficiency category represents blocks 6-9: 6) Key resources, 7) Key 

activities, 8) Key partners and 9) Cost structure. 

Next to the business canvas, cash flow statement, balance sheet, and break-even analysis are usually presented and 

prepared in a spreadsheet format in order to complete the financial part of the business plan (see section 3.1) 

Holding commercial contacts with potential buyers or partners will provide the Hub manager with valuable feedback 

that will help the Hub manager finalizing the exploitation plan e.g. about how much they are willing to pay etc. 

In the next paragraph, the business case sections are described more in detail. 
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Business model canvas 

Key partners                 

 

Key activities                 
 

Value propositions                 

 

Customer relationships                

 Customer Segments               

Partners/Suppliers: 

(who is required to help upstream and 

downstream?) 

 

(Production? Problem solving? 

Platform/network?) 

 

What value do we deliver to the 

customer? Which problems are we 

solving? What are we offereing? What 

needs are we serving? Newness, 

performance, customisation, ‘get the 

job done’, design price, lower cost, 

lower risk, accessible , convenience 

 

Relationship with customer? 

Established? Costly? How to keep 

customers? 

 

For whom are we creating 

value and for what sector? 

Who are most important 

customers? Mass vv niche 

market? Segmented, 

Diversified, multi-sided 

platform? 

  

Key resources                 

       

 

Channels                
 

Infrastructure to create, deliver, and 

capture value. Physical, intellectual, 

Human, Financial) 

 

How to deliver value proposition to 

Customer segment 

 

Cost structure                 

 
     Revenue streams              

 

    

What are the most important costs? What key resources are most expensive? What key activities are 

most expensive ? 

What price model to capture value? Willingness to pay? Types of revenue asset sale, usage 

fee, licensing, advertising, through consultancies? 

Figure 3: Business model canvas template. 
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3.1 Business case  
The business case is intrinsic per Hub. It details the revenues and costs streams. One of the first decisions to make is 

whether the Hub is going to be built and maintained for profit or not-for-profit. This depends on the status of the 

Hub owner. Governmental agencies may not be allowed to gain profit on a product developed with public money. 

The cost and revenue streams are described more in detail below. 

(1)  Cost stream 

Cost streams are usually related to the maintenance of the hardware and software; that is storage costs, licensing 

costs, marketing and PR costs. Another component is human resources on the management and administration of 

the Hub content and users. 

Summary of potential costs: 

 Development phase: 

o Staff costs Hub manager 

o Organization of stakeholders engagement workshops 

o IT team  

o Software costs: licenses… 

o … 

 Maintenance phase: 

o Staff costs Hub manager, IT team, PR team 

o Hardware costs: storage… 

o Software costs: renewal of licenses 

o Marketing, stakeholders engagement workshops 

o … 

(2)  Revenue stream 

It is not the intention here to summarize all the funding possibilities since that depends on the regional situation; for 

that information we advise the Hub manager to investigate in detail its particular possibilities. In general, there are 

three types of revenue models: 

 Fully State funded model: in this case the company owning the Hub receives enough funding from the 

government to cover the costs. All the revenues come in the form of an annual fund or donation that can be 

dedicated to the Hub and/or encompassing several services that the agency performs for the state. In this 

case, the Hub is normally built as not for profit. 

 

 Fully private funded model: the income comes from privately owned entities. The Hub might be built for 

profit. It can be that a private company buys the Hub for their own use or that various private companies 

pay a fee for the use of the Hub or for advertising in it. An estimation of number of users/advertisers must 

be done to estimate the fee. The Hub can be built for or non-for-profit. 

 

 A mixed public-private partnership: in this configuration part of the income is received from the state 

funding to partially cover the costs and it is complemented by private funding. Again, the private company 

may come from a solely company or from various companies paying a using or advertising fee. The Hub can 

be built with the intention of making profit on the product or not for profit; it will mainly depend on the 

terms and conditions for the public funding. 
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When the Hub is being developed within a project and the commercial strategy is envisaged from the beginning, the 

company that will later on commercialize the product can be taken on board as a partner. Another way is that the 

consortium partners decide at the final stage of the project to pursue the commercialization road by creating a spin-

off for example. 

Summary of potential revenue stream: 

 Development phase: 

o Governmental funding, subsidy, project funding… 

o Own funding 

o … 

 Maintenance phase: 

o Governmental funding, subsidy… 

o Fee paid per usage or advertising 

o Own funding 

o … 

 

 

Figure 4: Schematic diagram flow of the Hub development 
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CHAPTER V  Long -term strategy  

Once the Hub is launched, the maintenance and improvement part of the job starts. In this chapter, general guidelines 

for the promotion and future developments of the Hub are described.  

The key questions to answer are: 

- How to promote the Hub in the best way? 

- How to ensure the continued use and usefulness of the Hub in the long-term? 

1.  Promotion of the Hub 

It is important for the success of the Hub that users know that the Hub exists and that they see the advantages of 

becoming regular users (if applicable). When the Hub gives a certain advice or commercial indication, the user must 

trust the Hub, otherwise he will not take the next step in the customer journey.  

There are various ways to get the user to trust the results of the Hub. One of them is making the Hub available via an 

independent party such as university, governmental institutions or associations. Another way to get the user to trust 

it is by benchmarking the results with already accepted or established tools. 

Another important piece of the puzzle is the marketing actions. Important is to spread the information to appropriate 

target groups with the correct message, language and communication channel. For example, when the target is a 

young family composition, social media and informal language should be preferred. While if the supply chain 

companies are to be addressed, more technical details could be included in ads e.g. professional magazines or 

associations newsletters. In any case, it is important to not overflow the recipient with too much information or with 

information (s)he is not interested in.   

The market strategies can be designed and implemented by the owner of the Hub or via a third party. Several factors 

may affect this decision: budget, human resources, accessibility to the target group(s)… 

2.  Monitoring and future developments 

After any communication campaign it is important to evaluate and measure the impact of it to become more 

effective every time. The same applies to monitoring the use and activity of each user in the Hub. This exercise 

provides relevant information on which sections of the Hub are more attractive for which audience and which of the 

sections are not delivering the expected results. 

Nowadays, several tools exist to track users and activities such as google analytics or other payable software.  

Moreover, a feedback section can be implemented in the form of a questionnaire or forum. It is important to keep a 

close contact with the target groups to gain a clear understanding about why or why not the Hub is used up to the 

expected level, which sections need improvement or what is still missing as information or feature. 
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Even if the Hub is well received and used by the target groups, it should continuously be improved with new features, 

new technologies that will make it lighter, faster and state of the art. For example, if the Hub was initially created for 

computers only, it could be expanded to other medium such as smartphones and tablets. 

Remember that: “The tools that last are the ones that provide a unique user experience” Danny Devriendt 
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CHAPTER VI  Diagram flow  for a Hub  

 

Market research 

Yes 

No 

Decision on target group(s) and aim(s)  

Stakeholders 
satisfied? 

No 

Check information available, terms & conditions  

Decision on IT tools 

Business model final 

Implement ation  

First design, mock-up 

Business model draft 

Yes 

Beta version, testing  

Stakeholders 
satisfied? 

No 

Yes 

Stakeholders 
satisfied? 

Release 
Promotion 

Maintenance 

Figure 5: Diagram flow for the design, test and release of a Hub 

- What is the purpose of the Hub? 

- Why is the Hub needed? 

 

 

 

 

 

 

 

 

- How to design the Hub in the best way? 

- What is the best way to build the Hub? 

- How to ensure sustainability of the Hub? 

 

- How to best test and improve the Hub? 

- How to promote the Hub in the best way? 

- How to ensure the continued use and 

usefulness of the Hub in the long-term? 
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Á List of acronyms 

GIS Geographic information system 

SSL Secure Sockets Layer 
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