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Problem. Although recent developments make it inevitable, participation has been rarely used as a commercial tool at the 

level of housing development. Furthermore, parties who serve the real estate market are not or hardly versed in marke-

ting, and the marketing is often limited to the communication around a project

Goal. Examine how end-user participation can be effectively used as a commercial marketing tool within the inner city 

area development, to reduce walk away and sales risk
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Motivation

Problem statement & goal of research

RE&H
 
Real Estate & Housing

How can a developer use end-user participation as a commercial marketing tool, focused 
on developing a customer-oriented housing program, in inner city area development?

(End-user) participation as a commercial marketing tool
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The housing market recently altered from a supply-driven market to a demand-driven market. This, together with the gro-

wing self-consciousness of citizens, demands a more customer-oriented development. As a result of the two develop-

ments, the developer should make more effort to sell its dwellings and pay more attention to marketing. Therefore, the 

interest in end-user participation as a marketing tool is growing. Due to the shift of the assignment to inner city area deve-

lopment, that forms the overarching framework
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End-user participation. Personal involvement of actors who discuss and ex-

plore their housing preferences, as well as ways to make their needs known 

to designers and developers

Co-creation [positioning research - development form between traditional 

development and DIY]. Any form of dialogue between the initiator and parti-

cipating consumer or organization, with the aim to create a new or improved 

product or service, in order to achieve an experience for the consumer and 

economic value for the initiating organization

Co-creation

Inner city area Housing market Marketing End-user participation/ co-creation

Restructuring & transformation
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Poptahof - Delft 1 2 3 Sion - Rijswijk 1 2 3 Strijp R - Eindhoven 2 3 Wiener & Co - Amsterdam 2 3 Delft à la Carte - Delft 3

Poor market

Restructuring

1100 dwellings and facilities

Red and yellow lifestyles

Information center, soundig board (2) and 

design studio (3*)

Poor market

Transformation

Approx. 1200 dwellings and facilities

All lifestyles

Website and information center (2)

Poor market

Transformation

Approx. 500 dwellings and facilities

Blue lifestyle, combinated with red and green

Information center, website, soundig board, focus 

group combinated with design studio (2 and 3*)

Good market

Transformation

69 dwellings and facilities

Red and blue lifestyles

Website (2), design studio (2 and 3*), 

eParticipation and focus group (3*)

Poor market

Transformation

55 dwellings 

All lifestyles

Design studio (3)

*Not applied yet
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Co-creator

Expert Representative End user

MODEL 1 MODEL 2 MODEL 3

Positioning 
innovation
lifecycle

Lifestyles

Identity

Level

Ratio 
marketing / 
involvement
end user

Focus 
marketing
Type of 
marketing

Marketing means

Core values 
communication

Participation 
means

Time use

Risk acceptance

Reference 
requirement
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Red Blue
Yellow and green 
(and red and blue)

Poor Good

Little               Large

Little               Large

Large                Little

Global plan Urban level Level of plot

‘Above the line’
‘Above the line’/ 
‘Below the line’ ‘Below the line’

Area marketing Location marketing Product marketing

Personal network/ 
local environment

Research data and 
interested people

Research data and 
interested people

MARKETING

END USER 
INVOLVEMENT

MARKETING
END USER 

INVOLVEMENT

END USER 
INVOLVEMENT

MARKETING

New media, experimen-
tal, colorful, images

Exclusivity Sober, cosiness, har-
mony, cohesion, text

Brainstorming 
session

Focus group, 
sounding board and design 

studio (on- and offline)

Design studio
(offline)

     NOYES

NO YES

MODEL 1 
(AS CATALYST )

PROCES AND PRICE 
CERTAINTY

MODEL 2 MODEL 3
MODEL 1

(FOR THE ENTIRE 
DEVELOPMENT)

(de eigen identiteit en  
t.o.v. concurrerende projecten )

GOOD MARKET

(
)

(
t.o.v. )

REASONABLE

IDENTITY

BAD GOOD

(
t.o.v. )

BLUE

TARGET GROUPS

RED YELLOW & GREEN

t.

)

MIDDLE

POSITIONING 
INNOVATION LIFE CYCLE

START END

END USER CONTROL

DELEGATED POWER

PARTNERSHIP

INFORMING

CONSULTATION

COOPERATION

NEGLECT

DENIAL
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URBAN AREA DEVELOPMENT PROCESS

MARKETING PROCESS
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TECHNOLOGY PUSH

DESIGN-DRIVEN

MARKET PULL 
(USER CENTERED)
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Adaptation
to the evolution of

socio-cultural models

Generation of
new meanings
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MEANINGS

Descriptive characteristics
The developer should:

General

Not see the customer-oriented developing as a temporary hype

Involve market knowledge early in the development process

Tempt the consumer himself

Monitor trends

Be detached from the result

Make use of segmentation for better reflecting to the value orientation of an area

Increasingly think in terms of potentially successful target groups

Have the expertises product innovation, process management, expectation management, 

relationship management and communication skills

Consider the following soft factors: consistent implementation of core values and 

lifestyles, positive coverage, trust, listening, speed, transparency, enthusiasm, flexibility, 

clarity, good mindset, responsibility allocation, empathy, financial incentives, respect, 

reciprocity, feedback, inspiration and encouragement

Develop facilities that can contribute to the process reliability

Re-engineer his process and construction flow

Also offer other types of development to serve the whole market

Regarding the first model:

Offer unique products and processes

Focus on the practical value and experience of the product rather than on the product itself

Deploy brainstorming sessions

Use new media for communication and make it experimentally and colorful looking

Regarding the second model:

Reward participants, even if they have not become end users 

Deploy focus groups, sounding boards and design studios

In addition to the above means, also offer online features (website and eParticipation)

Make the communication looking exclusively

Regarding the third model:

Employ a small grain size

Encourage individual participation trajectories, but do not overlook groups

Organize physical design studios

Guide the end users kindly 

Use the communication to show the atmosphere of the neighborhood and 

to explain things

RecommendationsConditions of application
Necessary conditions

Contributing conditions

CONTRIBUTING
CONDITIONS

from this research

Recommendations for future research

1

Investigate the 

possibilities of end-user 

participation among 

existing buildings

Now the assignment shifts towards 

renovation and (temporarily) 

reallocation due to the changed 

reality, it is interesting to see how 

end-user participation can be 

deployed in that sense

Research about 

extending the activities 

of the developer

2

Investigate the 

opportunities of sustai-

nibility related to end-

user participation

3 4

Investigate the 

possibilities of end-user 

participation in the 

rental sector

Due to the framework of the owner-

occupied sector it is also interesting 

to investigate the possibilities for the 

rental sector. Especially now the 

demand shifts to rental dwellings 

and developers often enter into 

cooperation with investors.

Because the developer has to do 

more effort to sell his dwellings, he 

should also start thinking about 

other business models

It is interesting to investigate to what 

extent end-user participation offers 

opportunities to bring the sustainabi-

lity aspirations of the entire project 

to a higher level

Owner-occupied housing


