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EXTENDED ABSTRACT 

The main goal of this investigation is to explore effective communication methodologies between architects and 

clients, within the interactions established between them both. The study focuses on moments that are part of the 

conception and development of an architectural project and its consequent preparation to the construction phase. It 

was intended the exploration of moments in which, due to disparities of education and unsuitability of exhibited 

materials, there are disagreements between the architect and its interlocutor. Sharing ideas becomes primordial 

when the interlocutor has the perception of “user”, more than just the “buyer”. 

Some episodes lived throughout the years in college have started, alongside with some uncertainties when it came 

time to expose a concept, a question-making process where many practices were questioned. This was very much 

driven by the way architects presented themselves and their projects, but more through the way architects could not 

clearly explain a line of thought in an evident way. These questions were the starting point for a study that became 

wider and afterwards more particular. It is clear that studying all communication processes in all scenarios and with 

all the different actors would not be a suited job for a master’s thesis. 

The main goals established on this investigation are defined as a consequence of two questions: 

–   How can an architectural Project be communicated effectively to a certain group of individuals? 

–   How can architects become better communicators? 

As a mean to answer these questions, it is necessary to analyse the channels in which information about the Project 

is being imparted, establishing the major difficulties and errors occurred along the transmission of concepts and 

information. The secondary objective of this investigation is to understand the way that architects can incorporate 

inputs given by other professionals. Hence, the third question of this dissertation is: 

-   How can architecture benefit from knowledge formulated in other areas, naming Communication Design, 

Real Estate Advisory and Marketing, applying concepts and strategies on its work, without losing 

coherence and authenticity? 

The analysis of some projects will allow conclusions concerning the way these professionals cooperate with 

architects and which practical inputs can they offer on an architectural Project. 

It is needed to restrict the universe of study in order to allow more specific and fruitful conclusions, to be applied 

on real projects. For this matter, the practice of architectural communication is studied, within the demand of 

workplaces - “corporate architecture”. The study was based on the work performed by some architecture firms and 

other companies that contribute to minor the flaws on these processes. The majority of the entities analysed are 

involved in “client-facing” stages, and on the preparation of its graphic supports. 

The election of this particular type of projects is justified by the relevancy given to communication on business 

activities, for example on the conception of workspaces. Contrary to what happens in housing, the creation of 

workspaces of a certain company requires the full understanding of the client’s goals, values and work methods. 
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On these cases, architecture has the opportunity to become a tool to communicate a brand. Moreover, studies have 

been proving that service and corporate spaces demands are growing at a strong pace. 

For the selection of case studies, it was necessary to appeal to experienced architects and other professional that 

work with communication applied to architecture, as a mean to obtain relevant information. These individuals 

provided important information related to the themes addressed previously, primarily on the corporate architecture 

projects. Through interviews that happened on each company's’ headquarters, the cases were discussed and many 

discussions about the theme were taken in order to better materialize the subject of study. 

There were identified three main problems that appear to be the ones identified on the case studies. For each of the 

problems it is formulated a set of scenarios that will be tested and evaluated in order to address the questions 

defined on the beginning of the investigation. Each scenario is related with one of the three areas of study - 

Communication Design, Real Estate Advisory and Marketing. 

a)     Architects use a speech that is not fully understood by their interlocutors. 

b)     Architects do not clearly express their ideas and concepts through graphic representations. 

c)      Time dedicated to dialogue with clients is not enough for the result to fully match their expectations. 

In order to better understand the type of work performed by architects nowadays in Portugal and all the 

contingencies to their work, the panorama of their activity was analysed, based on studies demanded by the 

“Ordem dos Arquitetos”. The importance of the evolution of the type of work performed by architects in Portugal 

allows to better comprehend the current situation of these professionals. 

 

As a conclusion of the crossing of many data, the conclusions are that: 

-   Corporate architecture projects are mainly performed by large firms (more than five associates), normally 

associated with experienced architects. 

-   This type of demand is relatively new in Portugal, although it is a rising type of market 

-   This type of demand is mainly reserved to firms located on the biggest urban centres, Lisboa and Porto. 

Corporate architecture is more active on cities because it is where big companies are located. 

-   On this investigation it is also important to study the type of demand and its relevancy to better 

understand the project answers given on the case studies. 

The importance of good projects on corporate spaces is becoming more significant. The workspace is now 

considered an asset for the company, as are the human resources. For this matter, the space allows to attract and 

retain talent on companies that bet on improvements as these, because people are becoming more and more 

demanding on this matter. The motivations that employees find when searching for a job do not only include 

financial and professional stability, but there is a growing desire to feel that the human component is assured and 

the space provides meeting and sharing of ideas. 
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The state of the art also includes investigations that concern three areas that seem to contribute positively to design 

projects and its presentation to a lay client, who is probably not aware of all the displays and terms used on the 

communication process. 

Real Estate Advisory, specifically on the area of Workplace Innovation offers to architecture a valuable contribute 

on the formulation of diagnosis, to start the approach to the problem. The inputs given by these type of entities 

allow architects to project more effective and efficient corporate spaces.   

A good workplace strategy should lead to projects that mirror the client’s vision, its culture and its position on the 

market, improving the image portrayed to the public. On the other hand, these contributions improve architectural 

projects in order to boost the flexibility of the company and its workforce, allowing a wider range of options inside 

the workspace and making easier the adaptation of the company to new social dynamics. 

  

On the business world it’s common that managers think that the objective of marketing, contrary to what is real, is 

to “sell” products directly. Its function is to sell products indirectly, by allowing companies to better address the 

needs of a demand. Marketing is not also directly concerned in creating need, but indirectly by creating products 

that satisfy those needs. 

The marketing of architecture is intended to, in one hand, show the client that the solution developed by a specific 

studio is the one that addresses the client’s needs in a more complete way and, on the other way, develop 

communication strategies adopted by the architects to produce better graphic supports. 

The main function of marketing within architecture is to shift the focus of the project from the “seller” (architect) to 

the consumer (user) in order to find a more suited solution for the initial situation. 

 

Finally, the role of designers on the communication process is not to produce means of representation of 

architecture - at least not the typical means. They also give contributions on the reading perspective of the drawings 

and suggestions in order to make technical drawings easier to read for lay publics. 

This way, designers think and produce alternative means of representation (schemes, axonometric, 3D models), as 

a way to introduce these elements in presentations or descriptive documents, while they improve drawings 

produced by architects, helping them acquire graphic sensibility. The contribution of design is rare on national 

market, due to the dimension of firms that does not allow designers to be hired and have enough work for a full 

time collaboration. 

 

As a support to the State of the Art, the communication processes in architecture are studied in retrospective in 

order to better understand the context in which these processes began to take place. The importance given by the 

architects on these processes is not a recent event. The four episodes developed show this and help to confirm that 

corporate architecture is a quite recent demand. 
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As a means to materialize in real situation the problem referred previously and the references of knowledge that 

were developed on the State of the Art, we will identify cases in which the use of techniques developed in other 

areas of knowledge were effective to solve problems encountered. The most representative cases studied are the 

ones portrayed, and involve medium-big companies (more than 25 people), that represent the most generic case of 

this kind of projects in Portugal. 

This practical investigation does not intend on evaluating the practical design solutions adopted in each case, but to 

describe in detail the development processes of the design concept and its presentation. The relation between 

architect and the client was also studied on each case. 

The partnership between By and Openbook began two years ago and the works in which they collaborate are 

becoming more numerous and fruitful. This collaboration has been initialized in each time earlier stages of the 

projects, as a mean to allow a wide learning opportunity for the architects and taking better advantage in the type 

of work performed by a marketing agency. 

Openbook’s architects learned in which ways they could adapt their speech towards the clients, whether the spoken 

one or the images and drawings portrayed on presentations. 

The case of Delloite’s new headquarters in Lisbon is one to watch. It was a great example on how can a workplace 

innovation company contribute to the diagnosis phase, that is so often forgotten. The means of representation used 

by the architecture firms on the competition were decisive to this case, on the election of the winner. Openbook 

were the ones to better demonstrate willingness to cooperate with the client and to work from their inputs, instead 

of choosing to develop the concept at their own will. 

The third case study displayed on this thesis is about the new headquarters of 3M Portugal, in Parque das Nações in 

Lisbon. The process was a clear example of non reflexive practice of architecture, in which the drawing used by the 

architect to develop the project were the same showed to the client, that did not fully understand the project that 

was being shown to them. As By entered on this process, the approach was totally different and it showed on the 

supports exhibited  

The final example is Promontório, an architecture firm of 50 employees that incorporates two designers, that 

collaborate with the architects on the revision of the drawings created by the them. This division of tasks allows the 

architects to fully concentrate on the design process, rather on the communication phase of the projects. 

  

The information gained in each of the Case Studies was crossed to try to extract general conclusions and, for each 

one of the three problems identified on the beginning, one or more of the disciplines studied were able to help on 

the resolution of these situations. This proves the adequacy of Communication Design, Real Estate Advisory and 

Marketing as disciplines that improve the performance of architects on these types of situations. 

The first thing to understand by the union of all the information is that there is a clear connection between all the 

addressed subjects because, in one way or the other, all of them intend to contribute to better architectural projects. 
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Concerning the problem “A”, that is related to architect’s spoken language, it is clear that the subject related is 

Marketing. Architect’s speech is so many times too technical and find in marketing the rules it needs to improve its 

adequacy to the interlocutor, as it is done in advertising. 

However, on the Case Studies it was clear that this is not a topic that represents hindrances on the communication 

processes, because architects are already aware of the need to adapt their language to the type of public to whom 

the message is addressed. None of the clients referred difficulties in understanding the information transmitted by 

the architects through their speech. Consequently, it is possible to say that this problem is not a concert on the 

panorama of architecture in Portugal. 

The second problem is related to bad expression of thoughts through the graphic supports. Both Marketing and 

Communication Design have inputs to give on subjects that concern the production of drawings and images that 

intend to convey design concepts and ideas. The contributions given may include both strategic or graphic inputs, 

but it is clear that both disciplines can improve the results of this collaboration. 

All Case Studies have shown some aspects that can be related with this second problem. In the first Case, 

Marketing agency By has been giving significant contributions to the formulation of drawing that are shown to 

clients along the design process. Besides, the strategy that plans the order of images displayed was also adapted to 

a more suited and effective arrangement, in order to create a full understanding of the projects presented. On the 

case of Deloitte, the election of the right supports was fundamental to elect the winner proposal. On the 3M 

headquarters’ project, the first proposal was neglected due to bad adequacy from the drawings to the context. 

Finally, the case of Promontório is one in which the graphic supports are central. 

Finally, the third problem addressed is related to the time spent listening to the client and its needs on a particular 

project. The solution for this subject can be encountered within the knowledge that Marketing and Real Estate 

Advisory provide. Both areas develop activities on the moments previous to the design project phase, where a good 

diagnosis is fundamental in order to correctly trace the lines that will guide the work. 

However, whereas Marketing worries about using the time with the client to adequate the concept of the project to 

them, Real Estate Advisory uses that time to elaborate a profile of the client and to figure out the needs of that 

particular company. This is why this type of company spares time of the architects that would be misused. 

Three out of the four case studies have shown some relation with this situation, which reveals the relevance of the 

subject among this study. The examples which materialize this problem are the collaboration between Openbook 

and By, the Deloitte Hub and the case of 3M’s headquarters. 

Through the observations, it was concluded that the time dedicated to dialogue with the client is something that 

has been improving, but still has some way to go, because it is clearly not sufficient. 

The questions elaborated on the beginning of this investigation should now be answered based on the Case 

Studies, that should allow a clearer response to this matter. And so, it is questioned again how can an architecture 

project be effectively communicated to a particular addressee and how can architects become better 

communicators. 
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The answer to the second question seems to be that architects need to be more aware of their skills, understanding 

in which areas of knowledge can they deepen their expertise. It is also important for architects to be aware of the 

tools they have available to communicate an idea, namely the graphic supports.  

On the decision making process that architects go through, it is possible to conclude that architects can only benefit 

from the inputs given by other areas of knowledge, which give precious contributions in aspects architects could 

never achieve, and maybe they do not have to, because each profession could only be focuses on its primarily 

functions. If architects have always been the profession that “knows a little from many areas”, communication can 

just be another one of those areas, in which architects are aware of the issues, but it is not their job to solve them, 

in order to be more focused on the design project itself. 

By its nature, corporate spaces are obvious examples of this expression of mutual aid between different 

professionals. The interviews to architects allowed to confirm that corporate architecture is still a small market in 

Portugal, but the opportunities are growing and gradually becoming more interesting.  

Whilst there are no alterations on the academic formation of architects, the all graduated professional can begin to 

analyse their practice, and making decisions in order to have a better performance, either by improving one’s skills 

or by resorting to some other professionals on the needy area. 

Another conclusion of the investigation seems to be that there is still mistrust for architects and architecture 

students in everything that is related to the assembly of a project for its selling and everything that is commercially 

related to architecture. This view of the situation is motivated by theories and working philosophies that are dated 

and detached from what it is the reality of architecture nowadays and what are the motivations of clients when they 

approach an architect. 

For this matter it is necessary for architects to be aware of the need to effectively communicate architecture to their 

receivers without letting this overcome the truthfulness or the quality a project should contain. The awareness of 

the need to sell architecture projects can only benefit the practice of architecture because it gives architects a real 

perspective of the users of the space and not only the need to just “create space”, obliging architects to create 

something that addresses a set of needs. 

It is also a conclusion of this study that images can not be a purpose of architecture and of the creative purposes, 

by it selves. Architecture does not intend to build images: they only help architects to better transmit their ideas and 

concepts. Therefore, it is crucial that communication is something that is present on the design process from the 

very beginning, in order for that to be part of the core of the project. 

The investigation developed might be something inserted on a much wider study, that would revise all 

communication devices and techniques played by architects. For that to happen, the knowledge acquired on this 

dissertation could be applicable to the overall of projects, because they all comprehend the shaping of spaces in 

order to create something that will improve one’s lives. If the focus is directed to the user, the whole process up 

until the using phase of the project will be more focused on the building of languages that all the parts understand 

and dominate. 
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This study focuses primarily on the practical part of communication, in which the methodologies are materialized 

because, although “communication” is a subjective term, the importance of its study is not diminished by that 

matter. Instead, it is exactly because of its subjectivity that this themes are relevant to study, in order to solve the 

more doubtful parts of these processes, so that it is possible to come to a universal rule that guides all their 

communication processes in architecture. This work is just a starting point for other typologies where, using the 

same parameters of analysis it is possible to obtain conclusions. An example could be the projects of big public 

equipments such as museums or cultural complexes. 

Finally, the conclusion is that architecture is so much more suited to the situations as the more “humanized” it is. 

By “humanized” it is understood that it is focused on human values, both from the architect and the client. If it is 

certain for all the stakeholders that architecture is intended to serve people, the final outcomes will certainly be 

more suited to individuals’ needs. With the progress of mentalities and of so many other aspects in so many areas 

of knowledge, it is necessary to raise awareness to the fact that architecture on the 21st century will be as better as 

it is more thought for people. It is needed to adjust the focus of the profession in order to decentralize it from the 

architect, giving less relevancy to the “artist”, and its desires, so that the focus is turned to the receivers of the 

work. The emotions and all that moves individuals must be the primarily concern of those who are in charge of 

creating architecture. 

Portugal is a few steps behind in order to achieve a full understanding dialogue between architects and lay clients. 

However, this kind of approach is already being adopted by some professionals. Portuguese architects are stepping 

up to understand how they can respond to the successive advances of technology and forward-thinking new 

clients. These professionals find a dilemma when they do not want to lose “truthfulness” in their projects, but 

understand that their work should address and attend a certain client’s needs. It is on the adequacy to the user that 

architecture finds its full meaning. 

  

  

 

 

 


