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Executive Summary 

The deliverable describes methodologies, strategies and measures for recruiting and training 
professionals, staff and visitors in SMARTSPACES pilot sites. Recruitment comprises various 
instruments that help to raise awareness and understanding about SMARTSPACES which 
together form a given pilot’s individual recruitment strategy. Activities consist of training on how to 
manage the services, identifying champions and advice on how to best communicate with other as 
well as numerous printed material taking the local conditions at the pilot site into account. 

User recruitment requires the development of a strategy covering numerous dimensions to 
ensure efficient and targeted communication. SMARTSPACES used a common approach, 
templates and documentation methods to gather and share the results across the consortium.  

Innovation triggered: Readers of the deliverable can use the overall recruitment approach and the 
elements of the strategies of the individual pilots to create their own recruitment strategy, as well as gather 
knowledge of setting up a process that facilitates the user-related preparation for operational services. Key 
results and checklists will be integrated in the ‘Guide for Replication’, to be delivered as part of WP8. 

Recruitment strategies for each site are based on an overall approach consisting of different 
elements that have been identified to be suitable for recruiting new users and continuously raising 
awareness about energy saving. The building blocks include an as-is analysis of the existing 
situation to better understand the audiences and develop messages that are tailored to their 
expectations and circumstances on site. For instance, the organisational structure influences the 
way new ideas can be communicated: the chain of communication and hierarchies differ across 
sites and changing them only for the purpose of recruitment could be considered irritating. 

Branding is necessary to sell an idea to users who are more comfortable with certain products / 
services than others. Putting an emphasis on the well-known technical partner and its innovative 
activities related to energy saving for example may be strategically a better choice rather than 
concentrating on presenting SMARTSPACES as a first-time action of the municipality. Such 
considerations and analysis through interviews and surveys help to align the SMARTSPACES 
services with the public’s position and thus achieve a wider uptake. The resulting branding would 
then be strong enough to be used in future energy-related activities. 

Various risks have been taken into account, both on project and pilot site levels. Ways of reducing 
or eliminating these risks have been included in the sites’ strategies. Risks are mostly related to 
achieving a high number of recruits (compared with the building(s) number and size) and 
convincing users to use the services which have easy-to-use interfaces in order to accommodate 
all types of people in the buildings.  

Pilot site recruitment strategies have been implemented for all pilot sites. Strategies involve up 
to seven levels for communication and ‘champions’ in each building will continue to advertise for 
the SMARTSPACES service and remain as contact persons. In total more than 250 events have 
been organised and 90 different print materials have been distributed until the day of submission. 
Pilot operation has started at all eleven pilots. 
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Glossary 

 

Term Definition 

Recruitment In the context of SMARTSPACES refers to the way users (visitors, staff, professionals) 
are approached and made aware of the project with the goal to become involved in 
different ways. 

Training Users need to be trained in how to use the developed services in SMARTSPACES. 
Apart from technical training (e.g. how to use the web service, how to react to alarms 
etc) users can be trained in best ways of engaging with other users and methods of 
communicating with them (social training). 

Branding A strategy that describes how that brand is positioned in the market, which target public 
the brand is targeted at, and maintaining a desired reputation of the brand 

Champion Used to describe individuals who serve as role models to others and influence them 
through their actions and opinions. They therefore have the ability to easily persuade 
their peers and invoke behaviour changes. A champion can be anyone with good social 
skills – from the friendly janitor you see every day to the authoritative boss you admire 
at work. 
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1 Introduction 

D5.1 tackles the problem of developing and applying a strategy to successfully recruit users to 
participate and experience the benefits of saving energy in public buildings through the use of the 
services offered as part of SMARTSPACES, as well as ensuring a sustainable effect by providing 
support (trained staff) and constantly raising awareness through various activities and delivered 
content. 

Training and recruitment activities follow the requirements gathered throughout the first project 
year in the technical work packages 1-4 and feed information directly into the pilot operation (WP6) 
and indirectly into evaluation (WP7) and dissemination and exploitation activities (WP8). While a 
training and recruitment strategy can be developed within WP5, the results to decide whether the 
pilot-specific strategies have been successful can be analysed only after the recruitment period 
has been completed. 

Figure 1 - Role of recruitment and training in SMARTSPACES 

 

All pilot preparation activities are aligned with the SMARTSPACES goal of achieving energy 
reduction in public buildings as well as with the pilots’ own goals (e.g. raising awareness, changing 
behaviours, providing added value to users, etc.). D5.1 captures these pilot activities as part of the 
pilot-specific strategies and provides a valuable source for other organisations wishing to 
endeavour in recruitment and endorsement of their services at similar scales. 

The scope of the deliverable covers: 
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 T5.1 Pilot planning: Review of the pilot plan/strategy and selection of services. The number of 
users per service is adjusted to current requirements and site circumstances (e.g. building 
number, building size) 

 T5.2 User recruitment: The pilot plan / strategy is used to recruit the planned number of users 

 T5.3 Staff training: staff users (building staff, professional building managers and service 
staff) are instructed how to operate the new services and respond to events arising. 

 T5.4 Systems introduction: installations are performed at each site according to planned 
activities 

1.1 Approach and timing 

Work on recruitment planning began in September 2012 at the consortium meeting in Belgrade 
with the identification of a first set of activities and instruments suitable for the pilots’ recruitment 
goals. Strategy development followed where specific activities were combined to form the pilot 
strategies. The most promising instruments and ideas were shared among partners during a 
consortium meeting in Murcia in July 2013. The recruitment period (putting the strategies to a test) 
started for most pilots in August and consisted of staff training and recruiting new users (see figure 
2). The deliverable presents a summary of the recruitment and training process as well as a 
section on the pilot-specific strategies. Implementation of successful strategies and other lessons 
learnt will be elaborated in the document ‘Guide for Replication’ to be delivered as part of WP8. 

Figure 2 - Consortium work as part of WP5 
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1.2 Structure of the document 

Chapter 2 introduces the process and instruments used by the SMARTSPACES consortium in 
order to successfully develop and apply a recruitment and training strategy in each of the eleven 
pilot sites. The chapter deals with the methodology and general recruitment approach. 

Chapter 3 describes the concrete building blocks used in SMARTSPACES to form the pilot 
strategies (strategy scope), as well as the overall approach and considerations pilots have taken to 
implement their strategies. 

Chapter 4 presents a project summary of the recruitment operation followed by pilot-specific 
sections covering the main topics the strategies revolve around. 

Chapter 5 contains descriptions of the eleven pilots with detailed information about the installed 
equipment. 
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2 Strategy development 

This chapter presents the steps identified and followed by each site in order to develop an overall 
strategy, adequate timing and appropriate content for staff training and user recruitment as part of 
WP5. 

2.1 Introduction 

The central goal of WP5 activities revolves around finding the best way of reaching out to users 
and providing them with training that allows them to efficiently use the developed SMARTSPACES 
services and set a ripple effect in order to reach the widest possible audience. 

The expected results of these strategies are linked to WP7 (“Evaluation and performance 
monitoring”), as it deals with reporting and analysing the strategies’ success, including evaluation 
of behavioural outcomes (e.g. improved attitude, intention, awareness) and changes in how energy 
is being used. 

2.2 Recruitment scope 

The core elements used to describe the overall strategy as well as the pilots’ approaches are the 
result of multiple consortium meetings and workshops (see chapter 3). They include: 

 Selected target audiences 

 The role of the organisational structure 

 Validated pilot-specific messages 

 Message & brand 

 Appropriate communication channels 

 Centralised database 

 Risk treatment 

 Staff training 

The information as regards these elements has been gathered using templates and checklists (see 
Annex 6) that provide a basic framework for data collection and yet still allow for pilot-specific 
information to be included, i.e. the checklists are freely extendable. 

2.3 Approach 

Winning over users and convincing them in the ability of SMARTSPACES in saving energy in 
public buildings and explaining the role people play in the face of visitors and staff requires a good 
marketing strategy, i.e. knowing the needs and wants of customers and relating to them is a 
prerequisite for a successful recruitment. The nature of WP5 as relating to recruitment and training 
puts the end-users of the SMARTSPACES services in the middle of all activities. Understanding 
what users want (e.g. through focus groups) and satisfying their needs and convincing them of the 
added value they can personally experience through active engagement (e.g. prototype testing) 
has been the leitmotiv the consortium adopted when developing the overall strategy.  

While the pilots can actively shape their actions (by creating messages, recruitment materials and 
an overall branding), there are also passive factors that can play an equally important role. For 
instance, the organisational structure of a public institution can influence how messages should be 
communicated and opinions are being shaped. 

A selection of materials used in meetings and useful for replication or project extension is part of the 
Annex. The material will be also integrated in the ‘Guide for Replication’, which will be developed during 
the third project year and incorporate information about the most successful recruitment and training 
strategies / elements based on the experience of the eleven pilots during the operation phase. 
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2.3.1 Audience & Channel identification 

Marketing companies make use of various characteristics (e.g. age, gender, educational level) to 
ensure that messages are targeted at the relevant audience. Though such characteristics will be 
highly diverse across the entire pilot, it should be possible to narrow the set for selected buildings. 
This ensures that messages (and materials) are being used systematically and appeal to the 
audience in any given pilot building. 

Distribution of these materials can be done via a variety of communication channels. The Media 
Richness Theory1 implies that different channels have various levels of influence on people and 
goes on to explain how important the right mix of channels is in order for the communication to not 
become oversimplified or overcomplicated (see figure 3).  

The pilots in SMARTSPACES use a variety of channels, all targeted at specific audiences. For 
example, face-to-face communication in the form of user meetings (e.g. training sessions, 
champion recruitment) is seen as highly effective due to the richness of this medium; recruitment 
materials such as posters and brochures on the other hand are targeted at users that cannot be 
reached out directly, at least not in their entirety, such as occasional visitors in the buildings. In 
combination, a given pilot’s selected channels aim at establishing an effective communication 
between the public building as an institution and those who have some relation to it (visitors, staff 
members).  

Figure 3 – Different media as part of an effective communication 

 

2.3.2 Organisational structure  

As public buildings are owned or controlled by the state (municipalities, city authorities) and most 
of them have an established structure (most commonly mechanical and therefore not flexible but 
strongly hierarchical), especially true for administrative buildings, one should take into 

                                                
1
 Heeren, E., Lewis, R.: “Selecting communication media for distributed communities” in Journal of Computer 
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consideration the value the structure could provide when it comes to communicating an idea and 
inducing change in an organisation. There are different approaches2 for initiating change in an 
organisation with a formal structure (see figure 4) and each approach possesses advantages and 
disadvantages, which are explored in chapter 3.  

Figure 4 - Inducing change: approaches (Vahs 2012) 

 

The most common models in the case of SMARTSPACES suggest the use of a top-down-strategy 
where the top management’s authority is undisputed and actively involved (city mayor, department 
executives), a bottom-up strategy where the users bring forth a request for change that is 
acknowledged by the top management, or a mixed strategy combining the previous two. 

The best suited strategy for each pilot site depends on the results of the pilot’s as-is analysis that 
delivers information on the profile of staff/visitors in the buildings, the hierarchical strength, the 
organisational relationships (e.g. boss - colleague, or city mayor - executive), goals, values, etc. 

2.3.3 Message development 

Messages or claims were developed in accordance with the pilot-specific situation. In order for a 
message to be a success, it needs to satisfy certain requirements. Helping questions include ‘Is 
the message involving, important, relevant to the receiver?’, ‘Is the information useful for busy 
people?’, ‘Is it professionally / convincingly delivered?’, ‘Is the source credible / trustworthy?’, etc. 
All messages should tick the boxes of being relevant (to different audiences where necessary), 
interesting, credible, clear, convincing, and come from a trusted source. The complete process of 
creating such messages identified by the consortium involves the following steps: 

                                                
2
 Vahs, D.: “Organisation: Ein Lehr- und Managementbuch”, Schaeffer-Poeschel, 2012 
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Figure 5 - SMARTSPACES message(s) development 

 

In the case of SMARTSPACES, the as-is analysis was performed before the consortium workshop 
in Murcia by the means of qualitative research. It involved identifying the target audiences in the 
buildings (age, interests) and their needs, as well as available channels for communication. 
Following the analysis, initial messages were developed by each pilot site which were then 
discussed and assessed during the consortium workshop. After making necessary changes (fine 
tuning), the messages were submitted for validation through a focus group on a pilot site level. 

Macnamara’s Pyramid Model3 served as a guiding source for the message development process, 
as it gives a systematic overview of media evaluation divided into three stages – inputs, outputs, 
outcomes (see Annex 3 for more information on the model and its application in SMARTSPACES). 

2.3.4 Branding 

The way in which an idea is presented influences dramatically the idea’s success. For example, 
Lewis et al.4 explain that the initial message proclaiming initiatives to save energy and money 
should come from communication sources for which the consumer associates no negative vested 
interest; a source that they feel is independent, ideally on their side and / or the side of the 
environment, but at least not on the side of the utility companies. Another point made is that when 
developing messages they should promote the reasons to get involved and eliminate the reasons 
not to get involved. 

These and other considerations suggest strongly that the recruitment strategy should have a clear 
view on what the face of the initiative / project is. Typical related questions concretely for the case 
of SMARTSPACES include ‘Who is providing the services – a private company, the municipality, 
etc.?’, ‘How are the services and / or products branded – under SMARTSPACES, under the 
municipality programme, under national initiatives that have more authority and respect among 
people, etc.?’, ‘Who has already won people’s trust and can be used to endorse the 
SMARTSPACES services?’. 

Pilot sites approach branding of the SMARTSPACES services in different ways based on the type 
of buildings and their users, as well as established structures and influence chains in the 
municipality and in the city. The approaches are documented in the pilots’ individual sections in 
chapter 4. 

2.3.5 Centralised database 

The centralised database used by the SMARTSPACES consortium for generation of ideas, reuse 
of materials and general knowledge collection, has been specifically designed for the purpose of 
pilots being able to easily share ideas among themselves and work collectively towards achieving 
excellent recruitment results. 

The database consists of an Excel file with linked front and back ends. The front end consists of a 
summary of all available categories of content, which can be extended by new categories. Each 

                                                
3
  Macnamara, J.: “Evaluation: The Achilles Heel of the Public Relations Profession” in ‘IPRA Review, Vol. 

15, No. 2, 1992  
4
  Lewis, Ph., Dromacque, Chr., Brennan, S., Stromback, J., Kennedy, D.: „Empower Demand 2: Energy 

Efficiency through Information and Communication Technology – Best Practice Examples and Guidance”, 
2012 
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item is linked to the back end where it is presented in more detail (link to the original file, short 
description and a thumbnail).  

Further details of the database can be found in chapter 3. 

2.3.6 Risk treatment 

The nature of WP5 operations suggests a strong possibility of unexpected events occurring as 
strategies consist of a variety of building blocks with each posing a particular risk of failing its 
targets. Risk management has become an essential part of all undertakings where cutting losses is 
identified as having high priority. In a project such as SMARTSPACES cutting losses, i.e. failing to 
reach objectives, is a central topic and appropriate measures have been taken to ensure that risks 
are identified and appropriate countermeasures taken to ensure a successful recruitment and 
training period at all pilot sites. 

The classic definition of risk management implies the steps taken and followed by the pilots in 
SMARTSPACES to find a solution to existing or possible future-occurring obstacles in the project. 

Figure 6 - Risk management process in SMARTSPACES 

 

Various risks or obstacles are identified individually (per pilot site) and jointly (consortium meetings 
/ workshops). The risk analysis includes prioritising (severity of impact) and sorting of risks, as well 
as concentrating on risks that have a realistic chance of being handled considering the project’s 
time frame. The planning of a response to a specific obstacle can vary from pilot site to pilot site 
but the decision-making involves selecting one of the following options: risk avoidance, prevention, 
reduction, retention (acceptance). Generally risks are hard to be avoided completely in projects 
without severely disturbing the balance of one or more of the three project dimensions (time, 
budget, quality). The typical strategy in SMARTSPACES is therefore risk reduction (mitigation) 
which acknowledges the risks as a factor and seeks to reduce their impact by taking precautionary 
measures. A well documented analysis is a prerequisite in this phase. 

Risks have to be monitored and controlled during the recruitment and training phase to ensure 
prompt responses and efficient reduction of their impact on the pilots’ operation and the project 
progress. The specific risk management strategy for each individual pilot site is outlined in chapter 
4. 

2.4 Staff and ‘champions’ training 

Educating staff members and ‘champions’ in using the services is key for SMARTSPACES’ wider 
uptake. Trained and motivated users have the ability to further disseminate among their fellow 
colleagues or among visitors, creating a cascading effect that has the potential to achieve high 
user awareness and education. 

Selected staff members are trained by building professionals. The latter can be professional 
energy management staff, budget holders, building managers, etc. The number of trained users 
varies across pilot sites and buildings, based on the building’s total number of users. Training can 
last anytime from a month to a whole year (e.g. in Bristol with more than 500 buildings) and 
comprises education on the web portal use, reading and analysing reports, identifying and handling 
specific problems, etc. In some pilots the training is supported by the development of a manual and 
/ or online tutorials. 
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Champions 

Champions are individuals who serve as role models to others and influence them through their 
actions and opinions. They therefore have the ability to easily persuade their peers and invoke 
behaviour changes. A champion can be anyone with good social skills – from the friendly janitor 
you see every day to the authoritative boss you admire at work. 

Champions in SMARTSPACES can be seen as ‘social hubs’ that have great potential in raising 
awareness and recruiting new users. Therefore, the process of identifying these persons in each 
building has begun early on as one of the first of the WP5 activities. Identification instruments 
include the use of a survey to screen for potential champions, observation during focus groups and 
audits,  and the use of contests (see Murcia section) where specific characteristics (champion 
profiles) are sought (see Lleida section). 
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3 SMARTSPACES training & recruitment 

This chapter presents the range of the SMARTSPACES training and recruitment. Focus is put on a 
replicable general recruitment strategy as well as the activities and materials palette the 
consortium has identified and used to achieve the strategy, which also includes the training scope 
for the (professional) staff across the pilot sites. Detailed pilot plans are presented in chapter 4. 

3.1 Preparation 

Preparing for user training and recruitment involves brainstorming sessions and strategy planning. 
It involves decisions on what messages are to be used according to the pilot-specific audience, 
through which channels these messages should be introduced to the users, and how interest can 
be kept in the long term as part of an overall branding concept. The most notable sessions include: 

 Consortium meeting in Belgrade, Serbia, on 04-05.09.2012. During a workshop session on 
recruitment pilot representatives were introduced into the subject and asked first questions 
about upcoming tasks in WP5. 

 Workshop on training and recruitment strategies in Murcia, Spain, on 13-14.06.2013. Through 
various exercises main aspects of the strategy (messages, audience, user approach, etc.) 
were discussed and respective actions planned.  

 Regular telephone conferences (at least one / month) throughout the project work where 
problems were discussed and solutions sought. 

The sessions have allowed for the identification of the main elements that can be seen in all eleven 
pilots’ individual approaches, which allow for documenting an overall strategy. While the pilots 
have adhered to this overall strategy and shared as much as possible within the consortium in 
terms of knowledge and materials via the centralised database, they also have adopted certain 
measures that are specific to their pilot based on factors such as geographic location, political 
climate, users’ needs and expectations, etc. 

3.2 Organisational structure  

The three strategies that are used by the majority of the pilots when it comes to inducing change 
based on the organisational structure are the top-bottom, the bottom-up and the mixed 
approaches: 

The top-down strategy relies on the top management to initiate change. In the case of 
SMARTSPACES, this step involves the endorsement of the project and its aim at achieving energy 
saving by ‘people on the top’. These are mainly the chiefs and executives of departments, or even 
the mayor or vice-mayor of the city. Organisations and institutions can also react to strong 
influence from external stakeholders, such as politicians and media. A prerequisite for a successful 
top-down strategy is the complete conviction of the top management in the added value the 
SMARTSPACES services can deliver to users. This is the dominating strategy in practice because 
it allows for the processes to be managed more easily. 

The top-down strategy is more efficient in countries where institutions are strongly hierarchical and 
lower-tiered members are mostly dependent on their superiors. Convincing the seniors therefore 
almost certainly provides the necessary cascading effect to recruit their subordinates. Such models 
can be seen in Belgrade, Birmingham, Venlo, Milan and Istanbul. 

The bottom-up strategy is not very common in practice as it implies fundamental change on the 
operational level. This is hindered by the fact that often the top management is not convinced in 
the necessity for a change. Furthermore, in the case where energy contractors also play a key role 
in the SMARTSPACES services (such as in Milan, Lleida, Murcia and Bristol), without the 
necessary decision making of the top management the lower hierarchies cannot invoke change 
effectively. Therefore, this approach was not favoured by the pilots in SMARTSPACES. 
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A mixed strategy where the bottom level (professional building users, staff, visitors) is well 
informed and willing to change, and the top management is approached as an important and 
asserted authority figure, seems to be an effective strategy in achieving the desired recruitment 
targets and at the same time raise and keep awareness on the energy efficiency in public buildings 
through SMARTSPACES. The mixed approach has been favoured by the majority of the pilot sites 
and includes Bristol, Hagen, Leicester, Lleida, Moulins and Murcia. 

3.3 Message development 

Before communicating messages to users, they have to be developed by answering questions 
such as ‘Which areas / domains are affected by the user?’ (electricity, heating, water saving), 
‘What can the user do in particular, especially through the SMARTSPACES service?’, etc. Such 
considerations started well before the recruitment planning period with the joint brainstorming 
session with all consortium partners in Belgrade which resulted in the collection of energy saving 
tips in a mindmap as seen below. Tips and information gathered could then be directly used in 
materials such as flyers, brochures and posters, as well as posts available on the web portals. 

Figure 7 - Collection of energy saving tips as part of preparation for WP5 

 

Some examples of messages discussed in the workshop are: 

 ‘SMARTSPACES is about energy saving and saving your money and jobs! Have a look and 

find out.’ (target audience: visitors) 

 ‘SMARTSPACES. We energetically care for you in our buildings and at home!’ (target 

audience: visitors, staff members) 

 ‘Energy saved supports other (city) services!’ (target audience: staff members, building 

professionals) 

 ‘Energy is our future and so are the kids!’ (target audience: visitors, staff members) 

 ‘SMARTSPACES: Saving the Council Money’ (target audience: staff members, building 

professionals) 
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 ‘Easier energy management with SMARTSPACES’ (target audience: building professionals) 

 ‘Save energy, improve your life’ (used in Milan: ‘Risparmia energia, migliora la tua vita’) 

3.4 Activities & Materials 

3.4.1 Recruitment instruments and measures 

The lack of appropriate and effective education and communication is considered one of the most 
significant factors preventing the progress of energy efficiency actions. The SMARTSPACES pilot 
demonstrations make use of a variety of measures and instruments to popularise the uptake and 
recognition of their SMARTSPACES services. The measures can be roughly divided into two 
groups: materials that educate, inform and raise awareness that are rather passive, and materials 
that seek action (direct contact) or provoke action by offering incentives. 

Educational materials 

As part of the education of users, educational leaflets or brochures are an important tool as a 
generic pre-programme overview of the service offering and reasons behind it. Lewis et al. report 
that best practice leaflets or brochures developed for energy efficiency programmes are typically 
around just two pages in length, extremely clear and aesthetically pleasing. Another point made in 
their report is that although brochures are best suited for a one-time distribution to users prior to 
the commencement of the service, making use of them later on in the campaign to provide 
additional tips and other information is also effective and should not be underestimated. 

Similarly, posters and banners can be used effectively to promote and explain the services 
offered in SMARTSPACES. They are typically shown during conferences, either as a complement 
to a talk or scientific paper, or as a publication. Posters are also great and compact carriers of 
static information that can be placed virtually anywhere in a public building. 

Articles and other publications such as magazines also play a role in raising awareness and 
knowledge on the topic of saving energy in public buildings. They are of greater importance than 
posters and carry more depth and understanding when it comes to delivering information. 
Therefore, articles are orientated towards staff and building professionals rather than the ‘average’ 
building visitor. 

The standard SMARTSPACES newsletter developed during the first project year is yet another 
way of reaching the audience and giving more details about the project or specific pilot site to 
people who show interest (subscribers). The most effective campaigns related to energy efficiency 
projects show that the layout of such dissemination materials should be relatively consistent, with 
short, narrow sections and paragraphs providing a simple, uncluttered, modern, aesthetic and 
environmental look5. 

                                                
5
 Lewis, Ph., Dromacque, Chr., Brennan, S., Stromback, J., Kennedy, D.: „Empower Demand 2: Energy 

Efficiency through Information and Communication Technology – Best Practice Examples and Guidance”, 
2012 
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Figure 8 – Educational materials used in the pilots’ strategies 

   

Roll-Up banner used in Murcia, 
similar versions in Bristol, Lleida 

Newsletter distributed to online 
subscribers, translated in the 

pilots’ languages 

Poster used in Moulins                   
for the nursery 

Multimedia also helps to catch the attention of, and provoke reactions in, users by providing 
visually appealing and interesting animated material. Video materials and radio messages in 
public spaces could therefore be a great way of promoting the SMARTSPACES project and its 
goals. It should be noted that messages to audiences should be oriented towards the cost aspect 
instead of the savings in kWh. Practice in energy efficiency programmes has shown that cost is 
what ultimately matters to most customers; cost per time period is far more favourable to usage per 
period. 

Social media has proven to be extremely useful for various types of campaigns. However, it is 
also widely agreed that social media requires a strategy and consistency, it requires dedication and 
continuous maintenance (e.g. dedicating time for fighting fires). Therefore, not every organisation 
chooses to invest in developing a social media presence. This can also be seen in the recruitment 
campaigns of the pilots in SMARTSPACES, where not every pilot has used media such as 
facebook or youtube, the reasons for which vary from internal policies to pure mistrust of the 
effectiveness of these instruments. Other pilots however, such as Bristol and Birmingham, have 
their own social platforms / intranets that have been proved to be effective. 

Social media uses the cascading effect illustrated below with an example of a twitter message 
(tweet). A short message containing text and attachments (photos and external links) can be 
shared with subscribed users. This message can also be ‘retweeted’, i.e. shared by posting it on 
other users’ pages, such as is the case below where DMU (Leicester) have retweeted the 
message posted by the ‘Green Finger’, a dissemination and recruitment character used in Bristol’s 
energy saving campaign. DMU’s subscribers can then see this post appear on DMU’s twitter page 
and retweet it themselves. The use of the cascading effect twitter provides can reach a wide range 
of audience and be both informative and engaging (e.g. starting conversations by asking 
questions). 
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Figure 9 - The use of twitter as part of pilots' recruitment strategy 

 

In some pilots where children play an important role as one of the main target audience groups 
(e.g. in schools, hospitals, museums, etc.) the use of games and quizzes can prove very effective 
in grabbing attention and educating young people, especially so when there is a designated room 
for such activities, i.e. a common room. 

Simple means such as presentations during workshops should not be underestimated as 
presenting an idea in an interesting fashion through ICT has been one of the most effective ways 
of persuasion for decades. 

Figure 10 - User involvement through games and presentations 

   

Info-desk in Belgrade Individual practical exercises in    
using the services in Murcia 

Workshop in Bristol  

Incentives and measures to market the service 

As customers, users are generally competitive and like to compare their achievements with others, 
which is also true when it comes to comparing different energy efficiency behaviours. Exploiting 
this competitiveness by offering incentives can therefore provoke attention and have a lasting 
effect on them. 
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Lewis et al.6 argue that achieving rewards from competitions and energy challenges has proven to 
be a highly successful way of engaging users. The SMARTSPACES consortium has 
acknowledged this by utilising different incentives. Depending on the type of public building, such 
means include giving away free tickets to the most energy-aware users, having a monthly lottery, 
or providing some kind of a bonus system with small prizes/price reductions. 

Direct contact also influences users in the way that they receive attention that passive measures 
could never achieve. The pilots provide energy coaching in their buildings to ensure that there is 
a communication between the building professionals on the one hand and the staff and visitors on 
the other hand. 

As already mentioned, champions play a crucial role as they are seen as ‘social hubs”, i.e. they 
are widely popular and their opinion and actions reach a wide audience in the face of the building 
staff. Direct contact by a familiar person who is a ‘regular’ in the building is therefore a part of the 
strategy. Methods for champion identification include organising castings and surveying potential 
candidates. The competitions and challenges mentioned above can also have a secondary usage 
in identifying champions. 

 

 

Poster used in Murcia to find staff faces 
to represent energy saving messages 

Champions identification 
process in Lleida 

 

Other direct communication includes focus groups and user meetings, interviews, but also 
asynchronous communication – chat and e-mail, online tutorials, social media. 

A full list of all used recruitment measures can be found in the summary in chapter 4. 

3.4.2 Sharing of recruitment content 

The centralised database contains items that can be either directly used by all consortium 
members, or provide inspiration and ideas for new content. The database is updated regularly with 
new content coming from the eleven pilots’ recruitment activities. 

                                                
6
 Lewis, Ph., Dromacque, Chr., Brennan, S., Stromback, J., Kennedy, D.: „Empower Demand 2: Energy 

Efficiency through Information and Communication Technology – Best Practice Examples and Guidance”, 
2012 

Create

Champion 

Profile

Survey

Evaluation

Champion 

Selection

Select best suited

persons after a group

meeting

Evaluate the survey

results and contact

potential candidates

Perform a survey to

screen for the

characteristics

Identify and document

most important user

characteristics



SMARTSPACES – D5.1  

Page 26 of 114  

 

Figure 11 - Front end view of the centralised database for sharing recruitment materials 

 

The back end provides more information and a direct link to the mentioned material. 

Figure 12 - Back end view of the centralised database for sharing recruitment materials 

 

The main advantages of using the database can be seen in: 

 its ease of use and ability to give a quick overview of materials that are otherwise hard to 
perceive when stored in folders and subfolers on a server 

 the effective knowledge and idea sharing within the consortium 

 the direct use of existing materials by multiple pilots with minimum adjustments and thus 
enormous time savings during recruitment planning and development 
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3.5 Risk treatment 

With recruitment and training becoming operational, risk management becomes a necessity to 
ensure that all eleven pilots achieve satisfactory results. While pilots have specific hurdles 
addressed in chapter 4, the following mind map created during the BECA project and shared and 
extended to include their application for municipalities, was used to summarise the main 
challenges pilots may experience during the recruitment and training period.  

Figure 13 - Challenges related to recruitment 

 

The figures below document the solutions to these problems that can be applied to 
SMARTSPACES: 

Figure 14 - Solutions for motivation-related challenges 
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Figure 15 - Solutions for information-related challenges 

 

Figure 16 - Solutions for communication-related challenges 

 

The various problems the SMARTSPACES consortium identified can be summarised into two main 
types: problems related to an absence / lack of a vital element (e.g. lack of motivation, trust, 
incentives, matching between service and user needs, direct influence, etc.) and problems related 
to the right way of achieving something (how to engage older people, how to keep them engaged, 
how to identify champions, how to reach large volumes of users, etc.). 

These problems should be manageable using the provided measures and methods described in 
this chapter. For example, by selecting specific incentives from all shared possibilities and 
materials (recruitment palette, see database section) based on the type of users in a specific 
building (elderly people, children, office workers, students, etc.) and applying them with the help of 
certain ‘green people’ while keeping the chain of influence in mind, one can successfully create a 
complete strategy that has high chances of achieving the desired goals. 

Where pilot-specific problems are concerned, these have been discussed during brainstorming 
sessions and documented in the pilot sections in chapter 4. 
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4 Pilot site recruitment strategies  

This chapter presents a summary of the recruitment materials used in the eleven pilot sites in 
SMARTSPACES as well as pilot sections on their recruitment strategies. The materials are used to 
recruit the planned number and type of users to participate in the pilot as well as serve as a strong 
promotion of the SMARTSPACES services addressed to all interested parties and especially 
targeting visitors in the public buildings. 

4.1 Summary 

The following table presents all measures which were used by one or more pilot sites in 
SMARTSPACES as part of the sites’ recruitment strategies. Many of these measures have been 
shared among the consortium partners through a centralised database (see chapter 3). In 
combination with the core elements identified and introduced in chapter 3, these measures aim at 
providing a comprehensive and unique information and assistance tailored to the interests and 
expectations of all stakeholders involved in the pilot. 

Having the right mix of measures is not an easy task – too many measures by a pilot may 
overwhelm its audience. On the other hand, too few of them can result in low level of interest and 
participation. The following measures chosen by the sites are in line with their individual analysis 
(see as-is analysis in chapter 2). For an organisation wishing to replicate the overall 
SMARTSPACES recruitment strategy, this table can serve as a checklist that can assist in 
selecting the most appropriate measures for its plan. 
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Articles X X X X X X X X X X X 

Banners X X X  X X    X X 

Bonus/Award system          X X 

Brochures X    X X X X  X X 

Champions X X X X  X X X X X  

Chat/E-mail service/notification X X X X X X X   X X 

Coaching X X X X X  X  X X X 

Common room/zone  X X       X  

Conferences  X          

Dedicated hotline X X X X      X  

Designated contact person X  X X   X X X X  

Focus groups X X X X X X X X  X X 

Free tickets          X  

Games X        X   

Interviews  X X  X X X   X X 
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Intranet X X X X X X X X  X X 

Letters       X     

Magazines X  X   X X    X 

Newsletters X X X X X X X  X X X 

Posters X X X X X X X X X X X 

Presentations X X X X X X X  X X X 

Quizzes X         X  

Self-assessment  X  X      X  

Social media X X X   X X X  X X 

Survey X X    X X   X X 

Tutorials X  X X   X   X X 

User meetings X X X X X X X X X X X 

Videos X  X  X X X   X X 

Web portal X X X X X X X X X X X 

 

The table shows how each pilot has chosen to focus on specific (strong) points to achieve its 
recruitment objectives. Therefore, this chapter continues with pilot-specific sections with more 
details on the individual strategies derived from the overall SMARTSPACES approach. 

4.2 Belgrade 

Overall Strategy 

The pilot site in Belgrade consists of two buildings belonging to the City council. Various 
departments of the City council are located in these buildings (traffic department, environmental 
department, energy department, construction department, etc.). Heads of departments, staff 
members, public service workers, professionals from service maintenance, with all ages anywhere 
between 20 and 70 years, all work there. On daily basis these buildings are visited by a large 
number of citizens, many of whom are elderly people that need some kind of assistance.  

As a first step, the education and training of ten professional users in the buildings were organised. 
The users were provided with both general and technical information about SMARTSPACES and 
the services it offers in Belgrade. 

Heads of departments were then informed with the help of the trained professionals about the 
pilot’s action plan and were kept involved through subsequent organisation of meetings. These 
activities were followed by planning and organising of staff training in the different departments of 
the City council building. As well as the training sessions, educational material under the umbrella 
of SMARTSPACES was distributed in paper form. Because of the fact that visitors have been 
identified as key audience in Belgrade, four info desks were purposely developed for the project 
and installed in the lobbies of both City council buildings. For senior citizens who usually have a 
harder time with new technologies, the energy champions will provide material in paper form and 
necessary information about the project and its goals. 

Branding 

All materials developed for the project are meant to be perceived by the users as coming from 
SMARTSPACES, a European project supported by the EC. Materials include posters in the lobbies 



SMARTSPACES – D5.1  

Page 31 of 114  

 

and educational materials, as well as games for the younger users. The materials incorporate the 
key message used in Belgrade, which in English translates into “SMARTSPACES will help you to 
save money”. 

Figure 17 - Key message to staff and visitors used in Belgrade 

 

Organisational structure  

The organisational structure in Belgrade’s City council is pyramidal with a strong sense of 
hierarchical order. Taking this into consideration, Belgrade’s strategy follows a top-down approach. 

As a first step city officials have been contacted. After a successful meeting with the Head of City 
Government, he informed the energy manager of the City council buildings and heads of 
departments about the project and its importance to the city. In this way the energy manager was 
quickly convinced to contribute as due to the strong hierarchical order he is inclined to follow 
instructions by people who are higher up in the chain. 

As a next step, the SMARTSPACES partners (MEB and BELIT) organised a meeting with the 
energy manager followed by meetings with the Heads of departments. The model that was 
established and has proved successful works in this way that firstly the energy manager is 
informed about pending new activities, he in turn informs the Heads of departments. The latter can 
give orders to their staff members to get involved in these activities related to SMARTSPACES. 
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Figure 18 - Belgrade: Organisational structure 

 

Recruitment range 

Figure 19 - Belgrade: Summary of recruitment strategy and approach 
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Staff and champions training  

Around 150 staff members were trained in the period 10 September – 5 October 2013. The scope 
of training and methods included: 

 Training sessions with educational material and live presentations (with the help of the energy 
manager) 

 Through the energy manager the Heads of departments were approached and through them 
the staff members. 

Champions identified 

MEB and BELIT together with professional staff members have identified and recruited champions 
who will get in contact with visitors and influence them to understand the benefits SMARTSPACES 
offers to them. 

The identification process included organising a meeting in the office of chief of professional staff. 
The brightest and most interested staff were then approached – ten champions, five of which are 
from staff and five from the professional building users (mainly mechanical engineers). 

Activities & Materials 

The main activities that were planed and performed in Belgrade as part of the pilot’s recruitment 
strategy include organising of training sessions and workshops for staff members. The focus is put 
on face-to-face meetings due to the main problems identified in the planning phase as part of the 
risks identification. MEB and BELIT have organised training sessions first for professionals where 
the role of coaching and the plan of action were explained.  

With the help of the professional users, an approach for the staff was developed that consisted of 
dividing 150 staff members (mainly with management positions) into groups of ten. A workshop 
was organised for each group with the goal of enabling these members to provide their respective 
subordinates with information about the objectives of SMARTSPACES and the importance of 
getting involved and participating in this project.  

Another main activity was the identification of champions among professionals and staff members 
which occurred between 10 September and 5 October 2013. A short delay from the initial plan was 
observed due to the holiday period in Serbia that for the city administration was over at the end of 
September 2013.  

In consideration with the hierarchical structure, city officials were approached first to get their 
permission and approval for the different actions. They then issued directives to their Chiefs of 
secretariats, so that the project partners could work freely with members of various departments in 
the city administration. 

Professional users were provided with the SCADA system that enables them to read their heating 
energy consumptions more frequently. A presentation and training session on using the system 
were also held. 
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Meeting with a group of professionals Visitors see the SMARTSPACES poster 
as soon as they enter the building 

Various posters were positioned in the lobbies of the City council buildings and brochures were 
distributed among staff members and visitors. Other materials for distribution include brochures, 
newsletters, and banners. 

On the info desks, placed in the lobbies, visitors can find valuable information about energy 
efficiency and they can take a quiz/questionnaire in order to check their level of knowledge and to 
learn something new about efficient use of energy in their homes, which can help them to save a 
significant amount of money. 

  

Infodesks used in the lobbies of the two buildings in Belgrade 

Risk treatment 

The main obstacles the SMARTSPACES team faced in Belgrade were related to a lack of ICT knowledge 
and general disinterest in energy saving. Providing knowledge by organising training sessions and 
workshops combined with a communicating the key message that money and thus jobs can be saved 
seems to have provoked the desired action among the users. 

Most of the staff members usually do not think about the importance of energy savings in their 
working place. Practice showed that when properly informed about the project and its actual 
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capability of saving money which results in a better budget for the building, the staff members 
actually change their minds. 

The City council is facing significant staff reduction because of an estimated lack of resources in 
the coming years. If money can be saved through rational energy use, this can provide money to 
save some jobs. This is the main reason why staff members are very willing to participate in the 
SMARTSPACES project. 

For professionals it is very important that they’re provided with some new technical possibilities in 
controlling energy consumption in these two buildings and that they will be able to apply their 
knowledge and experience in the other city government buildings once the project is completed. 

One of the major problems experienced with staff members was the low level of IT knowledge; 
some of them even forget their official e-mail addresses. The provided training has helped them to 
use ICT in their working place more efficiently and also opened a new interest for them in energy 
saving. 

Training / Recruitment Tracking 

Training in Belgrade completed in October with 150 staff having been trained in using the services 
and spreading the word about SMARTSPACES and its measures in the buildings. 

Date / Period Activity Description 

04.07.2013 
City Administrative 
meeting 

Goal was to clarify all open issues regarding equipment 
installation procedures. 

11.10.2013 SCADA installation Enabled monitoring of heating data consumption. 

11.10. 2013 
Communication 
equipment installation 

For heating data acquisition (e.g. GSM modules) 

12.09.2013 
Meeting 
professionals 

Preparation for training and workshops for professionals 
and staff. 

18.09.2013 
Training 
professionals 

Including selection of champions among the participants. 

25.09.2013 
04.10.2013 
05.10.2013 

Training staff Including selection of champions among the participants. 

 

4.3 Birmingham 

Overall Strategy 

The Birmingham SMARTSPACES pilot focuses on three main buildings, the Birmingham Council 
House (the City Council’s prestigious administration building), the ‘extension’ building at Margaret 
Street, and the Birmingham Museum and Art Gallery. These are big buildings with a high resource 
consumption that will offer many challenges regarding the existing installations, number of rooms, 
building age and the various user groups within. 

The Council House and Margaret Street building have on average a combination of 615 staff 
users, comprising of the Chief Executive and support Directorate staff, the Lord Mayor and Parlour 
staff, Cabinet Members and Councillors as well as officers from Children, Young People and 
Families, Development & Culture and Corporate Resources Directorates, as well as security, 
contractor and subcontractor staff. 

The Birmingham Museum and Art Gallery comprises of approximately 90 staff users and receives 
circa 4,200 visitors per month. 
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 Professionals, Building and Energy Managers: SMARTSPACES will be used to develop 
EMS processes and interventions to achieve improved cooperation of professionals by 
improving the information available to building and energy managers and by providing one 
point of access for day+1 energy datasets in relation to the pilot site buildings with intuitive 
visualisation and manipulation tools, making it easier to request and display in customised 
formats, accessible through various channels. Birmingham City Council will also be building on 
the SMARTSPACES project by adding new energy datasets that need to be fed into the 
existing BEMS (Building Energy Management System). 

 BCC Staff Users and Visitors: The newly available, enhanced information will be used to 
educate staff and visitors about energy consumption and promote opportunities to save energy 
through behaviour choices. Data consumption patterns are visualised via a dedicated web 
service – www.EnergySmartBirmingham.com. The web service will be displayed on digital LED 
screens in the foyer area of the buildings as well as being accessible via the internet to raise 
awareness. One aim is to promote Birmingham City Council’s activities to generate low carbon 
energy (e.g. CHP); as well as to publish the SMARTSPACES real-time data as part of 
Birmingham’s open data drive. The web service targets visitors and staff users of the pilot site 
buildings in the first instance and provides consumption messages in an everyday context. 
Educational material is packaged in the form of hints and tips for behaviour change and 
knowledge transfer for both staff and the public. 

In line with the overall approach of WP5, the Birmingham pilot has shared a number of documents 
and items with the SMARTSPACES consortium, while using several items from the shared 
database for inspiration. 

For wider dissemination of SMARTSPACES activities in Birmingham, we have used a number of 
social media platforms including Twitter, Yammer, LinkedIn and blogs through the Digital 
Birmingham website. 

Branding 

A number of branded products are continuing to be produced with the SMARTSPACES logo 
including pop-up banners to support the engagement of BCC staff and Birmingham citizens with 
the SMARTSPACES service. 

Organisational structure  

The organisational structure of Birmingham City Council is hierarchical and therefore implements a 
top-down strategy. It is politically-led by the Leader of the City Sir Albert Bore, whose Policy 
Statement for 2013 detailed three key priorities: a prosperous city, supporting jobs, and sustainable 
growth, under which activities include: 

 Economic Development, Transport and Jobs 

 A Social Enterprise City 

 Using the Council’s buying power better 

 Providing New Homes 

 International Strategy 

 Culture and the visitor and creative economy 

 A Green and Smart City (under which the SMARTSPACES project operates) 

Within this top-down environment, the SMARTSPACES project first had to obtain the approval and 
buy-in from the appropriate Scrutiny Members before Birmingham could participate as a partner. In 
this way, the senior members are engaged with the project and committed to its delivery. 



SMARTSPACES – D5.1  

Page 37 of 114  

 

Figure 20 - Birmingham: Organisational structure 

 

Each of the red ‘Approach’ arrows in the above diagram also contains a feedback element. In this 
way all recipients can report back any problems they have noted either within their building or with 
the SMARTSPACES service. 

Issues are reported to the dedicated Building Managers on each site (either via a dedicated email 
or telephone service) which are then escalated to Facilities Management which is managed by 
Acivico Building Consultancy Ltd, (formerly Birmingham City Council's Building Control). 

The Building Managersl manage and monitor all submissions to the dedicated email service which 
are escalated to the BEMS Manager. Working in conjunction with the alerts notification system 
within the CONTINUUM BEMS, currently in operation in Birmingham City Council, the Energy 
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Manager will seek to resolve the identified issue either via the automated BEMS or through the use 
of on-site sub-contractor staff. 

Reported issues will be resolved in a timely manner and response reports provided appropriate to 
the nature of the reported problem. Further advice and fault resolution is provided as required.  

Acivico are responsible for ensuring the implementation, management and maintenance of the 
BEMS system for Birmingham City Council. They also conduct intelligence gathering and the 
implementation of best practice techniques in facilities management to ensure buildings are fit and 
ready for purpose including potential energy savings. 

Recruitment range 

Figure 21 - Birmingham: Summary of recruitment strategy and approach 
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Reception areas 

Staff and champions training  

Continued engagement of key Birmingham City Council staff, ACIVICO professionals and building 
managers has started the knowledge transfer and increased the level of understanding. We will 
continue to engage with second line staff users, Acivico staff and suppliers such as Schneider 
Electric Limited. 

The induction sessions have covered: 

 Project Presentations: SMARTSPACES has been presented to key stakeholders including 
professionals in Acivico and Schneider Electric Ltd and STARK Online, energy managers, 
Corporate Landlord Services, building managers and sisitor user groups. Lead topics included 
user engagement, stakeholder commitments, implementation of measures and achieving 
behavioural change. 

 ACIVICO Professionals and Staff: Professional users are trained to manage the STARK 
Online web service application and will be able to actively participate and provide support to 
others. 

 Schneider Electric Limited: Professionals have attended demonstrations of the STARK 
Online web service application and public website to obtain an awareness and understanding 
of the system in order to actively participate and provide support to others. 

 Visitor User Groups: ‘Friends and Users’ of the Council House and Birmingham Museum and 
Art Gallery have attended focus groups and will be invited to attend further focus groups 
throughout October, November and December 2013 for project updates. The will receive a 
demonstration of the public web service and how they can engage and participate with a view 
to achieving behavioural change, not only within the pilot sites but continuing those behaviours 
within their own homes. 

Champions identified 

The champions in Birmingham were initially formed from the four key Divisions within the 
Development Directorate (Digital Birmingham, Climate Change & Sustainability, Property Services 
and Acivico). Birmingham City Council staff users will become further champions which will be 
identified via the City’s BEST Network (an HR network for excellence for staff) which will recruit 
staff with green/energy interests to support other users on energy issues. 
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Figure 22 – Some of Birmingham City Council champions 

 

Activities & Materials 

Engagement and induction training are carried out across the four key Divisions within the 
Development Directorate of Birmingham City Council, including Heads of Service and key strategic 
staff as well as key stakeholder staff users. 

Co-ordinated key messages and timed hints and tips are pushed out via staff users’ computer 
desktops, email newsletters and notifications and the public website 
(EnergySmartBirmingham.com). Digital screens are utilised in the public areas of the pilot sites to 
display the energy consumed in each pilot site with a traffic light indicator (red, amber, green) to 
show whether that consumption falls within forecasted parameters; how this compares to 
yesterday’s, last week’s and last month’s consumption rates, and what that consumption is 
equivalent to in real terms, e.g. X hours watching TV. This facilitates wider dissemination and 
encourages engagement and participation in the project. 

Attendance at various meetings, such as Building User Group meetings and Building Managers 
Forums are an effective way to communicate energy information to professionals and staff and 
raise awareness of issues. These meetings not only serve as an effective way to establish reliable 
contacts at site level and build up site profiles, they also serve as a platform to directly meet the 
users and receive their opinions. This response is fed back in to the programme to aid the 
improvement and development of the service provided. 

The SMARTSPACES project also supports the Behavioural Work Stream of Sustainability and 
Climate Change function to deliver training to staff and professionals using the Web Portal, where 
they are able to remotely access a host of detailed energy information specific to their site. Training 
covers a range of energy reports that are vital to understanding the buildings energy use.  

Social media are both freely available and widely used communication platforms that make it an 
ideal resource to be exploited. The Council’s in-house social media ‘Yammer’, intranet ‘inline’ and 
well known public social media websites such as ‘Twitter’ all make effective communication routes 
to reach users – in particular building staff. The use of social media enables the notification of 
energy news, forthcoming events and training sessions and general energy information to be 
communicated.  
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Figure 23 – Recruitment materials used in Birmingham 

 

Risk treatment 

A number of factors keep the SMARTSPACES users in Birmingham solely concentrated on their core 
duties at work. Therefore they have no time or desire to actively support and engage in using the service. 
Birmingham’s strategy aims at delivering a user-friendly service combined with purposefully selected 
recruitment materials to invoke the desired change. 

The majority of pilot site users believe that saving energy is secondary to their work and with 
increasing work pressures, there is no time for them to think about energy issues or familiarise 
themselves with the SMARTSPACES project and what it aims to achieve in three of the city’s key 
buildings. 

In addition, the current economic crisis in the UK and subsequent budget cuts being implemented 
across all Local Authorities, are felt very significantly in Birmingham – it being the largest local 
authority in the UK which resulted in staffing cuts and increased work demands. Staff users are not 
motivated to handle more than their main duties and generally have a negative attitude to 
behavioural change and the use of new technological systems. 

In order to try and avoid further pressures on staff the implementation of the project has been 
aligned with the wants, needs and expectations of staff users. The design of the web service 
applications (both STARK online and the public website) is intuitive and has been created to be 
simple and user-friendly for all audiences, as well easily communicating how to manipulate the 
data and visualisations, the results are easily understandable (making it accessible for non-experts 
and professionals alike). While it is clear energy saving is not a primary activity in their work 
schedule, materials to promote the service will be disseminated to staff of the pilot sites. As well as 
targeted internal electronic communication to raise awareness and increase interest in saving 
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energy in public buildings; incentives for participation are being explored with the City’s BEST 
Network. 

Training / Recruitment Tracking 

Date / Period Activity Description 

20.07.2012 

14.09.2012 
User feedback 

Promotion and engagement of SMARTSPACES Services with 
friends of the Council House and building user groups 

21.05.2013 
Acivico Staff 
Demonstration 

Demonstration of the SMARTSPACES Services. 

22.05.2013 

24.05.2013 

13.09.2013 

Building Manager 
Briefing 

Implementation of the display screens. 

17.09.2013 – 
15.10.2013 

Training & Recruitment 
Promotion and engagement of SMARTSPACES Services 
among building and energy managers in different buildings 

4.4 Bristol 

Overall Strategy 

Bristol City Council’s Energy Management Unit provides its service to around 500 public buildings, 
of which approximately 400 will be evaluated as part of SMARTSPACES. The estate is very 
diverse: made up of schools, offices, community buildings, leisure centres, libraries, museums etc. 
- encompassing a varied mix of professionals, staff and visitors that Bristol City Council engages 
with. This dictates the necessity of the EMU’s recruitment and training strategy to be flexible so 
that the service can be applied effectively to this great variety of users.  

The EMU engage the intended user through providing them with a service comprised of energy 
information which is building-specific and continuously aims to make the service as user-friendly 
and accessible as possible, which is supported by energy efficiency expertise and awareness 
work. 

A user-friendly service is accomplished through regular communication to understand the needs 
and requirements of the user, notably focus groups, meetings, email and telephone conversation. 
The ‘building-specific’ element is achieved through collating data from a variety of sources e.g. 
GIA, contacts, usage, occupation schedule and building up detailed profiles of each building 
included in the project. 

This overall strategy defines the EMU’s efforts as it creates a service which is totally unique and 
customised to the user, generating greater levels of interest and engagement thus seeing 
significant progress toward reaching the overall project aims of reducing carbon emissions. 

Branding 

Use of the SMARTSPACES logo and the Bristol City Council logo feature consistently across all 
the products of the service that EMU provides, such as reports, web interfaces, presentations and 
publications. Emerging as a key benefit is the SMARTSPACES identity which has been 
established. This identity has started to become immediately recognisable to clients as energy 
information specific to them. A sub-set of this SMARTSPACES branding is the SmartSchools 
brand, which is specific to schools. 

This branding will stay consistent throughout the service that the EMU provides enabling the 
identity to continuously develop. This means the way in which the branding is perceived will 
steadily grow, eventually resulting in a strong relationship between the key features of the branding 
and quality, valuable energy information.  
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The SMARTSPACES branding will also be used alongside existing EMU brands, including Green 
Finger (for staff and pupil engagement) and Salix (for energy efficiency works). This will increase 
awareness of SMARTSPACES through utilising existing channels, and will also increase the 
impact of SMARTSPACES in Bristol by pulling users towards these other brands / projects. 

Organisational structure  

The structure of Bristol City Council is in theory hierarchical, with the Mayor and Senior 
Management at the top. However, in such a large organisation it is often the Building / Facilities 
Managers who have the most influence over the day-to-day running of the buildings. It is also vital 
to engage with ordinary staff and visitors: both to change their behaviour and for them to influence 
those further up the chain (e.g. through team meetings, local democracy). 

EMU have therefore adopted both a top-down and a bottom-up approach, ensuring senior 
management approval and giving staff the necessary tools to carry out the required work. 

Figure 24 - Bristol: Organisational structure 

 

Each of the red ‘Approach’ arrows in the above diagram also contains a feedback element. In this 
way all recipients can report back any problems they have noted either within their building or with 
the SMARTSPACES service. EMU will provide a query response / energy coach appropriate to the 
nature of the problem, and then provide further advice and fault resolution as required. 

The SMARTSPACES service also contains a number of functions which are internal to EMU: for 
example portfolio level targetting, project identification, renewable energy maximisation, and 
legislation compliance (e.g. Carbon Reduction Commitment). 
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Recruitment range 

Figure 25 – Bristol: Summary of recruitment strategy and approach 

 

Staff and champions training 

Training of staff has been going on since the start of 2013, and is likely to continue into 2014. This 
has been carried out by members of EMU. With such a large number of buildings, there is some 
difficulty in identifying and contacting the most appropriate individual. These have been identified 
initially on an ad hoc basis, with more to be identified through increased promotion and senior 
management influence as the project progresses. 

The content of the training is as follows: 

 Introduction to SMARTSPACES: its objectives and progress 

 Services training: Usage of the web portal, guidance on the email reports, and other services 
as appropriate to the individuals being trained 

 Query response / Energy Coach: What to do in the event of noticing a problem (e.g. energy 
wastage) 

 Hands-on session: Using real-life examples and use of the live system 

The eight professional building users (i.e. EMU team members) are further trained by SystemsLink 
on an ad hoc basis as new functionality is introduced. 

Champions identified 

Identification of Energy Champions has been carried out through attendance at Building User 
Groups, during site energy audits, and through the council’s social media and intranet. These 
users will be given extra services, access and reports in order to allow them to prompt both Staff 
and Managers towards reducing energy consumption. 
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Activities & Materials 

Attendance at various meetings, such as Building User Group meetings and Caretaker’s Forums 
are an effective way to communicate energy information to professionals and staff and raise 
awareness of issues. These meetings not only serve as an effective way to establish reliable 
contacts at site level and build up site profiles, they also serve as a platform to directly meet the 
users and receive their opinions. This response is fed back in to the programme to aid the 
improvement and development of the service provided. 

EMU also deliver training to staff and professionals using the web portal, where they are able to 
remotely access a host of detailed energy information specific to their site. Training covers a range 
of energy reports that are vital to understand the buildings energy use. The training also includes 
budgeting, which can offer valuable assistance to business and finance managers. The 
involvement of budget training is seen as a strategic benefit, as it can be relied on as an effective 
incentive of attracting staff and professionals to attend. The incentive comes where budget holders 
recognise they can make direct financial savings at their site through the knowledge and support 
gained from the session provided by EMU. 

Social media are both freely available and widely used communication platforms that make an 
ideal resource to be exploited. The Council’s in-house social media ‘Yammer’, intranet ‘The 
Source’ and well known public social media websites such as ‘Twitter’ and ‘YouTube’ all make 
effective communication routes to reach users – in particular building staff. Through social media, 
EMU is able to notify energy news, forthcoming events and training sessions and general energy 
information. It is also an informal way for parties to discuss relevant issues in an informal manner 
and builds rapport between EMU and users.  

Figure 26 – Communication platforms and training sessions 

  

Social media: Yammer and intranet “The source” Staff training session in August 2013 

Through meetings with Building User Groups and at Caretaker Forums, EMU is able to distribute 
the building-specfic reports and accompaniying materials which give detailed information on 
building-specific energy consumption and suggestion of how to make improvements. As well as 
functioning as User Recruitment events, these on-site meetings allow EMU to gather critical data 
on each building i.e. important building details and photographs to develop building profiles. 

The variety of energy reports that are distrubted directly to users through email and face-to-face at 
building user group meetings and training include Monthly Site Profile Reports, Quarterly Site 
Invoice Report, Greenfinger Reports and the Energy Managers Reports. Each of these different 
reports approach energy management from a different angle to suit the variety of buildings and 
users within them.  



SMARTSPACES – D5.1  

Page 46 of 114  

 

Figure 27 – Report segmentation in Bristol 

   

Greenfinger Report 

Target: Young adults 

Invoice report: 

Target: Staff and professionals 

Energy Managers Report 

Target: Energy Managers 

Publically available social media and also Bristol City Council’s internal versions have proven to be 
an effective method of distributing SMARTSPACES promotional work. Examples of this work 
include leaflets, posters and reports, which all serve a purpose to raise awareness of energy 
issues and encourage discussion on the topic.  

The three main strands of our user recruitment materials in Bristol can be summarised as follows: 

 Direct Reports and Posters 

 Face to Face  

 Internet / Intranet  

Risk treatment 

Bristol’s main obstacle lies in the fact that the SMARTSPACES service is rolled out to a vast number of 
buildings compared to the other pilots. The number of actual recruited users may therefore not reach the 
planned numbers. Incentivising to maintain user interest combined with a segmented and user-specific 
experience provision to introduce the element of Fun are used to reduce this risk. 

Unlike the majority of the other pilot sites where generally no more than 10 buildings are receiving 
the SMARTSPACES service, Bristol City Council’s ambitious project is rolling out the service to 
around 500 buildings. This makes it distinctly unlike any other another pilot on the project, 
presenting EMU with a wholly individual set of obstacles and defining it as an exception in the 
consortium. The complexity is even greater considering that these 500 sites represent a whole 
range of buildings, each with different functions and purposes to one another, and consequently a 
huge volume of users across all these buildings with different responsibilities and priorities. 

The considerably large quantity of buildings and users demonstrate a challenge in first sourcing 
and then contacting key individuals who hold some degree of responsibility over the building’s 
energy consumption, or can influence it. The variety of buildings – whether in purpose, 
functionality, building fabric or services, pose a considerable difficulty when assessing energy 
consumption and looking for solutions to reduce it – as there is no one answer for all these 
different sites. 

Incentivising and personalising are key factors in overcoming these challenges. Use of financial 
incentives to encourage and maintain user interest has shown to be successful. This is backed up 
by providing the user with building energy information which is entirely personal to them. For 
instance, if they are a school business manager, they will benefit from a monthly invoice report 
specifically relating to the financial performance of their school and support and advice in where to 
make improvements. 

Introducing an element of Fun is also seen as an important element in Bristol’s SMARTSPACES 
strategy. This is done by various methods: including use of ‘Green Finger’ – the energy superhero 
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(who is a long-standing part of EMU’s energy awareness work), and trying to foster a spirit of 
competition where building users try to improve on previous consumption. As well as providing 
financial benefits, information on how the building performs when they are not there (dubbed “The 
secret life of your building”) has proven to be of great interest to many users. 

Figure 28 – An energy saving “superhero” as part of Bristol’s branding strategy of introducing the 
element of Fun 

   

Instructions on how to make a 
paper version of the character 

Comic series featuring the 
character 

Twitter page where the character 
delivers his energy messages 

Furthermore, Exception reporting is a system designed to promote energy efficiency but will also 
incentivise users to engage in SMARTSPACES. The basic idea of exception reporting is that it will 
notify the user when their building’s energy consumption is particularly unusual, i.e. the levels are 
excessively high or unusually low. Exception reporting will identify potential problems at a 
premature stage to avoid them escalating, in doing so minimising any potential impact. It will 
continuously monitor consumption levels and only notify when necessary. The benefit comes 
where user interest is maintained, as their attention isn’t exhausted by repetitive monitoring of 
consumption, since the automated system will do this for them. Therefore, this only requires the 
user to pay attention when it’s of direct concern to them.  

Training / Recruitment Tracking 

Due to the large number of buildings user training spans over more than a year (with refresher 
training still ongoing) and is specifically segmented to deliver personalised training sessions to the 
different building groups (building managers, energy champions, professional building users, etc). 

Date / Period Activity Description 

12.09.2012 SmartSchools Training Training of school caretakers and bursars 

30.01.2013 SystemsLink Training 
First training sessions started with Building Managers and 
Energy champions. 

13.03.2013 – 
04.07.2013 

Building user groups Presenting reports to staff in all 600 buildings 

21.03.2013 SystemsLink Training Training Facilities Management 

04.07.2013 Systemslink Training Energy champions 

25.07.2013 Systemslink Training Building Managers and Energy champions 

19.09.2013 Professional user training Workshop with Systemslink and professional users 
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4.5 Hagen 

Overall Strategy 

In Hagen two different types of buildings are being piloted as part of the SMARTSPACES project – 
a museum and Hagen’s City Hall. The challenges faced in these two buildings are different, and 
the focus of work therefore also differs. 

In the museum there is a very complex heating and cooling technology. The expectations of the 
air conditioning technology with the use of the SMARTSPACES services were set high and the aim 
of the installed technology was the provision of heat and cold with a great renewable energy part. 

The real situation, however, proved to be different. The electrical energy demand was detected to 
be three times larger than predicted. After a first investigation of the technical installation it became 
clear that the installation is innovative and without any obvious mistakes, but the technical 
knowledge of the responsible staff was not sufficient to manage and optimise these complex 
systems. With the installation of different current, heat and cold sub-meters we therefore want to 
focus on two objectives:  

1. With the visualisation of the energy balance we want to increase understanding of the 
technology and want to show the impact of different parameters. 

2. We want to develop tools for analysing and optimising complex technical installations. 

Because of the high degree of automation of the technology our main focus group in this object is 
the staff responsible for the system operation. 

The message for visitors also focuses on understanding technology and provoking behaviour such 
as having a closer look at one’s own controller at home, particularly if the technology is also 
complex. 

In the City Hall the limiting factor regarding energy saving is the comfort demand of the office 
users, their heating and ventilation behaviour and probably contributing is their use of illumination 
and other technical equipment. 

With the installation of the sub-meters in the city hall we want to give information about the energy 
costs for different areas and different requirements such as cold or hot indoor temperatures. 

With the services we are following two objectives regarding the office users. Firstly, we want to 
provide information to users on how they can save energy. Secondly, we aim at receiving users’ 
acceptance of our activities in reducing energy wastage.  

Branding 

The SMARTSPACES project is embedded into the generalised activity "Energiewende Hagen". In 
October 2011 the city council of Hagen adopted a number of activities in order to prevent the use 
of atomic and coal use. 

Energy saving is a very important element in the plan to reach this objective. SMARTSPACES will 
therefore be communicated as a new activity and it will be combined with other activities in this 
field.  
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Organisational structure  

Figure 29 - Hagen: Organisational structure 

 

The organisational structure in Hagen follows a mixed approach where envi together with other 
experts and consultants (IT providers, energy engineers) advises and steers the management 
when it comes to taking actions and supporting SMARTSPACES goals. Public relations are seen 
as an important aspect of communicating with the citizens. 
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Recruitment range 

Figure 30 - Hagen: Summary of recruitment strategy and approach 

 

Staff and champions training 

Since 2012 bi-weekly meetings are being organised for the four professional building users. These 
meetings will be extended by the technical staff if needed. Topics include discussions around the 
portal and improving the developed EMS and EDSS services as well as ways of optimising the 
systems and best practices in visualising the effects of these improvements. 

Champions identified 

Two champions have been selected in envi. They are actively involved in daily SMARTSPACES-
related tasks and seem to be the perfect candidates when it comes to knowledge and willingness 
to assist others. There is also one champion within the management focused on assisting the 
professional building users. 

Activities & Materials 

Various presentations have been organised to present the project, such as conferences and 
meetings with similar institutions like GWH. These include: 

 Real estate enterprise ASG in Cologne, which offers services for controlling facilities with 
regards to renewable energy, both PV-facilities and thermal solar facilities. The first facility is 
online and the very first analysis has showed a necessity to replace the hydraulic installation. 

 Social housing company Lünen, where by controlling the main gas and heat meters ten 
buildings are online so far and first energy savings have been reported. 

 Social housing company in Siegen where a project funded by the programme “100 
Klimaschutzsiedlungen in NRW” deals with controlling of heat pumps and combined heat and 
power production. With the concept in place, the installation will begin in 2014.  
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These are very important milestones in Hagen’s strategy as in the case of the museum there were 
often negative headlines with regards to the very high energy consumption. By having positive 
results in different places and cities the users’ motivation and acceptance of the services is 
increased and the rest of the strategy can be applied. 

The developed materials are targeting three groups: 

 the technical staff 

 the office users 

 the public 

The materials for the technical staff include instructions on controlling strategies, optimisation 
procedures and information to analyse current consumption situations. An example of the 
visualisation of the controlling strategy for the operation of heating and cooling distribution can be 
seen below: 

Figure 31 - Hagen: Controlling strategy visualisation 

 

The objective for raising efficiency is indicated by the arrows. In meetings with the professionals 
and technical staff the necessary working steps are discussed and arranged. During subsequent 
meetings the effect of the activities can be seen with the help of the provided assessment tools. 

For the office users a large number of materials have been collected which display energy saving 
tips. It is planned to make these available on the intranet when the office users switch on their 
computers. 
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Examples of materials targeted at the office users in pilot site Hagen 

For the public the best approach chosen in Hagen is through providing easy and understandable 
visualisation of the success in energy saving that the SMARTPSACES services are achieving. The 
information is delivered through elements that are well known and easily relatable to, and using 
parameters that don’t require deep thoughts. An example is the visualisation of a tree with 
information about how energy saving by users can help save that tree, too: 

Figure 32 - Use of visual stimuli in Hagen targeted at the public 

 

Risk treatment 

Due to the highly complex systems in Hagen, focus is put on optimising and documenting results that are 
proof this strategy works. It seems that people will accept a solution only if it shows positive results and is 
explained in an understandable manner. Hagen has a great potential of reaping the benefits of its 
optimised systems and achieving real behavioural change among users. 

The general problem in the museum is that the installed technology is too complex for most of the 
involved people. This problem gets more and more important because we have a quick 
development of technology and a growing need for user-adapted controlling. But up to now it is not 
clear whether or not it is necessary to install a special service for managing complex technical 
installations. 

20 kWh energy savings
equals an yearly CO2 binding 
of a tree  
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The second problem is often the loss of documentation which is particularly fatal if information is 
missing about the controller. Therefore we will describe all functionalities of the system and we 
also provide a strategy for the detection of malfunctions as well as a manual for the optimisation 
process.  

A third problem is to keep the activities on running. Because it is not possible to observe the 
energy consumption each day, we introduce a generalised energy signature to evaluate the energy 
consumption for different use areas and equipment. A significant deviation from predicted values 
will send an alarm, so that the staff can explore the reasons. The challenge is to find the right 
configuration that on the one hand prevents false alarms, and on the other hand accurately detects 
when action is needed. 

The problem in the City Hall is to get the acceptance of the office users for energy saving 
activities. If a person is habitually opening the window too wide, then high energy losses are 
produced. So we hope that we can teach efficient ventilation behaviour and that it will be accepted 
that we will reduce the temperature to the necessary level.  

Training / Recruitment Tracking 

Date / Period Activity Description 

16.01.2013 

06.02.2013 
Staff meeting Training of staff in a focus group, EMS services. 

20.03.2013 Work group meeting 
First optimisation steps, documentation of the optimisation 
strategy. 

23.04.2013 Staff meeting Installation of sub-meters. 

29.04.2013 Work group meeting 
Documentation and presentation of concept for optimised heating 
and cooling production 

26.06.2013 Work group meeting First real-time testing of the web portal. Feedback on usability. 

Aug – Oct Implementation 
Technical equipment for users, benchmarking for sub-meters, 
optimisation work. 

16.10.2013 Work group meeting Analysis and evaluation of energy consumption. 

21.10.2013 Public relations meeting Planning of public relations activities. 

06.11.2013 Work group meeting Documentation – Web portal management. 

4.6 Istanbul 

Overall Strategy 

Between 1,000 and 1,200 citizens per day benefit from the Fatih Sports Facility. 120 staff including 
facility managers, trainers, cleaning staff, front office clerks, security staff and technicians work in 
the building. 

SMARTSPACES can help Fatih Sports Complex to save money and energy, and reduce the 
environmental impact of its operation through better energy management. Achieving a 30% 
improvement level in the management of energy use, Fatih Sport Facility could save up to million 
Turkish liras each year and reduce green house gas emissions by hundreds of thousands of 
tonnes. While these are good arguments that could convince the top management in using the 
SMARTSPACES service in Istanbul’s pilot site, ordinary visitors are seldom affected by such 
sentiments as they cannot see a direct financial profit. 
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Facility employees (facility managers, trainers, cleaning staff, front office clerks and security staff) 
have been thoroughly informed about the SMARTSPACES project and its aims, with technical 
details to be relayed to the technical staff. 

Istanbul’s recruitment strategy includes the development of various materials and organising a 
series of activities targeted at the high number of visitors. As visitors generally lack basic 
knowledge about the importance of energy savings, the recruitment materials are specifically 
directed at explaining how energy is used in Fatih and in sport facilities in general, and describing 
how low-cost or no-cost measures can make a substantial difference in lowering energy use. The 
materials also include tips on ways to save energy that can easily be replicated in the visitors’ own 
homes.  

Both the interior of the sports facility and the processes performed on a daily basis will be changed, 
comprising of refurbishing spaces and toilet areas, as well as creating checklists to ensure proper 
handling of heating, lighting and electrical equipment in the building. ‘Green practices’ can thus be 
more easily promoted among employees in the facility. 

Facebook and twitter accounts of the pilot site in Istanbul have been created. Regular information 
about energy efficiency and the progress of the SMARTSPACES project are shared through these 
platforms.  

Branding 

The materials distributed to the visitors are all branded with the SMARTSPACES logo as a EU-led 
project which is relatable to the citizens of Istanbul. The development of material for staff also 
takes into account the company culture (Istanbul Sports Events Inc.). 

Organisational structure  

Istanbul’s pilot organisation follows a hierarchical structure, with the General Manager being on 
top. The European Union Relations Directorate of Istanbul Metropolitan Municipality has been in 
contact with the General Manager since the beginning of the project. The Directorate is responsible 
for advertising and raising awareness of the project among the other bodies of Istanbul 
Metropolitan Municipality. Also, they have been giving good advice since the beginning of the 
project. 

Vice General Manager Mehmet Serhat Karadag is the second responsible person of the 
organisational structure. 

Technical Manager Mustafa Alic is the third responsible person of the project. He regularly informs 
the top management about the project’s process. He is the link to the administrative staff which 
receives training and answers all questions the other staff and visitors may have. 
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Figure 33 - Istanbul: Organisational structure 

 

Recruitment range 

Figure 34 - Summary of recruitment strategy and approach for pilot site Istanbul 
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Staff and champions training 

Nearly 100 staff members have been trained in the period between 1st and 30th of October. The 
scope of the training included: 

 Introduction into the project and its aims through presentations 

 Presentations on the system specifications directed at the technical staff 

 Training with demonstrations on using the service applications 

  

  

Training sessions for the staff in Istanbul 

Champions identified 

The Media Relations Manager and the Chief Mechanic have been selected to serve as champions 
in order to promote and encourage energy awareness among the facility staff and visitors and to 
serve as continuous sources of information about the project. Combining the technical expertise of 
the mechanic and the knowledge and communication capabilities of the Media Relations 
representatives makes for a good combination to effectively address any questions and problems 
users may face. 

Activities & Materials 

SMARTSPACES services are heavily advertised in Istanbul through informative materials such as 
brochures and posters visible throughout the sports facility. Furthermore, articles about the project 
activities and first results are published in local articles. 
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Various informative materials positioned throughout the sports facility 

Both facebook and twitter are used along with the partners’ web presence to report information 
about the project. It is assumed this will be most used by young people visiting the sports facility as 
they often use social media and the Internet to find new activities and places. Delivering energy-
efficiency-related information can affect their behaviours within the facility but also at home. 

  

Facebook and twitter are used to promote the SMARTSPACES services in Istanbul 

In addition, recruitment is supported by dissemination activities such as: 

 Organising a series of interviews and seminars 

 Using posters, brochures and stickers to raise awareness 

 Publishing articles in local magazines and journals 

Risk treatment 

In a typical top-down organisational structure in Istanbul, convincing the employees in the benefits of using 
the SMARTSPACES is crucial for a successful recruitment strategy. Pressure from the top management 
combined with the respect SMARTSPACES uses as a EU project proved efficient in raising staff 
motivation and enabling a successful transfer of knowledge to visitors. 

Employees at Fatih Sports Centre are not directly motivated to participate actively in the project 
activities. The reason for this can be seen mainly in the fact that while saving money is good for the 
building and the municipality, this does not necessary result in financial benefits for the workers 
there. Lack of knowledge on the newly introduced applications SMARTSPACES uses is also a 
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contributing factor for the general motivational problems. This could result in very poor recruitment 
results if not addressed correctly and in time. 

The training sessions provided to the staff were therefore specifically focused on delivering the 
right amount of information and the right content to motivate. The activities being relayed as project 
work supported and co-funded by the EU, as well as the conviction of the top management in 
taking part in the project, contributed to a more active involvement from the staff. Continuous 
support through coaching is designed to keep that involvement present in the long term. Where 
visitors are concerned, the cascading effect can only be achieved if the staff are motivated and 
willing to share and educate. Supporting materials and activities as introduced above help the staff 
and champions to reach a wider range of visitors. 

Training / Recruitment Tracking 

Date / Period Activity Description 

21.06.2013 Staff meeting Training of staff on use of the service applications 

28.06.2013 Staff meeting Presentation of service components to technical staff 

28.07.2013 

30.07.2013 
Work group meetings 

Coordination meetings with Istanbul Metropolitan Municipality 
(IMM) 

02.09.2013 Work group meeting Suitable damper motor – decision meeting 

26.09.2013 Implementation Cabling and installation 

09.10.2013 Work group meeting Meeting with Siemens concerning thermo-regulators 

15.10.2013 Work group meeting Planning of public relations activities 

28.11.2013 Work group meeting Meeting with Siemens – technical staff training 

4.7 Leicester 

Overall Strategy 

The Leicester pilot site is a partnership between Leicester City Council (LCC) and De Montfort 
University (DMU) and is made up of 25 buildings. 

 City Council Buildings include: 7 Leisure Centres, 7 Schools, 2 Community Centres, 1 Concert 
Hall, 1 Museum, 1 Office, 1 Library 

 DMU Buildings include: 5 University buildings  

Leicester’s overall strategy is to provide its buildings with Energy Performance information in an 
easy to understand / user friendly format that enables building managers and staff to identify 
issues and problems at a glance. The aim is that over time it allows them to take the necessary 
action to mitigate wastage or investigate the opportunities to reduce energy consumption in their 
buildings. The public who use these buildings will also be able to see the relative performance of 
different buildings thus increasing their awareness of energy efficiency and their role in making a 
positive difference. 

Professionals who access this Energy Performance information look more at the detailed energy 
profile information on this system, as they are responsible for technical aspects of the site; 
maintenance and investment – Fabric, Plant and Equipment. In some of the buildings it is only the 
professionals who have access to certain controls such as heating timers and programmers, light 
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switches etc. Therefore they have a reactive role to play to the comments and feedback from the 
building users. 

Staff that work in these buildings will mainly only look at the energy performance overview, as this 
highlights the building’s energy performance at a glance. The aim is that they report any issues to 
the building manager, but they also play an active role in reducing energy consumption at work 
through their own actions; staff engagement and training has an important role in achieving this. By 
working with Environmental Reps with previous energy interests in these buildings we are able to 
promote these services and highlight issues / problems. In certain sites such as schools and 
community centres, staff play a pivotal role in speaking with either young or elderly or disabled 
users and transform their suggestions / observations into action. They are responsible for 
interpreting the online information to their groups. 

Visitors / the general public will also be able to see the Energy Performance of the building(s); this 
will help raise the profile of energy efficiency and SMARTSPACES to the citizens if Leicester. It is 
hoped that this will create a sense of social responsibility (green capital) amongst the users and 
they too will realise the important role they have to play. Certainly for the Council buildings the 
citizens will hopefully enjoy the involvement as inevitably it is public money that is being spent on 
the bills. If they can play a role in saving money as well as saving carbon then this will hopefully 
translate into greater investment in other services. This project plays a great role in social 
empowerment on the environmental agenda. 

Branding 

In Leicester there are logos / branding that will be used simultaneously. 

 LCC logo is used to show that this is a project that the Council is a part of. By using the LCC 
logo it tells both staff and citizens that this is a mandatory scheme. Hopefully citizens will 
recognise the LCC logo and realise that it is a city-wide scheme. 

 DMU logo is used to show students and staff that the project has the support of the University.  

 SMARTSPACES logo – used to show that this is the project and that the project is feeding into 
a broader EU-wide project and hopefully encourage people to look at what is happening in 
other pilot sites. 

By using both the LCC and DMU logos we are able to demonstrate partnership working. 
Furthermore, many of the sites are either in or around the city centre area. By seeing the logos 
people will hopefully be able to associate the sites with SMARTSPACES. 

Organisational structure  

The structure of Leicester City Council is very similar to other local authorities in the UK: 
hierarchical, with the City Mayor, Deputy Mayor and Senior Management at the top before it filters 
down to building level. Building (BRO’s) / Budget / Facilities Managers have the most influences 
over the day-to-day running / energy saving in their buildings and therefore play an important part 
in the SMARTSPACES project. It is also vital to engage with the Environmental Reps, ordinary 
staff and visitors in these buildings to help influence others in the chain. As behavioural change 
requires all to do their bit in reducing energy consumption / wastage we have therefore adopted 
both a top-down and a bottom-up approach, ensuring we get senior management approval and 
giving staff the necessary tools to carry out the required work. 
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Figure 35 - Leicester: Organisational structure 

 

The structure of DMU includes a senior management team which comprises heads of sections and 
departments. This team reports to the Executive Board which is made up of Heads of Faculties, 
Directorate Heads, Deans, and a representative from the student body. This is the overall decision 
making body at the University. Strategic guidance and oversight is provided by the Board of 
Governors. Below these tiers of management sit faculty managers, budget holders and technical 
managers who deal with the day to day operations of the university. It will be important to engage 
these stakeholders in the project to get their ‘buy-in’ and participation. Additionally, there is a 
network of environmental champions within DMU who champion the green cause in the 
organisation. As well as the staff side there is also the student body which is represented by the 
students union (De Montfort Students Union – DSU). It will be important for the project to engage 
with the student body as they are the ones who use the buildings most of all and can be the eyes 
and ears on the grounds to spot issues. 
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Figure 36 - DMU: Organisational structure 
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Recruitment range 

Figure 37 - Leicester: Summary of recruitment strategy and approach 

 

Staff and champions training 

The training of professionals and staff began in July and will end in December 2013. 27 building 
professionals are to be trained followed by 75 staff members. 

The training includes one-to-one meetings with the building professionals. This involves sitting 
down with a BP and going through how the project works, how to look at and analyse data, how to 
react to comments/feedback and how to relay the information back to user. There is information on 
motivating staff and how to tackle lack of engagement from staff. 

In addition, presentations are organised for staff in team meetings. Staff have a pivotal way in 
using and promoting the service. We try and attend as many team meetings as possible to 
promote the services and explain what staff can gain by using them. By attending team meetings 
we are able to communicate with all the staff in a specific building at one time. At these meetings 
we can identify champions who will continually motivate their colleagues. The meetings are an 
ideal platform to identify new and innovative ways of working. By speaking to entire teams we are 
sure to seed the message. 

The training also includes introduction into using the Service Web Application / Tool. Staff and 
building professionals as well as citizens will need to be trained to use the web application. We sit 
down in small groups to go through the various steps such as logging in, how to navigate around 
the systems and how to interpret the smiley faces. We will empower the user to translate the 
smiley faces and relate them to key events/activities e.g. power down at the end of the day, special 
events, bad weather etc 

The promotional activity in each building supports these actions. . Buildings have screens, posters, 
leaflets, displays etc on energy efficiency and SMARTSPACES. These will be regularly changed 
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and updated to maintain interest. Around key dates we intend to revisit the sites and have stalls 
where people can come and discuss issues and impacts with the team. 

   

Champions are selected during meetings or through the Environment Champion network 

Champions identified 

At present key staff champions are being identified per site through the Environment Champion 
network. These are members of staff who have a keen interest in environmental issues. 

With the schools the plan is to work even closer with the students when they cover the 
environmental aspect in their curriculum. Key activities or key individuals are highlighted by the 
school and recognised in assemblies etc. 

Activities & Materials 

By having common branding across the web service and pilot buildings and promotional materials 
people are easily able to associate the building, their behaviour and information screen to the 
SMARTSPACES project and objectives. This common branding (logos) is used at all events, in all 
materials and in all press releases. This is particularly useful when dealing with young children in 
schools and elderly adults. It is also hoped that the common branding will allow DMU students and 
staff to recognise SMARTSPACES when they visit LCC sites and vice versa. This generates a 
good social capital for the project. 

Both LCC and DMU have internal web pages for staff and students. These pages are used to 
regularly send updates about the SMARTSPACES project e.g. some key events or results of an 
inter-building competition. We intend to have key resource documents and electronic resources 
uploaded to these sites as well. 

Posters are used to promote the project but also promote energy-efficient behaviour. We have 
specific posters we can use around photocopiers, lights etc. The visual impact of these will 
encourage people to use the SMARTSPACES application. Where possible we are trying to 
encourage people to make a pledge poster. In addition, the Use of ‘peelable’ posters and banners 
outside of pilot buildings are used to raise awareness of the project and encourage participation. 
Posters may be particularly useful where the customer base can associate better with graphics e.g. 
the elderly, children, people for whom English is not a first language. 
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Leicester Citiy Council’s insite page Leaflets and brochures 

Use of A5 SMARTSPACES ‘postcards’ which provide information about what the ‘smileys’ mean 
and where further information can be found have also been developed. They will be issued for 
staff, students and visitors to raise awareness and encourage participation. 

Articles in DMYou staff magazine and The Demon student newspaper will encourage the use of 
the SMARTSPACES website. Within LCC articles in the Face magazine will be included, as well as 
on the insite and the weekly internal staff e letters. This will ensure every member of staff is 
reached so that hopefully staff who are not based in a pilot building will be tempted to go along to 
one of the participating buildings and see how the system works. 

Management meetings with the senior management of the key buildings provide information and 
background about the project and what is aims to achieve. In LCC meetings are considered a 
crucial part of the campaign. Team meetings, meetings with managers and senior officers will all 
useful in telling people about the service, making sure that people are reminded of it and 
disseminating good practice. We plan to have focus groups either with key professionals or 
champions either every 6 months or around key events to try and understand the buildings 
behaviour and also identify what works and does not work and what actions can be replicated at 
other similar sites / in other similar situations. 

Green Champions / Environmental Champion networks are used to encourage staff, students and 
visitors to use the website and forum. The Champions will be responsible for maintaining interest in 
the scheme, acting as a key contact point and also monitoring schemes such as end of day power 
down. 

SMARTSPACES will be continuously linked with promotions and involvement into existing Green 
Impact behaviour change project which is run at DMU as a key requirement of the project. Green 
Impact is run nationally by the National Union of Students and delivered locally at the university in 
partnership with the students union. Top performing teams from previous years are given the 
opportunity to undertake a project and SMARTSPACES will be one of those projects. Teams are 
given awards depending on the levels of success with Green Impact. The project also includes 
working with students as environmental auditors and as Green Impact Project Assistant to assist 
staff teams in being greener. 
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The Green Impact project helps promote SMARTSPACES in Leicester 

Switch off campaigns and ‘blackouts’ are planned to encourage energy saving activities within 
buildings which will be reflected in positive results on the SMARTSPACES website. 

Pull up Banners are displayed in foyers and entrances at pilot site buildings to tell people about 
SMARTSPACES as they enter a building. The SMARTSPACES messages are enforced through 
posters, staff and displays. 

Risk treatment 

As with most other pilots in SMARTSPACES, Leicester tackles the lack of knowledge and interest among 
users (visitors, staff, professionals) by actively engaging with them and providing the needed support and 
materials to win them over on the side of the energy savers. 

The majority of professionals and staff within the Leicester pilot site are risk averse or do not have 
the time / knowledge to actively participate in energy saving activates. Currently staff are not 
motivated enough to take on additional duties (outside their core work) and generally have a 
negative attitude towards change / new technology. Most staff believe that saving energy is not 
important or their responsibility and do not have the time to think about such matters. 

To solve these problems we present the following strategy: 

 Provide user friendly tools (easy access to latest energy performance of their buildings) 

 Fact Sheets (Do’s & Don’ts) / Procedures  

 Save Energy - Save Money – Save Jobs 

For professionals it is very important that we will provide them with training, technical solutions in 
monitoring and controlling energy consumption in their buildings. Help them better manage their 
buildings by providing the tools and knowledge required. 

Training / Recruitment Tracking 

Date / Period Activity Description 

03.04.2013 – 
10.04.2013 

Promotion and 
engagement of 
SMARTSPACES 

In different buildings: schools, offices, community centres, 
leisure centres and other buildings. 

10.04.2013 – 
19.06.2013 

Building professionals 
training 

Feedback from the meetings was passed to DMU. 

30.07.2013 
Building user group 
meeting 

Feedback gathered and initial reports done, passed on to 
DMU. 

31.07.2013 – 
09.10.2013 

Various communications 
With the building user group and environmental champions, as 
well as faculty and directorate boards. 

18.10.2013 
Data gathering and fine 
tuning 

Feedback passed on to DMU. 
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4.8 Lleida 

Overall Strategy 

The pilot site in Lleida covers the demand of energy in 22 different buildings: six office buildings, 
seven sport centres, and nine schools. 18 buildings have SMARTSPACES services (called low 
cost service) based on the billing consumption while in the others four buildings different smart 
meters that store consumption information every 15 minutes have been installed.  

Office workers and Heads of departments work in these buildings as well as public service workers 
such as teachers, all ranging in age from 25 to 60 years. 

 Professionals and heads of departments. SMARTSPACES offers a tool to optimise the 
management of buildings. Technical information provided to building professionals and 
responsible persons for maintenance improves the corrective maintenance, reduces electric 
failures, maintenance costs and response time. In contrast to technical staff wishing for more 
technology-rich solutions, Heads of departments are more interested in reducing department 
costs and thus focusing on the financial aspect is a key to their involvement. 

 Staff have been trained on efficient use of energy at work. However, to involve them into the 
project, they will also be trained to reduce their energy consumption at home, which will provide 
added value. Among the administrative personnel, members with previously shown energy 
interests will be recruited in order to become a close person consulting on energy issues 
(champion). 

For the wider dissemination of its activities, the pilot has decided to use the platforms website and 
intranet for distribution of messages, as well as special links for SMARTSPACES promotion by 
Agencia Energia Lleida and the website of the Council Town. Also, public screens of Lledia City 
Council will be used to display a looped video about SMARTSPACES and its goals in Lleida.  

Branding 

Several products with the SMARTSPACES logo have been produced to distribute among people 
who are engaged and show interest in the project. First units have been delivered at training 
workshops. The service is branded as a low cost solution. 
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Lleida branding examples: Pull-up banner and informative brochures 

Organisational structure  

Based on the pyramidal structure of Lleida City Council, the pilot’s strategy follows a mixed 
approach. While the focal point of all activities is staff and visitors, a first step taken was to work 
with the Heads of departments (Economics and Environment) and persuade them in helping to 
implement the project measures in the buildings. 

Once the project had the support of the Heads, staff and professional users became the primary 
target. Is very important that the staff feel their Heads support the project and that it is a relevant 
part of their duties (top-down). At this point, any positive results are to be presented to the Mayor 
(bottom-up). 
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Figure 38 - Lleida: Organisational structure 

 

Recruitment range 

Figure 39 - Summary of recruitment strategy and approach for pilot site Lleida 
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Staff and champions training 

The period of training of the staff and building professionals was carried out in October 2013. It 
included the following training topics: 

 Project overview: SMARTSPACES was presented to the users. The presentation also 
covered the topics of involving stakeholders and committing to energy saving by the 
department measures. 

 Presentation of saving possibilities and how to achieve them; 

 Training on using the web services and applications; 

 Training on how to use the building and facilities; 

 Presentation of Energy coach and project support; 

Number of staff and professionals trained: 

 1st phase: 16 Professionals and champions staff (15 October 2013) 

 training with Heads of department; 

 training St. Francesc professionals and champions; 

 training sport centres; 

 training with low cost service buildings; 

 2nd phase 100 staff and professional users (28 October 2013)  

 training all staff in St. Francesc building 

 training all staff in sport centres; 

 training with low cost service buildings; 

The training methodology is based on the Energy Information Software (specific information for 
each user level), comparative information to detect abnormal consumption, and auditing and 
interviewing the users to better understand the consumption. 

  

User meetings in Lleida (staff and professionals) 

Champions identified 

The champions in Lleida have been identified following a defined process. Based on a profile 
created specifically for this task, a survey was performed looking for the characteristics of a 
champion as defined in the profile by CIMNE. The users who showed interest and who matched 
the characteristics were approached and filtered after a group meeting. 



SMARTSPACES – D5.1  

Page 70 of 114  

 

  

Champion profile Champions identification 
process 

Activities & Materials 

Accompanying the training process, a user manual is available on the intranet. Furthermore, some 
guides were prepared and delivered in training sessions covering understanding and using the 
building facilities in a more efficient way. 

Focus groups will be in charge of ensuring the focus of each user will be maintained during the 
whole project period and beyond. In order to achieve that, a report with the behavioural and use 
changes that will be applied for each building will be provided. The expected saving will be 
presented in kWh and € to serve as comprehensive information for all users. 

Every four months a monitoring report to keep engaged the users in the project is prepared. This 
report contains information on the evolution of the savings achieved so far. The project success 
cases will be presented to all users, in order to replicate in the other buildings the best actions 
carried out. Monthly emails to users with containing monitoring report are also used. 

Every half year a monitoring meeting with professional users and champions is planned. This 
meeting has to ensure the correct project work and keep the key people involved in the project. 

Energy coach services are available (during labour time, 9:00 am to 5:00 pm) in order to support 
users and resolve doubts about the project, explain the used tools and energy efficiency concepts, 
as well as collect feedback on what can be improved. 

Several materials have been developed in order for the Lleida pilot to keep users engaged. They 
have been developed by the Lleida partners with two clear objectives, the first being to deliver 
energy and awareness information to final users in order to achieve the energy saving objective, 
and to promote the rational use of energy in their buildings. The second objective of the materials 
is promote SMARTSPACES as a European project, in order to encourage users and show that 
they are not alone and there are a lot of other countries, municipalities and buildings that are 
working towards energy saving in the same way. The materials include:  

 Guides for efficient use of the facilities 

 Posters and TV information in building halls 

 Banners with consumption awareness and suggestions 

 Workshops (at least 2/year): professionals and VIP staff  

 Articles (3/year): technical and municipality publications 

 E-mail service: periodic mail with energy report and project evolution 

 Web portal with different tools: 

- with significant environmental conscience

- with knowledge in the field in which they 

need to interact

- without previous reluctance about the 

project or this kind of responsibilities

- experienced in doing similar tasks (if 

possible)

- currently not overworked

- authoritative and/or charismatic

- well regarded by other people

Champion profile

Create

Champion 

Profile

Survey

Evaluation

Champion 

Selection

Select best suited

persons after a group

meeting

Evaluate the survey

results and contact

potential candidates

Perform a survey to

screen for the

characteristics

Identify and document

most important user
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 Comparison of periods 

 Actual monetary savings 

 Benchmarking between buildings and zones 

 Tips about how to save more energy  

 Analysis of protocols to save energy  

 Energy coach and hotline 

Figure 40 - Recruitment materials used as part of Lleida's strategy 

 

 

 
 

Risk treatment 

Llleida tackles the main problems of lack of interest and technology literacy by providing a tailored solution 
(low cost) that has the potential to save tax-payers’ money which can be used for other community 
purposes. 

In case of negative results, the applied actions in this building will be revised. To try to understand 
why it didn't work, these will be corrected and new actions will be suggested. 

Similarly to other pilots, users in Lleida are not tech-savvy and lack knowledge and incentives 
when it comes to using ICT and saving energy in their work place. Putting focus on the financial 
benefits of SMARTSPACES combined with comprehensive tools tailored to the different user 
groups are the main ways of countering this. More specifically, Lleida’s strategy includes: 

 Development of appropriate tool for each user level 

 Materials explaining that not just technicians can use the services, but that saving energy and 
thus money can be done by everyone 

 Public energy = Public money. The energy of the municipal buildings is paid for by the citizens. 
Money saved with an efficient use of energy can be dedicated to other activities necessary for 
the city, for instance: more savings = more social services. Politicians could incorporate this 
message in the municipal budget preparation. 

 Heavy involvement of the Heads of departments as they heavily influence the staff and 
professional users. 

Training / Recruitment Tracking 

The training of staff and professionals was performed in October 2013 and resulted in more than 
115 users being trained. 
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Date / 
Period 

Activity Description 

09.05.2013 Professionals meeting Progress report and upcoming actions discussed. 

31.05.2013 
Representatives of 
municipalities meeting 

Progress report and upcoming actions and needed support 
discussed. 

29.07.2013 
Heads of departments 
meeting 

Budget and upcoming actions discussed. 

02.09.2013 Project partners meeting 
Review of goals and scheduling of implementation plans for the 
services. 

15.10.2013 
Formal presentation in 
Lleida Council 

Project goals and tools presented to the City Mayor. 

17.10.2013 Professionals meeting Introduction of the SMARTSPACES tools in Lleida. 

25.10.2013 Low cost user meeting 
Tools for the low cost services introduced to the corresponding 
user group. 

31.10.2013 
SMARTSPACES 
services 

Launch of the services at pilot site Lleida. 

4.9 Milan 

Overall Strategy 

In pilot site Milan, three different buildings have been selected for the SMARTSPACES project: a 
Local Police Station, a Museum and a Nursery school. Targets involved in the recruitment plan 
vary from building to building. Therefore, different methods were used to spread the word about the 
project in the wider possible way and to test which methods were effective, in case of replication in 
other buildings. Once the users with the right characteristics were identified, the top person in each 
building was asked to select the champions. The selected champions were introduced to the 
project during several meetings with Comune di Milano representatives. They were given the key 
recruitment message (“Risparmia energia, migliora la tua vita” in Italian) and introduced to the 
basics of the system. Once the system was fully operational, they participated in more thorough 
training sessions. SMARTSPACES services are deployed at: 

 The Local Police Station: staff involved work both on administration and logistics. They are not 
involved in the decision-making process for energy saving but they will be able to check all the 
data consumption, so they should feel more responsible. 

 Museum: a technician involved in the energy management of the building has been recruited. 
The project activities and results will be disseminated to the visitors in order to make Milan’s 
citizens aware of the ongoing work on energy saving in the city’s public buildings. 

 Nursery: staff involved works both on administration and directly with the children.  

The energy management in the municipality is centralised for most of the buildings and includes 
managing the Machinery Maintenance Department, which is involved in the project since the very 
beginning. 

Branding 

The general pitch to users about SMARTSPACES is that it is a project that can be seen as an 
experiment on how IT technologies can be useful in saving energy. Going deeper and more 
personalised (based on the user profile characteristics such as skills and position in the 
organisation identified during the as-is analysis, see chapter 2), users are introduced into the 
importance of monitoring and specifically shown how they can make a difference (e.g. by creating 
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a cascading effect when talking with other users). Another personalised pitch includes the 
usefulness of the service for users’ daily routines (e.g. for users in charge of energy management 
of the building). 

The champions will be continuously updated through communications and meetings and will make 
all the people in the buildings feel involved in the initiative through materials such as posters and 
brochures explaining what SMARTSPACES delivers. The fact that there are currently no general 
campaigns on energy saving in public buildings makes it harder to engage users but at the same 
time a great challenge that tests Milan’s recruitment plan and that can pave the way for future 
initiatives that involve recruiting users. The municipality therefore strives for an image of an 
institution that cares about this topic taking action to make work easier for energy managers. 

Organisational structure  

Every decision Milan City Council starts from the political strategies. These strategies may come 
from the personal vision of every Assessor or from joint visions of different Assessors who put all 
their visions together in an official plan. Every initiative has to fit into these strategies, and, if 
external agreements are required, the initiative has to be approved by the Assessors’ Council. 

SMARTSPACES was formally approved in December 2011 following the proposal of the Assessor 
for the Public Works Lucia Castellano; she is no longer an Assessor of the Municipality but the 
current Assessor Maria Carmela Rozza endorses SMARTSPACES as well.  

After the approval, the initiative is managed by an exec, e.g. a Department Director: He/she relates 
with the technical staff on what are to be performed to put the initiative in practice. The technical 
staff decide who has to be involved in the making of the project, and meanwhile the administrative 
staff take care of deadlines and expenses. The project activities are visible in three different 
buildings, so the technical and administrative staff relate to the building managers and, if needed, 
with the building staff too; otherwise the building staff is coordinated by the managers. 
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Figure 41 - Milan: Organisational structure 
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Recruitment range 

Figure 42 - Milan: Summary of recruitment strategy and approach 

 

Staff and champions training 

The training of the staff was carried out in July 2013. It included the following training topics: 

 Presentation of the system 

 Demonstration of the dashboard functionality to 12 professionals 

 Training on configuring datasets and reports 

Champions identified 

Champions vary from building to building, in accordance with the nature of the building itself and its 
institutional mission. A total of twelve champions have been identified: 

 In the Local Police Stations, seven people who work on administration and logistics are actively 
involved 

 In the museum, the technician involved works in the energy management all the time. He is 
also in charge of another building next to the museum. 

 In the nursery champions are represented by the administrator, who is the top person in the 
building, and by three educators 

Activities & Materials 

There will be multiple meetings and two workshops: one on 25 November with all the staff of the 
three pilot buildings and another one on 16 December with all the professionals working in the City 
Council. This is to make sure everyone is well aware of the project’s goals and how the system can 
be used to save energy and help energy managers with their work. 

The workshop held on 23-24 July 2013 with twelve participants who were given access to the 
system included the topics of creating and reviewing different graphic datasets and monthly 
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reports. This will help users to familiarise themselves with the system and to realise how user-
friendly it is. Such workshops also contribute to a team spirit, the feeling of belonging to a group of 
select people that foster change. 

Selecting the right contact person in the museum has been easy since there is only one user. In 
case of the nursery, this is the top person in the building, so the other users know they have to talk 
to her for any needs. In the local police station top person was also approached, and together we 
designated the users and arranged the meetings.  

Our International Relationship Department created its brand new Facebook page, where all the 
Department’s activities will be displayed, and among them there are European projects like 
SMARTSPACES. The page has just been released, so there are only few likes at the moment, but 
we are confident that the likes number will grow very quickly. Project milestones as well as public 
events or articles will be disseminated through the Facebook page. 

 

News about SMARTSPACES is regularly posted on the Council’s Webpage in Facebook 

The Department is also building a new thematic site to display in details all the projects. The layout 
is very user friendly and graphically appealing. Furthermore, screens at the entrance of every 
building are planned, showing the ongoing system layout in real time. 

There are posters and brochures for dissemination, a distribution in every building is planned for 
November and mostly to the museum visitors to make the citizens aware of the project, together 
with articles and posts on our Facebook page and on the institution’s website. The materials are in 
Italian to ensure that they’ll be understood by everyone. The posters are planned to pitch 
messages that are short and have immediate impact (e.g. using ‘shocking’ facts related to energy 
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saving). Apart from that, specialized magazines in information technologies and energy have been 
contacted and asked to publish articles about the project. 

Figure 43 – Recruitment materials used in Milan 

  

SMARTSPACES brochure Poster used at the building entrance 

Risk treatment 

The main challenges Milan faces when recruiting users and which reverberate across all pilots are the 
general mistrust of new technology combined with a strong focus on work activities and little time for 
things that are ‘secondary’ to their work. The user-friendliness of the system together with a measured 
amount of recruitment activities aims to reduce the effects of these challenges. 

The majority of the pilot site’s users lack basic knowledge on energy saving and use of information 
and communication technology. Furthermore, most of them believe that saving energy is 
secondary to their work and that with their busy schedules there’s no time to think about such 
matters and get to know what SMATSPACES achieves in their buildings. 

To counter this, Milan’s recruitment strategy has been fully aligned with the needs and 
expectations of the users. The system is very user friendly and everyone should have no issues at 
all in using it, and this easy way to use it, together with user meetings, interviews with heads of 
each building and communication, should make people more interested in how much energy can 
be saved with the system. In the long term, specific financial incentives can become more of a 
factor as there is an expected big impact from energy saving in the Lombardy region that can result 
in an adjusted recruitment plan to include monetary incentives that are currently not present in the 
recruitment strategy of Milan’s pilot site. 

Training / Recruitment Tracking 

Date / Period Activity Description 

23-24.07.2013 
Introduction to the 
system 

The responsible for the different pilot sites (Museu del 
Risorgimento, the local police station, nursery school) were 
introduced to the system 

25.11.2013 

16.12.2013 

Full explanation of the 
system 

Includes measurements, using the applications, providing 
feedback and advice to other users. 
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4.10 Moulins 

Overall Strategy 

The three partners in Moulins involved in SMARTPACES work closely together to achieve the 
pilot’s goals. 

Moulins Habitat is involved in sensitising and enabling citizens to reduce their energy consumption 
in a pedagogical setting. This nursery project is a tool which enables people to be more aware of 
their own behaviour and potentially change it towards more efficient energy use at work or in public 
buildings visited but also at home and thereby help to achieve considerable energy and energy 
cost saving. 

RPP is directly linked to the energy efficiency activities in the pilot. The nursery project is a way to 
work with energy data and display energy consumption innovatively in combination with new 
features like air quality monitoring with the ultimate goal of reaching various types of users through 
an EDSS system. In the long run, this project represents a real reference and can be duplicated in 
other nurseries but also public places where energy consumption and air quality can be displayed 
in real time (schools, public buildings, swimming pools, etc.). 

By being part of SMARTSPACES, the City of Moulins is able to promote education in energy 
awareness and behaviour of families and young children; it is a very important challenge for a city. 
The technical aspect is essential and its educational aspect is equally important. Communication 
towards the users of the building will be a first test for the community. 

EDF Optimal Solutions will be able to propose a real reference for our society to show what can be 
done towards achieving energy-efficient comfort in a nursery, but also in public buildings in 
general. 

Branding 

Moulins’ citizens are sensitive when it comes to change and haven’t experienced a project or 
initiative in the city like SMARTSPACES with such strong presence and ambitions before. The 
chosen sector where children and young adults are equally important as grown-ups allows for an 
easier reach and more efficient and lasting change. However, it also poses questions about best 
ways to approach and handle the young and sensitive minds. 

It is a real challenge for the City of Moulins, the nursery and Moulins Habitat (energy coach) to 
convince users and their families of the benefits that can be achieved by personally getting 
involved and the results (more financial savings for managers and more efficient services) of their 
involvement. 

The activities are branded as a European project which is supported by the Moulins stakeholders 
in order to use innovative technology but also combine it with fun tools which can be easily 
adapted for similar future initiatives. 

Organisational structure  

The chain of communication in pilot site Moulins is split into three parts: 

 Moulins consortium 

 Nursery staff 

 Building visitors 

 

The team is in charge of developing and implementing the system in the new building. The city of 
Moulins expresses its needs and Moulins Habitat has the responsibility to manage and choose the 
partners which will be in charge of the technical aspects.   

The Nursery staff and manager are coached and assisted by Moulins Habitat in order to 
communicate and promote the best practices for energy savings. An energy coach will be present 



SMARTSPACES – D5.1  

Page 79 of 114  

 

and active all along the project phases. He will be the link between the nursery staff and the 
technical partners. 

Building visitors are the “targets” of the EDSS as they have access to simplified information 
through the TVs and IP videophones but also their smartphones. The goal is to have an impact on 
their behaviour and be able to answer their questions as they might arise.  

Figure 44 - Moulins: Organisational structure 
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Recruitment range 

Figure 45 - Moulins: Summary of recruitment strategy and approach 

 

Staff and champions training 

The staff will be trained by the energy coach and professionals. Approximately ten members of the 
staff will be trained during short training sessions (1 to 2 hours) which will start in November during 
the same period of the inauguration of the building (on November 22nd) and will continue into 
2014. The energy coach will also help the nurses and the staff to answer visitors’ questions and to 
learn how to read and interpret the building’s consumption. 

The energy coach has been trained by EDFOS and RPP in order to be able to configure the 
system and show the users and staff how to use it in a simple way. 

The content of the training for one group (composed of ten persons during one hour) is as follows: 

 Presentation of the SMARTSPACES project, its objectives and partners; 

 Services training: Usage of the interactive TV screen, guidance on the message reports, and 
other services as appropriate to the individuals being trained; 

 Query response / Energy Coach; 

 Hands-on session group: Using examples and a live system demonstration by Moulins’ 
partners; 

Figure 46 - Moulins: staff training session 
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Champions identified 

The champion in Moulins serves as the link between the different actors of the nursery (nurses, 
other staff, parents and children) and the energy coach assists on the environmental strategy and 
energy efficiency development. He will be in charge of explaining how to use and analyse the 
information displayed by the developed system. 

Activities & Materials 

The new building equipped with the SMARTSPACES service in Moulins was opened on November 
22nd 2013 during a big ceremony attended by many citizens as well as the City Mayor. It should be 
noted that when it comes to recruitment actions, those of them addressed to users are at early 
stages. To compensate, additional efforts have been put into the preparatory phase so that the 
after the opening of the building, most actions could be carried out swiftly. This can also be seen 
as an advantage for Moulins as the other pilots in SMARTSPACES could share valuable feedback 
from their ongoing activities and thus optimise the planned processes for recruitment and training 
in Moulins. 

Figure 47 - Opening ceremony attended by the Mayor of Moulins 

 

The goal of Moulins’ recruitment strategy is to make people talk about the project and make them 
think about energy use and energy saving. 
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It is planned for an event to be organised or annual “energy day” to be chosen in order to address 
energy issues or similar themes across a symbol or animal. The animal can be painted by the 
children of the nursery and all people who are interested in this act of eco-citizenship (parents / 
staff). This art may be acclaimed and displayed in town. 

   

Example from the Elephant parade in Luxembourg / Trier (2013) 

When the complete set of functionalities is implemented and / or training needs to be organised, 
the Moulins team will organise meetings to facilitate exchange of experience and further educate 
the staff. 

The pilot in Moulins is equiped with a TV in each part of the building where the visitors will have 
access (covering the three nurseries). EDSS is displayed through IP videophones. Posters are 
hung in the building to catch the visitors’ attention. Brochures are available in each room where the 
EDSS is displayed in order to explain the project, its goals, the means and partners; these 
brochures will include advice on how to save energy or on how to better consume energy. Green 
games will be organised in order to motivate and sensitise the visitors and the children in a “fun” 
way.  

The pilot in Moulins is equiped with a TV in each part of the building where the visitors will have 
access (covering the three nurseries). EDSS is displayed through IP videophones. Posters are 
hung in the building to catch the visitors’ attention. Brochures are available in each room where the 
EDSS is displayed in order to explain the project, its goals, the means and partners; these 
brochures will include advice on how to save energy or on how to better consume energy. 

  

A TV channel will be developed to be played on the TVs. Mobile devices can be used to get access to 
more information. 
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Risk treatment 

Moulins pilot has a clearly identified target group that includes mostly children, young adults and their 
parents. Therefore the strategy applied is in accordance with the needs of these stakeholders – by 
providing understandable and easily usable content, Moulins hopes that users will quickly accept the 
energy saving actions and embrace them. 

Most of the users are not fans of new technological solutions. Moreover, they don’t really care 
about energy savings as they won’t get more money at the end of the month and they won’t be 
awarded for what they will do. 

The system aims at being as simple as possible to be understood by everyone. If it’s too technical, 
it won’t be adopted and used by the visitors and the staff users. 

In order to take this into account, we decided to have the following approach and answers:  

 Have regular trainings and discussions with the management team and the staff users 

 Involve the users in the process and the project, make them talk about their feedbacks, 
mention them in the communication process, give them the feeling that it is their tool, 
customised for them and adapted to their specific needs (through the user control groups) 

 Provide an easy to use and easy to understand TV channel with no interactive uses (easier to 
use than a widget on the TV or the movement / voice recognition command). 

 “Make it fun!” because if it’s too technical or too boring, it will be left aside and never used thus 
having no impact on visitors or staff users 

 Make it live and renew the interactive contents, schedule green games each year involving the 
nurses, staff users and also the parents. 

Training / Recruitment Tracking 

Unlike the rest of the pilots in SMARTSPACES, Moulins pilots a brand new building and services 
developed specifically for the project. The new building was officially opened with a ceremony 
attended by the City Mayor on 22nd November 2013. Because of this, most actions reflected in 
Moulins recruitment strategy are at early stages. The benefit of such situation was that Moulins 
could take advantage of the experience and feedback provided by the other pilots and thus shorten 
some time with regards to some recruitment processes. 

Date / Period Activity Description 

31.10.2013 End of construction 
New building (“House of childhood and family of the City of 
Moulins”) inspected by different stakeholders. 

12.11.2013 Service operation Services open to staff and visitors (nurses, children, families) 

22.11.2013 Building inauguration 
Opening day of the building organised as an inauguration 
ceremony attended by the Mayor, the partners and some staff 
and visitors. 

4.11 Murcia 

Overall strategy  

The pilot site in Murcia covers the demand of different types of users in six buildings – Murcia City 
Council, an annex building to the Council, and the Public Security Buildings Complex: Local Police, 
Fire Service, Civil Protection Service and Traffic Department. Murcia City Council and its Annex 
have an administrative profile comprising office workers, heads of departments, the mayor and 
councillors, and welcomes near 6,000 visitors per month. The Public Security Buildings Complex 
has a combination of administrative staff and security municipal workers such as policemen and 
fire fighters. All municipal workers range in age from 20 to 60 years old.  



SMARTSPACES – D5.1  

Page 84 of 114  

 

 Professionals and heads of departments. SMARTSPACES services offer a tool to optimise 
the building management. Technical information provided to building professionals and 
responsible for maintenance will improve corrective maintenance as well as reduce electric 
failures, maintenance costs and response times. Furthermore, heads of departments are more 
interested in reducing department costs and be an example of good practices. 

 Staff trained in efficient use of energy at work. However, to involve them actively in the project, 
they are also trained in reducing their energy consumption at home, which will provide added 
value. Among the administrative personnel some “Green Staff”, with previously declared 
energy interests have been recruited in order to be a contact person between the groups of the 
professionals and the staff.  

 Visitors and general public are being informed about the use of energy and receive advise 
about reducing energy consumption through SmartSpaces web page, with the supporting of 
awareness material distributed at pilot buildings. 

For the wider dissemination of its activities, Murcia has created a specific website 
(www.smartspaces.energiamurcia.es) promoted by Murcia City Council and the Local Energy 
Agency (ALEM). Also, the pilot has decided to use the platforms facebook and YouTube for 
distribution of messages and videos, as well as special webs for SmartCities promotion as 
EnerAgen and Murcia Smartcity. Twitter has been deemed inappropriate in the case of the pilot 
site because it is not available in ALEM. 

Branding 

All products used for the project dissemination have a consistent design, including at all times the 
logos of SMARTSPACES, Murcia City Council, and the Energy Agency. Two kinds of branding can 
be identified: 

 Materials prepared to support dissemination activities such as roll-ups, posters, leaflets, 
presentations, reports and web interfaces. 

 Materials to strengthen the identity of the project. Several products (mugs, pencil boxes, T-
shirts) have been produced to identify people who have assisted in training workshops and are 
engaged in the project activities. 

  

Energy Saving catalogue User Guide 

Organisational structure  

The command structure of Murcia City Council is pyramidal and strongly hierarchical. The Deputy 
Mayor in charge of environmental topics is the political promoter and is very committed to 
SMARTSPACES. She has the support of the mayor. 
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The Deputy Mayor formally informs about SMARTSPACES to the rest of the municipality 
councillors. They in turn communicate to their heads of departments the need to attend all project 
requirements. At this point, ALEM work with Heads of Departments in order to get their 
involvement to implement the measures of the project in the buildings, and to identify the focus 
groups (professionals / staff). Heads have the most influence over the staff, and need to elucidate 
the importance of adopting energy saving behaviors. Among the most motivated staff ALEM has 
created the “Green staff” position. “Green staff” are the links among their colleagues and the heads 
of departments or professionals. 

If a problem is detected (e.g. a department leaves the lights on outside working hours), it will be 
communicated to the head of that department and the “Green staff”. Depending on the nature of 
the problem, either an employee or the Head will explain the problem to the rest of the personnel to 
avoid it in the future. 

On the other side, the “Green staff” shall ensure the implementation of best practices for energy 
savings, and will communicate to the Heads or professionals any irregularities detected.  

Figure 48 - Murcia: Organisational structure 
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Recruitment range 

Figure 49 - Summary of recruitment strategy and approach for pilot site Murcia 

 

Staff and champions training 

General information of the project has been continuously provided to the heads of departments 
since the beginning of SMARTSPACES and during key activities such as equipment installation, 
operation and commissioning, when their collaboration was needed. 

Finally, due to the impossibility to organise one or two macro-training workshops to municipal 
employees (the majority have public obligations and cannot leave their jobs unattended for such 
periods), one training session is organised for the departments targeted at small groups.  

The training of the staff and building professionals was carried out during the last quarter of 2013. 
Two engineers of ALEM will move to each Department to train a targeted group of people. The 
content of workshop includes the following training topics: 

 Project presentation: SMARTSPACES has been presented to the users. The presentation also 
covers the topics of involving stakeholders and committing to energy saving by the department 
measures. 

 Service training: Users are trained to manage the service web portal. Each user is given an 
account so that they can be actively involved and encourage and provide support to others. 

 Hot line management: ALEM provides a personal attention to all doubts, questions, problems 
that target groups may have during project implementation. Communication is done by 
telephone and mail. 

Eight professional building have been trained – from learning how to use the Web Application to 
best ways of engaging their subordinates and making them more aware of the services in the 
buildings. 
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Champions identified 

The champions in Murcia are called “Green staff” and are mainly part of the administrative 
personnel with previous energy interests. The recruitment process has been performed in two 
steps: 

 Pre-selection: meeting with heads of departments. Each provided to ALEM a list of people 
(according their responsibility, skills, motivations, etc.) to attend training sessions. 

 Among attendees ALEM communicates the importance of “Green staff” and the necessity to 
find volunteers. 

Activities & Materials 

To train building staff and professionals, a total of 15 workshops have been organised. Four 
meetings addressed to staff were held on 24-25 September 2013 and four more on 5-7 October 
2013. During the training the project was explained, also the importance of energy saving for 
society; users learned how to use the software applications. Depending on the activity of the 
municipal building, an exclusive presentation for each building/department was organised. Training 
sessions are composed of one general explanation and assisting practical exercises. For security 
reasons passwords for each department were provided to the Head. A user manual was prepared, 
distributed among the attending personnel and is also available on Murcia’s SMARTSPACES web 
site for further consults. The coaching team is composed by two ALEM industrial engineers.  

   

Training presentation Workshop at the police station 
Individual practical exercises 

after training presentation at the 
civil protection department 

Within the aim of involving municipal workers into the project, some events are planned to be 
carried out with a lasting effect in 2014. These include: 

 Steering a competition on energy saving among the departments of Murcia City Council 
during 2014. All participating departments will be placed in the same building with the same 
area of work. By means of the installed electricity meters the energy consumed by departments 
can be measured and reductions in energy consumption detected. It is necessary to establish 
some criteria, for example: duration of the competition, evaluation of the results (different 
scenarios: ratio kWh consumed/worker, reduction of kWh/department from baseline, etc.). The 
award for winners will be the public recognition of the effort though a publication of the event in 
a local journal (department photograph included). 

 Photo Casting to look for staff faces to represent energy saving messages. The event will be 
held in one municipal building during November / December 2013 and will be open to all 
municipal workers. The most photogenic faces will be uses to produce big posters with energy 
saving messages that will be shown in the municipal building at least until the end of project. 
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Figure 50 - Poster announcing the photo casting in Murcia 

 

The pilot site in Murcia relies on promotional and informative materials as part of their recruitment 
strategy. Training sessions are supported with leaflets which give detailed information on building-
specific energy consumption and suggestions on making improvements, which are also supported 
by users manuals. 

As part of Murcia’s branding strategy, several products have been developed in order to attract 
users and raise their awareness and motivation to participate and learn more about the offered 
services as part of the SMARTSPACES project in Murcia. Among them are mugs, pencil boxes, 
stickers, etc. 

 
 

 

Stickers used throughout the 
buildings in Murcia 

Pencil box available for all 
office workers 

Roll-up banner at the entrance of the 
building 

Other materials that the pilot site Murcia has chosen as highly relevant and effective with focus on 
dissemination (oriented towards visitors and staff) include: 

 Benchmark presentations for each department / building 

 Posters and roll-ups 

 Local Press publications reporting events and relevant advances of SMARTSPACES 

 Participations at Technological Congress and Papers.  

 SMARTSPACES web site 
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 Promotional video explaining the SMARTSPACES project, its implementation, usability 
and results. The video is scheduled to be operational in 2014.  

 

 

 

Website based on the original 
project website design 

Label used in the mug production 

Risk treatment 

The pilot site in Murcia offers a wide variety of recruitment materials in order to reach all target audiences, 
including those who are not that acquainted with new technology. 

The majority of the pilot site’s users (both staff and professionals) lack basic knowledge on energy 
saving and information and communication technology use. Furthermore, most of them believe that 
saving energy is secondary to their work and that with their busy schedules (e.g. policemen, fire-
fighters) there’s no time to think about such matters and get to know what SMATSPACES achieves 
in their buildings. 

In addition, the municipal sector in Spain and specifically in Murcia has been affected by decline of 
salaries and / or increase in working hours, mainly attributed to the economic crisis. The staff are 
therefore not motivated to handle more that their main work, and generally have a negative attitude 
towards new technology. 

To counter this, Murcia’s recruitment strategy has been fully aligned with the needs and 
expectations of the users. For elderly people and workers that are not that technology-friendly, a 
reduced version of the Web Application has been created to allow a simple use of it. While it is 
clear saving energy is not a primary activity in their work schedule, certain incentives and materials 
to promote the service accessibility and added value have been offered to the building users. 
Among them are interviews with heads of each building, user training, games and events, and 
municipal intranet communications. 

Training / Recruitment Tracking 

Training in Murcia was carried out throughout the last quarter of 2013. 

Date / Period Activity Description 

15.07.2013 Social Media New SMARTSPACES Murcia website. 

23.07.2013 Commissioning Commissioning of all equipment installed according to 
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specifications. 

25.07.2013 Training preparation Powerpoint presentations for target groups. 

23.07.2013 – 
25.07.2013 

04.10.2013 

07.10.2013 

Training Sessions Organisation of workshops in the different buildings. 

30.10.2013 Professionals training 
Training workshop for professional users about using the 
SMARTSPACES services in the buildings. 

4.12 Venlo 

Overall Strategy 

The pilot site in Venlo covers the demand of a building with two sub-buildings that differ in use and 
function - an office space and an exposition hall. The office space is occupied by approximately 80 
staff personnel and three professional users. The exposition hall is visited by approximately 150 
visitors a day. The range in age of the office users and visitors is between 25 and 65. In the 
exposition hall visitors also include small children and teenagers. 

 Head of departments will be offered a tool to gain insight into the used energy in the building. 
They can ask the building professional for further information about the building management 
parameters. 

 Professionals will be offered a tool to optimise building management. The technical information 
to professionals and maintenance responsible will improve the processes of corrective 
maintenance as well as reduce electric failures, maintenance costs, and response time. 

 Staff will be continuously informed about the energy use at work and trained to use the 
available energy efficiently.  

 Visitors are informed about the used energy in the building and are offered information about 
reducing energy use and efficiency which can be applied in their own homes. 

For wider dissemination of its activities, the pilot site makes use of the website of the municipality 
of Venlo and Villa Flora to inform about energy consumption and optimisation. Social media such 
as twitter (@SmartSpacesVenl) has also been selected as a medium to inform about the 
SMARTSPACES project and its activities in Venlo. 

  

Use of social media (twitter, website) in Venlo 
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Branding 

Villa Flora in Venlo is one of the 19 so called ‘Excellent areas’ supported by Agentschap NL with a 
knowledge and learning program. Such areas are characterised by a higher degree of energy 
efficiency, in fact up to 25 per cent better efficiency, compared to other buildings conformant to the 
legislative building code in the Netherlands. The “excellent areas” program is developed to obtain 
knowledge and experience of highly sustainable building and design. In April 2010 twelve excellent 
areas were selected, followed by another eight areas of the Northern provinces in 2011.  

In this context SMARTSPACES will provide knowledge and skills to achieve an even more 
sustainable housing in the area and will contribute to future building designs and use as an 
example to use ICT as a tool to monitor the energy and decision making. Furthermore, in the vision 
of the C2C Expolab, the monitoring of energy flows and communicating it to the users and visitors 
is in line with the cradle-to-cradle philosophy.  The people using the SMARTSPACES services are 
trained to use the software and will understand the services are only a tool with which they can 
make their own choices to use energy more efficiently. They are made aware that they can be a 
part of SMARTSPACES provided they want to, e.g. by finding additional information about energy 
saving measures and sharing it in a special repository provided for this purpose. In this way the 
services provide collaboration opportunities and at the same time an educational aspect to 
SMARTSPACES. 

Combined with these aspects, SMARTSPACES in Venlo can be seen as a project helping to 
further improve Villa Flora in line with its previous and future plans and achievements in the area of 
energy efficiency in public buildings. Therefore the project is usually accompanied by the existing 
initiatives in Venlo to increase the acceptance by the users, both employed staff and visitors. 

Organisational structure  

Villa Flora in Venlo is a good example of good symbiosis between different entities. It is managed 
by Villa Flora BV, a private company, whose client is the Municipality of Venlo. Volantis inhabits the 
building (office space) and also contributes to the SMARTSPACES project. It approached the 
Municipality with a solution for the EDSS and its staff and visitors contribute to the piloting actions. 
Further down the chain are the main contractor and subcontractors, as well as the system 
integrator QPL. The Municipality communicates with Villa Flora BV and requests actions to meet 
the SMARTSPACES requirements, which are communicated to the rest of the entities in the chain. 
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Figure 51 - Venlo: Organisational structure 
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Recruitment range 

Figure 52 - Summary of recruitment strategy and approach for pilot site Venlo 

 

Staff and champions training 

The training of the staff and building professionals is planned to be carried out during the end of 
October and beginning of November when the system is finalised. The following topics are 
covered: 

 The project is presented to the users. 

 The professionals are trained to use the system and informed about their role in the 
SMARTSPACES services. 

 The users are trained in using the services. 

Three building professionals are trained in using the SMARTSPACES services to optimise the 
building’s energy use. Furthermore, professionals are informed and trained in taking a role as 
building/energy coaches. 

Champions identified 

The champions of the project are the people who are the most motivated to push the project to a 
higher level. These people have been selected during the forming of the focus groups. They are 
expected to motivate the other staff members and visitors to use the services. 

Activities & Materials 

The professional building users in Venlo have organised meetings to plan each role in the project, 
and to discuss staff training protocols. A user manual is made available on the intranet so even 
visitors will be able to use the services.  

Focus groups aimed at forming a motivated group of users who will ensure the focus of their peers 
will be maintained during the whole period have been organised. 
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Various dissemination materials have been developed and distributed, including: 

 Regular newsletters containing the results of a given period 

 Posters and banners with project information 

 Articles available on stands inside of the building 

 A TV/video presentation wall to capture the users’ attention as soon as they enter the 
building(see image below) 

 Accompanying regular messages through twitter and the website 

The information provided includes direct contact – interested users who have questions or need 
more information can approach and schedule a meeting with the energy coach. 

In addition, a minor reward system is put in place. The best performing user area in the building is 
highlighted through the regular communication with users. The users in this area are to receive a 
sort of small reward for their achievement. The rewards will vary but will have a lucid nature. In this 
way the users will be motivated and inspired to make an effort. By rewarding such efforts regularly 
the focus remains on the project and ensures it will accumulate attention after a longer period and 
remain current. 

  

Video wall with articles / information about 
SMARTSPACES and other activities 

SMARTSPACES pull-up at the entrance of 
Villa Flora 

Risk treatment 

Apart from having to switch to a new EDSS system and thus risking data loss, the pilot site in Venlo 
proved that the service is flexible and can be installed quickly to avoid such problems. Due to the various 
activities in the region there is no major concern about users not embracing the SMARTSPACES services 
offered at Villa Flora. Appropriate materials have been developed to engage them more. 

The majority of the pilot site’s users are well informed about energy saving but due to busy 
schedules most of them are not focused on their own energy efficiency. So by informing them 
every day about their energy use in the building they will be more aware of their actions.  

It is important that the users perceive the service as a good addition to the already available 
information. They need to be motivated to use the services and get involved. Therefore, delivering 
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a user friendly, simple and well organised service (layout, system operation, navigation, etc) has 
been a main goal when it comes to engaging users. 

Due to difficulties in the integration of the EDSS with the EMS systems the new software couldn’t 
be used for a short time. A temporary service was created to serve as back-up; this service took 
over for the period mentioned and thus systems operation and data consumption gathering was 
maintained. This experience showed that the service can be installed in a short period should it be 
used in other buildings, with a minimal risk of data loss. 

Training / Recruitment Tracking 

Date / Period Activity Description 

08.07.2013 

05.08.2013 
Implementation meetings Discussions about needed new investments in EMS/EDSS. 

23.09.2013 Implementation 
Due to the difficulties described above, a temporary solution 
was implemented. 

30.09.2013 Prototype testing Including a follow-up evaluation. 

02.10.2013 Social Media Twitter account created (@SmartSpacesVenl) 

07.10.2013 Presentation Informative meeting during Volantis Training Academy 

04.11.2013 Training meeting Kick-off to inform about services and first training sessions. 
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5 Systems introduction 

This chapter describes the pilot sites and systems as they were introduced with the start of pilot operation. 
Details on how staff and users have been instructed can be found in the chapter above. Further aspects 
about systems introduction are presented in D4.2 ‘The SMARTSPACES Prototype System’. Service 
details have been presented in technical deliverables. 

The introduced services are documented for EMS (includes centrally and locally controlled energy 
management systems, EMS for Renewables, and EMS for Peak shaving) and EDSS (includes 
energy decision support systems for professionals, staff, and visiting building users). 

5.1 Belgrade 

EMS service 

 Available to:* C L 

Devices/Media  
Web portal 

SCADA 

X 

X 
X 

Parameters  shown Energy consumption, weather information, other relevant parameters X X 

Alerts System malfunction X  

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  

Web portal,  

Android application,  

Info pult with touch screen 

X 

X 

X 

X 

X 

X 

 

X 

X 

Parameters shown 
Weather conditions, consumption data, education material, 
interactive solutions 

X   

Periods data is 
visualised 

Hourly, Monthly  
X X X 

Units kWh X X X 

Alerts (in portal, 
email, sms, phone 
call) 

In portal 
X X  

Saving tips  X X X 

Report by email  X   

Energy coach   X  

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.2 Birmingham  

EMS service 

 Available to:* C L 

Devices/Media    X 

Alerts  X  

Peak Demand   X 

Renewables  X X 
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Management 

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  

Web interface (desirable: mobile enabled) 
X X X 

Plasma screen in building 
X X X 

Parameters shown 
Electricity, Heating, Water, External parameters, e.g. weather, 
daylight levels, Internal parameters e.g. room booking (including 
banqueting suite), building utilisation, activities 

X X X 

Periods data is 
visualised 

Hourly, daily, monthly, yearly 
X X X 

Benchmarking 
opportunities/ 
comparisons 

As per Common methodology  
X   

Units KW/h, m
3
, l, cost in £s (?) X X X 

Target setting Reduction by 60% by 2026 X X  

Forecasting Estimate of consumption in the future based on parameters above X   

Alerts (in portal, email, 
sms, phone call) 

portal X X X 

email X (X)  

Saving tips 
Portal X X X 

email  (X)  

Occupation profile  X   

Report by email  X X  

Energy coach Dependent upon resource availability X X  

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.3 Bristol 

EMS service 

 Available to:* C L 

Devices/Media  
Web Portal 

Email reports 

X 

X 

X 

X 

Parameters  shown 

Energy consumption (cumulative) 

Energy consumption (half-hourly) 

Outside Temperature 

X 

X 

X 

X 

X 

X 

Alerts 

Alerts on half-hourly data (eg unexpected usage) - email 

Alerts on performance against targets – email, web 

Alerts on maintenance required eg heating controls 

X 

X 

X 

X 

X 

X 

Peak Demand Reports by email on suggested actions for peak-shaving  X 

Renewables 
Management 

Reports by email on suggested actions for optimisation of existing 
renewables 

Reports by email proposing new  renewables 

 

 

X 

X 

 

X 

Other User feedback to improve targets and reduce false alerts  X 
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* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  

Web Portal, 

Email reports 

TV, smart phones 

Council Website 

X 

X 

 

X 

X 

X 

X 

X 

 

 

X 

X 

Parameters shown 

Energy consumption by meter 

Energy consumption by site 

Performance against targets (consumption and cost) 

Exception reports / alerts on half-hourly data 

Suggested actions (reactive) 

Suggested actions (proactive) 

Outside temperature 

X 

X 

X 

X 

X 

X 

X 

 

X 

X 

X 

X 

 

X 

 

X 

X 

 

 

 

 

Periods data is 
visualised 

User can choose the frequency of reports: daily, weekly, 
monthly or quarterly 

X X  

Units 

kWh 

kWh / sqm 

£ 

X 

X 

X 

X 

X 

X 

X 

X 

X 

Target setting 

Historical data 

Council reduction targets 

National standards (eg DECs) 

X 

X 

X 

X 

X 

X 

X 

X 

X 

Forecasting 
End of year consumption 

End of year cost 

X 

X 

X 

X 
 

Alerts (in portal, 
email, sms, phone 
call) 

Alerts on half-hourly data (eg unexpected usage) - email 

Alerts on performance against targets – email, web 
X 

X 

X 

X 
 

Saving tips 
Building-specific suggested actions based on performance, 
and on energy surveys 

X X  

Report by email User can chose email reports, or through web X X  

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.4 Hagen 

EMS service 

 Available to:* C L 

Devices/Media  Web interface (Web browser) X X 

Parameters  shown kWh, CO2, €, °C X X 

Alerts Multiple Alert Settings X X 

Renewables 
Management 

Solar electricity 
X X 

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  Web interface (Web portal) X X X 
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Parameters shown 
Electricity, Heating, Cooling, Water (warm, cold), Status, 
Location, Environment (weather),  

X X X 

Periods data is 
visualised 

Daily, monthly, yearly 
X X  

Units KW/h, CO2, €, °C X X X 

Target setting Reduction by 30% for the museum, 10% for the city hall X X  

Forecasting 
Absence – forecasting periods when a given space is not 
occupied. 

X X  

Alerts (in portal, 
email, sms, phone 
call) 

portal, sms, email 
X   

Saving tips Public screen (generic advice, self-assessment tool) X X X 

Occupation profile  X X  

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.5 Istanbul 

EMS service 

 Available to:* L 

Devices/Media  Web interface (Web browser) X 

Parameters  shown kWh, CO2, €, °m³, etc. X 

Alerts Multiple Alert Settings X 

Peak Demand Tariff based peak load management X 

* L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  Web interface (Web portal) X X X 

Parameters shown Electricity, Heating, Cooling, Water (warm, cold), Status, 
Environment (weather), CO2 

X X X 

Periods data is 
visualised 

Daily, monthly, yearly,  
X X X 

Benchmarking 
opportunities/ 
comparisons 

Previous periods, consumption targets 

X X (X) 

Units International Unit System for all energy parameter, 
temperature, humidity and € for currency. 

X X X 

Target setting Peak tariff, overall consumption X   

Forecasting Also for peak predictions X   

Alerts (in portal, 
email, sms, phone 
call) 

 

X   

Saving tips  X X  

Occupation profile  X   

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 



SMARTSPACES – D5.1  

Page 100 of 114  

 

5.6 Leicester 

EMS service 

 Available to:* C L 

Devices/Media  Web application X X 

Parameters  shown Energy consumption / Predicted consumption X X 

Alerts 
Persistent shifts in consumption pattern 
Data quality 

X  

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  Web application    

Parameters shown Energy consumption / outside air temperature X X X 

Periods data is 
visualised 

Weekly – one week at a time 
X X X 

Units Energy in kWh, outside air temperature in degrees C X X X 

Target setting Targets are automatically set based on previous performance X X X 

Alerts (in portal, 
email, sms, phone 
call) 

Users can subscribe to email alerts  
X   

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.7 Lleida 

EMS service 

 Available to:* C L 

Devices/Media  Web portal    

Parameters  shown Energy consumption, indoor and outdoor temperature,  X X 

Alerts Overconsumption X X 

Renewables 
Management 

 
X  

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  WEB Portal, paper or TV X X X 

Parameters shown 
Electricity and gas consumption, cost of energy  (only in 
medium cost service- internal temperature, humidity, Heating 
and cooling (ON-OFF), electric sub-metering,) 

X X  

Periods data is 
visualised 

Low cost services:  

Year and monthly 

Medium cost services:  

User have a resume of data 

User can choose the period of visualization 

User can choose the grouped visualization in: Year, monthly, 

 

X 

X 

X 

X 

X 

 

X 

 

X 
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weekly, daily and hourly or not grouped 

User can choose the parameter that want see.  

Units 
International Unit System for all energy parameter, 
temperature, humidity and € for the lower service.  

X   

Target setting 

Low and Medium cost services 

 Building Professional can fix consumption objective 
separately for gas and electricity for each month.  

X   

Forecasting n.a    

Alerts (in portal, 
email, sms, phone 
call) 

Low and medium cost service 

In portal (all alarms) 

Urgent alarms (email)  

X   

Saving tips 
Personalised tips are generated according to the building’s 
specific consumption profile 

X X X 

Occupation profile 

Medium cost service 

Building Professional can introduce and modify the occupation 
profile 

Building staff can visualize the occupation profile 

X X  

Report by email 

Low and medium cost services 

 Monthly reports summarising the energy consumption of 
the building are generated automatically by the energy 
web portal and sent to users by email. 

X X  

Report by letter 

Low and medium cost services 

 Monthly reports summarising the energy consumption of 
the building are generated automatically by the energy 
web portal and it is posted as a poster in the entrance of 
the building 

  X 

Energy coach 

Low and medium cost services 

 Energy coach visits a Building professionals in his/her 
building and explains the service as well as giving tips for 
changing settings and/or behaviour in order to save energy 

 The software allows the communication of the work orders, 
like maintenance software, in this way the energy coach 
can suggest some actions to do in the building and user 
can return the feedback of each implementation.   

X   

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.8 Milan 

EMS service 

 Available to:* C L 

Devices/Media  Web portal, email, sms X X 

Parameters  shown 
Electricity consumption; natural gas consumption; external 
temperature; external humidity, internal temperature, internal humidity 

X X 

Alerts 
Overconsumption (gas and electricity); under consumption (gas and 
electricity); reactive power (electricity only) 

X X 

Peak Demand Electricity peak consumption X  

Other 
An alert must be generated if a collected parameter value goes outside 
it normal range 

X  

* C (Central CEMS), L (Local LEMS) 



SMARTSPACES – D5.1  

Page 102 of 114  

 

EDSS service 

 Available to*: P S V 

Devices/Media  

Web portal, 

Email, 

Sms 

X 

X 

X 

 

X 

X 

X 

Parameters shown 

Electricity consumption, 

natural gas consumption, 

external temperature, 

external humidity, 

internal temperature, 

internal humidity 

electricity cost, 

natural gas cost 

overall energy cost 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

 

X 

 

 

 

X 

Periods data is 
visualised 

Yearly 

Monthly 

Weekly 

Instantaneous value 

Set by user 

X 

X 

X 

X 

X 

X 

X 

 

 

X 

Units SI units, € X   

Target setting PEDSS can fix the economic budget values X   

Forecasting 
Forecasting of consumption, based on previous collected data 
analysis, is provided by system. Forecast is separated in 
electricity and gas 

X X X 

Alerts (in portal, 
email, sms, phone 
call) 

Parameters outside normal range in reserved area of web 
portal 

Fast parameter value change sms alert 

X 

 

X 

 

 

X 

 

Report by email Daily summary of consumption X   

Report by letter Monthly energy bill X   

Energy coach 
Find out “best energy day” basing on normal energy 
consumption profile 

X  X 

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.9 Moulins 

EMS service 

 Available to:* C L 

Devices/Media   X X 

Parameters  shown  X X 

Alerts  X X 

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  
Web portal  

Public screen  

X 

X 

X 

X 

 

X 
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Parameters shown 
Water, electricity, temperature, hygrometry, heating, air quality 
inside the building  

X X X 

Periods data is 
visualised 

Hourly, daily, weekly, monthly, yearly 
X X X 

Units kWh, m², m
3
, °C, €, kg (CO2) X X X 

Target setting Positioning of 2 curves : current / targeted consumptions  X X  

Forecasting No    

Alerts (in portal, 
email, sms, phone 
call) 

Web portal 

Email 

SMS 

X 

X 

X 

X 

X 

X 

 

Saving tips Public screen   X 

Occupation profile  X X  

Other features: /    

Report by email  X X  

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.10 Murcia 

EMS service 

 Available to:* C L 

Devices/Media  Web portal. Intelligent Radio Central Centi Smartjumper 3.0. Email 
reports 

X X 

Parameters  shown Energy consumption (instantaneous, monthly, yearly, hourly) 
Indoor and outdoor temperature 
Energy consumption features [Reactive Energy (cos w), voltage, current 
and power per phase] 

X 
X 
X 

X 
X 
X 

Alerts Overconsumption (eg unexpected usage) – email 
Temperature out of range (eg no confort temperatures) – email, web 
Energy features out of performance (eg. cos w < 0.95, energy supply 
breakdown, etc…) 

X 
X 
X 

X 
X 
X 

Peak Demand Reports by email on suggested actions for peak-shaving X X 

Other Energy manager feedback to improve targets and reduce false alerts X  

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 

 Available to*: P S V 

Devices/Media  

Web portal  

Intelligent Radio Central Centi Smartjumper 3.0 

Email reports 

Website: open acces to energy data 

X 

X 

X 

X 

X 

X 

X 

X 

 

 

 

X 

Parameters shown 

Energy consumption (instantaneous, monthly, yearly, hourly), 
Indoor and outdoor temperature) 

Simple Energy consumption (monthly, yearly, hourly) 

Energy features (cos w, voltage, intensity and power per phase, 
date and hour.) 

Performance against targets (consumption vs cost) 

Alerts and exception reports 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

 

X 

X 

X 
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Sugested actions 

 

X 

 

X 

 

Periods data is 
visualised 

Resume of data: Period of visualisation in: Year, monthly, weekly, 
daily, hourly, and instantaneous 

Electric parameters to be visualised 

 

 

X 

 

X 

 

X 

 

X 

 

 

 

X 

Units KWh, kW, A, V, €, m2 (International Unit System.) X X X 

Target setting 

Building Professional can select consumption objective and 
temperature ranges.  

Historical Data 

X 

 

X 

 

 

X 

 

 

X 

Forecasting Programme of consumption profile per month X   

Alerts (in portal, email, 
sms, phone call) 

 

Urgent alarms (application, email)  

Periodic reports.(application, mail) 

 

X 

X 

 

X 
 

Saving tips 
Personalised tips are generated according to the building’s 
specific consumption profile 

X X  

Occupation profile Not applicable X X  

Other features: 
Energy audit automatically reported with energy efficiency 
measures suggested for improving. 

X   

Report by email 
Monthly reports summarising the energy consumption of the 
building are generated automatically by the energy web portal 
and sent to users by email. 

X X  

Report by letter Not applicable  X X 

Energy coach 

Local Energy Agency of Murcia (ALEM) will be in charge of 
coaching the building professionals and the building staff so they 
explain the service as well as giving tips for changing settings 
and/or behaviour in order to save energy 

X   

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

5.11 Venlo 

EMS service 

 Available to:* C L 

Devices/Media  Server, Windows server, TAC Vista application X X 

Parameters  shown 
Electricity, temperature, humidity, CO2, sun intensity, heating and 
cooling, active lights, setpoints, clock programs, water usage,  

X X 

Alerts Alarms, fire, break in, control box errors X X 

Peak Demand Heating and cooling controlled to reduce electricity use during day X X 

* C (Central CEMS), L (Local LEMS) 

EDSS service 

 Available to*: P S V 

Devices/Media  Web application X X X 

Parameters shown Electricity, temperature, humidity, CO2, heating and cooling, 
active lights, setpoints, water usage 

X X X 

Periods data is Typically one week, this can be adjusted by the user X X X 
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visualised 

Units kWh, m³, ppm, °C, % X X X 

Target setting  X X X 

Forecasting     

Alerts (in portal, 
email, sms, phone 
call) 

Alarms, fire, break in, control box errors 

X X X 

Saving tips  X X X 

Report by email  X X  

Energy coach Energy coaches observe weekly the energy usage  X X X 

*P (professional PEDSS), S (staff (SEDSS), V (visitor (VEDSS) 

 



SMARTSPACES – D5.1  

Page 106 of 114  

 

6 ANNEX 

Annex 1: Materials for a recruitment workshop  

6.1.1 Meeting Preparation  

 

--- Instructions: Staff training  

Please fill the sheet to prepare for the workshop. Print and complete it (30 minutes). It 
covers: 

 
 Staff training  

 Training period  

 Scope of training  

 Training problems and solutions 

Complete this sheet before the workshop in Murcia. For your pilot, answer the 
following questions: 

 How many users are planned to be trained in your pilot (all buildings)? 

 What users are they – staff building users, professional building managers, service staff, etc.) 

 

 
 

 What period is planned for staff training? 

 Have you thought about or included buffer time (see training problems below)? 

 

 

 

 What does the staff training cover? What are the users going to be exercising? 
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6.1.2 Workshop Introduction 

 

--- Instructions: From analysis to strategy  

With the next step we design first elements of a strategy (10 minutes) 

 Analysis  

 Objectives  

 Strategy  

Two responsible (or small groups) should work together. Complete one sheet per 
responsible: A to explain and B to take notes. Then swap roles. 

For your responsibility, remind yourself of the problem that you are trying to solve... 

 What is happening, when, why? 

 Avoid subjective ‘x isn’t working’ 

 

 

 

(Use all relevant information gathered in previous work packages to explore the background to the situation 
at your pilot site) 

 Review your objectives (state them), e.g. what needs to change? 

 

 

 

 

 How will you achieve your objectives ? (what’s the big idea?) 

 

 

 

 

 What broad actions do you need to take to meet these objectives?   
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6.1.3 Organisational Structure  

 

--- Instructions: Reinvent the wheel   

Herewith, we try to understand our audiences and the communication channels we could 
use to talk with them. (15 mins) 

 Audiences  

 Communication channels  

Complete the blank wheel with your (outer circle) audiences and your communication channels 
(inner circle). Have some early thoughts on matching up (which channel is most appropriate for 
which audience?) 
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6.1.4 Message Development 

 

--- Instructions: Message & Brand 

What shall our key message be? How can we make sure it complies with the most 
important requirements (relevance, credibility, etc). 

 Key message(s)  

 

Answer the questions below: 

 

 Form your key message(s):  

 

 

 

 

 

 

 

 

 

 Is it relevant? What about different audiences – do they need different (but aligned) messages?  (Be 

careful not to have contradictory messages) 

 Is it interesting? 

 Will it be credible, clear, convincing?  

 Who is your source? Is it a corporate brand or product brand or multiple? 
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6.1.5 Summary and Presentation 

 

--- Instructions: 

Does a cross-check of the individual results hold up and ensure consistency? Present 
the outcomes to the group : 

 

 

Perform the steps below: 

 

 

 WP5 checklist revision: Add any missing information    (5 mins) 

→Dropbox\Spaces\WP5\**Pilotsite\WP5_checklist.xls 

 

 

 

 

 

 Workshop presentation: Finish the presentation for your pilot (X slides)  
 (15 mins) 

→Dropbox\Spaces\WP9\Meetings\20130613-14_Murcia_Meeting\Yourfile.ppt 
 

 

 

 

 

 Prepare for the oral presentation tomorrow      (10 mins) 

You have 5 minutes for your presentation. Make sure you have 
enough time for each slide (e.g. not talk about slide Nr. 2 for 4 
minutes and then quickly go through the rest of the slides in a 
hurry) 
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Annex 2: Macnamara’s Pyramid model 

 

13.-14 June 2013 Consortium Meeting, Murcia 27

McNamara’s Macro Pyramid

Results

Outputs

Inputs

Gathered 

by Market 

Research

Appropriate message

Comprehensive background research

Appropriate medium

Quality Message presentation (argument quality) 

No Messages sent

Number of messages placed

Number of messages placed which support 

messages (endorsements)

Numbers receiving messages

Numbers who consider messages

Numbers who can recall message

Levels of attitude change

Levels behaviour change

Objective achieved

Gathered 

through 

Media 

Research 

?

 

13.-14 June 2013 Consortium Meeting, Murcia 28

Inputs (at base)
WP5

Appropriate message

Comprehensive background research

Appropriate medium

Quality Message presentation 

(argument quality) 
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13.-14 June 2013 Consortium Meeting, Murcia 29

Outputs
WP5

Number of Messages sent

Number of messages placed

Number of messages placed which 

support messages (endorsements)

Numbers receiving messages

Numbers who consider messages

 

Annex 3: WP5 checklist 
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