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Prism Engineering provides 
consulting services to address 
technical, behavioural and 
organizational aspects of 
Energy Management 
 
We design and implement cost 
effective approaches to address 
comfort, efficiency and 
reliability.  
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Robert Greenwald has 23 years of energy management experience 
including developing  SEMPs, determining opportunities, designing 
building upgrades, setting up MTR programs, acting as an Energy 
Coach and supporting cultural change through training and 
engagement programs. Robert has a genuine passion for training 
and has facilitated over 200 energy management workshops.  
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Sarah Smith leads Prism’s Training + Engagement Team and has 
been working with clients since 2010 to design and deliver 
sustainability staff engagement programs. With a background in 
behaviour and organizational change theory, volunteer 
management, social science research and program development, 
Sarah works with organizations to design and implement solutions 
that will enhance their creativity, capacity and stewardship.  
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• Craig Hunt has been with BC Hydro in Power Smart Engineering 
for 6 years supporting the Commercial Energy Manager 
Program; working with 120 organizations to develop their 
Strategic Energy Management Plans. He is a Certified Energy 
Manager (CEM) and a Certified Demand Side Manager (CDSM). 
Previously, he worked internationally with a nuclear medicine 
manufacturer for 2 decades. 
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Guests 
• Energy Manager Program:  Simon, Jenn, Paul 
• KAMs:  Wayne, Jeff, Lindsay, Ron   
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• We need your focus and attention throughout 

• We will engage participants directly in the webinar 

• We will have several Q&A sessions throughout and 
will let you know when they are - use the Live 
Meeting tool for Questions 

• Please ensure your phone is muted from background 
noise 
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Sep 19   Evolving Your Strategic Energy Management Plan 

Oct 24   Project List – Lighting & Electrical Technologies 

Nov 21   Project List – Mechanical & Controls Technologies 

Jan 23   Building the Business Case including Financial 
Analysis 

Feb 20  How to Increase Staff Engagement in Energy 
Management Activities 

Mar 20  Monitoring, Targeting & Reporting 
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• increase your ability to be an effective Energy Manager by 

specific training on SEMP, MTR, and Engagement Programs  

• provide you ideas to incorporate into your work 

• provide you references to increase your learning 

• provide you tools to promote your program 

• add structure for planning, implementation and follow up 

•  inspire you to take on new challenges 

•  motivate you to continue your efforts to reduce energy use 

• CEM preparation  
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• Webinar Series (6) 

– Content, dialogue, case studies, experience 
sharing 

• Ongoing Support 

– Between Sessions we will be providing one-to-
one coaching and support for the topic presented 
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• Value of SEMP 

– SEMP is backbone of program: targets and a plan, showing 
organization’s commitment 

• Developing SEMP 

– Connect SEMP with Energy Policy to create an energy road map  

– Use to measure and track progress towards targets  

– Helps to get finance onboard - funding requests get tied to SEMP, 
part of capital planning 

– Understand your situation through consumption history, 
performance indexes and benchmarking 

• Writing & Communicating SEMP 

– Craft your message for Multiple stakeholders 

– Make it real through equivalencies, leverage social media tools 

– Update quarterly, ongoing or annual 
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1. Start by identifying opportunities 

2. High level estimate of savings 

3. Determine level of interest 

4. Use audits and analysis to refine numbers 

– Match the need 

– Maximize the efficiency 

– Optimize the supply 

5. Build your business case  

– Electrical Opportunities (Lighting, Fans/Pumps, Refrigeration) 

– Thermal Opportunities (DDC/HVAC, Boilers, Envelope) 

6. Update list as more info is available 

7. Track status (potential, approved, in progress, complete) 
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• We need to speak the language of the decision 
makers 

• NPV and IRR are preferred methods to evaluate the 
financial performance of a project 

• Build the business case to include operational, 
financial and strategic aspects of your project 

• There are internal and external procurement and 
financing options to consider 

• Green revolving funds can be set up to internally fund 
projects through past incentives and savings 
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• WCA (Developing a strategic behavior change 
management team (WCA X3) 

• Using Public Narrative for engagement and behaviour 
change  

• Using video training to help facility managers understand 
energy 

• Change management theory and practice from a high 
level and detailed perspective  

• Social media 

• Creating student engagement 

• Examples and lessons learned 
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• Why Engage? 

• The Challenge 

• Build Your Team 

• Secure Internal Support 

• Develop and Implement your Plan 

• Measure Results 
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• Community Based Social Marketing 

• Change Management 

• Volunteer Management 

• Human Centered Design 

• Change Management 

• Stakeholders and Building Support 

• Communications + Social Media + Story Telling 

• Influencing without Authority 
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• Behavioural Change  

• Staff Engagement 

• Culture Change 
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“Creating a sustainable future for the 
planet requires fundamental changes in 
attitudes and behaviours across society.” 
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Site 2 – People (behavioral 
changes) only 
 

Site 1 – Technology and 
People (behavioral changes) 
 

Site 

Site 4 – Technology Only 
 

Site 3 – Technology Only 
 

23% 

16% 

Actual Energy Savings 

3% 

-4% 

The key to large savings is a combination of people and technology.  

Behavioral change alone saves more than technology alone. 
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Source: http://www.youtube.com/watch?v=GrlEQ15mVPM 
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• Identify a situation where you tried to 
change people’s behaviour  

• What worked? 

• What didn’t work? 

 



Your Ideas . . . 
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“Change is not an event.     
It’s a process.” 
 

- Chip and Dan Heath 
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• Psychology + Social Science 
 

• Organizations and Culture 
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Engagement 
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• Discounting Future  

• Positive Illusions 

• Single Action Bias 

• Status Quo Bias 

 

The Psychology of Climate Change Communication:  CRED, Columbia University (2009)  
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Ruben Anderson, Communications Specialist from Metro Vancouver from 
the 2011 RCBC Conference: http://vimeo.com/26943709  

http://vimeo.com/26943709
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Inner Individual 
 

Outer Individual 

Systems Influences Cultural Influences 
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It’s “not one size fits all” 
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• Facilities Department 

• Human Resources 

• Communications 

• Major Departments 

• Students? Patients? 
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• Effective teams need: 

– Support, motivation and guidance. 

– Shared purpose 

– Clear roles and responsibilities 

– Create team norms 

– Best practices for group coordination 
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• Time commitment 

– Meeting length and frequency 

• What with their involvement look like? 

– Input 

– Action 

• Group Process 

– Long term project! 
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Roles and 

Responsibilities 
Document 
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Effective 
Meetings 

Timeliness 

Purpose 

Agenda Expectations 

Roles 
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Three Behaviours to Avoid 

1. Meet but don’t discuss 
2. Discuss but don’t decide 
3. Decide but don’t do 
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1. Stakeholder Analysis 

2. Link with other programs 
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Who? Motivation The Ask Your Power Tactics 
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Who Motivation What are 
you asking? 

What is 
your power 
source? 

Tactics Strategy 

Senior 
Leadership 

Middle 
Managers 

Green Team 



48 

• What are their key interest + issues?  

• What drives the individual?  

• How can you connect to their goals? 

 

Motivation 
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• Be clear and upfront about what you’re asking 

 

• Are you looking for: 

– Commitment 

– Compliance 

– Resistance 

 

The Ask 
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What is your “power”? 

• Role 

• Expertise 

• Relationships  

Your Power 
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• Reasoning  

• Inspiring 

• Consulting 

• Support 

• Last resort 

Tactics 
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Royal Canadian Air Force Comox Wing 
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• Identified key decision makers and influencers 
in the organization to champion sustainability. 
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• Events 

• Programs 

• Safety 

• Contracts 

• Training 

• Performance and bonuses 
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SFU Sweater 
Day, 2014 
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• Bright Ideas contest 
submissions sent to LEAN 
coordinator to identify LEAN 
project potential 

http://www.epa.gov/lean/environment/toolkits/environment/ 
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eDay at New Gold Mines 
 

• Daily crew huddle to ask: 

– Did we have an "E-Day“ yesterday? 

– What can we do to have an "E-Day" today? 
 

 

“Key here is that people are talking about energy on a daily basis.” 

 

 
Results 

Shutting down of conveyors at shift 

change time saves approx $12,000 per 

month in electrical energy costs. 
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• Students worked with 
Purchasing on Food 
Services Committee. 

 

• Identified desirable 
services and added to 
RFP 
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Sustainability Training 
• Facilitated by an IKEA Green Team volunteer to 

educate IKEA staff on company’s commitment to 
being “People & Planet Positive”. 
 

• Interactive training connects employee’s personal 
values to IKEA values.     

 

• Employees gain confidence in incorporating IKEA’s 
sustainability values in their delivery of customer 
service, which strengthens customer engagement, 
loyalty, and trust in the brand. 

Targeted behaviour 
Employee environmental 

stewardship 

Result 

Mandatory training for all staff after 3 

months of employment  
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• Salaried staff: 

– 5% reduction target  

– impacts their bonus $   

• provides resourcing, prioritizes energy 
management and gets people’s attention. 
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• Planning Process 

• Engagement Models  

• Campaign and Initiative Design 

• Communications 
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• Pre planning meetings with core group 

• Planning meetings with key stakeholders 

• Solicit ideas and input from larger group 

– Green Team meetings 

– Townhall meetings 

– Online engagement 

• Develop an Action Plan 
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• Use behaviour change campaigns and 
programs to support and augment your 
other energy management efforts 

  

Nanaimo Regional 
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• Planning Process 

• Engagement Models  

– Different Models 

– Volunteer Management 

• Campaign and Initiative Design 

• Communications 
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1. You as the Champion 

2. Advisory Committees 

3. Green or Energy Teams 

4. Departmental Champions 
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• You as the main messenger 

Pros 

• Easy to implement 

• Relationships with 

staff 

• Flexible 

 

 

 

Challenges 

• Less behaviour 

modeling 

• Not “part of 

organization” 
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Audience 

You 

You as Champion
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Turn it off: Sticky Notes 

• Addressed lack of employee 
awareness of “Turn it Off” policy 
 

• Employees used sticky notes to 
recognize and reward their 
colleagues. 
 

• Sticky notes gave recipient an entry 
into a prize draw.  

Targeted behaviours 

 Turn off computers at end of day 

 Turn off monitors after 15 mins.  

Results 

• 500 Entries received 
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• Feedback and approval on programs 1-4 

times/ year, representatives from depts. 

Pros 

• Involves decision 

makers 

• Improves reach of 

campaigns 

• Top-down 

approvals 

 

 

Challenges 

• Time to set-up 

• Approvers are not 

volunteers 

• Resources to chair 

meeting 
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You as Champion & Advisory Committee 

Advisory Committee 

Audience 



79 



80 

Members from any stakeholder group 
working together on joint projects. 

 

 
Pros 

• Builds staff 

leadership 

• Builds community 

• Moderately easy to 

set up 

 

 

 

Challenges 

• Team process  

• Effective meetings 

• Time and resources 

to support 
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Working together as a Team 
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WCA 

Leadership 
Team 

Facilities 

ITS 

Green Team 

Associate 
Deans 

Sustainability 
Committee 
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Green Team 

Audience 
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Champions working independently in their 
departments.  

 Pros 

• Building Staff 

capacity + 

leadership 

• Behaviour 

modelling 

 

 

 

Challenges 

• need support from 

all levels 

• Time and resources 

to support 

champions 
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85 

Green Champions 
(in their Dept.) 
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Key Features 
 

• Champion model 

• Depart level campaigns 

• Self directed toolkits 

• Program Training 

• Education events 

• Annual schedule 
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Brenda Sawada, Business Community Connections 
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Purpose: 

• Build skills and knowledge 

• Create community and connections 

• Understand program tools 

• Provide support 

• Create clear expectations 
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Green + Leaders Celebration Lunches 
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• Create clear expectations and roles 

• Provide support  

• Recognize and thank (as much as possible!) 

 

• Incorporate elements into your program 
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• Planning Process 

• Engagement Models  

• Campaign and Initiative Design 

– Community Based Social Marketing 

– Human Centered Design 

– Change Management 

– Training to Build Capacity 

• Communications 
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Community Based Social Marketing  

• A “brand” of social marketing that emphasizes direct 
contact between people at the community level. 
 

 

 

 

 

 
Fostering Sustainable Behaviour,  D. McKenzie-Mohr & W. Smith (1999) 
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1. Select behaviour 

2. Identify barriers and benefits 

3. Develop strategies 

4. Implement pilot program  

5. Evaluate and celebrate 
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• Facts and information do not change 
behaviour 
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• Behaviour modeling & direct appeal from 
peers  
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 

• Select high impact “low 

hanging fruit” behaviours 
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 

• Identify your target audience 
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 
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Less Laundry 

• Washing laundry is the 4th largest 
consumer of natural gas. Costs Island 
Health Authority $700,000 per year.  
 

• Laundry champions helped to promote 
campaign by sharing laundry reduction 
tips and raising awareness of laundering 
costs with fake money. 
 

• Engagement with housekeeping staff 
was important for counting laundry to 
assess success of campaign.  
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Targeted behaviour 

 Reduce unnecessary laundry use 

Result 

•  6.5% - 9% combined reduction 

in laundry use at two facilities 
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 

Barriers 

Benefits  
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Inner Individual 
 

Outer Individual 

Systems Influences Cultural Influences 
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Results: 

16% of staff 
participated in Quiz 
and Site Tours 
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Prompts  Visual or auditory aid as a reminder 

Incentives  Enhance the motivation to act 

Communication  Make your message clear and vivid 

Commitments  Move from awareness to action 

Social norms  
Behavioral expectations and cues within a society or group 

 

The Power of Fun 
Make it something that people want to do. 

 

Under Pressure paul.avi
Under Pressure paul.avi
Under Pressure paul.avi
Under Pressure paul.avi
Under Pressure paul.avi
Under Pressure paul.avi
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Following the Leader 

Source: http://www.youtube.com/watch?v=fW8amMCVAJQ 
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Ask for a commitment & make it public 
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Use prompts as reminders to act. 

 

Post it Notes Stickers 

112 
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Monitoring Monitors 

• Encouraged energy efficient 
computer use with monitor 
audits.  

 

• Rewards staff that turned off 
monitors with chocolate and 
thank-you note.  

Targeted behaviours 

 Turn off computers at end of day 

 Turn off monitors after 15 mins.  
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Select 
Behaviour 

Identify Barriers 
and Benefits 

Strategy 

Implement 

Evaluate 

West Coast General 
Toolkit pizza party 
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Results 

80%      of staff participated 

56% more lights off 

78% more monitors off 
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Work to Understand People not 
Staff or Stakeholders 
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Awareness of the need for change 

Desire to participate and support the change 

Knowledge on how to change 

Ability to implement required skills and 
behaviors 

Reinforcement to sustain the change. 

 

from Prosci's ADKAR Model 
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• Purpose: Competency Training 

• Audience: Operations and Maintenance Staff 

• Method: online, face to face, curriculum 
based 

• Length: 1 hour to 1 week per person 

• Cost: $0 to $1000+ per person 
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• Addresses technology, behaviour and organizational 

• Online training for building operations staff on energy 
management 

• Self-learning format  

• Participants learn at their own pace and have access from remote 
locations 

• Designed for commercial buildings but transferrable to Health Care 
Sector. 

 

 

www.bomalearning.com 
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www.bomalearning.com 
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www.bomalearning.com 
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Energy Management Workshops 

• Energy Master Plan 

• Spot the Energy Savings 

• Energy Monitoring 

• Energy Efficiency Financing 

• Recommissioning 

• Energy Management Information Systems 

 http://www.nrcan.gc.ca/energy/efficiency
/industry/training-awareness/5461 
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• Site Tour Materials 

• Lunch and Learns 

• Contests 

• Webinars 
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• Planning Process 

• Engagement Models  

• Campaign and Initiative Design 

• Communications 

– Develop your Plan 

– Public Narrative +  Story Telling 

– Social Media 
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Step 1: Start building a relationship with 
communications 

• Understand how media is used in your 
organization and who makes the decisions 
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Step 2: Gather Data  

• Identify target audiences (internal and 
external) 

• Identify types of communications 

• Get input from communications 
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Step 3: Craft your Key Messages 

 

 
• Who are you 

communicating to? 

• What do you want to 
say? 

• Why should they care/ 
why do they need to 
know? 

 

 

Who 

What 

Why 
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Values 

Emotion 

Action  
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• Challenge 

• Choice 

• Outcome 
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Story of 
Me 

Story 
of Now 

Story 
of Us 
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• Use photos 

• Way to track 
participation 

• CEO Blog 

• Video competitions 

• Share successes 

140 



141 



142 

Social is about being social 

 

1. Are your stakeholders on social media? 

2. What platforms are they using? 

3. Does your organization already use certain 
platforms? 
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• Overall Consumption Data 

• Participation Rates 

• Social Media as an Assessment  Tool 

• Smaller Studies 

• Program Surveys 
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But First… 

• Define what success looks like at 
the end of the initiative. 

 

• How will you know you’ve been 
successful? 
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UBC Shut the Sash Campaign 

Labs competing for spirit points 
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Shut the Sash 

• Laboratories consume 10 times as much 
energy as other types of space on campus.  
 

• Lab groups formed teams and competed to 
keeping their sash shut over 6 weeks for 
prizes.  

 

• Spirit challenge component increased 
engagement, encouraging teams to 
promote the habit to their peers and online 
using social media.  

Targeted behaviour 

 Shut the sash when not in use 

2014 Results 

• Overall 81% improvement in sash height 

• 80% participation rate 

• Successful spirit challenge: 79 entries submitted by 16 teams  
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Case studies on campaigns 
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6% reduction in 
lights left on 

38% 

36% 

32% 
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Northern Health WCA Program Surveys 
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• Measure energy savings, but also track non-
energy benefits 

 

• Use more than one approach 

 

• Remember to take photos! 
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• Change is not an event.  It’s 
a process. 

• People are key to change. 

• Not everything will work! 
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• Why Engage? 

• The Challenge 

• Build Your Team 

• Secure Internal Support 

–Stakeholder Analysis 

–Links to Other Programs 
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• Develop and Implement your Plan 

– Creating the Plan 

– Engagement Models 

– Campaign Development 

– Communications 

• Measure Results 
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• Community Based Social Marketing 

• Change Management 

• Volunteer Management 

• Human Centered Design 

• Stakeholders and Building Support 

• Communications + Social Media + Story Telling 

• Influencing without Authority 
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If you think you’re too small to make a 

difference, try sleeping in a room with a 

mosquito.”                          -Unknown 
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• Next Session:  
Friday, March 20, 9am-12pm  
Monitoring, Targeting & Reporting 
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Sarah Smith, Training + Engagement Lead 

Robert Greenwald, P.Eng., MBA, President 

        @Rob_Prism 

 

Tel: 604-205-5500 

robert@prismengineering.com 

www.prismengineering.com 

320 - 3605 Gilmore Way, Burnaby, BC V5G 4X5 

 


