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Introduction
This publishable summary gives an overview on the SMARTSPACES recruitment and training activities.
The document presents strategy that has been develop in order to recruit staff and generally raise the level of
awareness and willingness to change the efficiency behaviour of people. The developed strategy has been implemented in each pilot site while taking into account pilot-specific information, such as age of the users
(professionals, staff, visitors), social status, job profile, etc.
This document focuses on the elements of the strategy and examples of their application within the pilots.

SMARTSPACES Recruitment Strategy
The core elements used to describe the overall strategy as well as the pilots’ approaches are the result of
multiple consortium meetings and workshops. They include:
- Selected target audiences: the users of the SMARTSPACES services vary in age, acceptance of new technology, interests, etc. across pilot sites. Therefore, knowing what the audience profile at each pilot is, ensures
that the appropriate instruments are tailored to the audience’s unique expectations and preferences.
- The role of the organisational structure: in public buildings, one should take into account the value the
structure could provide when it comes to communicating an idea and inducing change in an organisation
- Validated pilot-specific messages: targeting audiences using specific messages that have been tested and
validated is a good method to ensure acceptance and lasting effect on people, e.g. using catchy phrases or
messages that are close to the heart of the users
- Message & brand: Wrapping the concept around a brand ensures lasting user engagement in the long term
- Appropriate communication channels: the right mix of channels needs to be found so that the communication with users is not oversimplified or overcomplicated
- Risk treatment: Main obstacles are identified and appropriate actions taken to reduce their effect during
pilot operation
- Staff training: training staff on using the SMARTSPACES services is a key activity. For more details, see the
Fact Sheet.

The strategy in action >> Fact Sheet

SMARTSPACES Key Figures The project started on 1 January 2012 and will
last for three years. It will set up 11 pilot sites in 11 cities in 8 countries and be
operated by 25 partners with an overall budget of almost 7 million Euro.

The project is co-funded by the European Commission
within the CIP ICT Policy Support Programme
(Grant agreement no. 297273).
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Varies greatly across SMARTSPACES pilots and across buildings in these pilots. Example Bristol:

Target
Audience

Bristol City Council’s Energy Management Unit provides its service to around 500 public buildings. The estate is very diverse: made up of schools, offices, community buildings, leisure centres, libraries, museums
etc. The characteristics of each audience need to be taken into account—students, office workers, visitors,
etc. Tailored messages and materials have been developed for this purpose (e.g. different report types).
Tow types of strategies are dominant: top-down and a mix of top-down and bottom-up approaches

Organisational
structure

Example for top-down strategy—Istanbul: strongly hierarchical structure, with the General Manager on
top, followed by technical managers and administrative staff. Decisions usually are communicated down
the chain to staff and building professionals.
Example for mixed strategy—Lleida: Focus is put both on convincing the top management as well as getting the other users (staff, building professionals) on board.
Examples of the developed messages addressing different user groups are:

Messages

- ‘SMARTSPACES is about energy saving and saving your money and jobs! Have a look and find out.’ (target
audience: visitors)
- ‘Energy is our future and so are the kids!’ (target audience: visitors, staff members)
- ‘Easier energy management with SMARTSPACES’ (target audience: building professionals)
- Internal courses

Staff
training

Main
obstacles

Activities
&
Materials

- Workshops

Identification of champions:

- Working day on-site explanations

In SMARTSPACES, champions are individuals who
serve as role models to others and influence them
through their actions and opinions. These can be
staff interested in ‘green topics’ or people with influence (e.g. directors, managers, leaders)

- Lack of motivation / IT knowledge among people
in using the SMARTSPACES services

► Provide clean and simple layouts, easily accessible paper materials, etc.

- Lack of incentives combined with fear of job loss
if doing something “on the side”

► Convince users that SMARTSPACES can save
money and therefore jobs

- How to engage older people and keep them engaged?

► Concentrate on usability and accessibility of the
services, use champions to talk to users directly

- How to identify champions?

► Incentivise and personalise

- Group sessions with coach
- Information meetings, training

Over 250 events have been organized supported by more than 90 printed materials which were shared
among the consortium partners in a dedicated online database.

