LessEn is More

A year ago, we launched the LessEn PR campaign to reduce energy
consumption in existing commercial buildings. Twelve months on, LessEn

has firmly taken root in many European countries and US States. Our
message that cutting energy makes good business has hit home among
developers, landlords and occupidressEn is definitely more.

The real estate industry scarcely needs reminding that its commercial building stock is a drain on

energy resources. Estimates vary, but it is commonly held that the property sector consumes
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emissions. With existing building stock comprising 97 percent of commercial property, the challenge

of making buildings energy efficient is not to be underestimated.

However, significant strides have been made. If the historic Empire State Building can successfully
undergo an energegfficient retrofit, then surely so can any other building. Indeed, one of the

distinguishing features of that $550 million retrofit program has been the transparency with which it
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has been carried out: data and information have been widely shared so that others can learn from
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This spirit of cooperation, sharing, and transparency was behind a ULI initiative that went into beta
development in 2009: the ULI Energy Efficiency Exchange. Initially funded by ULI life trustee Sir Stuart

Lipton (recently appointed by Mayor of London Boris Johnson to lead the regeneration of

Tottenham), the exchange created apardzNB LISy 6So6 LI2NIFE F2NJ SySNHe S
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network to share current best practice.

Unlike projects in place that ar

either local initiatives or focuse

on a particular sector, the

exchange was the first pan
European hub for energy

efficiency, as well as the first tc

take a multidisciplinary

perspective. The key
distinguishing factor was its
focus on developing a clear business case for investing in energy efficiency projects, particularly for

existing buildings.

Then last year, through the support of a range of corporate partners (such as Arup, Chelsfield, Hines,
Philips, ECE, Union Investment, Lutron, Gensler and others), the exchange marsed in order to
drive awareness and interaction. The new nagrieessEr emphasises the focus on lessening the
confusion that surrounds the issue of energy efficiency, lessening energy consumption, and lessening

energy costs.
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The key features of LessEn are a detailed and-gr@ring Knowledge Bank made up of energy

efficiency case studies, policy updates and summaries; an interactive blogging forum to exchange
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Mobile App to see the energy ratings of buildings around you. The Map and App make a problem that

g 2 dz Ol yhdmely en&dy efficienayimmediately visible. In the case of the App, red arrows

show which buildings are performing badly; green arrows those that are performing well.

As LessEn has evolved over the last year, the promotion of the new brand name has been particularly
important not only to generate awareness through media coverage and events, but also to drive
engagement. A key characteristic of our PR campaign has been to celebrate the people, skills, and
products that make buildings run well, and at the same time provide information and solutions to

those that are not energy efficient to help them improve.

There are many examples of where this strategy has been effective:

Using our experience in the built environment, we researched best practice case studies from around
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With Arup, the creation of a Guide for tenants and landlords to reduce energy use idameastic

buildings. The guide was launched by 10:10 and LessEn at a joint event for Facilities Managers and

property professionals in London and then seeded online to encourage broader uptake.
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