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/ Legrand is the global specialist in electrical and digital \
building infrastructures. Its comprehensive offering of

solutions for use in commercial, industrial, and residential
markets makes it a benchmark for customers worldwide.
Drawing on an approach that involves all teams and
stakeholders, Legrand is pursuing its strategy of
profitable and sustainable growth driven by acquisitions
and innovation, with a steady flow of new offerings—
including connected products stemming from Legrand’s
global Eliot (Electricity and 10T) program. Legrand is one

MARATHON of the most sustainable companies in the world, as ranked
by the Corporate Knights, and is committed to achieving

26.2 DAYS
3 D carbon, water, and waste reductions in its operations,
= deepening its community relationships, and continuously

improving the environmental profile of its products.
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Legrand offers this toolkit as an illustrative outline for

others to conduct similar events. Energy achievements
will vary depending on the organization’s specifics.

Legrand’s Commitment

Improving energy productivity is a priority for Legrand. Legrand North America signed the
DOE'’s Better Building Better Plant Challenge in 2012, under which it has reduced its energy
intensity by over 45% and has pledged to reduce an additional 13%. Follow the link below to
learn more about Legrand’s commitment to the Challenge.

https://betterbuildingssolutioncenter.energy.qgov/partners/legrand

Legrand is committed to sharing key tools and resources — including this Energy Marathon
Toolkit 3.0. This toolkit was developed to assist other companies in developing and
implementing energy efficiency programs for their businesses.

All of these tools, including the Power Down Day Toolkit, the Trash Madness Toolkit, and
other guides are offered at no cost and are available at
https://www.legrand.us/aboutus/sustainability/high-performance-buildings/tools-and-

downloads.aspx.



https://www.legrand.us/eliot
https://betterbuildingssolutioncenter.energy.gov/partners/legrand
https://www.legrand.us/aboutus/sustainability/high-performance-buildings/tools-and-downloads.aspx
https://www.legrand.us/aboutus/sustainability/high-performance-buildings/tools-and-downloads.aspx
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What is the Energy Marathon?

As a manufacturer, energy efficiency is crucial to maintaining competitiveness in the
marketplace. In 2014, Legrand created the Energy Marathon, a 26.2-day competitive event to
demonstrate the critical role each and every employee can play in saving energy.

J

Introducing the Energy Marathon Toolkit 3.0

Legrand crafted the first Energy Marathon Toolkit in 2015 so that others might adopt or adapt
the process to conduct their own employee-focused energy saving event. The value of the
Toolkit became very evident when new members of the Legrand Sustainability team — who were
not present for the 2014 Marathon — relied heavily on the step by step guidance as they went
about planning the Energy Marathon 2.0 in 2016, and 3.0 in 2019.

After the Energy Marathon 3.0 had concluded with major success and additional adaptations,
the team agreed to update the original Toolkit to reflect the changes and updates so that others
could continue to learn from Legrand’s experience.

Why stick with the blueprint of the Energy Marathon?
Because it works.

Reasons for Sticking with Framework

Measurable Results and Impacts

Employee Participation and Enthusiasm

Behavioral and System Changes

Best Practice Sharing

Continuous Commitment to Sustainability and Corporate Social Responsibility
Energy Saving Incorporated into Corporate Culture

Comparable Improvements with First Energy Marathon

ITS FUN!
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Lessons Learned During the Energy Marathon

While the blueprint of the original Energy Marathon Toolkit has remained largely the same, there
are were lessons learned during the Energy Marathon 1.0 and 2.0 that could improve the
competition and keep things fresh for participants. Below are a few of the changes that are
included in this Toolkit:

Partner Approach — During the first Energy Marathon, all sites competed against one another
regardless of the building type. Legrand’s facilities include offices, distribution centers and
manufacturing plants. Offices tend to have an advantage over other sites because they can
implement simple energy improvement tactics (i.e. turning off lights), while manufacturing sites
are constrained by the demands of production, which accounts for a large portion of their energy
use. To overcome this discrepancy, Legrand divided competing facilities into three different
categories based on the building type, which allowed for a fairer competition and more
recognition opportunities, allowing a winning team in each category. In the Energy Marathon
3.0, sites worked together in teams. Veteran sites were paired with acquisition sites of the same
building type to share best practices. Both sites reported their progress together, incentivizing
knowledge sharing!

Sustained Savings — One intention of the Energy Marathon is to encourage sites and
employees to adopt long-term energy saving habits that will last well beyond 26.2 days. During
the first Energy Marathon, event organizers noted that many sites adopted only short-term
energy saving habits. For example, shutting off all lights in the building cannot be sustained
throughout the winter. To address this challenge during the Energy Marathon 2.0 and 3.0, the
category winners were challenged to sustain their energy reduction behavior for an additional
couple of months. The site that succeeded in maintaining the deepest reduction for the longest
period of time was named the Ultimate Energy Marathon Champion.

Communications and Mini-Contests —

With the Energy Marathon 3.0, regular
communication and mini-contests remained important
elements of the competition. However, to keep things
fresh and interesting for employees, emalil
campaigns, graphics, giveaways, and contest themes
were updated for the third iteration. The Energy
Marathon 3.0 Steering Committee created a
dedicated internal webpage to engage with and
update employees. The creation of a committee-
owned email inbox allowed for effective mini-contest
submissions by allowing employees to send materials
online - leading to greater employee engagement.
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Why Conduct an Energy Marathon?

On November 29, 2012, Legrand asked more than 2,500 employees to “Power Down.” In one
24-hour period, employees met that challenge and achieved nearly a 25% reduction in energy
intensity across the company. But as the old saying goes, it takes 20 days to create a habit, so
Legrand decided to take its successful one-day event and evolve it into an “Energy Marathon.”
During a marathon competition, employees focus on saving energy for 26.2 days — the extra 6.2
to make sure the behaviors stick! At the end of the competition, the location that has the
greatest reduction in electricity use is named the winner.

Legrand’s first Energy Marathon was held in 2014 and was intended to grow a company culture
around long-term energy savings. Simply turning off the lights and unplugging devices could not
be sustained throughout the length of the competition so employees had to get creative if they
wanted to win. Over the course of the first Energy Marathon, Legrand achieved a 15.4%
reduction in electricity.

By 2016, Legrand was ready to produce even greater results for the Energy Marathon 2.0. To
level the playing field for a diverse facility portfolio, we conducted the competition across three
tiers: manufacturing facilities, office facilities and warehouse facilities. Over the course of
Energy Marathon 2.0, Legrand achieved a 15.9% reduction in electricity use.

By 2019, Legrand’s geographic footprint had grown substantially. New facilities were acquired
while older facilities that had been focused on energy reduction for years had completed many
efficiency projects. To refresh the competition and find new opportunities, we paired new and
old sites together as a team and tied the progress for both buildings together. This not only
encouraged relationship building, it also facilitated knowledge sharing. When one helpful
strategy was identified, it was likely applicable to both facilities helping to increase the impact.

Resulting Savings

# of Participating Sites

Electricity Savings 588,540 kWh 722,941 kWh 977,035
Dollar Savings $46,732 $79,725 $97,000
CO2 Savings 438 metric tons 538 metric tons 531 metric tons
% Reduction -15.4% -15.9% -14%

Any organization can adapt this toolkit to their own facility portfolio or specifications to develop,
organize, and conduct their own Energy Marathon
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Overview: Energy Marathon Fact Sheet

What is the Energy Marathon?

The Energy Marathon is a 26.2-day competition designed to save as much energy as possible
through ready-to-implement technology, process changes, and reshaping energy usage
behaviors. Legrand’s 2019 Energy Marathon encompassed 26 locations. However, the
competition can take place at one or several facilities provided energy usage data is available to
be recorded and evaluated.

Why Conduct an Energy Marathon?

The Energy Marathon brings energy efficiency to the forefront for a focused 26.2-day period.
Through friendly competition, employees across the organization become motivated to find new
ways to save energy. Since the event lasts nearly a month, long-term energy behavior changes
can be created and sustained. The competition not only helps reduce utility costs, but also
reduces the environmental impacts of the company through avoided carbon emissions.

When Should an Energy Marathon be Held?

The best time to hold an Energy Marathon is during a 26.2-day period that generally does not
include extreme weather fluctuations from the baseline period — which Legrand recommends
be a comparable time period a week to a month prior to the start of the Energy Marathon.

Legrand held the competition in October, with a September baseline, as weather fluctuation in
this time frame throughout North America is minimal and would result in an even playing field.

Who Leads the Energy Marathon?

There are four key leadership roles necessary for a successful Energy Marathon:
Executive Sponsor — supports and helps launch the Energy Marathon.
Core Team Leader — serves as project manager and handles all logistics including selecting
Site Leaders, compiling energy readings, gathering and analyzing data, communicating
about the event and making sure tasks are completed on time. This person also leads a
Core Team made up of experienced leaders.
Core Team — a group of leaders with functions in critical roles such as facility operations,
human resources, marketing communications, graphic design, and sustainability. These
leaders provide support to the Core Team Leader in their areas of expertise. For example,
somebody with expertise in graphic design can design a logo, while the communications
expert can help devise a communications plan, incorporating the logo into messaging.
Site Leader(s) — serves as key liaison to the Core Team Leader and owns the Energy
Marathon project at their specific site. Each participating site should have its own Site
Leader. The Site Leader may want to form a small local team to assist in responsibilities
such as recording daily electric meter readings, communicating to local associates, and
identifying strategies to save energy at the site level.
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How To Prepare for the Energy Marathon?

= |dentify your Core Team Leader and Core Team — build a team that is engaged and can
brainstorm ways to save energy, recommend specific process and technological changes in
facilities, communicate across your organization, and coordinate recognition for the winning
site and other participants as appropriate.

= ldentify your Site Leader(s) — individuals who will read the electric utility meter and direct
communications and event execution at the site level.

= ldentify How to Interpret Electric Utility Meter Data — not all meters are the same; some
might be analog, some digital. Many have multipliers that must be applied to the numeric
display in order to convert values to kWh. If it is not readily apparent how to distinguish kWh
consumption on your electric meter, contact your electric service provider.

= Set a Baseline — Legrand chose a 13.1-day period in September then multiplied it by two to
make up 26.2 days. Organizations should choose the most appropriate timeframe that
reflects their normal operations over a comparable time period as the Energy Marathon. This
should consider seasonal variations as well.

Note: When setting a baseline, be sure to maintain the same proportion of weekdays to
weekends as you will have in the Energy Marathon competition in order to establish the

most accurate baseline.

How to Recognize Winners?

= Brainstorm with your Core Team the best recognition
options for your organization. In prior years, Legrand
recognized the top performing Site Leaders at a local
ceremony attended by the CEO. The winning site
was also awarded a trophy, pizza party for their

. i . ) 0 legrand
associates, and a donation to a charity of their
choice. For Energy Marathon 3.0, the second and EN E R GY
third place teams were also awarded customized MARATHON
plagues to recognize their efforts. Champion

= |n addition to awarding a grand prize to the winning
site, Legrand held mini-contests and drawings each
week for small individual prizes. In doing so,
employees remained engaged and prevented “event
fatigue” over the 26.2 days. During the Energy Marathon 2.0, weekly mini-contests amassed
more than 800 submissions!

= Prepare “Superlative Awards” in the form of certificates signed by company leadership for
sites that may not have won, but that had standout performances throughout the competition
including greatest kWh saved, best energy saving strategy, and best employee engagement
effort.
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Breaking the competitors into different categories based on building type, department, or
region can make for a more competitive marathon and wider variety of winners.

How to Share Results of the Energy Marathon?
To kick off the competition, Legrand sent a blast voicemail to all associates from the CEO
wishing everyone luck during the upcoming Energy Marathon.
Create a company webpage that shares up-to-date progress on the competition with
additional energy saving resources.
Legrand shared up-to-date Energy Marathon standings and cumulative progress each week
throughout the event. Through consistent email blasts, weekly flyers and TV monitor
updates in our common areas, Legrand was able to drive competition all the way to the
finish line.
Externally, Legrand promoted the Energy Marathon through posts on social media, blogs on
partner websites, and press releases via media outlets.
At the end of the event, Legrand shared results via our quarterly CEO webcast and in an
email follow-up to all associates.

Energy Marathon Checklist

You can use this checklist as a guide to getting organized for a successful Energy Marathon.
Leadership Commitment

Obtain leadership commitment regarding the Energy Marathon related to the following

items:

o Who will be involved in planning, coordinating, and executing the event? Creating sub-
teams around event communication or operations helps establish defined roles and
responsibilities of team members.

o What sources of energy will you measure? s it electricity only, or will natural gas be
considered?

o When will you hold the Energy Marathon? Be sure to establish a baseline that most
accurately represents the 26.2 days of the Energy Marathon.

o Where will your Energy Marathon be held? Is it only at one facility, or will multiple sites
be competing against one other?

o Why are you “running” the Energy Marathon? Is it to raise awareness on a larger energy
efficiency initiative? To save energy and reduce costs? Or do you have another goal in
mind?

Preparation
Set a date for both the Energy Marathon and a baseline period considering weekends and
holidays to ensure a fair competition.
Appoint a Core Team Leader who will drive communications and oversee event progress.
Determine how you will keep track of daily progress.
Establish a Core Team and one Site Leader from each site who will lead local
communications and oversee the Energy Marathon at their respective location.



Communication

Prizes & Recognition
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o Site Leader(s) should identify local volunteers to assist them in interpreting energy data
for their site and helping to spread the word through site-specific communications, such
as posters and flyers. Local volunteers may also be useful in identifying opportunities to
save energy at their site.

o Ask each Site Leader for the details on utility meters (how are they read, what is the
multiplication factor, and at what interval is the meter reset).

o Pictures of utility meters and numbers can be helpful when shared.

Schedule bi-weekly meetings with the Core Team to review status and progress.

Consider designing a logo. /f“
Create other catchy graphics to emphasize the different stages of the Olegrand

competition. EN ERGY
Identify how you will communicate across your organization (i.e. e-mails, MARATHON

posters, TV monitors in common areas, corporate/organization-wide 26.2 DAYS
meetings, etc.). &%3
Research energy efficiency tips to share in communications, promoting

energy efficient behaviors.

Organize weekly mini-contests or drawings for prizes throughout the

Energy Marathon.

Start communications a few weeks prior to the Energy Marathon. B log !
Consider ways to promote the employee competition externally through N|
press releases, blogs, or social media posts. :
Communicate the current rankings throughout the competition with your |
communications plan to keep employees up to speed and motivated.

—.
L
s O

Design and purchase a trophy, plague, or certificate for the
winning site(s).
Identify prizes that are meaningful for your organization. i
For example: ?
o A donation to the winning site’s a charity of choice. = =
o A trophy presented to the winning site.
o A small celebration for the winning site (i.e. pizza party,
donuts, etc.).
o Reusable bottles or mugs to minimize waste.
o Small individual prizes for weekly contests that helped associates discover ways to save
energy at home.
o Event promotional giveaways like stickers, buttons, or posters.

Follow-up

Review and share the results of the Energy Marathon.

Recognize and award the winning site and Superlative Awards.

Meet with Site Leaders to understand best practices used during the Energy Marathon.
Review opportunities identified for future improvement.

Share best practices and suggestions for improvement throughout the organization.
Distribute a survey to site leaders and other participants to get feedback on the competition.

Begin “training” for the next Energy Marathon.

10
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On Your Mark: Energy Marathon Leadership and
Action Planning

First and foremost, it’s important to understand what roles need to be filled, actions that need to
be taken, and when they should be completed.

Identifying Leaders
Identify leaders to serve on a Core Team to perform the following roles:

Core Team Leader — Identify, divide, and ensure tasks are completed in a timely manner.
Coordinate and lead Core Team meetings and communications to Site Leaders.

Core Team Members:

= Facility Operations — Impact facility-level
controlled aspects, such as HVAC systems, and
lighting controls, that may be adjusted to save
energy. ldentify process changes that may make
facilities more energy efficient.

= Human Resources — Facilitate event planning and
prize distribution. Coordinate non-digital
communication distribution such as flyers, signage
and TV monitor slides.

= Marketing Communications — Collaborate with
Sustainability to develop targeted, engaging
communications that will drive associate
participation.

= Sustainability — Tailor communications to reflect
the “big picture” goals in energy management that
the organization is striving to achieve. Research
“energy efficiency tips” to be shared in
communications guiding associate behaviors.

= Graphic Design — Design captivating digital
imagery that helps to brand the event and drive
engagement.

Site Leader(s) — read utility meter data and implement energy saving strategies at the facility
level. Depending on the size of your organization, you may want to encourage the Site
Leader(s) to appoint a small team to perform tasks relative to their specific location.

11
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Organizing Tasks
For three months leading up to the Energy Marathon, Legrand held bi-weekly meetings with the
Core Team to identify and complete necessary tasks in alignment with the project plan. The
company utilized a “Time & Action” spreadsheet to assign tasks to owners and set targeted
deadlines. Action items were broken into five distinct categories:

Other Actions

arwdE

Core Team Tasks
Communications Plan
Operations Plan

Celebration Plan

You may want to create a similar tool to keep track of smaller items that are often overlooked.

Time & Action spreadsheet

A B [ o EFGH | JKLMMOFPGRSTUYWXKY ZAREACACAEAFAS AH
Project: Energy Marathon 3.0
Project Captain #aron Bromage
Jillian Spratt, Susan Rochford, Sus
Marketing!Comm [ulis), Design
Team Members Rep[Pyanl, HR Rep [Jaimes) Schedule Key:
Scheduled Deadline|
Complete,
Behind Schedule
s
T
EEE o] o UUU>>|>>UUU
1§:=:=======:2E$$$ Sqqlzoclnc 2|2
= e ™ y ) =) ey e
Task 2019 Responsibility [~ i N| FRER ‘-h I~ Comments
Pre-Pl
Recruit Energy Marathen 3.0 SteerCo and hold first meeting to review the plan, roles and Aaron, Jilian
responsibilities_Finalize 3.0 evolution (Hold SteerCo 1-2 times a week) . Committee is finalized
Finalize the list of sites participating in the marathon and their site leaders, Aaron, Jilian Based off of 2018 energy performance

Confirm Site Leader participation from each site
Determine time period to run marathon and baseline.

Aaron Jilian

Aaron, Jilian

September 3-16 determined as BL

Determine date of final measurement to sustain learned behavior.

Aaron, SteerCo

Dstermine how best to obtain the measurement data for each site in a timefy manner.

Draft Communications Plan with detailed actionable steps

Aaron

Jilian, Marketing/Comm and
Design reps

Sent to SR and AB for approval

Further enhancement of initial Logo design.

Design rep

Create budget breakdown (including prizes, plagues, etc.)

Pair the sites together based on the ener

Determine frequency of progress/resutts repert-out to the company (ie. daily or weekly) and
how best to communicate (ie. email, website) including pre-communication

Finalize list of mini events (see full list of promotional avenues).

intensity performance and experience in the Aaron Jilian

Jilian, Marketing/Comm reps,
Design rep

Decreasing from 2.0 cadence (everyday) to
Zxiweek

SteerCo

Folders for each week created on Sharepoint

Draft "Ways to save energy, waste, water list” (home and work)

Jilian, Marketing/Comm and
Design reps

Dsterming Site Leader duties and hold training.

Communications Plan

EmailsiPostersAVebcasts/Social Media\Website/Press Releases

12
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Get Set: Ensuring Maximum Participation and
Measurable Results

Preparing an Effective Communication Campaign

From Legrand’s experience, delivering effective communications from start to finish was one of
the most critical aspects of conducting a successful Energy Marathon. The company strived to
keep its associates engaged throughout the event to achieve the greatest energy savings.
Communications were designed as follows:

Creating a Logo Mlegrand
A logo provides a visual connection to the event. It should be catchy, EN ERGY
symbolic of the event and representative of your organization. M AR ATHON

Identify Your Methods of Communicating

How will you get the message to your target audience? Here are some of the ways Legrand
reached its employees:

All Legrand facilities were

= CEO voicemail to all associates .
given these Energy

= CEO email blast Marathon stickers to

= Marketing email blasts on event adhere somewnhere that
progress, tips for saving energy, and remembe\:v?omsdacslgr:;egr;
general environmental fun facts (i.e. above light switch,

= Giveaways with energy saving tips computer, or TV)
attached

= Signage outside facilities

= Flyers in common areas

= TV monitor displays in common areas

= Educational presentations from home
energy efficiency organizations

= Twitter updates

= Corporate Facebook, Twitter, and
LinkedIn posts

= Flickr/'Yammer photo sharing

= Event blogs

= Dedicated company webpage

= Promotional stickers

= CEO webcast message

In previous marathons,
Legrand gave all of its
associates Legrand
occupancy sensing lighting
controls to help them save
energy at home.
Employees were
challenged to install them
and submit a photo to be
entered to win prizes.

13
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Provide Background Information

To communicate the big picture goal, Legrand related the Energy Marathon to its overall energy
intensity reduction goal of 25% by 2022. This background information set the stage for the event
and helped raise awareness of the company-wide sustainability initiatives.

Give Purpose
Each message should have a purpose to the desired audience. Legrand delivered daily emails

to employees to keep them updated on their location’s ranking and overall progress. Emails also
provided tips for employees to save energy at home and at work. Here are a few helpful links to
get you started:

= www.energystar.gov/campaign/waysToSave
= Www.progress-energy.com/carolinas/home/save-energy-money/energy-saving-tips-calculators/100-

tips.page
= www.energy.gov/energysaver/articles/energy-saver-quide-tips-saving-money-and-energy-home

In addition, consider different channels of communication for different audiences. For example,
Legrand factory employees do not have company emails, therefore posters and verbal
communication were key in spreading the word.

Maintain Interest

To overcome “event fatigue” during the 26.2 days, Legrand held a number of smaller contests
and drawings for individuals to win prizes that would help them save energy at home. Entry
details were shared via daily emails.

Note: Building the framework for communications ahead of time will ensure a better flowing

story than developing ad hoc messages. When interesting information was discovered
during the Energy Marathon, the Core Team included it in the communication plan.

14


https://www.energystar.gov/campaign/waysToSave
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https://www.progress-energy.com/carolinas/home/save-energy-money/energy-saving-tips-calculators/100-tips.page
http://energy.gov/energysaver/articles/energy-saver-guide-tips-saving-money-and-energy-home

Examples of Communications:

Internal Emails:

Emrgy i St o

—

ENERGY
MARATHON
STANDINGS MARAT“ DmN
\; 30

TUESDAY, OCTOBER 15, 2019
14.2 DAYS LEFT IN MARATHON

SN T

MONDAY OCTOBER 3, 2019

26.2 DAYS LEFT IN MARATHON

Welcome to the Energy Marathon 3.0!

e, 31.31%

1 [ E -22.76%

e, -22.08%

- vy -18.56%

oo -18.55%

i 18.46%

7 e P -18.20%

ENERGY - —
MARA‘I;HBW’! nm = 17.40%
K‘-%:; a8 -8.18%

’ Ca -6.89%

Measuring for Success

One way of measuring electricity use accurately at the facility level is by
reading the utility meter. We collected electric meter data during two
timeframes: a baseline period and the Energy Marathon. The baseline
period readings were taken Sept. 3 12:00 and Sept. 16" 1:00 PM — half of
the 26.2-day Energy Marathon. Total electricity consumed for the baseline
was calculated by subtracting the initial reading from the final. We then
doubled that number to create a 26.2-day baseline kWh usage for
comparison to the energy used during the Energy Marathon.

Note: Since weekend energy usage is much less than that during
the workweek, it is important to choose a baseline period that

maintains the same proportion of weekend vs. weekdays. This
helps ensure a realistic baseline.

L1legrand’

Flyers:

/ \\ Energy/Carbon COMPETITION WEEK

COMPETITION DATES:
October 7 - 11

ENERGY ‘.\ CALLING All Legrand Employees
, A

KIDS & CLIMATE
CURIOUS WHAT CLIMATE CHANGE MEANS IN THE MINDS
OF FUTURE GENERATIONS?

Ask a child you know to

draw a picture of what "climate change" means to
them.

Employees who submit a phota il be ‘
entered into @ drawing to win the weekly

0 2 Chances to win an Amazon Echo and Lyft Credits|

Carpool Champions
CARPOOLING EASES TRAFFIC CONGESTION AND REDUCES
GREENHOUSE GAS EMISSIONS!

Send us a photo fram
the passenger side of you and your coworker(s)
saving emissions by sharing a ride.

Employees wha carpool will be entered into a drawing ta win the
weekly competition prize. One cor,
Each person in car (5 max) will win.

Submit your drawing/photo by October 11% to your supervisor or send to sustainability.Legrand@Legrand.us

WASTE COMPETITION WEEK

COMPETITION DATES:
October 11 -18

ENERGY \
MARATHU

CALLING All Legrand Employees

“*40) 2 Chances to win: Portable Grill & Airline Tix

Waste Not Suggestion Box:
Increase Landfill Diversion & Reduce Waste At The Source

Submit your idea on how

your site could increase landfill diversion and reduce
waste at the source!

<
WINNER PRIZE: PORTABLE GRILL k:;

Submit your Ideas Or Photos by October 18% to your

Zero Waste Luncheon
mmmmmwmlmm:mm
to Win a Prize.

Organize a zero-waste
lunch at your site. Encourage employees to bring
only reusable (or compostable if applicable) items.

e A N 0

 SITE LEADER SHOULD U.0AD THE ZERO-WASTE.
CUNCH WAS PSSR AND WHAT SUSTABABLEATLIMATYES Y04 USZD 1o UKL T 81

WINNER PRIZE: AIRLINE TICKETS ~

seriaL« 09294014 elster
CITY OF ANAHEIM

l | 5304P420DRS
04P420D}
CITY OF ANAHEIM, CA
O RE e oo
FM 95 (88) Watthour Meter PIR 24
u.oam-oudnumu: l TA 25A

pervisor or send to inability.L egrand.us

On this electric meter, the utility
multiplier factor is located above the
digital display. The digits on the

screen must be multiplied by 200 in
this case to convert to kWh.

Numeric displays on many electric meters do NOT report kWh on a one-
for-one basis. To calculate kWh consumption on these utility meters, a multiplication factor
issued by the electric utility should be applied to the numeric display. Utility multiplier factors can

15
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be found labeled on electric meters or on the utility bill. The multiplication factor may vary from
one utility provider to another. To accurately calculate kWh consumption on these meters,
Legrand subtracted the initial numeric display reading from the final and multiplied the difference
by the utility multiplication factor.

Equation: (Final Reading — Initial Reading) x Utility Multiplier = kWh Used

Note: “Meter Reset” is a potential issue. Utility meters are designed to reset after some
fixed value, oftentimes this is a very small window (i.e., some meters reset after 99999).

Making a note of reset values for each meter will help you to properly record energy
consumption.

After the projected 26.2-day energy usage baseline was established, Legrand divided it by 26.2
to establish an average daily consumption. In doing so, the company was able to keep track of
progress during the Energy Marathon on a daily basis. This was essential to providing
“standings” updates to associates in communications — driving competition.

Each day during the Energy Marathon, Site Leaders read their electricity meters at 12:00 PM
and submitted the reading to an appointed Core Team member who recorded it in the Energy
Marathon Record Sheet — a spreadsheet designed to show daily progress versus the baseline.
The final reading of the Energy Marathon was taken at 2:00 PM on the last day of the
competition to comprise the final “.2” of the marathon.

Some modifications may need to be made to fit your organization’s needs, for example, to level
the playfield for a diverse facility profile. As previously explained, for the Energy Marathon 2.0,
Legrand divided locations into three tiers: manufacturing facilities, office facilities and
warehouse facilities. All manufacturing facilities competed against manufacturing facilities, while
office facilities competed against office facilities, and similarly for warehouse facilities.

Go: Running the Marathon

This is the time when you see all your hard work pay off. The execution of a successful Energy
Marathon will rely heavily on the competitive spirit of your Site Leaders and how well you
engage employees in your communications.

Delivery of Communications

During the Energy Marathon, define a consistent schedule for communications to be delivered.
Consistency will keep your readers engaged. Since you have already outlined the format and
purpose of each message, the only real-time edits that should be necessary are ones
incorporating the event progress. Here are some things Legrand shared to keep associates
motivated:
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= Energy Marathon site standings

= Up-to-date statistics on energy savings and greenhouse gas reductions
= Cost savings

= Energy saving tips

= Environmental fun facts

= Weekly contest prize winner announcements

= Site specific initiatives and accomplishments

= Social media links and PR coverage

Data Collection

Sharing progress with employees is critical; therefore, it is essential that Site Leaders provide
timely feedback on their electricity usage. The Core Team Leader should be in daily contact with
Site Leaders to gather meter data. They should begin cataloguing any adjustments being made
at the site level to save energy. During the halfway point, Legrand held a meeting for Site
Leaders to share with the Core Team some of their strategies for achieving energy savings at
their facility. This enabled the Core Team to gauge Site Leader efforts and served as a best
practice sharing session to evaluate the adoption of energy saving strategies at other sites.

Note: Keep in mind, this is a competition, and Site Leaders from the best performing

locations may be hesitant to share their energy saving methods until the end of the
competition.

It's important to pay close attention to trends in data. If things aren’t looking favorably compared
to the baseline after a week, you may want to encourage people to step it up in your
communications.

Crossing the Finish: Analyzing Data, Sharing
Best Practices and Recognizing the Winners

Analyzing Data Q -

As the Energy Marathon ends, there are several ways
that data analysis can be useful to your organization. We
considered the following metrics:

= Raw % reduction vs. baseline Eg&%};;
= Total kWh savings Sl r? A
o Cost savings ey v C
o CO; reduction Ve, ¥ - ,
= kWh reduction per person e s f ?
a v ] . a9 ’
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To easily convert kWh savings into something more tangible, Legrand utilized the EPA

Greenhouse Gas Equivalencies Calculator.

Sharing Best Practices

Since Legrand’s Energy Marathon included different facilities across many geographical
regions, no two sites’ approaches were the same. Sharing best practices and evaluating their

applicability across your organization is an important follow-up step.

One opportunity identified to save energy at Legrand’s facilities in
Energy Marathon 2.0 was to improve factory shutdown practices.
Operations leaders noticed a number of machines, printers, lights
and computers being left on after hours. They addressed this
problem in several of the factories by issuing “Energy Waste
Citations” on a nightly basis to workstations that left items on after
hours. A notice was also given to the department manager to alert
them of the violation.

I CALCULATOR In Energy Marathon 3.0,
employees participated in an
interactive weekly challenge that
allowed them to learn about
strategies to reduce water, waste,
and energy. Using a water footprint
calculator, employees learned the
impact of their habits and how they
can adjust these to save resources at home and work. The results
from the calculator, as well as a pledge to incorporate these learnings
into the way employees live, were submitted to the Marathon Steering
Committee for entry into a raffle. All pledges were consolidated and
shared with Legrand facilities.

1] Iegrand #00001

Energy Waste Citation

~For Dept. Manager-

“Seeing how much my water usage
increased by inadvertent means was
shocking, and with that knowledge | am
going to try reducing my meat consumption
during the week. | will decrease faucet and
shower time, while increasing recycling”

— Applications Engineer

“I really appreciated this specific event
because it made me think differently and
I've already altered some of my
behaviors because of it.”

— HR Manager
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Recognizing Winners

There are many ways to recognize the efforts that contribute to the success of the Energy
Marathons. In prior years, Legrand reserved special recognition for the winner by visiting the
facility with company leadership to congratulate site leaders’ outstanding efforts. In Energy
Marathon 3.0, the winning team was allocated funds to hold an on-site celebration to recognize
their employees hard work. Other recognition to be considered include customized trophies,
certificates, and shout-outs in company webcasts/broadcasts.

Ll legrand’

Legrand, North America executives were joined by Dr. Mark Johnson, Director of thé Advanced
Manufacturing Office at the U.S. Dept. of Energy, in recognizing the winner of the first Energy Marathon
and several other top performing sites.

Sharing Results

The Energy Marathon was a learning experience for Legrand to gauge how much energy
employees could save by changing behaviors and making some facility adjustments.

The events are a great success. Not only did they save energy and reduce costs, but Legrand
also empowered its employees to actively contribute to their corporate energy reduction goals in
a fun and engaging way.

Additional Tools and Downloads
Legrand is committed to sharing tools and resources we have developed on our sustainability journey. If
the Energy Marathon seems too challenging, why not start with a Power Down Day? To access this and

other tools and resources to help you achieve your sustainability goals, follow the link below:

https://www.legrand.us/aboutus/sustainability/high-performance-buildings/tools-and-
downloads.aspx
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