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Summary 

 

Climate change is not just a governmental challenge for individual countries. European 

targets of 20 percent CO2 and energy reduction and enhanced use of renewable energy until 

2020 need to be reached by Europe as a whole, by governments as well as by citizens and 

businesses. 

Over the last decades, European companies have been a source of innovation in the field of 

sustainable ecological and economical management being an important driver for 

sustainable development and responsibility on global markets. In times of economic crisis, 

with tight financial and natural resources and political unbalances threatening the energy 

supply in Europe, especially small and medium sized companies as the predominant 

business form in Europe have to be aware of energy efficient management in order to stay 

competitive on a global market. 

This is reflected by the IEE project ñEuropean Enterprises Climate Cup (EECC)ò, a 

competition for energy saving, targeting SMEs in 10 European countries. The EECC 

competition shall demonstrate that a large number of enterprises can achieve European 

targets in everyday business with little effort. 

 

The European and national winners of the Climate Cup 

As in sport tournaments, the EECC appeals to national pride and team spirit as additional 

motivation to save energy. There were 181 participants all over Europe: Austria, Bulgaria, 

Denmark, France, Germany, Ireland, Italy, Latvia, Malta and Spain. Over 13 months, from 

May 2015 to June 2016, participating SMEs competed for the highest energy savings in 

electricity and space heating and cooling and the most convincing energy saving campaign 

involving the companiesô employees. By the end of the competition, three European winning 

companies and 10 national champions were evaluated with great energy savings, good data 

collection in the iESA and convincing energy efficiency improvements and team motivation 

for behavioral changes. The winning companies were approved by the EECC jury consisting 

of members of the European parliament, energy or CSR experts and representatives of SME 

association. European winners were awarded the Climate Cup at the final EECC award 

ceremony in Brussels.  

 



3 
 

 

The CEOs of the European winning company kaneo green IT solutions were awarded the 
Climate Cup by Peter Czaga, European Commission, DG Environment, Eco-Innovation and 
Circular Economy 

 

Additionally, the energy champions of each country were presented and awarded during the 

ceremony: the SMEs with the highest energy savings (some of them more than 50%) and the 

most convincing energy saving successes in each country. National winners were awarded 

an energy efficiency device and a certificate at the award ceremony. The winners and also 

most of the other participants are shining examples of corporate and civil responsibility for 

the climate and for a sustainable future in Europe. Such common action on European level is 

important, especially in times of diverging national interests. 
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European and national energy champions and EECC partners at the award ceremony 

 

Within the EECC project an overall annual energy saving of at least 7 percent was targeted.   

It achieved annual reductions of 8 percent (7.6 percent for electricity, 8.2 percent for space 

heating and 4.2 percent for space cooling) as weighted as an average of all participating 

countries and regions. The Spanish companies even reduced electricity consumption by 24 

percent and the German participants reduced energy consumption for space heating by 20 

percent. To win the Climate Cup both criteria ï energy savings as well as the company and 

employee involvement was rewarded.   

 

In total all EECC participants reduced CO2 emissions by 3,200 tons and saved 

10.49 Gigawatt hours on electricity and energy for space heating and cooling. 

Up to three million Euros were estimated as investment stimulated by the 

EECC campaign.  

 

 

181 SMEs in 10 countries participated in EECC 

The EECC campaign encouraged 181 companies to participate to the campaign. To reach 

the target group of SMEs the EECC campaign cooperated with different stakeholders to 

promote the Climate Cup such as, e.g. utilities, telecommunication companies, banks, 

municipalities, ministries, SME and CSR associations, energy agencies, industrial areas, 

environmental NGOs, manufacturers and wholesalers of office and energy devices. 
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Stakeholders promoted the Climate Cup through their information channels (website, press 

releases, mailings, blogs). 

Additionally, partners launched press releases to disseminate the competition and to invite 

SMEs for participation. Nevertheless, the best way to reach companies was to contact them 

personally in emails and phone calls.  

To take part to the competition and to monitor the energy consumption in their offices, 

companies registered for a web based energy management tool, the interactive Energy 

Savings Account (iESA) account, and entered their consumption and cost data from meter 

readings and energy bills. The iESA application was available on the portal 

www.enerspot.com and linked each national EECC websites. Companies were also 

motivated to indicate energy saving measures performed as well as team motivation events 

on energy efficiency in order to get direct feedback and to track the successes. All energy 

consumption and cost data were collected and evaluated; information was visualized for 

users, displaying trends of past and future consumption, cost and emissions. The iESA was 

also used as monitoring tool all over the 13 months duration of the competition, starting in 

end April 2015 until end May 2016. The iESA application was developed by SEnerCon 

(Berlin, Germany) and has been adapted to the conditions of the 9 participating countries, 

incorporating different climates, building and technical conditions as well as billing and 

metering standards. Currently iESA is applied by 90,000 users all over Europe.  

 

 

iESA landing page Ireland 

http://www.enerspot.com/
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Involvement of participants 

Each company appointed a main responsible for the competition. Throughout the 

competition, this so called ñenergy agentò was responsible for the energy data entry into the 

iESA and was provided with information material of the campaign to be disseminated within 

the company. He was also the main contact for energy audits that were performed at 

participant companiesô offices. The energy managers were trained on energy efficiency 

measures, on CSR activities and team motivation during three national campaign workshops. 

Besides general information materials, like e.g. flyers, posters and giveaways, tailored 

information material for different energy saving topics (e.g. on LEDs, standby-losses, green 

IT, appliances, heating, cooling and ventilation) was disseminated during six energy weeks 

organized at companies. This could be content for the intranet and internet of the company, 

but also games, suggestions for events and competitions at companies. Project partners 

were in close contact to companies and advised them on energy saving and communication 

measures. Energy saving tips of the energy weeks were also published on the national 

EECC websites.  

 

Energy saving tips on the German EECC website 

 

Social media, mainly Facebook and Twitter, were used for dissemination of the campaign 

news, energy specials and for immediate and short term communication with participants. 

This was an effective way of communication, enabling viral dissemination of the EECC 

competition via ñfriendsò and ñlikesò. Thus, online tools and social media tools like iESA, 
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Facebook and Twitter helped to involve an important number of companies and employees 

in dialogue that helped to motivate them and that helped them implement energy saving 

measures. But also the direct personal contact to energy agents and companies was 

essential to assist on the implementation of energy improvements. Project partners visited 

companies in their premises to evaluate the energy efficiency standard in the offices and to 

suggest energy saving possibilities which were compiled in energy audit reports for 

companies. Partnersô advices were taken into account by companies which started to 

implement measures, e.g. the change to LED lighting, the optimization of heating and air-

conditioning systems or the roll-out of employee motivation activities for behavioral changes.  

 

EU Facebook account of the EECC competition  

 

At the end of the competition the European and national winners of the Climate Cup were 

identified by iESA data base evaluations and further enquiries by partners. For the evaluation 

the energy savings achieved as well as the number of data entries for energy consumption 
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and for energy saving measures and activities at companies documented in the iESA data 

base were taken into account.  

A user survey at the end of the competition evaluated the EECC campaign activities and the 

iESA application in terms of usability and effects on the implementation of energy saving 

measures by participants. It showed that participants were satisfied with the campaign and 

its communication tools and with the usability of the iESA application. Participants used the 

advice given by the campaign and most participants reported that they had implemented 

energy saving measures as a result of the information and advice provided by the campaign.  

Media activities had a good coverage and assured the recognition of the large professional 

public (four million media impressions). 

 

Conclusions and lessons learnt 

It is possible to reach and involve SMEs by a European as well as national scaled energy 

saving campaign. Nevertheless, a lot of effort is needed to convince companies to participate 

as SMEs often lack personal resources and time to take part to extra activities like the EECC 

campaign. Additionally, energy costs are not always an important post in companiesô 

balances due to low energy prices, but for some participants they are. Energy saving 

potentials can be found even in committed green companies. Energy monitoring is the first 

step to increase energy efficiency in SMEs and monitoring tools like iESA help companies 

save energy by direct feedback and enable quantification of the direct impact of the 

campaign. But this can be challenging as not all companies have separate meters for their 

offices or access to their meters. Some companies did not receive their energy bills in time 

for the competition and short term evaluation of energy savings was difficult due to climate 

influences on the energy consumption and un-sufficient data samples of some companies. 

Therefore energy audits and on-site visits are very useful to assist companies to identify and 

prioritize energy efficiency improvements. Tailored energy advice empowered SMEs to take 

action. 

The campaign aimed to provide tailored advice to SMEs but also to disseminate their best 

practices to a broad audience. Therefore energy experts visited companies for energy audits 

and additionally general energy saving tips were a disseminated on campaign websites, 

information materials and in e-learning apps for companies and employees. To make the 

efforts and successes of participants visible, so that they can use EECC as an element of 

their CSR concept, media activities were important. The campaign had a satisfying media 

coverage of approximately four million media impressions in all countries (one million was 

targeted).  

One big success of the campaign was the creation of green movements in companies and 

the dissemination of genuine testimonials for CSR. EECC also enabled a better work 

environment and team building spirit at companies. During the national workshops, 

companies interacted by exchanging experiences (cross-learning) in energy monitoring, 

implementation of energy saving measures and team motivation.  

Energy audits helped also ñnormal SMEsò without energy experience to get a tangible 

visualization of energy efficiency opportunities. With some companies a continuing 

partnership has been built up for long term energy advice and monitoring. Companies 

became aware of impact of small changes (low investment). The project produced a 
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collection of best practices that will be disseminated and used by further companies. For 

national and European policy makers, EECC provides an interesting national and European 

data gathering specific to offices. This was possible due to the successful market introduction 

of the Energy Savings Account to 9 European countries at a low cost; the overall developing 

costs for ESA have been already paid by the German Ministry of Environment and only the 

adaptation costs had to be covered by European funding. As many companies did not have 

separate meters for electricity use in the office and air-condition systems a new data 

evaluation method and routine was developed and applied by Senercon and will be available 

for future projects. 

The EECC winning companies with important energy savings are the main successes of the 

campaign. The European winners were kaneo green IT solutions from Germany with 56 

percent electricity savings (1st position), Denkstatt Bulgaria with 43 percent (2nd position) and 

Uponor, Latvia, with 36 percent (3rd position) energy savings for space heating. All European 

and national EECC winners are introduced in the in the Annex of this report. 

The overall savings of the campaign were 8 percent and beyond the target, with 7.6 percent 

electricity savings, 8.2 percent energy saving for space heating and 4.2 energy savings for 

space cooling.  

The final award ceremony of the EECC was a great success, presenting and awarding 10 

SMEs from the participating countries each with ambitious energy saving stories. Their 

testimonials have been disseminated Europe-wide via European and national stakeholder 

and media. This will promote energy efficiency and changes in energy habits enabling the 

empowerment of European businesses to save energy. The Climate Cup competition idea 

worked well and can be transferred to other projects and sectors.  

Thus, the campaign brought European stakeholders closer to the European climate 

protection policy and demonstrated how it can be implemented on a local level.  In these 

times of economic crisis businesses cannot always afford to implement expensive 

modernization measures and banks are reluctant to provide loans. Therefore the focus of the 

campaign was on short term, low cost measures that could be implemented during the 

campaign lifetime. On the whole, these measures and behavioral changes showed 

encouraging effects. Leaving a high amount of flexibility to the national campaigns meant 

that partners could choose the most effective means to achieve their target group. The target 

groups of the single countries varied in size and sector depending on which specific 

companies were addressed.  

iESA as a central monitoring tool for all campaigns, ensured the measurability and the 

comparability of the different national campaigns and the fair and transparent evaluation of 

the European and national winning companies. 

The iESA reporting in terms of user numbers and data entries was essential for the 

optimization of national campaigns, as it combined the communication activities with a 

possibility of measuring the effect of the campaign activities and the response of the target 

group. Thus, not only could awareness raising by the EECC campaigns be measured in 

terms of viewer/hearer/reader numbers and website visits but also the resulting activity of the 

target group (by registering and using an iESA account and implementing energy saving 

measures) could be tracked.  
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It was challenging to adapt the iESA application to other countries as it provides real figures 

based on measured data and not only estimated values like other tools. Therefore it is also a 

very complex tool for users. A lot of time was needed to assist companies in entering their 

consumption data frequently to get a reliable data base of European wide consumption data. 

In Germany it took several years to establish a database including one million private 

buildings that is used for national studies on the residential sector as well as for the 

evaluation of the effectiveness of modernization measures.  

Tracking energy consumption to save energy is not seen as an exciting topic, unlike calorie 

counting to ensure weight is not gained. To convince people to register for an ESA account 

and to keep them actively involved throughout the more than a year-long campaign, a lot of 

incentives and communication effort is needed. It took some time to achieve confidence in 

the campaign as in most of the countries people are hesitant and suspicious of competitions, 

especially when they are using online tools. Additionally, there are a lot of energy tools and 

campaigns on the market. An advantage of EECC and the iESA is that they are unbiased 

and provide energy advice without commercial interest. The testimonials of the national 

EECC winners as early adapters will help convince other companies 

In the future, the iESA could form an energy monitoring tool for the implementation of the 

Directive 2006/32 on Energy End-use Efficiency and Energy Services by utilities to measure 

their annual progress in energy reduction and the Climate Cup as activity for the Sustainable 

Action Plans of Covenant of Mayor cities and towns. Additionally, iESA produces interesting 

samples of statistical energy data for the evaluation of energy consumption patterns in 

Europe and for analysis about the effect of different energy efficiency improvements and 

guidelines specified in European as well as national legislation. 

 

Project partners: Austrian Energy Agency, Sofena (Bulgaria),  Energy Consulting Network 

(Denmark),  HESPUL (France), co2online (Germany), SEnerCon (Germany), Tipperary 

Energy Agency (Ireland), SPES Consulting (Italy), Ekodoma (Latvia), Projects in Motion 

(Malta), Ecoserveis (Spain) 

 

Project co-ordinator: co2online (Germany), contact: claudia.julius@co2online.de,  

 phone: +49 89 51 66 21 58 

 

Project duration: 27 February 2014 to 26 August 2016 

mailto:claudia.julius@co2online.de
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1. European energy efficiency targets and energy efficiency in 

European SMEs 

 

In December 2008 the European Union adopted the European Plan of Climate Change that 

included the 20-20-20 targets to reduce by 20% the emissions of greenhouse gases, 

increase by 20% the energy efficiency in the EU and to reach 20 % of renewable energy in 

total energy consumption in the EU. On the longer term the EU intents to increase energy 

efficiency by 27 percent until 2030 with the effect of boosting the economy, creating jobs and 

strengthening Europeôs competitiveness.  

Climate change is not just a governmental challenge for individual countries. European 

targets of 20 percent CO2 and energy reduction and enhanced use of renewable energy until 

2020 need to be reached by Europe as a whole, by governments as well as by citizens and 

businesses. 

Over the last decades, European companies have been a source of innovation in the field of 

sustainable ecological and economical management being an important driver for 

sustainable development and responsibility on global markets. In times of economic crisis, 

with tight financial and natural resources and political unbalances threatening the energy 

supply in Europe, especially small and medium sized companies as the predominant 

business form in Europe have to be aware of energy efficient management in order to stay 

competitive on a global market. 

 

2. Objectives of the European Enterprises Climate Cup 

 

To achieve the EU 20-20-20 targets, a great number of stakeholders all over Europe must 

get involved. How can a large number of European stakeholders be mobilized and 

encouraged to save energy? The internet is an effective means to reach and connect a high 

number of people across all borders. Sport is a mass movement and sport tournaments 

mobilize a lot of people. Therefore the idea behind the Climate Cup was to create a sports-

like online competition on energy saving.  
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Both editions of the Climate Cup, the Citizens as well as the Enterprises Climate Cup, are 

based on the same idea: To show that a significant number of citizens or employees or 

companies ï all important players in the European society ï can work together to reach the 

common aim of energy saving and CO2 reduction. The competition aspect helps to motivate 

participants - like in sports tournaments - but competing is not the main focus. Project results 

rather demonstrate that by common action of societal players from all over Europe, energy 

efficiency improvements are possible even without big investments.  

The competition was on two levels: On national level the company with the greatest savings 

and the most appealing energy saving story was awarded. On a European level, the three 

best performers among the national winners were awarded the Climate Cup.  

Participants had 13 months to monitor their energy consumption for electricity and space 

heating and cooling with an online energy management tool, the interactive Energy Savings 

Account (ESA). By the national and regional EECC campaigns participants received energy 

information and advice. The iESA assured direct feedback by making visible the effects of 

behavioral changes and of energy saving measures implemented by individual companies. 

By the end of the competition, for each country the energy champions were awarded at the 

final award ceremony in Brussels on the 11 July 2016. 

The aim of the EECC campaign was to show that significant energy savings can be achieved 

in SMEs in short term by behavioural changes and low-investment measures.  

The main objectives of the campaign were to: 

¶ Reduce the overall energy consumption of EECC participants by seven percent, 

¶ Involve an important number of SMEs in 10 countries (target 300 SMEs) 

 

3. Award Criteria of the EECC competition 

As the competition was designed on two levels, European as well as national - award criteria 

had to be found. At the beginning of the project, partners agreed on the common European 

award criteria for the EECC competition for all participating companies: Energy savings for 

electricity and space heating and cooling as well as the activity of participants reflected in 
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energy data entries and documentation of energy saving and employee motivation measures  

in the iESA should be rewarded. 

On national level, partners were free to define additional national award criteria, like e.g. 

energy saving measures already implemented or planned for the future or activities by 

participants to disseminate the Climate Cup.  

All criterial were defined at the competition start and compiled in a report on European and 

national award criteria including the calculation methodology to achieve the final score of the 

company ranking in the competition. The report is available on the EECC website.  

 

4. EECC Jury 

A European EECC jury was set up to approve the EECC award criteria as well as the 

winning team of the EECC. Most of the jury members were members of the European 

Parliamentsô environmental or energy committee as well as energy or CSR experts or 

representatives of SME associations. The jury consisted of the following representatives from 

the 10 partner countries:  

¶ Bendt Bendtsen, Member of the European Parliament 

¶ Mercedes Bresso, Member of the European Parliament 

¶ Dieter Brübach, Member of the Board of B.A.U.M. e.V, Germany 

¶ Vincent Buhagiar, Head of Department of Environmental Design, at the Faculty 

for the Built Environment, Malta 

¶ Miquel Cabré, President of the Catalan Wind Association, Spain 

¶ Veselin Iliev, Director General of Internal Economic Relations Department at 

Bulgarian Industrial Association, Bulgaria 

¶ Séan Kelly, Member of the European Parliament 

¶ Michèle RIVASI, Member of the European Parliament 

¶ Martina Schuster, Head of Division ñEnergy & Economic Policyñ in the Austrian 

Federal Ministry of Agriculture, Forestry, Environment & Water Management, 

¶ Roberts Zile, Member of the European Parliament 

 

Most of the jury members supported the competition by disseminating it via their information 

channels. Michèle Rivasi, the French jury member attended final award ceremony and 

contributed with a speech on common action for energy efficiency of all societal players.  
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EECC Jury member MEP Michèle Rivasi  at the award ceremony in Brussels 

 

5. Countries and organizations involved in the EECC 

Countries and regions from all over Europe participated in EECC, Denmark represented the 

Scandinavian countries, Ireland and Latvia the Northern European countries, Bulgaria and 

Latvia countries from new member states, Germany, Austria and France the central 

European countries and Malta, Italy and Spain countries from the Southern part of Europe.  
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¶ co2online (Germany), contact: Claudia Julius, Claudia.Julius@co2online.de 

¶ Ecoserveis (Catalonia, Spain), contact: Juana Mundò, joana@ecoserveis.net 

¶ Ekodoma (Latvia), contact: Liga Zogla, Liga@ekodoma.lv 

¶ Energy Consulting Network (Denmark), contact: Kaj Leonhart Petersen, 

Klp@ECNetwork.dk 

¶ SEnerCon (Germany): contact: Immanuel Hengstenberg, 

Immanuel.Hengstenberg@senercon.eu 

¶ Projects in Motion (Malta), contact: Brian Restall, brian.restall@pim.com.mt 

¶ Sofena (Bulgaria), contact: Diana Galeva, dpgaleva@sofena.com 

¶ Spes Consulting (Italy), contact: Lorenza Falco, info@spesconsulting.com 

¶ Tipperary Energy Agency (Ireland), contact: Paul Kenny, paul@tea.ie 

¶ AEA, Austrian Energy Agency (Austria), contact: Ulrike Radosch 

ulrike.radosch@energyagency.at 

¶ HESPUL (France), contact: Malorie.Clermont@hespul.org  

 

 

 

6. The interactive Energy Savings Account (iESA)  

Author: Immanuel Hengstenberg, SEnerCon 

The interactive Energy Savings Account is a tool for energy monitoring. It gives a prompt 

overview of the most important elements of costs and consumption; it facilitates a realistic 

self-assessment, and helps to gain control of heating energy, electricity and water 

consumption in an office.  

The iESA helps offices with questions such as: How high are the energy costs of my 

office? How many kg of CO2 emissions are caused by the energy consumption of my 

office?  How many KWh of energy is consumed every day, month, year? 

Upon registration users of the Energy Savings Account enter basic data such as house 

type, construction year, heating system and living area. During the EECC competition, 

billing data and meter readings have been entered into the Energy Savings Account 

manually. Optional, data of smart meter readings may be transferred automatically into 

the ESA. 

mailto:paul@tea.ie
mailto:ulrike.radosch@energyagency.at
mailto:Malorie.Clermont@hespul.org
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The iESA assesses energy consumption based on typical reference values for average 

energy consumption and also on information about the thermal and electric appliance 

qualities of the building which users are required to enter just once. Successes of earlier 

savings measures entered by account holders are displayed in the development of 

energy consumption graphs and motivate to take further steps. 

 

Energy Savings Account Landing Page 

 

As a core element of the EECC campaign, the German Interactive Energy Savings 

Account (iESA) has been fully adapted to the requirements of households and non-

residential buildings/offices in 9 partner countries: Austria, Bulgaria, Denmark, France, 

Ireland, Italy, Latvia, Malta and Spain. For Southern countries, the air conditioning section 

of the iESA was changed in order to be able to monitor a separate energy meter for an 

air condition system (before this adaptation only the overall electricity consumption could 

be monitored including the energy consumption of the air conditioning system and other 

office appliances). 

Within the national/regional campaigns, SMEs were motivated to take part in the 

competition by registering for and using an iESA account. iESA helped participants to 

evaluate their office energy consumption for space heating/cooling and electricity. 

Besides the monitoring of the energy consumption in offices, the employees of 

participating companies could also open an account for their private homes.  Based on 
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the iESA data stock, the European as well as the national energy champions were 

evaluated.  

During the competition, participants got a real time feedback to their ambitions to save 

energy in the offices and at home by the iESA. The iESA aggregated and evaluated all 

the entered energy consumption, cost and CO2 emission data of the participantsô offices, 

based on data from energy bills and meter readings. During the competition the 

participating SMEs were hold to enter energy data of the year prior to the start of the 

competition (to establish an energy consumption baseline) and energy data at least 

monthly throughout the competition lifetime (In total 295 account holder entered 9,627 

energy data and 887 energy saving activities into the iESA).     

 

Screenshot of the interactive Energy Savings Account with the display to enter meter 

readings or energy bills 
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Additionally, online advisers (Standby Energy Check, Energy Check app) connected to 

iESA helped participants to evaluate e.g. the losses of standby energy in their offices or 

to enter energy consumption data by smartphone. 

 

 

 

The Energy Check on smartphone helps to enter energy consumption data into the iESA 

To motivate employees and to train them on energy saving opportunities in offices an e-

learning app was developed and adapted to the situation of offices in partners countries. 

The different national versions of the app are available for free on 

www.store.iAcademy.mobi and the iAcademy viewer app can be downloaded from the 

Apple App Store or Google Play Store. Employees could download it on their iPad, tablet 

or smart phone and get an overview on their possibilities to act including educational 

games on how to save energy.  

 

E-learning app and description offered in the iAcademy Store 

http://www.store.iacademy.mobi/
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7. The European EECC campaign 

7.1 Campaign preparation 

A common European campaign concept was developed for all participating countries. The 

concept included a common visual identity and a guideline for communication as well as a 

general style guide. It was adapted and implemented for national campaigns in 10 countries. 

Based on this concept, the communication tools of the campaign were designed: 

¶ European and national campaign websites and social media accounts (Facebook and 
Twitter) 

¶ Campaign logo 

¶ National factsheets for participants and stakeholders 

¶ National flyers for companies and employees 

¶ National PowerPoint presentations for stakeholders 

¶ National email and newsletter formats 

The most effective energy saving measures in each country were identified and published on 

the EU and on national websites. This list was also considered for account holder advising. 

 

7.2 Common campaign activities 

The EECC campaign was launched 28th of April 2015. The following common communication 

activities were foreseen in all countries to disseminate EECC information to SMEs and 

stakeholders: 

¶ European and national EECC websites providing information on the competition, 

energy saving tips and access to iESA and social media channels, including 

testimonials of participants. 

¶ Media activities: Press releases (three in each country) to invite companies to 

participate, to disseminate energy saving measures in offices and testimonials of 

participants as well as the success stories of the EECC winners.  

¶ Involvement of stakeholders and synergies with existing energy and business 

networks to promote EECC via their information channels (e.g. municipalities, energy 

agencies, SME and CSR associations, utilities, ENGOs) 

¶ Involvement of SMEs, energy advice and employee motivation by personal phone 

calls and emails, newsletters, workshops, ESA-hotline, on-site advice and energy 

audits.  

 

Partners were free to choose the energy efficiency focus of their campaigns according to the 

situation of SMEs in their countries. Some partners focused on behavioral changes and 

motivations of employees, others promoted technical improvements and in depth energy 

monitoring. The target group varied from country to country and also within countries in terms 

of companiesô size (from 5 to 250 employees) and sector, e.g.  education and training, 

financial services, engineering, marketing and communication, consultancy, energy supplier, 
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chemical industry, food processing, wholesale, insurances, property management, etc. Some 

examples of participants are introduced on the European website http://www.enterprises-

climate-cup.eu/participation/testimonials/. 

 

7.2.1 European website 

The European EECC website was launched in September 2014 with general information on 

the competition and its rule-set and testimonials of participants.  

 

Landing page of the European website www.enterprises-climate-cup.eu 

http://www.enterprises-climate-cup.eu/participation/testimonials/
http://www.enterprises-climate-cup.eu/participation/testimonials/
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7.2.2 National websites and social media channels 

All national websites had the same visual identity and navigation structure. Partners 

developed the content of the national campaign websites with iESA links as well as links to 

social media channels of the EECC campaign (mainly Facebook and Twitter).  

All websites have been updated regularly with energy saving tips, success stories and 

testimonials from participants and energy specials in some countries including lotteries with 

sponsored gifts as an additional incentive to sign up for the campaign.  

Facebook and Twitter have mainly been used for delivering news in short term and to link to 

participants social media accounts. That way a dialogue within national campaigns with and 

between participants was enabled. 

For all EECC websites Google statistics were provided. From September 2015 to September 

2016, the European website and all national websites had 33,000 visits in total. The 

campaign had more than 6,000 social media followers.  

 

Landing page of the Italian Facebook site as example for social media use 

 












































































