LIGHTING VALUES

The Benefits of Quality Lighting

In recent years there has been a renewed interest in the role of office environ-
ments on worker satisfaction, performance and comfort. The past decade marks
a shift from thinking of facilities as a way to house the workforce to thinking
about the entire building portfolio of a company in strategic terms. Buildings have
the potential to add value, reduce costs, and improve corporate image.

Lighting plays a crucial role in the quality of the built environment, and represents
a largely untapped opportunity for executives, owners and facility managers.
This brochure has been developed to highlight the areas in which lighting can
contribute to positive business outcomes.

Strategic Environments

Positive business outcomes are a result of many strategic choices and all aspects
of a business are opportunities for improvement and profit. Strategic companies
know that a building should be a servant to the needs of the organization.
Choices about the built environment are a controllable factor in optimizing the
bottom line.

COMPETITIVE ADVANTAGE

A study by BOMA International found
that if interior environmental quality is
appreciably better, it can enhance the
ability to rent or sell space. The survey
found that tenants in class A buildings
were much more satisfied overall with the
environment than tenants in class B and C
buildings. Class A spaces are likely to sell
and rent faster than lower class spaces,
especially among businesses that want to
maintain a high quality image.

Baier, R.D. 1999. Customer service made easy: Deliver what
office tennants want. HPAC Magazine. September: 41-45.

FIDELITY INVESTMENTS

It is commonly understood that

poor indoor air quality and acoustic

distraction have a detrimental e
influence on performance and
health. New research is providing
guidance on space configuration for
improved performance. What is not
well understood is the way that
lighting can help or hinder satisfac-
tion, performance and comfort.
In fact, some of the most common-
place lighting solutions can be
problematic. The real value of light-
ing is only now beginning to be
understood and quantified.

BOSTON, MA

Employee preference and well-being was
at the top of the priority list when the
lighting was designed for Fidelity
Investments. This lighting represents a
dramatic improvement from their prior
space which was described as “gloomy”
due to insufficient brightness on the walls
and ceilings. By comparison, the new
indirect lighting creates a pleasant and
upbeat environment and has been well
received by employees. In addition to the
positive impacts on the workforce, the
design is energy-efficient and allows for
flexibility in space redesign.

“Corporate America is discovering the only way to remain competitive and
stay aheaad of the rapid changes in business and technology is to consider
your workspace as a Strateqgic tool in accomplishing your business goals
and to include real property management as part of your strateqgic team.”

“The Integrated Workplace: A Comprehensive Approach to Developing Workspace.”
Office of Real Property in the Office of Governmentwide Policy of the U.S. General Services Administration, May 1999

Light Right Consortium

The Light Right Consortium brings together interested parties and researchers to work toward a common

goal — to use research as a basis for market transformation towards quality energy efficient lighting. Light

Right performs research that includes the issues of aesthetics and psychological processes in addition to visual

performance. The objective is to more fully understand the way in which lighting can contribute to organizational

and environmental benefits. Members are listed on the back page of this brochure. For more information go to
www.lightright.org.




WHAT ARE THE POSSIBLE LINKS
BETWEEN LIGHTING AND STRATEGIC BUSINESS OUTCOMES?

FINANCIAL OUTCOMES
= Performance improvements

= Increased resale value of property
= Enhanced ability to rent space

= Reduced energy costs

HUMAN RESOURCES DEVELOPMENT
= Ability to attract and retain workers

= Improved well-being of workers due

STAKEHOLDER

AND CUSTOMER RELATIONS

= Improved public image

= Increased ability to sell to
pro-environmental customers

to improved moods and comfort.

These categories are drawn from the Balanced Scorecard approach, which is a framework used by organizations to evaluate their performance. (Kaplan and Norton, 1996)

What do we know from the research about lighting?

Turnover costs have been
estimated at 25% of
annual salary plus benefits.

Saratoga Institute and Kepner-Tregoe, Inc.

A 1999 market research study by
Ducker Research interviewed end users
responsible for making decisions involving
the quality of the office environment and
physical facilities. Respondents included
CEOs, facility executives, and real estate
managers. The respondent set was
responsible for a total of 232 million
square feet. When asked whether the
following  prompted factors were
considered when making decisions
regarding the quality of the built
environment, their answers were as
follows:

PROMPTED FACTORS OVERALL

FREQUENCY MEAN

THE VALUE OF SATISFACTION

The distribution of light in a space, particularly the luminances on room surfaces,
appears to be a major determinant of room satisfaction. Satisfaction increases
when there is high overall brightness of the room surfaces, and when the
amount of light on the walls and desks is evenly balanced. High contrast
conditions in office environments are consistently rated poorly.?

Dissatisfaction with dark walls may result from perceptions of gloominess.
Researchers suggest that gloom may be psychologically undesirable because it is
associated with reduced peripheral vision and thus serves as a primitive warning
system that visual acuity is being compromised.?

It is widely understood that most people prefer daylighting and desire access to
a view in most types of work settings. Quality daylighting is a major element of
lighting satisfaction.*

One laboratory study gave subjects dimmable ceiling lighting and found that the
control feature was well-used with positive results. The subjects who had
the controllable lighting were more satisfied with the lighting, felt more
comfortable in the room, rated the tasks as less difficult, and rated the
lighting quality as higher than subjects who did not have control. Importantly,
having the control system produced a 35 — 42% decrease in electrical
consumption.®

Another benefit of personal control over lighting is the positive psychological
impact on workers. A Canadian study found that subjects who had control
of their lighting experienced a greater sense of control in
general throughout the day.®

THE VALUE OF PERFORMANCE

. . 0
BTl e R St s el i 4.28 Researchers have found that headaches are reduced and
Worker Output 74% 4.08 task performance increases when energy efficient
) - electronic ballasts are used rather than magnetic.”®
Employee Retention and/or Recruitment 70% 3.86 .
Over the past decade research has shown that subjects
Churn Rate 70% 3.63 who experience positive moods solve problems more
Creativity 68% el quickly and come up with more creative solutions than

Absenteeism

subjects in either neutral or negative moods. This points

24% 2.80 researchers toward further study of the impact of

KEY: Frequency of mention.

important

Mean importance rating; with 5 being the most important and 1 being least

lighting on mood and emotions.®
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