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Video customer testimonials have been used for years
to sell products, but they are an especially good tool for
marketers in today’s renewable energy space. This chapter

CREDIBILITY.

There are large sections of the public who think that wind
and solar don’t work, or that they are just part of some “big
government” subsidized boondoggle. You can try to counter
these impressions by placing ads, but unfortunately advertis-
ing doesn’t work as well as it used to: your audience knows
you're trying to sell them something, so they click off the
page, or zip past your commercial. A better solution is the
online video customer testimonial. Having real people on
camera who have had a great experience with your brand

of clean energy lends unassailable credibility to your mes-
sage. In fact, your customers are your very best salespeople.
They're the ones who can honestly and credibly explain to
potential customers that their solar panels are producing real
energy that's cutting their electric bill, or that the wind farm
in their town looks cool and lowers their taxes.

/\/IDEO TESTIMONIALS

is divided into two main sections: Why the web-based
testimonial important, and how to make them work harder
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Testimonials on the web featuring real
customers are much more believable

than advertising pitches.




WHY / MORE REFERRALS.

Customers are honored to go on camera and praise your
business. They know that what they say matters, and that
you value their opinion. It's a source of pride. And what do
proud people do? They talk about what they've done with
their friends. They become, in effect, a more motivated
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ambassador for your brand. This often results in more quali-
fied sales leads, and a lower cost for customer acquisition —
a critical factor for solar energy companies who have narrow
profit margins.
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HOW / TELL A STORY.

Before you interview people, think about what story you want
to tell. For example, do you want to get across the fact that
wind farms benefit local economies? Or that solar energy
increases energy independence? Once you know what story
you want to get across, develop a list of questions that are
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likely to inspire the interviewee to tell the story you're look-
ing for. If you are planning to have multiple people in a single
video, you can edit the piece so that the various responses
string together to create a compelling narrative. Here are
some examples of video storytelling created for First Wind.
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