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A well thought out messaging platform is the foundation

of all your other marketing, and often separates successful
companies from the also-rans. In this section, I'll provide a
definition of a messaging platform, and offer tips for how to
make one that will help you beat your competition. Funda-
mentally, this is about how you tell your story to the world.
Either customers listen to your story and ‘get it’, or they
move on until they hear a story that works for them - and
take their business there instead.

[n]

A brief description of your company and its products/

services that captures the essence of what you do in a

way that matters to each of your core audiences — and
most important, leads to the desired business results.

B sHARE of %0 E .

The deliverable is a document with detailed copy and head-
lines for each audience (i.e. customers, investors, partners,
etc). Often there is more than one type of customer, which
means you'll need a breakdown by customer type with copy
variations that are specific to them. For example, current
customers, new customers, investors, and the public.

Here's a step-by-step guide for developing your messaging.




INTERVIEW SENIOR MANAGEMENT.

Get their perspectives on your company, your unique value
proposition, customer perceptions of your company, and

background on the competition. Don’t shy away from ques-
tions that might seem like they have an obvious answer. It's
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the obvious things that are often overlooked. For example, ask
qguestions such as, “What business are you in?”, and “What's
the number one problem you solve for your customers?” and
“Who is your competition and how is your company different?”
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INTERVIEW YOUR TOP SALES PEOPLE.

Your salespeople are on the front lines day in and day out, light up?” Chances are they will have an answer for you
and they know your customers better than anyone. Ask — and once you know it you can make that message more
them, “At what point in your pitch do the customers’ eyes prominent in your marketing.
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IDENTIFY YOUR KEY AUDIENCES.

Who do you need to appeal to in order to achieve your
goals? Also, be sure to understand how these audiences
impact your number one problem. For example, if your
projects are not getting approved, who is standing in the
way, and why? These are critical things to know, because

once you have the answers you can start to create messages
that will help change their behavior (or prevent their ideas
from spreading to other people who have influence over the
approval process).

KEY AUDIENCES
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INTERVIEW YOUR CUSTOMERS.

Often the customers’ perceptions of your company and why
they buy from you are very different from your perceptions
— or those of your senior management. That's why inter-
viewing customers is so important. They are the source of
your income, your bread and butter, your livelihood. Current
customer perceptions are key to creating the headlines,

sentences and paragraphs that will appeal to new customers.
For example, a solar energy installer might think that customers
choose them because they’'ve been around for a long time
and are reliable. But you might hear from a customer that
the real reason they chose you is because your salespeople
really knew their stuff.
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RESEARCH YOUR COMPETITION.

Take a long and careful look at the websites and messaging
being used by other companies in your space. How are they
appealing to customers? What are they doing well, and what

could be better?

g Install Solar
for Your Business

[+]

SHARE

E N

i

PAGE: 16




BRANDING&<MARKETHM3FORRENEWABLEENERGYCOMPANIES,//MESSAGING

THINK LIKE A CHEF.

Imagine that each of the answers you get, and the research
findings, are individual ingredients. They all go into the pot
one by one. And as they simmer, connections are made

in your mind. It might sound like alchemy (or the cooking
channel), but there is a science to it.
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Here's a rough hypothetical example that illustrates what a
company might learn in the research and interview process.

In this example, the company’s current tagline is “Decades
of great service.” The CEO really likes it. The company’s
current tagline and overall messaging approach needs to be
cross-referenced with the approaches used by competitors,

SOLAR COMPETITOR A:
SOLAR MAVENS.

Key message: “We're the Solar Experts”

WHAT YOUR CEO THINKS YOUR
COMPETITIVE ADVANTAGE IS:

“We have the best service and
support in the industry.”

SOLAR COMPETITOR B:
CLEVELAND SOLAR

Key message: “Your Local
Solar Installer”

WHAT YOUR SALES PEOPLE SAY
THAT MAKES CUSTOMERS’
EYES LIGHT UP:

“With these government incentives,
the up front cost is low, so you get faster
ROl than ever.”
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plus the findings from interviews with sales and senior
management. See chart below.

SOLAR COMPETITOR C:
CLEVELAND SOLAR

Key message: “Fight Global Warming
with the Sun”

WHAT YOUR SATISFIED
CUSTOMERS SAY:

“You made it easy for me to go solar.”




SO, WHAT NEEDS TO CHANGE HERE? Clearly there
is a big disconnect between what customers are looking for
and the way the company — and all its competitors — are
trying to appeal to them. The sales guys know the answer,
but nobody ever asked them before what they thought. The
CEO was right in a way; his company does have the best
service and support. But what does that really mean from
the customers’ perspective? It means the sales people are
providing the service and know-how needed to make the pro-
cess of going solar easy and affordable. That's what
matters, and that’s what should be front and center in the
messaging. It's also the thing that will help this company
beat their competition, because none of them are saying
anything that’s top of mind with customers. Yes, some
segment of customers are going to want to fight global
warming and be really motivated by that. But any solar
panel, from any solar company, will fight global warming
just as well.

i
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The company’s new key message is: “Affordable solar.
Made easy.” This, to carry on the cooking analogy, is a
very tasty theme.

This is just the top of the messaging platform pyramid. The
next step is to outline all the sub-messages that fall under
that umbrella. What are all the different ways the company
helps customers through the process, from start to finish?
How do these messages need to be modified for sub-groups
of customers?



The end product should be a copy deck that describes each
customer group and their mindset, and the best messages
that will appeal to them. These headlines and paragraphs of
text are your blueprint. And once you have that, you can pull
copy from it as needed for various marketing projects. Your
company description, for example, can be your website’'s
home page copy, or the intro to your brochure. This is also
where the value of your message platform builds over time,
amortizing the cost of your investment. Because you won't
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have to start from scratch every time you need to create a
new marketing piece. Pull your text right out of the blueprint,
quickly and for no extra cost, and you're off to the races. In
an industry sector that’s growing quickly, speed matters. It's
just as important, however, to take the time to do the mes-
saging project right the first time. It may take six to eight
weeks, but you'll save that time later on. And your message
- your story - will dominate the market.
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Here are some specific considerations that renewable energy
or clean tech companies need to take into account when

i
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making a new website. Some of this is common sense — but
it's surprising how often the obvious things never get done.

GET EVERYONE INTERNALLY TO AGREE ON THE GOALS OF THE WEBSITE. WHAT'S #17?

If possible, get all your key decision makers in a room

and hash this out, and don't let anyone leave until they've
signed the document that spells out exactly what the goals
for the site are. Your site can't do all things for all people. It
needs focus. So go ahead and make your laundry list, but
define a top goal.

For example, you may want to clearly show that you have
the best solar panel installation process. But your number
one goal may be to get the maximum number of consumers
and businesses in your area to think of your company first
when they’re considering going solar. As you go through

the web development process, continually double back and

make sure the site will help you achieve your #1 goal. If you
stray from the path, back up and start again. Ultimately it's
worth the time and effort to get it right.

“I want our site to
be a lead generation

“We have to look credible so we engine.

can land more investors.”

“Our site has to make our
complex technology easy
to understand.”
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DEFINE YOUR AUDIENCES.

Who do you really, really need to reach? Is it the public at whom you are trying to connect with, you need to create
large, the press, investors, or policymakers in Washington buyer personas for each target group. The buyer persona
(or all of them)? Once your organization has agreed on outlines in detail exactly what their hot buttons are.

To learn more about how to create buyer
personas, read David M. Scott’'s book,
“The New Rules of Marketing and PR.”
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YOUR WEBSITE SHOULD QUICKLY ANSWER THESE QUESTIONS:
WHAT DO YOU DO AND WHY SHOULD I CARE?

NOTE: For more details, see the chapter in this e-book devoted to messaging.

It's a common trap to think that just because you have the
best clean technology since the invention of the sun that
everyone will instantly ‘get it’ and want to buy it from you,
or invest a gazillion dollars in your company. Many
companies don't take the time to be very clear about what
they have to offer. In fact, they put total gobbledygook copy
on their homepages.

The trick is to describe what you do in a way that will
appeal directly to the hot buttons for your #1 audience

FILL IN THE BLANKS:

EASIER AND CHEAPER FOR YOU TO

buyer persona. For example, if the person you really want
to influence is a policymaker in Washington who's keenly
interested in reducing America’s reliance on foreign oil,
that idea should shape your message. You'll go from, “Here
at WindPro, we make clean energy from wind using our
patented Fandibulum Contabulation technology,” to
“WindPro delivers clean wind energy to homes across
America, helping build our energy independence and
reduce our reliance on costly foreign oil.” Bingo.

ISA COMPANY THAT , MAKING IT FASTER,
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DON’'T FALL INTO THE FLOWER TRAP.

Just because your company is helping the environment using
clean technology, that does not mean your homepage design
should feature children running through fields of flowers as
puppies frolic (healthy puppies fed all-organic puppy chow)

and birds chirp and spin in a pristine blue sky. These days
clean energy means business, and the environmental aspect
— while important — often plays a secondary role to saving
money, being efficient, and operating in a sustainable way.

" Avoid visual clichés.
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KEEP IT SIMPLE.

The whole idea of a technology being “clean” implies a lack
of visual pollution. Consider a design that uses lots of white
space, with very intuitive navigation.

)
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The clarity and simplicity of the Deepwater
Wind home page reinforces the simplicity
of their value proposition: wind turbines far
offshore in deep waters — where you can’t
see them.



BRANDING&<MARKETHM3FORRENEWABLEENERGYCOMPANH¥5//WEBSITEDESIGN

MAKE IT EASY FOR YOUR CUSTOMERS.

One energy company that Captains of Industry worked with
tried to recruit business people to focus groups to gauge
their understanding of carbon emissions regulations. But
they wanted to get people who had at least SOME knowledge
of the topic. We're talking energy managers here, people
whose job entails knowing about the complexities of energy.
The upshot was that it was next to impossible to get enough
people who had enough baseline knowledge to offer signifi-
cant insights.
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So, first off, don't assume your audience knows what you
know. Second, put yourself in their shoes when designing
your website architecture: will they know where to go and
what to click on? Does the copy spell out your technology
in a way that's understandable? Do the images and design
elements reinforce the points you are trying to make? Is it
really, really easy to know what to do next?

To learn more about how to make your
website a no brainer (even for smart people)
read “Don’t Make Me Think,” by Steve Krug.




USE VIDEO TO CREATE A PERSONALITY.

In the age of YouTube, building a new website without video is
like building a new house without windows. Nothing lets you
tell a story like motion pictures. You can take your technology
beyond bits and bytes, and show the personality of your peo-
ple and your customers. Why does working in clean energy
get you out of bed in the morning? What's your passion? In
the clean energy world, especially in solar and wind, your cus-
tomers need to be reassured that you share their environmen-
tal mission. Don’t leave this story to static text on your site.

Also, the video should not be some repurposed commercial
or corporate video (blah, blah, blah), but something new
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Note: See the video customer testimonial section for more specific video
how-tos

that’s fully integrated into the design and messaging of your
new website. Look at First Wind’'s media center to get an
idea of how video can help tell the story of clean energy in

a web environment.

Here's an important tip to take into account when you a
publish videos: The search engines (as of today) can't “read”
the script for the video, which means that it's important for
you to have a descriptive title for your video, along with some
text that describes the video. This will make it easier for
Google and others to find your video, and the more people
see it and link to it, the higher you’ll be ranked on their pages.
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MAKE YOUR NEWS PROMINENT, AND UPDATE IT FREQUENTLY.

Search engines like Google love frequently updated content, rank you higher because more people are seeking out the
and news from your company is the easiest thing to update latest news from your company. In addition to having news
on a regular basis. Having the latest news on your home page on your home page, be sure to integrate into your media
tells your audiences that you're a happening company that's center as well.

out in the market making news, and Google will (over time)

IN THE NEWS

Ahers Renewables Named to Top 10 in
Enemy on Inc. 500 List of America'’s
Fastest-Growing Privale Companies.

Appalachian State University, with
Alteris Renewables, installs community ' ' '

e Google's algorithms are designed to locate
by student contributians. fresh, new content — like news. Make sure
READ MORE NEWS your news is on your home page (and not

in Flash).
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INTEGRATE WITH SOCIAL NETWORKS.

Be sure to add social networking links to your site (at least on
the home page, and on the contact page), plus links that make
it easy to share the site via Digg and other bookmarking sites.

AddThis is a widget that provides a way for people to share on
the site of their choosing, with only one icon on your web page.

Tha Benafits of Wind Powar in Cohacton [2:50]

\‘-‘; oy b
L_twitter |

——r— Make it easy for people to share content
mark & Share

= Emat dr Favores. they find on your site. People tend to
il okt L i pliauca ok “Retweet” and bookmark things they like.
14 gy 2 Googea : -

o MySpace i Live

i Facobook @ Etumbibelipon
i Twmar 3 More_ (264) r
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YOU WOULDN'T WEAR THE CHEAPEST SUIT ON THE RACK WHEN MEETING WITH
INVESTORS. DON'T CHEAP OUT ON YOUR WEBSITE, EITHER.

You could certainly get a website written and designed for
$5,000, but it won't reflect the real quality of your company,
or be crafted in a way that will resonate with the right people.
It's unfortunately true that banks, investors, and customers
usually don't give money to people who don’t have money,
and if your site looks like it was pieced together with bubble
gum, it won't inspire confidence.

“I'm dressed for success!”

Don’t cheap out on your website by making it in-house with-
out the right resources, or hiring a couple of kids to make it
for you. Find a professional. Your website is your opportunity
to make your company look like the billion dollar company
you can become, and it's worth the investment.



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

L i i I .I
Testimonials on the web featuring real
customers are much more believable

than advertising pitches.
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YOUR WEBSITE IS ATV CHANNEL. MAKE SURE IT HAS GOOD CONTENT
PEOPLE WANT TO WATCH.

In the Mad Men era, ad guys returned from their two martini
lunches and made commercials that aired during TV shows,

interrupting the audience’s entertainment experience. Today,
video on the web has come of age. The video player technol-
ogy from companies like Vimeo and Brightcove is first rate WEBSITES AR

(and free or cheap), making it easy to post videos on your
site and ensure they play properly. Your web TV channel
is on 24/7. And the best part is, since you're not paying

a network to air your commercial, your media costs are
zero. All of this simplifies the process of having customer
testimonials on your website.




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

i
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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

The Wind Kids: Bringing Wind Power to Milford, Utah (3:57) l
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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.

Pratecting the srwirosment asd local badiat ot Stataos Wind (213
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Contact Ted:
617.725.1959 ex202

tpage@captainsofindustry.com

A B 0 UT T H E AUT H O R www.captainsofindustry.com
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production company based in Boston. Ted oversees
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and interactive web marketing campaigns.
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