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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.

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?

make iT easy for your cusTomers.

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.



Branding & Marketing for renewaBle energy coMpanies weBsite design page: 27Branding & Marketing for renewaBle energy coMpanies

7
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 

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.

use Video To creaTe a personaliTy.
Note: See the video customer testimonial section for more specific video 
how-tos  



Branding & Marketing for renewaBle energy coMpanies weBsite design page: 28Branding & Marketing for renewaBle energy coMpanies

8
Search engines like Google love frequently updated content, 

and news from your company is the easiest thing to update 

on a regular basis. Having the latest news on your home page 

tells your audiences that you’re a happening company that’s 

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

rank you higher because more people are seeking out the 

latest news from your company. In addition to having news 

on your home page, be sure to integrate into your media 

center as well.

make your news prominenT, and updaTe iT frequenTly.

Google’s algorithms are designed to locate 
fresh, new content — like news. Make sure 
your news is on your home page (and not  
in Flash).
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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.

inTegraTe wiTh social neTworks.

Make it easy for people to share content  
they find on your site. People tend to 
“Retweet” and bookmark things they like.
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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. 

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.

you wouldn’T wear The cheapesT suiT on The rack when meeTing wiTh 
inVesTors. don’T cheap ouT on your websiTe, eiTher.

“I’m dressed for success!”
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Video TesTimonials
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 

is divided into two main sections: Why the web-based 

testimonial important, and how to make them work harder 

for you.

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.

1why / credibiliTy. 

Testimonials on the web featuring real  
customers are much more believable  
than advertising pitches.
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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 

(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 / your websiTe is a TV channel. make sure iT has good conTenT  
people wanT To waTch. 
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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 

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.

why / more referrals. 
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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 

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.

how / Tell a sTory.  
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