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IT’S ALL ABOUT GROWTH.
We will generate new growth in each market by building tools, 

strengthening bonds and increasing effectiveness and reach.   

As we’ll explore in greater detail, a lot of that growth will come 

through our ability to provide the best possible experience to our 

current customers, so they’ll then become more loyal and tell 

potential new customers about us.
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THE CUSTOMER EXPERIENCE (CX) JOURNEY
Throughout this plan, we feature a graphic that is simple in design and 

significant in meaning.  

The CX Loop represents the customer’s complete journey with CPower.  

The outer loop is the experience  

prospective customers have on  

their way to choosing CPower. 

The inner loop is the experience  

our customers realize the  

moment they sign or renew  

their contract with us.
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We’re luckier than most startups because we already have a customer 

base. Initially we must focus on our current customers (the inner loop) to 

ensure we preserve and grow the relationships we have. 

Of course, we plan on acquiring new customers and developing new 

business. This plan also offers a host of strategies and tactics designed 

to attract prospects and convert them to customers (the outer loop). 

The key to CPower’s success, however, starts from within. Our plan to 

grow begins with an intense concentration on the inner loop and the 

customers we already have.  

In order to grow from the inside out,  

we must look at ourselves and  

examine every aspect of our company  

that touches and affects our 

customers.
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THE Cpower path
This plan is designed to be a map to guide CPower into the future as we grow and achieve 

our company’s strategic goals.  

We’ve already done some work to find out what we think of ourselves, what our 

customers think of us, and what perceptions of us are in the industry. Some of what we 

have learned affirms the path we’re on and the successes we’ve enjoyed since our 

company formed in late 2014. Some of what we’ve discovered casts a light on the 

challenges we face going forward.  Everything we’ve learned points to opportunity. 

Everyone at CPower will have a  

role to play in making this plan  

a success. It can’t be executed  

by a small group of executives  
or the marketing team alone.  
 It’s our plan, and we’ll all have  
an ownership stake in it.   
And like our company, this plan  
is a living entity that will be modified  
regularly as we learn more about CPower, our path, and the challenges we face  
in providing our customers with an exceptional experience.  
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THE homework
Here is a snapshot of some of the work we’ve done to assess the current state 

of the brand: 

• Researched the company history (creation story). 

• Conducted interviews with key personnel across markets to learn in-depth  
how the sales funnel works. 

• Mapped all customer touch points from sales through contract and program -  
the basis of the customer experience. 

• Studied competitors and contextual competitors to learn what it will take for 

CPower to be at parity and beyond from a storytelling and customer experience 

standpoint. 

• Surveyed employees to learn what it will take to build a strong culture. 

• Measured and established baseline customer satisfaction with NPS. 

• Surveyed customers for brand awareness.
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where we are now and where we are going
In order to create a clear vision of where we want to go,  

we have to have a solid understanding of where we are now.  

I.  Our Target Audience 

Where we are now: 
• CPower has two distinct target audiences. The obvious one is the Curtailment Customer - the 

customer who is enrolled in a demand response program. The other is the broker/consultant 

(Referring Partner) who refers customers to us. We discovered that a significant percentage 

of our Curtailment Customers come from Referring Partners.  

Where we’re going: 
• Curtailment Customers - We are going to learn more about these customers in order to provide  

a higher quality customer experience and segment our customer data to be more relevant 

when we talk to them. 
• Referring Partners - We will demonstrate that CPower is the trusted demand response provider  

of choice for their clients’ energy plans. We will treat Referring Partners as customers and 

target them with relevant campaigns and specific communications. 

Why is this important? 

Truly understanding our customers allows us to communicate with them more effectively,  
provide a better customer experience and identify new business opportunities.
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II.  why customers should choose cpower 

Where we are now: 

• We’ve gained a better understanding of what our customers’ needs and pain points are. 

• We’ve discovered that CPower has no clearly articulated Value Proposition to address  
customer needs and to give customers reasons to choose us. 

• We’ve identified differentiators that help to distinguish CPower from the competition. 

Where we’re going: 
• We will align what we offer with our customers needs. 
• We will articulate our value and why Curtailment and Referring Partners should choose CPower  

at every point in the sales funnel. We will define CPower’s value proposition. 
• Develop a strategy and commitment to work with, and not compete against, independent  

energy brokers and industry consultants (Referring Partners).  
• Provide Curtailment Customers with the tools, wisdom, and support that enable them to  

reach their sustainability goals and monetize their energy assets through participation in  
demand side management programs. 

Why is this important? 

A strong value proposition sets expectations and makes a commitment to customers.   
It describes the benefits customers can expect from CPower and makes a commitment  
to the value we will deliver. 
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III.  Enhancing CPower’s Customer Experience (CX) 

Where we are now: 
• The current organization of our data presents challenges concerning how we can measure and improve Customer 

Experience (CX). 
• Prospect data is not recorded at an optimal level. CPower’s CRM is not being leveraged as an efficient sales tool. 
• Customers are often confused with the correspondence received from CPower. (Account statements, 

performance reports, etc.) 
• After the contract is signed, there is very little relationship building/nurturing between CPower and the customer. 
• Customers have little opportunity to take advantage of CPower’s team member expertise. 

Where we’re going: 

We will enhance the customer experience by making every touchpoint matter 

Building Tools to Build the Brand 
• Improve data quality to increase marketing effectiveness. 
• Measure everything (customer satisfaction, marketing performance, etc). 
• Develop a structured way to share our expertise through content. 

Strengthening Bonds to Increase Brand Loyalty 
• Take what we’ve learned from our customer experience, value and mindshare measurements, and apply this 

learning toward creating the best customer experience in the industry. 
• Strengthen bonds with Referring Partners - explore ways to surprise and delight our customers to help increase 

loyalty. 

Why is this important? 

We started with built-in business - we must provide a great customer experience to increase loyalty.  A high quality 

experience (CX) is the foundation for growth and our best sales tool.  Providing a wonderful CX also  
leads to more business and more renewals. More services and renewals lead to more word of mouth (WOM)  
and loyalty. More loyalty leads to more referrals.
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IV.  Enhancing CPower’s brand awareness 

Where we are now: 

• We’ve learned from our customer survey that there is low recognition for the CPower brand. 

• We’ve also learned from the survey that customers don’t really know who CPower is and where  
we came from. 

• Through team member interviews, we discovered that CPower team members are inconsistent in  
how they tell the CPower story. 

Where we’re going: 

• Tell our story through new channels - reach out to customers and prospects in channels that may be  
new to us, but they’re where our audience lives. 

• Redesign our website with more customer engagement tools and more calls to action. 

• Introduce automated marketing programs. These marketing programs work in the background, nurturing 

leads and prospects for the future. 

• Make lasting connections at trade shows and events. 

• Leverage social media and PR to tell a consistent story and create powerful engagement tools. 

Why is this important? 

Increased awareness leads to more loyalty. By exploring and engaging in new and more relevant channels of 

communication, we can build the footprint of the CPower brand. More channels mean more qualified leads.  

More qualified leads mean more sales.   
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This Growth plan will support our strategy to maintain our current customer base and 

generate new growth in each market by building tools, strengthening bonds and 

increasing effectiveness and reach.   

Our plan supports the Vital Few Initiatives on a general basis. As these initiatives evolve, 

we may develop specific marketing programs (beyond those defined in this plan) that 

further support and facilitate our Vital Few Initiatives. 

                  We have tremendous opportunities  
                                                        to establish ourselves as  
                                 the leaders of our industry. 

Lets do good things. Together.
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target audience 
who are we trying to befriend and who are 
the friends we’re trying to keep?

I.  

12



who are we talking to? 

Retaining our current customers and attracting new ones, requires effective communication.  
We need to thoroughly understand our customers’ needs, their pain points, and interests.  
We need to concentrate on solving their problems, avoiding the common mistake of focusing  
only on what we offer. 

CPower serves two distinctly different customer groups:  

1. Referring Partners 

Energy brokers and consultants who refer Curtailment Customers to CPower. 

2. Curtailment Customers 

Curtailment Customers are comprised of three customer target segments that generally 
 interact at different phases of the sales cycle. 

• Gatekeepers 

• Signatories 

• Program Managers
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Personas 

In this plan, we identify customer segments through personas. Personas are generalized 

characters that encompass the various needs, goals, and observed behavior patterns of our real 

and potential customers. By providing a name and a face to the people who utilize CPower’s 

products and services, we aim to better understand our customers’ jobs, pain points, and 

aspirations.
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referring partners
The amount of business referred to CPower by Referring Partners, measured in % of MW 

enrolled by market, varies from roughly 25% to over 60%. Speaking to and treating 

Referring Partners as customers, building relationships and understanding them is critical 

to growing business. We also need to identify consultants in related industries who could 

potentially become CPower Referring Partners.

The Referring Partner who wants to:  
• Execute his clients’ energy plan as pain free as possible  

• Work with partners who make it easy for him and his clients  
to succeed 

• Work with partners who make it simple and easy to do business  

• Be rewarded and informed 

Remember: 
Referring Partners must understand our commitment to work with them and not compete against them.
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curtailment customers:  gatekeepers
These are procurement managers, office managers, assistants or other people who are 

asked to gather and vet information on companies that provide services they are looking 

for.  They need a top line review of what we offer, and may or may not fully understand all 

of the technical aspects.  A lot of the research they do is online, so we might not even be 

aware that they are searching for our services. They are comparing us to competitors, 

looking for legitimacy and reasons to include or eliminate CPower based on what they 

find.  We need to look like we’re easy to do business with.

The Gatekeeper can be a Procurement Manager,  

Office Manager, or assistant who wants to:  
• Find the best company for their CSP 
• Find easy to understand information that helps her communicate  

value to others 
• Receive timely communication 

Remember: 
Gatekeepers often need a heavy dose of Demand Response 101 and need to be educated on  

the value each demand response program provides as a solution to their organization’s problems.
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curtailment customers:  signatories
These are CEO’s, CFO’s and financial directors, and managers who are responsible for the 

bottom line. They are the decision makers who sign and renew contracts, so we need to 

be succinct in communicating our value.  They will be weighing the impact on profitability 

against the impact of curtailment on their operations, employees and customers. They 

also set the sustainability goals for their company. We need to be able to back up why 

we’re the best choice and will be easy to deal with. 

A Signatory could be a company executive or  

financial director who wants to:  
• Reduce overall OpEx, drive profitability metrics. 

• Compare performance across locations 

• Meet sustainability goals and be made aware success or failure  
   to meet those goals with superior reporting. 

• Acquire reporting that established ROI of DR program(s).

Remember: 
Signatories often need precise and easy to digest information, because they don’t have time to waste. 
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curtailment customers:  program managers
These are property, energy, and operations managers who will actually have to implement and 

engage with the program. They are the folks that monitor usage, watch the metrics and review 

the reports, so they have the most interaction with us and become the relationship with 

CPower. They prefer communications that are simple and timely, expect us to do what we say 

we’re going to do, including pay on time. When it comes time for renewal, they’ll be an 

important part of making the recommendation. Managers at small to mid-sized companies 

often need our partnership and expertise on the engineering side.

A The Program Manager can be a Property, Energy, or  
Operations manager who wants to:  

• Drive down expenses, increase net operating income 

• Achieve sustainability goals  

• Maintain value of properties through LEED certification and Energy  
Star ratings.  

• Track energy consumption by key operational metrics.  

• Access all data relevant to decision making and reporting 

• Amplify his/her perceived value to his/her company  
(we need to make him/her look good).

Remember: 
Program managers need to become our “champions”, who nourish the relationship with CPower and 

advocate to their leaders on our behalf. 
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value proposition 
why someone should be friends with us

II.  
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cpower’s value proposition 

In the following slides, we will explore the reasons why customers should choose CPower over the 

competition.  

These pages detail the value CPower provides to each of our distinct customer groups. When we 

summarize the information as a narrative, it becomes the value proposition statement, which 

describes the benefits customers can expect from CPower and makes a commitment to the value 

we will deliver.  

In our value proposition, we draw attention to CPower’s capabilities as a fully-integrated 

curtailment service provider. We inform both curtailment and Referring Partners that CPower will 

provide them with the tools, wisdom, and support to help achieve their goals. CPower has the 

experts who impart knowledge to our customers, who in turn gain wisdom they use to monetize 

their energy assets through a demand management program.  

Let us now examine, define, and further explain how each of our advantage points (in green above)  

fit into the CPower value proposition and separate our company from the competition.
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the value attributes of cpower 

Fully-integrated 

CPower is truly a “one-stop shop” for demand management. Everything we provide to ensure our 

customers succeed is homegrown and therefore comes directly from CPower, not another 

company as is the practice with so many other CSPs in our industry. The advantage to the 

customer is clear: when you’re with us, you know and trust who you’re dealing with. CPower and all 

of our elite capabilities are in your foxhole.   
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the value attributes of cpower 

Tools - We provide our customers with instruments for demand management success. Be it 

through software, hardware, an online customer portal offering secure account access and best-

in-class monitoring and reporting capabilities (currently in development), or any other tangibles, 

CPower makes the customer experience interactive by putting tools for success in your hands. 

Experts - When you’re a CPower customer, you have a passionate, dedicated team of experts in 

your corner. Account managers, staff engineers, dispatch personnel and other operational 

members are ready to advise and guide every aspect of your demand management program. The 

collective experience of the CPower team is what makes us a CSP unlike any in the industry. 

Support - For many CSPs, the relationship with the customer ends with the signing of the contract. 

At CPower, that’s just the beginning. CPower customers enjoy best-in-class support at every step 

of their experience. We’re always watching, and are always ready to jump in to solve a problem. We 

care about our customers’ education and provide in-depth learning opportunities through online 

content. And, of course, we’re always a phone call away to answer any question you may have. 

Wisdom - Wisdom is defined as “the soundness of an action or decision with the regard to the 

application of experience, knowledge, and good judgement.” When you boil down everything that 

CPower provides its customers, it all comes down to wisdom.

Remember: 
The better we get at communicating these value points to our customers when we tell the 

CPower story, the less we will have to lower our split to earn their business.
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value proposition for referring partners 

your client is in trusted hands 

CPower is a demand side partner who makes your clients realize how  

valuable you are. 

CPower is a demand side energy management company with no energy  

supply brokering business of our own. We maintain a strategy and  

commitment to work with, and not compete against, independent  

energy brokers and consultants.  

We’re a fully integrated curtailment service provider, which means we do our own assessments, 

engineer our own installments, handle our own dispatches through our operations hub, and 

efficiently manage enrollments, settlements, and payments.  

  

CPower provides businesses and organizations the wisdom to better understand their energy 

usage and monetize their energy assets through participation in demand response programs. We 

care about your client and want them to succeed as much as you do. 

We’re going to give your client a great experience. 
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Jobs 
• Advise Clients 
• Efficiently manage his time 
• Report to clients 
• Meet Financial Goals 
• Product expansion 
• Customer retention 
• Industry creditability 
• No customer surprises 
• Drive value 

Revenue Growth 

Gains 
• Build trust with clients. 
• Help clients make connections that will help them reach their energy 

management goals. 
• Present stellar reporting - keep clients in the data loop. 
• Cost reduction/offset 
• Growth of business 
• Education 

• Self 
• Customer/prospect 

Pains 
• Avoid bad advice to clients. 
• Avoid wasting time. 
• Avoid senseless reporting 
• Avoid losing clients to competing brokers. 
• Avoid bad experience for their customers 
• Scope of services 
• Inaccurate settlements 
• Reporting 
• No dispatch performance inaccuracies 
• Not receiving payment 
• No money for projects

Products and Services 
• We have capacity, ancillary services, partner products and services that 

enable a more reliable DR. 
• CPower App helps customers make better-educated decisions 
• Joint offerings 
• Energy spend solutions 
• Bid strategy 
• Facility usage 

Market changes 

Gain Creation 
• GainHelp customers manage energy by enrolling them in programs that… 
• Help meet energy management goals 
• Financially reward them for providing emergency load to the grid in times 

of peak demand 
• Reduced energy cost 
• Sustainability Goal Facilitation 
• Additional Product offerings 
• Optimization of Curtailments 
• Quarterly review of goals 
• Easy to do business with 
• Reduce customer net cost 

Pain Relief 
• Totally integrated service, meaning we do our own assessments, engineer 

our own installments, handle our own dispatches through our operations 

hub, and efficiently manage enrollments, settlements, and payments. 
• Highly experienced CPower experts handle technology challenges and 

provide guidance to help maximize rewards. 
• Automation 
• Excel in blocking and tackling in all aspects of DR 
• Market knowledge - Regional Updates 
• Establish mutual evaluation with channel partners

alignment chart for referring partners 

referring partners cpower
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value proposition for curtailment customers 

know more.  earn more. 

CPower provides the wisdom. Our customers gain the knowledge.  

Together we make energy work.   

CPower provides its customers with the tools, wisdom, and support that 

enables businesses to reach their sustainability goals and monetize 

their energy assets through participation in demand side management 

programs. 

We’re a fully integrated curtailment service provider (CSP), which means 

we do our own assessments, engineer our own installments, handle our 

own dispatches through our operations hub, and efficiently manage 

enrollments, settlements, and payments.  

Everything we provide to ensure our customers succeed in demand 

management is homegrown and comes directly from CPower, not 

another company as is the case with so many other CSPs in our industry.  

The advantage to our customers is clear: when you’re with us, you know 

and trust who’s handling your energy management. CPower and all of our 

tools, support, and wisdom are in your corner.  
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Jobs 

• Day to day business 

• Maintaining customer satisfaction 

• Maintain productivity 

• Manage energy spend 

• Stay on top of all information regarding energy  
in their buildings. 

• Achieve company/personal goals 

Gains 

• Offset energy spend 

• Reach energy mgmt. goals. 

• Be informed on all relevant energy matters. 

• Access to data for decisions and reporting  
and energy efficiency needs 

• Real time market conditions 

• Achieve company/personal goals and advance careers  

Pains 

• Avoid customer discomfort 

• Avoid wasting money and product. 

• Avoid employee unhappiness. 

• Avoid inefficient energy usage 

• Avoid unclear information. 

• Avoid inaccurate/missing info 

• No money for projects

Products and Services 

• We have capacity, ancillary services, partner products  
and services that enable a more reliable DR. 

• CPower App helps customers make better-educated 

decisions 

• Offset money for other projects 

• Solutions for DSM with Partners 

Gain Creation 

• Help customers manage energy by enrolling them in 

programs that… 

• Help meet energy management goals 

• Financially reward them for providing emergency l 
oad to the grid in times of peak demand 

• Real time market conditions 

• Protect energy efficiency bank account 

• Systems used for DSM 

• Equipment funding  

Pain Relief 

• Totally integrated service, meaning we do our own 

assessments, engineer our own installments, handle our 

own dispatches through our operations hub, and efficiently 

manage enrollments, settlements, and payments. 

• Highly experienced CPower experts handle technology 

challenges and provide guidance to help maximize 

performance. 

• Flow of cash to customer 

• Subject matter expert input for customers

alignment chart for curtailment customers 

curtailment customers cpower
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cpower’s 
customer experience (CX)

III.  

27



enhancing the customer experience (CX) 

Next, we will focus on how we can enhance the Customer Experience (CX), both with our current 

customers (Inner Loop) and our future customers (Outer Loop). We’ll look at how we can improve 

the quality and use of our data to allow us to monitor, record and maximize every customer 

touchpoint. We’ll identify the tools we must build to create and nurture lasting bonds. We’ll outline 

how we can strengthen the relationships we have with our current customers, Referring Partners 

and prospects. 

This will help us finish what we started when we first introduced CPower to our customers. Now’s 

the time to hone our identity, re-introduce ourselves more thoughtfully and thoroughly and set 

ourselves up to deliver the best Customer Experience (CX) in the business.  

Here’s how we grow from the inside out… 

the cX loop
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build tools 
to build the brand
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Objective 
Marketing is data driven art.  High quality customer, prospect and market data is the  
life-blood of successful marketing, enabling segmented marketing efforts and increased 

relevancy.  Marketing efforts (traditionally called campaigns) should be data driven and have 

measurable goals.  Increasing the quality of customer data, acquiring prospect data and 

creating campaign structure inside of Microsoft Dynamics CRM are the first steps toward 

building targeted, data driven marketing campaigns. All customer touch points are marketing 

opportunities and should be recorded as such.

improve data to increase marketing effectiveness 
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Where are we now? 
• Basic customer data is being 

manually updated  

• Customers are segmented into 

two groups: contract signatures 

and dispatch notification 

• There are no contact names  
and addresses for Referring 

Customers or prospects 

• There is almost no prospect data 

• Customer awareness being 

measured and NPS has been 

implemented 

• Qualitative interviews with 

Referring Partners being 

conducted

improve data to increase marketing effectiveness 

Where do we want to be? 
• Well segmented customer data  

to increase relevancy  

• Customers segmented by verticals, 

value (Customer Lifetime Value- 

CLV)  and by role   

• Marketing campaigns targeted at 

prospective curtailment customers 

to convert them to customers  

• Campaigns designed to strengthen 

relationships with brokers who refer 

CPower and build relationships with 

new Referring Partners 

• Record of all customer touch points 

in CRM and a clear picture of 

customer interaction 

• Constant inflow of prospect data 

feeding highly segmented 

automated campaigns 

• High CX (customer experience) 

scores

How will we get there? 
• Identify verticals for current data 

and make this practice mandatory 

moving forward 

• Work with accounting to assign  
a value score or dollar number to 

each customer (CLV) 

• Build a marketing campaign 

structure in  CRM that records  
all customer touch points and 

conversions 

• Focus on gathering prospect and 

referral data for sales people in  
each market area 

• Gather prospect data from 

conversions in new marketing  
and sales channels 

• Implement Net Promoter at the  
end of season
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Objective 
It’s hard to earn a customer. It’s expensive and it takes a lot of effort. A high quality 

experience (CX) is the foundation for growth and our best sales tool.  And it’s measurable. 

Happy customers will advocate for us and spread the message of our brand through word of 

mouth (WOM). We will measure our customer experience (CX) by building Net Promoter 

Score (NPS) into our business process. We will measure the cost of acquisition, customer 

lifetime value (CLV), customer equity and equity share along side the traditional metric of 

market share.

improve data to increase marketing effectiveness 
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Where are we now? 
• Customer satisfaction survey  

has established baseline NPS 

score 

• Customer experience map 

completed 

• Qualitative interviews with 

brokers being conducted

improve data to increase marketing effectiveness 
Where do we want to be? 
• High net promoter score in each 

market area  

• 24/7 customer access to account 

history, performance reports and 

education about their programs 

• Customers refer CPower to others 

on a regular basis  

• CPower increases product 

expansion in existing customer 

base, this includes more ancillary 

services. 

• Referring Partners recommend 

CPower above all competitors 

How will we get there? 
• Survey customers to learn their pain 

points.  

• Fix pain points and repeat 

• Acquire clean data on all existing 

customers, identify opportunities 

for ancillary services.  

• Build a customer portal that gives 

curtailment customers 24/7 access 

to their information  

• App reports performance of 

customers back to brokers  

• Make gathering testimonial 

comments systematic 

• Create a marketing program 

specifically targeted at brokers 

• Create a marketing program with the 

goal of increasing ancillary services. 
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improve data to increase marketing effectiveness 

The campaign structure for measuring effectiveness 

Marketing campaigns fall into three categories:  retention, acquisition and awareness.   
All marketing activities will be created and tracked under these categories.  Activities from  
trade shows, paid search and other efforts will help build awareness, make new friends or  
keep the friends we already have. 

It all starts with the customer 

Customer data fuels every aspect  

of our marketing. The acquisition,  

analysis, and use of customer data  

drives an ongoing process that  

turns prospects into customers  

and customers into loyal customers.  
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Objective 
Content that is relevant and engaging has the power to change customer behavior.  

Done well, it makes customers stop, read, behave, and think differently. The result is a 

relationship that is more “sticky,” with content being the adhesive that bonds company 

and customer and builds loyalty. A content marketing strategy is the foundation for 

social media, SEO, PR, pay per click (PPC) and inbound marketing. A robust content hub is 

the key to making it all work.  Content marketing is less interruptive than advertising, so 

business decision makers are more likely to consume it. 

Be the Thought Leaders and Industry Experts 
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Where are we now? 
• We currently offer a very small 

amount of content for our 

customers to engage with and 

consume 

• A few case studies on the website  

• We have just released the first 

series of customer webinars 

• These webinars offer educational 

information and inspire dialogue 

with the audience  

• Most importantly, participation in 

webinars is highly trackable and 

will provide valuable data

Be the Thought Leaders and Industry Experts 
Where do we want to be? 
• Robust content hub that houses 

continually refreshed, original 

content 

• Content comes from our team 

members, who will be positioned as 

trusted experts in the industry 

• Content is regulatory, testimonial, 

highlights technical achievements 

and success in various verticals and 

provides tips and advice  

• Content drives traffic into channels 

of communication and fosters 

engagement  

• All interactivity with our content can 

be tracked  

• Tracking content will reveal 

customer behavior so we can better 

solve their energy problems

How will we get there? 
• Outline content hub with customer-

relevant information, and identify the 

experts (team members) who will 

provide the stories.  

• Redesign website to include content 

with an enhanced look, feel and tone. 

• Map how both information and 

customer traffic will flow across our 

system 

• Utilize the content and information we 

already have    

• Identify stories that are repeatable and 

can stay relevant 

• Create a streamlined workflow that 

doesn’t make publishing a formidable 

production  

• Devise a sensible delivery system and 

schedule 

• Constantly feed the content  
hub. Sustainable content  
is paramount   
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the content hub 
With help from professional writers and designers, our subject matter experts  
(CPower team members) will create content that establishes CPower as the authority 

in demand side management.  Everything from testimonials to case studies, regulatory 

issues, engineering challenges or executional best practices is delivered in short,  
easy to digest segments. Content is then reposted and delivered frequently to a 

multitude of channels. 

Be the Thought Leaders and Industry Experts 
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the content hub 
Content originates in the mind of the CPower experts. It’s then distilled into story form 

and placed on the CPower Content Hub.  

From there it can then be distributed through our communication channels and ultimately 

consumed by our prospects and customers, who can talk to us at any time. All the while,  
we will acquire key data to better speak to prospects and serve customers.

Be the Thought Leaders and Industry Experts 
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strengthen bonds 
to increase brand loyalty
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Objective 
We will take what we’ve learned from our customer experience. value and mindshare 

measurement and apply this learning toward creating the best customer experience in the 

industry. In addition we will explore ways to surprise and delight our customers to help 

increase loyalty. Our goal is to grow the group of customers we refer to as being ” loyal 

beyond reason.” These customers will advocate for the brand and can be the most credible 

source of high quality word of mouth (WOM) and referrals.

create outstanding customer experience (CX) 
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Where are we now? 
• No way for customers to manage 

their account - account history 

• Confusion about who CPower is 

• Confusion about statements  

• Inadequate metrics package with 

very low adoption rate (VirtuWatt). 

• Cold and unfriendly customer 

communications 

• Problems setting expectations. 

• Confusing, wordy, and redundant 

voice that comes off as clinical 

• Little effort exists to earn loyalty 

(we do the job and what’s required, 

but don’t “wow” our customers.) 

• Not much fun or happiness (this is 

improving internally, but needs to 

extend to our customers.)

create outstanding customer experience (CX) 

Where do we want to be? 
• Customer has 24/7 online access 

to their account and can learn 

what he/she needs to know 

before calling their Account 

Manager in a confused/angered 

state. 

• Brand Awareness- we want to 

enjoy a reputation as a great 

company who takes care of 

customers with outstanding CX  

• When people experience CPower, 

they should realize we are a smart 

and modern company that 

provides real value 

• We want our CX to be so 

phenomenal that our customers 

become so loyal they refer 

colleagues to us 

How will we get there? 
• Reintroduce the company to Referring 

Partners and Curtailment Customers 

• Establish a tone of voice for our 
messaging that is wise, modern, and fun. 

• Improve the way we communicate the 
CPower story and the value we provide  
to prospects and customers  

• Improve communications with better 
teaching tools to help customers 
understand the results of the programs 
they are enrolled in 

• Create customer portal that includes,  
but not limited to: all reporting, access  
to customer’s account history and the 
ability to manage their contact list 

• Report results to Referring Partners on 
the customer they referred 

• Create loyalty programs for Curtailment 
Customers and Referring Partners  
(Be the Starbucks of the Energy industry)
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every touchpoint matters 
From the moment the customer discovers us, through consideration and the evaluation 

processes to the signing of the contract, CPower must prove its value by providing a  
great experience.  

This mission continues (and even intensifies) after the customer journey begins.  
We must continually ensure that our customers are aware and understand that we are 

delivering what we said we would deliver: a great experience. Providing a wonderful CX  
leads to more business. More services and renewals lead to more loyalty. More loyalty  
leads to more growth.   

create outstanding customer experience (CX)
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every touchpoint matters  

create outstanding customer experience (CX)

The Gatekeeper 

gathers and vets information 

The Referring Partner 

considers, evaluates and 

refers. He is  up to date on the 

performance of his clients. 

The Signatory 

evaluates with and eye on 

the bottom line and signs 

or renews the contract. 

The Program Manager 

implements and engages 

with the program.
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Objective 
The amount of business referred to CPower by Referring Partners, measured in % of 

MW enrolled by market, varies from roughly 25% to over 60%.   We should treat these 

Referring Partners as a unique customer segment.  Almost all of these referrals come 

from energy brokers and consultants.  Knowing how to nurture relationships with 

Referring Partners will help increase referral lead generation. 

Strengthen Relationships with Referring Partners 
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Where are we now? 
• Almost no Referring Partner 

contact data exists 

• No CLV measure for referral 

partners 

• In the process of learning more 

about Referring Partners

Strengthen Relationships with Referring Partners 

Where do we want to be? 
• Strong relationships with 

Referring Partners 

• Brokers given reporting (by 

CPower) on the performance of 

customers they referred 

• Marketing programs that nurture 

referral relationships 

• Referrals from related industries

How will we get there? 
• Conduct interviews with brokers in each 

market to learn what they need to 

stimulate more referrals to CPower 

• Internal initiative to gather referral 

contact data from each market area  

• Create a loyalty marketing program for 

Referring Partners (brokers and 

consultants) who currently refer CPower 

to increase the amount of referrals we 

receive. 

• Craft a marketing program to convert 

non-referring brokers to become active 

referrers  

• We will compute a customer lifetime 

value (CLV) score for current referrers in 

order to segment and better target our 

marketing efforts 

• Explore opportunities to get referrals 

from  related businesses that  
are environmentally or  
sustainability focused.  
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Build relationships with this highly specific customer segment 
Personalized, high touch relationship building is key to success with Referring Partners. 

Highly targeted marketing driven by a single brand idea communicated in a way that 

surprises and delights combined with a consistent flow of highly relevant, expert content 

will pave the way toward building relationships. 

Strengthen Relationships with Referring Partners 

Food for thought: Surprise and delight wins loyalty.  

Imagine you are a Referring Partner who receives a  

direct mail piece from two competing CSPs. The first 

is a beautifully printed brochure. The second is a box 

of custom made energy bars.  

Both pieces aim to form a bond with their recipient. 

Both contain branded stories from their respective 

companies. Both seek to keep their company top-of-

mind when its time for the recipient to refer business.  

Which one would stay on your desk and inspire you to 

repeat the company’s story to friends and 

colleagues?   
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Objective 
A strong brand image is CPower’s most powerful lead generation tool.  Companies with a 

strong positive brand image get the most positive word of mouth (WOM), the strongest lead 

generation tool. The first step in building a strong brand image is to learn what customers 

think about us, because perception is our brand image.  Knowing our brand perception is the 

first step in building a plan to shift our image in the direction we want it to go.  A powerful 

brand image is built upon a highly positive customer experience (CX). 

 Enhance Brand Image and Awareness 
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Where are we now? 
• Brand recognition is very low 

• Beginning work on 

improvements in customer 

experience 

• Image survey on the survey 

schedule

 Enhance Brand Image and Awareness
Where do we want to be? 
• CPower becomes one of the most 

recognized names in the DR 

space  

• We are the trusted source for all 

things DR related 

• CPower experts become thought 

leaders in the field 

• Our customer experience is the 

best in the industry  

• WOM off the charts

How will we get there? 
• Improve the look, feel and tone of everything 

that touches the customer. 

• Redesign website with more customer 

engagement tools and more calls to action 

• Build the CPower story and values into all 
customer interactions. 

• Create content that positions CPower’s 
team members as authorities in commercial 
and industrial DR 

• Distribute content in new marketing 
channels  to increase the footprint of the 
brand 

• Attract more customers by enhancing SEO 
with content 

• Maximize PPC with new channels for 
conversion 

• Distribute content through social channels 
and industry blogs 

• Entire company becomes active in relevant 
social spaces 

• Put our experts on stage in front of 
customers and referrers 

• Identify additional opportunities  
for the use of traditional PR 48



Every customer touchpoint is a chance to make an impression. Make them count. 
Your customer’s time is valuable and, just like you, he or she is bombarded with information.  

So when customers give you a moment of their time, you have to make it count. Treat these 

opportunities as sacred moments and concentrate on making a valuable and lasting 

impression. Be brave enough to rethink every touch point.  Ask yourself, “Does this set 

CPower apart from the competition, or make us look like just another me too company in the 

DR space?”

 Enhance Brand Image and Awareness 

It’s a world of choice (a noisy one at that).  

The customer will eventually choose. It won’t always be 

us, and that’s OK. Because if we treat our customers 

right and offer them a story they can’t wait to tell 

others…we’ll have the WOM.  WOM rules.   

49



Objective 
A trade show or event can be the ultimate tactile brand experience.  It is true 

experiential marketing, and creates an opportunity to engage people on an emotional 

level through all of their senses:  touch, sight, smell and sound. The ultimate goal is for 

them to want to give us their contact information.  It offers a moment to create a 

positive impression and make them believe we offer something valuable and unique. 

Make Lasting Connections at Trade Shows and Events
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Where are we now? 
• Some attendance, not 

strategically planned 

• Currently, no trade show or event 

objectives, goals or plan

Make Lasting Connections at Trade Shows and Events

Where do we want to be? 
• Solidified and expanded 

relationships with current 

customers  

• Solid lead information gathered 

from potential customers 

• A structured process to work 

trade show leads effectively 

• A CPower event experience that 

surprises, delights and builds 

strong awareness for the brand

How will we get there? 
• Complete development of a trade show 

plan to be implemented this fall 

• Develop pre-show promotions to drive 

valuable face-to-face opportunities with 

customers 

• Create unique trade show and event 

experiences 

• Staff events with enthusiastic team 

members trained to maximize event 

experiences 

• Showcase CPower content experts as 

speakers at events  

• Develop an engagement plan and a way 

of documenting interactions (badge 

scans may seem quick, but we don’t get 

all the information we need) 

• Develop effective follow up after events 

• Create structured  
post-event reports
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looks like we’re here to stay. 
Trade shows are our chance to stand eye to eye with brokers, energy managers, property 

managers, and operations people.  Our goal is to be the company that makes the strongest 

impression, not the one that spends the most money and has the biggest display.  Our trade 

show experience should reflect our culture, uniqueness and problem solving creativity. 

Make Lasting Connections at Trade Shows and Events

It’s still all about the customer experience.  

The trade show attendee isn’t looking for a deal, she’s 

looking to make a connection. The company who 

connects on a human level wins. That’s the company 

whose story gets repeated. (And by the way…  
big, fancy, and expensive displays might make an 

impression, but seldom a connection).   

• Staff events with specially trained team members 

• CPower content experts as event speakers  

• Develop a structured engagement plan and a way of 

documenting interactions 

• Develop effective follow up after shows

52



increase effectiveness and reach 
to raise awareness

IV.  
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Objective 
New sales and marketing channels are constantly emerging. It’s important for CPower 

to use these channels to extend its reach. These channels fall into three categories:  

paid, earned, and owned.  Paid are traditional, pay for placement channels. Earned are 

social media and channels for which customers have given permission to use. Owned 

channels are our company stories and original content. 

A multichannel approach makes it easier for customers to complete conversions in the 

channel of their choice. This is the model for increasing conversions in a customer 

empowered world.

spread the cpower story Through new channels
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Where are we now? 
• Buyer personas have been 

created and will continue to 

evolve. 

• Website lacks engagement  

• Content is scattered and dated 

• No social media 

• No structured telephone process 

or tools 

spread the cpower story Through new channels

Where do we want to be? 
• Actively generating leads from 

new channels 

• Customers opt-in and choose to 

engage/follow us 

• Digital content is designed to help 

telephone sales. 

• Buyer personas are very accurate, 

allowing better targeting in all 

marketing channels 

• Content hub is feeding all 

channels on a very frequent basis.

How will we get there? 
• Redesign website with more customer 

engagement tools and more calls to 

action 

• Encourage opt-ins in all channels 

• Aggregate all content in hub to make it 

easer to create new and repurpose 

existing content 

• Enhanced SEO through the content hub 

• Create new and easer channels to 

consume content 

• Learn how to generate leads through 

social channels, starting with a 

company-wide focus on LinkedIn 

• Better target prospects by enhancing 

buyer personas with research data. 

• Learn how to use digital assets  
to help with phone sales
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new channels bring new opportunity 
New channels can bring prospects in further down the sales funnel.  They expand our foot 

print and increase our calls to action. Automated marketing programs represent a great 

opportunity that works in the background, nurturing leads and prospects for the future. 

spread the cpower story Through new channels

New channels…New conversations. 

New conversations…New friends  

Our goal is to reach out to customers 

and prospects in channels that may 

be new to us, but they’re where our 

audience lives.  

By exploring and engaging in new 

channels of communication, we can 

build the footprint of the CPower 

brand. More channels means more 

leads. More leads means more sales.   
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Objective 
Relevancy is the key to successful earned media efforts.  Earlier in this presentation we 

defined social media as earned media. Social media represents an opportunity to tell 

stories that people choose to engage with.  Spaces like LinkedIn and Facebook enable us 

to “place” our stories (blog posts) in front of customers and let them choose whether or 

not they wish to consume them. Communicating our expertise through content on 

LinkedIn to current customers, prospect groups, and other industry professionals 

through opt-ins is the new PR.

leverage social media and pr into powerful engagement tools
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Where are we now? 
• No coordinated social media 

presence, other than a few team 

members on LinkedIn 

• Occasional press releases when 

there is news to report about the 

company

leverage social media and pr into powerful engagement tools

Where do we want to be? 
• Content hub is the backbone of 

earned (social) media 

• Content machine generates 

weekly posts, supported by user 

groups on LinkedIn, then pushed 

out to other social media channels 

• Customers and prospects opt-in 

to content 

• Communication workflows for 

opted-in customers segmented 

by relevance 

• Regular, relevant communication 

with segmented groups 

• Placed articles through native 

advertising

How will we get there? 
• Create a content hub to house all 

regulatory information, testimonials, 

articles, tips, etc. 

• Content within hub will be indexed  
to be searchable 

• Encourage opt-ins at every touchpoint 

• Implement social media training for 

CPower team members (online via  
on-demand webinar style videos) 

• Launch a LinkedIn campaign that 

involves  everyone in the company 

• Push all content to Facebook, Twitter, 

YouTube (when relevant) etc. 

• Measure effectiveness
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earn trust and build loyalty 
At the heart of CPower’s social media plan is the content hub.  Easy to digest unique 

content will be shared through multiple social channels. As expertise is built through 

content, the footprint of the CPower experts will extend into traditional PR and editorial 

features on industry websites.

leverage social media and pr into powerful engagement tools

NEW ART
COMING

Connecting with Customers and Prospects on LinkedIN
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the key 
to making it all work
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Objective 
Not just any culture will do.  A strong company culture is perhaps the most important 

element CPower must work toward in order to realize the success of this plan.  CPower 

must build a culture that puts the customers’ needs above our own.  We must foster a 

culture that embraces change and is built upon honest communication, continuous 

education, and the joy of teamwork.  Our culture will drive CX and WOM.  Customers will 

feel it in their everyday interactions with the company. It will help shift the perception of 

CPower from a brand to an icon. This is a lofty goal and most companies abandon it 

before they reach it.   CPower must persevere.  Our team members and customers are 

worth the effort and deserve the reward.  

build a customer focused culture
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Where are we now? 
• Surveyed key CPower team 

members and used results to 
drive content for the All Hands 
Live Meeting in Feb 2015  

• Company culture was introduced 
by CEO John Horton. 

• Transformed offices to reflect 
emerging culture  

• Worked to make CPower’s 
environment one that encourages 
interaction, camaraderie, and 
teamwork. 

• Completed initial draft of the 
CPower culture story, which 
includes a deep dive into why we 
believe what we do as a company.  

• Draft currently being refined so it 
can be introduced to and 
understood by all team members   

build a customer focused culture

Where do we want to be? 
• Well-defined culture embraced by 

CPower Team members 

• New and current team members 

able to access cultural 

explanation and education online 

(hosted internally to be viewed by 

team members only).  

• Culture constantly reinforced and 

reaffirmed through office decor, 

online experience and 

introduction of The CPower Way 

to new hires 

• Consistent internal training as 

part of our “Always be Learning” 

tenet, which we hold dear to our 

success as a company

How will we get there? 
• Introduce our culture story slowly to 

team members to allow them ample time 

to experience, digest and discuss.  

• This will be done online with discussion 

taking place on internal communication 

channels, including Yammer, intranet, All 

Hands calls, team meetings and team 

conference calls 

• Develop the internal mechanisms to 

deliver our culture online  

• Create training courses and continuous 

learning programs so team members 

continue to grow and learn, both 

personally and professionally 

62



think like the customer 
Company culture grows from the inside and works its way out.  We must begin with a 

commitment to teaching CPower team members to be empathetic to the needs and desires 

of each other.  Once we establish collective empathy among ourselves, we will be ready to 

spread our culture to our customers.  A culture of success will be realized when CPower 

proves itself to be a company that truly understands the needs and desires of the customer. 

build a customer focused culture

The Power of Company Culture 

Culture must be built from within. 

It’s not what we say we do, but 

rather what we actually do.  Once 

embraced and embodied by team 

members, the CPower culture will 

find its way to every touch point  
of the customer experience.  

Once our culture finds and is 

understood by our customers,  
it strengthens the bond between 

friends and facilitates a lasting 

relationship.    
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”aiming too high is just as fearful a tactic as aiming too low.  
                         Before you promise to change the world,  
                  it makes sense to do the hard work  
                                    of changing your neighborhood.”     
                                                                             – Seth Godin

We have a tremendous opportunity to reach our goals and grow our company from the inside 

out, and this plan offers a roadmap for how to get started. We need to prioritize, we need to 

be patient and willing to adapt along the way, but we can do this if we work together.    

Like we said in the very beginning: everyone at CPower will have a role to play in making this 

plan a success. It can’t be executed by a small group of executives or the marketing team 

alone. It’s our plan, and we’ll all have an ownership stake in it. 

We can do it.  We have a great team.  We have a plan.  Let’s grow together from the inside out.
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