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Introduction (pages 2-4) 

This plan explains how CPower will grow in each of the markets we serve by doing three 

things: 

1) building tools to generate sales leads 

2) building a remarkable customer experience (CX) to  strengthen bonds with customers 

so they’ll become more loyal and tell potential new customers about us.  

3) building our CPower company culture to guide us into the future. 

The theme of the plan (explained on page 4) is Grow from the Inside Out. The key to our 

success starts from within by focussing on the customers we already have.  

To help visually explain how CPower’s customers experience our company, we have 

introduced a graphic called the CX Loop (page 3), which features an outer loop (for 

prospects) and an inner loop (for customers we currently have).  

The CPower Path (page 5)  

Our formula for growth and success can be understood with a simple equation:  

A Customer focused culture + Great Customer Experience CX+ Brand Building and 

storytelling = Product expansion, Sales & Renewals, and Referrals.  

This plan is broken down into the following sections:  

I. Our Target Audience (page 7) 

II. Why Customers Should Choose CPower (page 8) 

III. Enhancing CPower’s Customer Experience (page 9) 

IV. Enhancing CPower’s Brand Awareness (page 10) 

In the early pages of our plan, we explain for the above topics: where we currently are, 

where we’re going, and why each of these topics is crucial to our success.  

I. Target Audience 

We have defined two distinct customers for CPower: 

1. Referring Partners (energy brokers, consultants) 

2. Curtailment Customers (who provide loads) 

We use personas to help understand the jobs, desires, and pain points of these customer 

groups. 

Referring Partners (page 15) 

25-60% of CPower’s total business (based on available data) 

Referring Partners must understand our commitment to work with them and NOT 

compete against them.  



Curtailment Customers (pages 16-18) 

There are three different segments of Curtailment Customers who typically engage with 

CPower at different phases of the sales cycle: 

1. Gatekeepers are often asked to gather or vet information, they typically need a dose of 

demand response 101 

2. Signatories are usually responsible for the bottom line, they have little time to waste.  

3. Program Managers implement and engage with the program. They become immersed in 

the CPower relationship.  

II. Value Proposition 

This section describes the benefits customers can expect from CPower and makes a 

commitment to the value we will deliver.  

The Value Attributes of CPower (page 21) 

Fully Integrated. 

CPower and all of our elite capabilities are in your corner.    

For Referring Partners (page 23): 

Your client is in trusted hands.  

CPower is a demand side partner who makes your clients realize how valuable you are.  

For Curtailment Customers (page 25): 

Know More. Earn More. 

CPower provides the wisdom. Our customers gain the knowledge. Together we make 

energy work 

The Value Proposition Canvas (pages 24, 26) defines how CPower’s products, gain 

creators, and pain relievers align with our customers’ jobs, the gains they hope to attain, 

and the pains they are hoping to avoid. 

III. CPower’s Customer Experience (CX) 

This section explains how we can 1) improve the quality and use of our data to allow us to 

monitor, record and maximize every customer touchpoint, 2) identify the tools we must 

build to create and nurture lasting bonds, and 3) outline how we can strengthen the 

relationships we have with our current customers, referring partners and prospects. 

CX part 1: Build the tools to Build the Brand 

Improve Data to Increase Marketing Effectiveness:  

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.  



Pages 31 and 33 explain where we are, where we want to be, and how we will get to where 

we want to be with our improving our data to increase marketing effectiveness.  

Be Thought Leaders and Industry Experts 
The Content Hub (page 37)  

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.  

The stories from CPower’s Content Hub, which originate in the minds of our expert team 

members, will 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. 

  
Page 36 explains where we are, where we want to be, and how we will get to where we want 

to be with our Content Hub.  

CX Part 2: Strengthen Bonds to Increase Brand Loyalty 

Create Outstanding Customer Experience (CX) 

Every touchpoint matters. From the moment the customer discovers us, through 

consideration and the evaluation processes to the signing of the contract, CPower must 

provide a great experience.  

Page 43 features our CX Loop graphic that indicates how each of our customer personas 

interacts with CPower.  

Page 41 explains where we are, where we want to be, and how we will get to where we want 

to be with creating outstanding CX.  

Strengthen Relationships with 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%. Knowing how to nurture 

relationships with referring partners will help increase referral lead generation.  

Page 45 explains where we are, where we want to be, and how we will get to where we want 

to be with strengthening relationships with Referring Partners. Key to this page is the 

initiative to create a marketing campaign for Referring Partners.  

 

Enhance Brand Image and Awareness 

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. 

Page 48 explains where we are, where we want to be, and how we will get to where we want 

to be with enhancing our brand image and awareness. 

Page 49 contains a graphic that explains how to achieve Word-of-mouth (WOM): 

Customer Experience (CX) + A Contagious Brand Story = WOM 

Make Lasting Connections at Trade Shows and Events 

A trade show or event can be the ultimate tactile brand experience. True experiential 

marketing, they create an opportunity to engage customers and potential customers on an 

emotional level that stimulates and appeals to ALL of their senses.  

Page 51 explains where we are, where we want to be, and how we will get to where we want 

to be with trade shows and events.  

IV. Increasing Effectiveness and Reach to Raise Awareness  

Spread the CPower Story through New Channels 

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 mean more sales. This is 

the model for increasing conversions in a customer empowered world. 

Page 55 explains where we are, where we want to be, and how we will get to where we want 

to be with spreading the CPower story through new channels. 

Leverage Social Media and PR into Powerful Engagement Tools 

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. 

Page 58 explains where we are, where we want to be, and how we will get to where 

we want to be with spreading the social media and PR. 



Page 59 features a look on how we can use LinkedIn to connect with customers and 

prospects with the goal of earning trust and building loyalty.  

The Key to Making it All Work 

The final section of the Growth Plan explains how we will build our CPower Culture  

Build a Customer Focused Culture 

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. 

  

Page 62 explains where we are, where we want to be, and how we will get to where we want 

to be with building a customer focused culture. 

Conclusion:  

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. 

 



Reference Library 
Located in The Vault, CPower reference documents offer a deeper dive into these topics::  

Competitor Contextual Analysis 

A breakdown of CPower’s competition as well as the contextual players in the space. 
In this document we examine each company’s Website URL, Value Proposition,  
Markets and programs, and Customer engagement (opt-ins for inbound marketing  
and social channels).  

The Customer Journey  

An analysis of CPower’s customer experience. This document evaluates every  
touchpoint our customers have with our company  

CSP Awareness and NPS Satisfaction Survey 

This document presents an analysis of our most recent customer survey from  
which we attained CPower’s baseline Net Promoter Score and Brand Awareness  
among our customers.  

Team Member Interviews 

A summary of recent team member interviews from Baltimore, New York, Kennett Square, 

and Boston. Topics discussed include: The CPower Sales Process, Tools, The Customer 

Journey, CPower’s Brand, and CPower’s Value.  

CPower Creation Story 

 This brief doc explains a new way to describe who we are, where we came from and why we 

do what we do. 

  

 


