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Competitive/Contextual Site Analysis 
Executive Summary 

How will use the information from this document? 
It is crucial that CPower use the web to tell its company story in a compelling way that leads to attracting new customers and retaining 
current customers. By studying our competition, we can learn what it will take to get to parity with those in our industry. Our goal is to blast 
beyond parity and become a best in class example of online storytelling. To achieve this goal, it is wise for us to also examine certain 
contextual players to see how successful companies in related industries use the web to reach, attain, and retain customers.    

This doc breaks down CPower’s competition as well as the contextual players in the space. 
In chart form with interactive links, we comment on the following aspects of each company: 
Website URL 
Value Proposition 
Markets and programs 
Customer engagement (opt ins for inbound marketing and social channels)  

The doc examines the following competitive companies: 
EnerNoc 
Honeywell 
Constellation 
NRG Business  
Comverge 
Building IQ 
SureGrid 
EPS 

We also examine the following contextual players: 
GE 
Nest 
Solar City 

This document is an important reference as 
we build a new CPower website.

The charts contain links that should be 
referred to regularly to stay informed on what 
the competition is up to.
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EnerNoc 
EnerNoc has a very clean, robust, easy to navigate site with lots of educational materials.  They do a good job 
at being thought leaders in the space with videos, ebooks, white papers and calculators.  EnerNoc University is 
a huge asset with live online seminars, 101, 201 & 301 “courses” with video tutorials and infographics that you 
can take online to learn more about how to manage energy and how their products can help.  “Apply what you 
have learned today” with call to action to login to your account is a nice feature to engage and apply 
knowledge. 

One thing that’s a bit annoying is that they make you provide info (Name, email, company, title, industry, etc.) 
to download much of their content.  What they don’t do well is fulfillment once you provide them your 
information, and they really don’t do a good job with building community and engagement.  They seem to have 
all the tools in place, but there’s not a lot of participation and their social media engagement is pretty minimal.
What can CPower learn from EnerNoc (and how can we improve on it)? 
It’s clear EnerNoc has been aggregating content for some time. As a result, their site is bogged down with so 
much content that it is “fat” - there is so much content, that it is difficult for users to find what they are 
looking for. This is because much of their content is dated and/or not as relevant when first published.  

Cpower’s website will stay “lean” by housing the bulk of regularly published content in its content hub (see 
section“Be the Thought Leaders and Industry Experts”). Cpower’s website and content hub will be 
designed with the customer’s experience (CX) in mind, and will maintain organization by balancing 
evergreen and time-sensitive content.

Let us examine four key players whose web presence offers valuable insight for CPower. 

enernoc.com
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Nest 
A very simple site with a lot of very cool stuff on it.  “Ah ha” moments every time you discover a new 
section.  Although they only make two products:  thermostats and smoke detectors, there are many other 
products and appliances that “Works with Nest.”  Whirlpool smart washers and dryers, Dropcam cameras, 
Jawbone, garage door openers and Mercedes Benz, which offers a feature that tells your Nest you’re on 
your way home so it will begin adjusting temperature. 

The real beauty of the Nest site is the engagement through the Community and social media.  Of course it 
helps that Nest products are cool to look at and hip items to have and boast about, but they’re still just 
thermostats and smoke detectors and they’ve managed to build an impressive following of people who are 
passionate about them.  The site invites participation and makes you want to be part of the conversation by 
providing forums to tell your Nest story.  “365 days with Nest” on the thermostat home page is a great 
product demonstration through storytelling.  https://nest.com/thermostat/life-with-nest-thermostat/

What can CPower learn from Nest (and how can we improve on it)? 
Through storytelling, Nest has made household thermostats “cool”. Like Apple with 
computers and personal electronic devices, Nest has inspired the market to “think different” 
about thermostats and other household devices. 

CPower should take a page out of Nest’s playbook and “Spread the CPower Story through 
New Channels” to inspire the market to believe that we offer a demand response 
experience that is unique to the industry. Storytelling is the best way to do this. See Nest for 
proof.

nest.com
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SolarCity 
SolarCity claims to be America’s largest solar provider.  They are primarily on the upper East and West Coast, but have 
a nice feature on the site that allows you to search by zip code to see if they are in your area and ask for email sign up 
to let you know when they expand.  The site is very clean and inviting, and makes you want to explore more.  There is 
a nice mix of explanation, justification, videos and testimonials, and their environmental and social consciousness is 
made very apparent.  They also have investment sections and issue Solar Savings Bonds, and make it known that they 
have some big backers (over $4 billion) like Google, Citibank, Rabobank, Goldman Sachs, US Bancorp, and have 
partnerships with Tesla, Credit Suisse, PG&E and Honda. 
What can CPower learn from SolarCity (and how can we improve on it)? 
SolarCity’s website does a terrific job of facilitating the sales funnel by segmenting customer prospect data on its homepage. 
By entering their zip code, customers are then served up relevant content that is specific to their geographic location. 

Like SolarCity, CPower wants to know where its website visitors are coming from. Not only will this help us immediately deliver 
relevant content to customers that relates to their market(s), but it will also provide key marketing metrics that will be used to 
analyze the effectiveness of our website (see section “Improve Data to Increase Marketing Effectiveness”). We do not intend 
to copy SolarCity, but we should consider how they set up their website to address the different needs of customers based on 
geography.

solarcity.com
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GE 
The B2B section of the GE site is divided up product and industry with nice visuals.  Each section has its own social 
links, info graphics and interactive links.  This is a huge, global company with a myriad of product offerings, but they’ve 
managed to make it easy to find what applies to you or your industry and fulfill with a lot of useful information once 
you do.  Case studies, press releases and the “Solutions Explorer” interactive graphic are all pertinent to specific 
industries and give a nice overview of relevant offerings.  For a huge site, it’s really easy to drill down and find what 
solutions GE has that apply to your specific needs. 

Social media is present for each vertical, but there’s not a lot of participation in any given section.  That’s somewhat to 
be expected with the subject matter, but makes you wonder if there’s any value to having it if no one engages with it.

What can CPower learn from GE (and how can we improve on it)? 
GE does a great job of segmenting their website visitors by industry. CPower is in a similar position and would like to know what 
industry our website visitors are from. We should examine how GE goes about industry segmentation and learn how we can adopt 
similar tactics as we design the architecture of our new site.  

Concerning social media, we must be cautious since, unlike GE, we can’t afford to engage manpower and energy on social media 
without a sound strategy (see section “Leverage PR and Social Media into Powerful Engagement Tools”).

ge.com/b2b

57



Competitive Chart

Company Website (link and 
description)

Value Proposition 
(described)

Markets and 
Programs

Opt ins (Inbound? 
social? If so, link and 

describe)
Notes

EnerNoc http://www.enernoc.com

“Powerful Energy 
Intelligence Software”  

Leading provider of solutions 
and support services.

Procurement, management, 
reporting, demand response, 

operational support

Opt-in to access certain content 
on site, which there is a lot of.  
Social presence is fairly robust, 

but not many followers.

A lot of educational tools on the 
site: Enernoc University a 

separate microsite.  Webinars, 
white papers,training resources.

Honeywell
http://honeywell.com/

Solutions-Technologies/Pages/
energy.aspx

Focused on their products 
promoting energy efficiency. 

“50% of our product 
portfolio delivers energy 

efficiency…”

Global: Energy management 
devices and power 

generation.

No opt-in, social very limited - 
icons on site but no real active 

community participation.

Blurs lines between consumer 
and industrial application in DM 

video and explanations.

Constellation http://www.constellation.com/
pages/default.aspx

“We power some of 
America’s largest companies”

Markets vary by program.  
Supplier of power, natural 

gas, energy mgt.  

Robust blog section, effective 
use of YouTube, LinkedIn.

Probably best example of use of 
social media and blogging

NRG Business http://www.nrg.com/business/

“Power to be free” Value 
prop is focused on 

sustainability, low carbon and 
industry transformational 

practices. 

Solar, Consulting services, 
Energy efficiency, energy 
management, demand 
response, distributed 
generation, electricity, 

renewable power

Although they have links to FB, 
Twitter, LinkedIn and Google+ 

there’s really not a huge 
presence on any of them.  FB 
has 21K followers, Twitter and 

LinkedIn take you to “Share with 
followers.”

Nearly 50% of its products linked to 
energy efficiency, NRG can help the 
world face its energy challenges. In 
fact, if NRG’s existing technologies 
were widely adopted today, energy 

demand in the U.S. could be reduced 
by 20-25%.
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Company Website (link and 
description)

Value Proposition 
(described)

Markets and 
Programs

Opt ins (Inbound? 
social? If so, link and 

describe)
Notes

Comverge http://www.comverge.com Energy Made Better.
Demand Response, 
Energy Efficiency, 

Utilities

Newsletter subscription, Social 
media with fairly limited 

participation.

Simple, easy to nav site.  Link to 
blog with a lot of useful info, 

customer stories are well 
presented and informative

BuildingIQ http://www.buildingiq.com
Predictive energy optimization uses 

advanced algorithms to fine tune 
HVAC usage

Cloud based software 
for improved building 
management system 
energy performance

Email sign up, 
Limited product offering lends 

itself to a simple, clean site.

SureGrid

http://w3.usa.siemens.com/
buildingtechnologies/us/en/
energy-efficiency/retail-and-
commercial-systems/smart-
energy-consumption/pages/

suregrid-smart-energy-
consumption.aspx

Truly automated, cloud based load 
management technology.

Southern California, 
San Diego.  Demand 

response and demand-
side management 
cloud solutions.

None.
Part of Siemens, which also has a 
demand response product, “ADR 

Gateway.”

EPS http://www.epsway.com
The EPS three step process helps 
reduce energy consumption and 

costs by 25%.

Limited Demand 
Response offering

Login for client section, email 
sign up on “Contact Us” pg, but 

no social media.

Very limited incentives for 
engagement on this site.  

Competitive Chart
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Company Website (link and 
description)

Value Proposition 
(described)

Markets and 
Programs

Opt ins (Inbound? 
social? If so, link and 

describe)
Notes

GE http://www.ge.com/b2b
A global leader creating a cleaner, 

smarter and more efficient 
electrical infrastructure.

Commercial, 
industrial, healthcare, 

Opt ins for feedback and social 
presence, but very limited 

engagement.
Nice, clean navigation and visuals.  

Nest nest.com

“Nest is paying for itself”  Energy 
savings realized from using Nest 
will pay for itself with an average 
of 20% savings on heating and 

cooling bills.  Links with your smart 
appliances to make your home 

interactive.

Global:  Thermostats 
and Smoke Alarms.  
Also links with many 

home appliances, 
door locks, sprinklers, 

etc. .

Nest Community, https://
community.nest.com/welcome  
Robust presence on all social 

media with tons of 
engagement. 

Seems like a very simple site, but there’s a 
lot to it once you navigate it.  Very easy 

and informative.

SolarCity
www.solarcity.com 

Cheaper energy with no money 
down - lease, financing , PPA and 
pay up front options.  Reduced 
energy costs pays for itself over 

time. 

Residential, business& 
gov’t. in CA, OR, AZ, 
WA, NM, TX, CO, and 
East Coast - ME and 

VT

Facebook (100K+), Twitter(36K) 
email signup for mailing list

Easy to navigate site, GivePower and 
Solar Ambassador and Solar Bonds 

programs, free quotes http://
www.solarcity.com/commercial/get-

started 
simple graphics, Demand Logic, Tesla 

partnership for batteries, strong financial 
backing, made in-house.

Contextual Chart 
This chart examines innovative companies in industries related to CPower
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