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E X E C U T I V E  S U M M A R Y  
Slingshot Power had make a great amount of headway since its founding less than a year ago in July 
2013. The company sees the future of solar and plans to defeat energy giants. The efficiency of Clean 
Energy has increased so much so that it is only a matter of time before those who do not go Solar are 
the minority rather than the current vast majority. Right now, that majority of people are the potential 
customers of Slingshot Power. As seen in Figure 1, the statistics show that the “Slingshot’s Town of 
Tomorrow” is in a much better place both financially and environmentally than if Clean Energy sales do 
not take off.1  
 
As a Clean Energy company, Slingshot has 
a differentiated strategy that is unlike other 
Solar companies, and thus more difficult to 
communicate. With limited financial 
resources, the company has hired teams of 
interns to help kick-start promotion, 
inexpensively. In its internship program, 
Slingshot has tried to spread brand 
awareness by relying heavily on 
canvassing—an approach that is seen as 
old-fashioned and ineffective in gaining 
many sales.  
 
I am proposing a new marketing strategy 
that will be taken on with more passion and 
persistence by the interns. Not only will the 
current interns continue with online 
marketing efforts, but we will hire on new 
interns with specific skillsets that attribute 
to an interactive marketing campaign. The 
costs of the campaign will still be fairly inexpensive, they are expected to gain returns that far exceed 
any revenue obtained by canvassing. Not only will this initiative be interactive for our interns and 
employees, but it also hopes to provide interaction with the community that with communicate the core 
benefits of our products more concretely and increase sales ten-fold.  
 
I N T R O D U C T I O N  
Since is founding, Slingshot Power 2  has taken considerable strides in its marketing efforts. The 
company has created a brand with visuals and graphics that have been effectively implemented on the 
website, installation vehicles, the Los Altos headquarters, and all other marketing materials. Additionally, 
the company has been recognized locally in the Los Altos community as seeking to “create the Apple of 
solar power.”3 Yet, the efforts to promote and advertise the brand still have room for improvement.  

                                       
1 Chart taken from Slingshot’s training materials. 
2 Slingshot Power is a Public Benefit Corporation (PBC) that strives to accelerate the adoption of Clean 
Energy products through its offerings of Solar Systems, Electric Vehicle chargers, LED lighting, and back up 
power. As a PBC, its mission is to combine educating the public of the benefits of Clean Energy products 
with achieving corporate profits. The company believe that collectively, the public can overcome the energy 
giant and make Clean Energy the go-to. 
3 Teo, Niuniu. "Los Altos Town Crier." Sunny Days Ahead for Local Startup: Slingshot Power Founder Seeks 
to Create the Apple of Solar Power. N.p., 31 July 2013. Web. 13 May 2014. 
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Currently, the company is using canvassing as an attempt to spread the word about Slingshot Power. 
Canvassing, a fancy word for door-to-door sales, is typically used to solicit local support for political 
candidates and encourage voting. In Slingshot’s case, canvassing is used to set up “Solar 
Consultations” with sales representatives. While fieldwork is necessary to create awareness about 
Slingshot Power, canvassing is a misguided approach. The iconic image of the door-to-door 
salesperson with a briefcase full of gadgets or a vacuum in hand is not as well received today as it was 
in the mid 20th century.4 Today, canvassing is most commonly attributed with evangelists or magazine 
subscriptions, and many people have learned to fend off these often unwelcome visitors by putting 
signs on their doors that read: NO SOLICITING. One gain for the canvasser is learning how to face 
rejection—and a lot of it. 
 
Furthermore, canvassing is not just an annoyance (to both the canvasser and neighborhood) it gives the 
public a negative first impression of the brand. Slingshot Power is progressive in its “big picture” 
approach to redefining the solar industry. Not only is it a Clean Energy retailer, but Slingshot strives to 
create a relationship with their customers that will last the life of their solar panels and beyond. They do 
this by promising to provide ongoing support programs that include annual checkups and maintenance, 
re-roofing installations, and emergency backup solutions. Canvassing, however, does not prove to be a 
proper introduction of the brand; in fact, it cheapens it by giving off the perception that the company is 
desperate for business. The benefits of Slingshot’s differentiation strategy should actually make the 
company be sought out because their services are desired. 
 
Clean Energized Community exposes the brand to the public through an interactive marketing 
campaign that promotes clean and sustainable energy. The campaign consists of a variety of initiatives 
that demonstrate the personal and societal benefits of Slingshot’s Clean Energy products. Interactive is 
the key word because through a series of events Clean Energized Community uses hands-on Solar, 
LED, and EV charger displays as education tools. These displays take an artistic adaptation to Clean 
Energy, but are engineered to advocate Clean Energy statistics. One design idea is a single solar panel 
connected to an inverter (DC!AC), which is connected to numerous light bulbs—the approximate 
amount of bulbs a solar panel provides energy for. Another idea is a single LED light bulb that when 
on/off string was pulled, the savings in cents would fall into a clear container. Both of the 
demonstrations have a digital display of a timer with the length the light had been on, and a count of 
how much money was being saved. Each event takes place in an outdoor setting with a good amount 
of retail-traffic (e.g., Santana Row, San Pedro Square, Union Square). That way, the passersby are 
already in the consumer mindset and have time to stop and check out Slingshot’s exhibits. 
 
This interactive “gorilla” marketing is a way for Slingshot to get its name out there quickly. Additionally, it 
subscribes to the company culture and gives implementers a project that is more gratifying with 
consumer interaction. Instead of getting the door shut in their face, people will be curious about the 
“works of art” and approach Slingshot employees with questions regarding the products and its cost 
and environmental benefits. This creates good rapport with the community and elevates the Slingshot 
brand among competitors.  
 
  

                                       
4 "The Return of the Salesman." — HBS Working Knowledge. N.p., n.d. Web. 13 May 2014. 
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B A C K G R O U N D  A N D  N E C E S S I T Y  
Slingshot Power is in need of a well-rounded marketing program. With the hectic nature of a new 
startup, some business activities are put on the priority list while others are neglected. In my experience 
at Slingshot, while they have worked hard to get stellar products and installations teams in place, it 
seems as though they are trying to play catch up in their marketing efforts. Since the company has 
goals to be a national Clean Energy company, they need to increase their presence across a variety of 
platforms. Slingshot must start by amplifying up their social media communications, increasing PR by 
creating relationships with the media, and generating a variety of in-house marketing promotions in 
several media (e.g., videos, brochures, coupons). This boost in marketing would directly support the 
Clean Energized Community campaign.   
 
In Made to Stick authors Chip and Dan Heath stress the importance of a variety of metrics that make 
ideas “sticky.” These include Simple, Unexpected, Concrete, Credible, Emotional, and Stories, or 
SUCCESs. As a young and progressive company, it is clear that the founders have already done a 
great deal to implement these ideas. Still, in my opinion, a few need to be honed in on: Unexpected, 
Concrete, and Stories.5 
 
Unexpected 
Slingshot’s differentiation strategy is truly distinctive (in attempts to not overuse the word unique). 
Making an investment in going Solar usually requires seeking out solar panels, hiring a contractor for 
installation, and hoping that the panels last their warranted lifetime. If any problems with the panels 
happen to occur, most often customers have to communicate directly with the manufacturer, which 
tends to be a slow process. Slingshot’s promise for a long-lasting relationship with its customers is 
something the Clean Energy industry has yet to see. The company takes it upon itself to ensure high 
customer service standards. The Clean Energized Community promotion is unexpected for a Clean 
Energy company. Aside from the EV chargers, Slingshot’s products are not directly interacted with 
daily. LED lights are replaced more often than solar panels, but still the impact of their presence is 
mostly seen in cost reduction of the energy bills. Encouraging consumer interaction with Slingshot’s 
Clean Energy solutions makes its sustainable ideas more memorable. 
 
Concrete 
Slingshot advocates a variety of statistics that claim their solutions reduces energy costs and 
carbon/nitrous/you-name-it-oxide emissions by some-odd percent per kilowatt-hour. To most 
consumers, these statistics do not mean a lot. What Slingshot needs to more effectively communicate 
to enhance the concreteness is examples that are filled with easily visualized words and images. While 
cash equivalent provide some satisfaction, the comparable cost of college tuition, a family vacation, or a 
new car are more likely to stick. Using statistics as input and not output to validate the long-term 
investment paired with the emotional affiliation with sustainability can help consumer gain a new 
perspective of Clean Energy. 
 
Since Slingshot’s ideas are already core and compact—boiled down to the sustainability of the 
environment and one’s bank account—it is fairly simple for the company to get their point across. The 
interactive marketing campaign is directly related to the concrete “sticky” idea. It takes the ideas 
associated with Clean Energy, like sustainability, money-saving, and long-term investments, and gives 
them a concrete backbone through the tangible displays and demonstrations. By physically seeing 
these ideas the passersby take away a lot more than just a flyer, but a memorable solution for Clean 

                                       
5 Heath, Chip, and Dan Heath. Made to Stick: Why Some Ideas Survive and Others Die. New York: Random 
House, 2007. Print. 
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Energy that sticks with them. It proves to be far more successful than any type of door-to-door sales or 
purely informational activities. 
  
Stories 
There is nothing that encourages more people to jump on the bandwagon of Clean Energy than real 
people telling real stories about their positive experience with Clean Energy and Slingshot Power. 
Whether it is a mother explaining how all of her energy bill savings have gone into a college fund for her 
young children, or a person extremely satisfied with Slingshot’s long-term customer service—success 
stories make the company seem relatable and further enhance credibility. 
 
THE CHALLENGE PLOT: Slingshot is a story in the making in and of itself. The name, Slingshot Power, 
is cleverly derived from the biblical story of David and Goliath. By coincidence, the company is writing 
its own story that hopes to be a successful Challenge Plot in the end, as explained in Made to Stick. 
Slingshot, or David, hopes to defy all odds and obstacle to defeat energy giant PG&E, or Goliath. For 
customers, by going Solar with Slingshot they join the underdog’s team in the fight to defeat the 
expensive energy bills and pollution of PG&E. 
 
C O S T  A N A L Y S I S  
There are several new costs associated with putting on the Clean Energized Community event. The 
resources include supplies for the displays, new interns working at hourly rates, administrator expenses 
and other miscellaneous expenses: 
 
Clean Energy Suppl ies 
 Cost Amount    
Solar Panels $375 3   $1,125 
LED Lights 10 100   1,000 
EV Charger 500 1   500 

$2,625 
New Interns 
 Rate Hours Interns Events  
Outreach Ambassadors $10 6 6 3 $1,080 
Engineers 20 25 3 n/a 1,500 
Designers/Artists 15 12 2 n/a 360 

$2,940 
Administrat ive Expenses 
 Rate Hours    
Onsite Manager $50 40   $2,000 

$2,000 
Misc. Event Expenses 
 Cost   Events  
Signage, brochures, promo giveaways  $600   3 $1,800 
Event Space Permits 500   3 1,500 
Employee Incentives/Food 250   3 750 

$4,050 
 

Total Cost $11,615 
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The total cost of the initiatives is rather inexpensive compared to comparable costs of other 
advertisements and promotional materials. Additionally, the gains by far exceed advertisements like 
billboards, TV or print ads because they incorporate noninvasive (as opposed to canvassing) face-to-
face communication with members of the community.  
 
Below is the breakdown of predicted financial gains of interactive marketing implementation: 
 
Additional Revenue  ($15,000 * 9)    $135,000 
COGS    ($13,000 * 9)    $117,000 
Gross Profit        $18,000 
 
Total Event Expenses       $11,615 
Operat ing Income       $6,385 
 
Return on Investment (Operating Income / Investment) 55% 
 
We assume that each event will generate 15 consultations. To be cautious, we only predict nine 
consultations in total result in $15,000 sales with profits of $2,000 each. This leaves a profit that could 
fund almost two more events to further increase awareness. Additionally the ROI of 55 percent exceeds 
the normal payback of an investment of this type. 
 
A S S E S S M E N T  
By starting with three local Clean Energized Community events we can evaluate their effectiveness of 
the campaign at a relatively low cost of $3,900 per event. It is likely that we are able to develop a least 
one lead that will turn into a sale—being that 80 percent of consultations resulting in a sale.6 The key to 
the success of the project is 1) how creative the engineer and art interns are with their interactive 
designs, and 2) how effectively the outreach interns display and communicate them to the public. 
However, the SUCCESs metrics so not fall solely on the interns because as experienced professionals 
we must successfully educate and guide these lower-level affiliates of Slingshot’s goals and mission.  
 
Over time, if these events turn out to be as successful as we hope, plans to bring this initiative to other 
communities to increase awareness of Slingshot will be put in place in the future. It may not be just the 
events but their impact through various media such as, a YouTube video gone viral or local TV 
coverage, but our expansion into communities that seek us out will prove that the Clean Energized 
Community initiative provided effective change for our business. 
 
C O N C L U S I O N  
No matter what the outcome may be, the Clean Energized Community campaign cannot hurt our brand 
or our company. Sustainable initiatives of this sort are almost always taken positively when they turn to 
community outreach of this sort. Creating partnerships with organizations like Sustainable Silicon Valley 
or San Francisco Clean City Coalition could strategically gain us access to local areas that have already 
seen success. The project would also provide a fun learning environment for our interns that is 
consistent with our company values—all the while educating the public to combat the energy Goliath. 
  

                                       
6 Information provided in training. 
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A P P E N D I X  
 
Dear Slingshot Team, 
 
I am writing to address the changes that are being made in our marketing plan at Slingshot 
Power. We will no longer be canvassing, but instead starting a series of weekend events 
that will attempt to gain larger audiences and business opportunities in our community. 
Any previous canvassing support will now be directed to the new campaign titled “Clean 
Energized Community.” It focuses on consumer interaction with and education of our 
Clean Energy products through local events. 
 
Slingshot will be hiring on a new group of interns to help us with several aspects of the 
project. Student engineers will formulate effective ideas and use our products (e.g., solar 
panels, LED lighting) to create educational exhibits. Student artists will then “beautify” the 
engineer’s work by giving the exhibits an artistic appeal. Finally, outreach ambassadors will 
take these ideas to stage at the events that will take place in local plazas with consumer 
foot-traffic. It would be greatly appreciated if you can make these new interns feel apart of 
the team when they are at the office, and ensure them of your support when they are not. 
 
The events are not held to sell our products, but instead are meant to raise awareness 
about Slingshot’s Clean Energy product offerings and differentiation amongst competitors. 
If you would like further clarification of the goals of the initiative please watch the video of 
Mrs. Meyer’s Clean Day’s sustainable inspiration in the link provided:   
http://www.mrsmeyers.com/content.jsp?pageName=Our-Community  
 
Thank you for taking the time to look over this email. Any input and/or questions are 
greatly encouraged, as we want to make sure we covered every detail before we launch 
the campaign. 
 
Best regards, 
 
Natalie Collins 
 
Marketing Coordinator 
Slingshot Power 


