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Current Situation – Macroeconomic Environment
Economy

After hurricane Katrina, Louisiana faces a serious infrastructure crisis.  Many new construction projects and rebuilding efforts will take place over the next decade.  Historically, industry in Louisiana has been ‘dirty’ and clean-tech alternatives remained too difficult to understand or implement.  Energy, agriculture, water, and building are Louisiana’s biggest needs and areas where a clean technology networking organization can be of most value.
In 2006, the real gross state product increase 1.7% and the per capita income was $32,923.  Both figures place Louisiana in the lowest 15 states in the United States. The growth in the construction industry accounted for 0.64% of the GSP increase with nondurable goods manufacturing and government decreasing the state’s growth.

Government and Legislation

Many states exhibit strong bipartisanship to pass aggressive programs in clean technology.  California has long been a leader in this arena, but many states and local government have joined the race for the greenest.  Louisiana, too, has already shown significant signs of supporting clean technology.

Louisiana’s governor recently signed ACT 371 establishing the solar city tax credit.  With this legislation, Louisiana commits itself to the growth of clean technology within its state.  Effective January 1st, 2008, businesses and residents alike will begin to take advantage of this tax credit and install clean technology systems in their offices and homes.  

Technology & Investment

Venture capital investment in clean technology is a great indicator that broad energy opportunities and new technologies occupy investor attention.  Investment is flowing into distributed energy, energy intelligence, power reliability, advanced materials and nanotechnology.  

Investments in solar, wind, and battery technologies are increasing.  Solar companies and government support remain strong.  Investment dollars have been moving more towards more cutting edge alternative technologies besides from traditional silicon-based solar solutions. Battery technologies and portable fuel cells try to cover the ever growing need of the cordless power market (phones, laptops, etc.). 

Sociocultural


Today, one of the most common subject matters discussed in popular magazines is the green revolution.  Celebrities set the example for many consumers and these public figures are getting behind clean technology.  With the concerns over global warming, clean technology has become a serious issue for the American way of life.  No longer does the American public view solar energy and green living as a fad.    
Current Situation – Market Analysis


Market Definition

The potential market for membership extends to those interested in the clean technology market.  Current, no organization operates as a broad organizational structure for clean technologies and those interested in networking with others of similar interests.  LCTN represents an umbrella for all clean technologies in Louisiana; thus, non-profits, students, entrepreneurs, enterprises, and government agencies are all potential customers.

Market Size
As global oil prices rise, fossil fuels become scarcer, and the United States looks to reduce its dependence on foreign oil, the clean technologies market is poised for an increase.  Additionally, the changes in legislation and developments in the industry will grow this size of the clean technologies market.  An opportunity exists to create an organization that provides a pro-business, technology-neutral networking group open to all organizations interested in clean technology.

Market Segmentation


The clean technology market should be segmented in the following customer groups: students, contractors, entrepreneurs, non-profits, government agencies, corporations, and enterprises.  Each of these groups provides valuable resources for LCTN, not only in terms of funding, but also increasing word of mouth and contribution to the overall cause. All of the members will work with each other to increase LCTN’s membership and brand awareness. A ladder technique will be used, using students and individuals to increase membership among corporations, governments, non-profits and enterprises.

Due to such a diverse group of target customers, each of these groups must be targeted individually using a combination of marketing techniques.
Students

Unlike businesses, students are the end consumer and are typically focused on job acquisition and information.  They are in search of information and industry exploration.  Most may be unfamiliar with clean technology and focused on seeking a broad survey on all sectors of clean technology.  This group expects membership will provide them with a plethora of information and sources, but more importantly, networking opportunities.  Students try to stay on the cutting edge of technology and trends.  This group is the most price sensitive.  The marketing techniques to acquire students as members should be as follows:
· We want to work with environmentally sensitive student groups on campuses. Raise awareness of LCTN through student flyers and increasing word of mouth.

· We also want to start a Facebook group to start a cause online and gather donations.

· The students will have opportunities to network with many of the corporations that are members of LCTN.

· We also want to use the students to sign up other members and individuals to further increase brand awareness.

Individuals

Many members of the public will want to become a part of the clean technology movement.  Their interests are to better the environment, decrease pollution, change careers to enter the clean technology industry, and increase salaries and networks.  This group represents the average person in the public who desires to learn more about clean technology.  Individuals who become members expect LCTN to provide up-to-date information about technologies, rebates and credits, job opportunities, and networking opportunities.  This group is a rather broad grouping, but fits into the demographic profile described below.  Before becoming a member, individuals will want to see the organization is “up and running” and not in the early stages of development.  Individuals need to be exposed to the following marketing tools:
· In addition to the students, LCTN should set up a video promotion or commercial to be used when direct selling to large organizations/corporations, put on cable television, used as a tool for viral marketing, placed on LCTN’s Web site and over the Internet.
· Advertising in journals and magazines.
· News releases and a solid relationship with the media will provide necessary publicity on important events (e.g. the Solar City Tax Credits & political elections).

Entrepreneurs


Unlike other groups, entrepreneurs are the most flexible and capitalize on opportunities the fastest.  One limitation is finances, which limits larger companies to a lesser degree.  Networking opportunities and conferences represent the two most important benefits membership could provide this group.  While information sharing is very important, entrepreneurs tend to see value in social interaction and not just a Web site of information.  Although discussion groups and opportunity listings on the Web site does provide value to this group.  It is important to express the opportunity clean technology provides.  Entrepreneurs strive to benefit from new opportunities and want to know that membership provides them with a head start.  The marketing tools to attract entrepreneurs are as follows:
· Advertisements or newsletters outlining the potential for profits in cleantech.

· LCTN will allow these entrepreneurs to post their business and network with other members of LCTN.
· Use word of mouth advertising to continue to increase brand awareness.
· Direct selling of the benefits of membership over the Internet and email to the leaders of businesses.
· Introductory conference pricing to promote membership
Non-Profits


Non-profits need low membership costs due to financial constraints.  Information and alliances provide this group with its most valuable membership benefits.  Non-profits expect that by becoming members they will build an alliance with LCTN to lobby and to work on several initiatives.  One obstacle to overcome in marketing memberships to non-profits is the need for these organizations to have credit for successful initiatives.  These organizations survive by showing growth and success on projects that align with their mission statements.  Non-profits are influenced by students, because these students serve as volunteers and consumers.  Use the following marketing tools for this group:
· Use student groups to contact non-profits.
· Utilize the current network and alliances with non-profits to sign on new members.

· Establish partnerships and sponsorships with the non-profits.
· Allow advertising space on LCTN’s Web site.
· Investigate the Idea Village for assistance in non-profit solicitation.
Corporations


Corporations make decisions based on the needs of their customers and the company’s shareholders.  This group will look for trends in its respective industries.  Most corporations are wrought with bureacracy so tend to be slower to jump on new opportunities or ideas.  Nonetheless, clean technology has been around for a while.  The past members of RCL should be effective examples to corporate prospective members.  The decision to become a member of LCTN will be dependent on the corporation’s belief that membership will improve its corporate image, increase sales, and advertise its brand.  Most see going to cleantech to be costly, so information and education is very important.  Direct selling and these other marketing tools should be utilized for corporations:
· Free introductory cleantech conference sponsored by various corporations intended to get corporations signed up.

· Send email or hand written letters to publicity members of the corporations.
· Direct selling should be the most effective.  Have a speaker go and attend lunch meeting and request membership.
Governments


The unique difference between government agencies and all other customer groups is that governments must act in the benefit of the public, which means it must look beyond the dollar signs.  Polls and public sentiment are driving factors.  Additionally, newly passed legislation and the policies of the governor affect the decisions many government agencies make.  Use the following tools:
· Work with environmentally concerned agencies and those we have a relationship with (e.g. DNR and DOE)
· Send hand written letters to members of government organizations.
· Utilize current legislation to get government agencies and employees signed up as members (e.g. solar installers, etc.)

· Discuss public relations benefits of working with LCTN
· Research polls on relevant political issues and publish on Web site and advertisements. 
· Target politicians favoring clean technology and create a mutually symbiotic relationship for future support.

Enterprises


Enterprises and corporations share very similar characteristics.  Addressing the individual and differing needs of these organizations require a more intimate relationship with these potential members.  Use the following additional marketing techniques:
· Send hand written letters to publicity members of the corporations

· Have a speaker go and attend lunch meeting and request membership

· Use flexible memberships to meet the needs of various enterprises.

Positioning Statement
For proactive individuals and businesses interested in clean technologies in Louisiana, Louisiana Clean Technology Network is a non-profit organization that supports businesses and facilitates networking and information sharing among its members to most effectively build an economically, socially, and environmentally better Louisiana. 

Industry Structure and Strategic Groupings 


Alliances are essential to growth and sustainability.  The following strategic groupings will provide value to LCTN:
· For- and Non-Profit, National Clean Technology Groups

· Universities and Schools

· Political groups

· Entrepreneurship Groups

· State & Local Government Agencies

· State Environmental Groups

Competition and Market Share 


In the Louisiana renewables, non-profit world, many organizations clamor to get recognition for advances in the industry.  While LCTN believes solid alliances hold the most promise for clean technology advancement, LCTN faces a saturation of the market with other non-profits vying for donor dollars and initiative credit.  LCTN has a small market share because it has just recently established itself.  

Market Trends 

Clean-energy markets grow faster and faster each year.  This reflects the growing acceptance of the renewables.  Global wind and solar markets reached $11.8 billion and $11.2 billion in 2005, up 47% and 55%, respectively, from 2004. The market for biofuels rose to $15.7 billion globally in 2005, up more than 15% from the year before.  Clean Edge, a clean technology marketing firm, projects a 300+% growth in clean technology.
  
Current Situation – Consumer Analysis

Nature of the Membership Decision


Determining whether or not to become a member of LCTN is in large part dependent upon one’s desire to act with ecologically conscious consumer behavior.  Members see value in clean technology information and networking with others involved in the clean technology industry.
Participants


All people participating in industries with clean technology alternatives as well as future employees in these industries are potential members.

Demographics

The general belief is that younger individuals are likely to be more sensitive to environmental issues. Many theories support this belief, but the most common argument is that those who have grown up in a time period in which environmental concerns have been a salient issue at some level, are more likely to be sensitive to these issues.  However, some found no significant relationships between age and environmentally positive behavior. 
Gender-based environmental behaviors also have mixed findings and are not conclusive. 
Income is generally thought to be positively related to environmental sensitivity. The most common justification for this belief is that individuals can, at higher income levels, bear the marginal increase in costs associated with supporting green causes and favoring green product offerings.

Education is expected to be positively correlated with environmental concerns and behaviors.  Although the results of studies examining education and environmental issues are somewhat more consistent than the other demographic variables discussed to this point, a definitive relationship between the two variables has not been established.

Place of residence is another variable of interest. Almost all researchers have found that urban dwelling people are likely to show more favorable attitudes towards environmental issues than rural dwelling people. 
Psychographics


The relationship between attitude and behavior is important.  Consumers with high environmental concern have positive environmental behavior.  Consumers with more of a liberal political belief are more likely to be pro-environment.  Also, consumers’ attitudes and responses to environmental appeals are a function of their belief that individuals can positively influence the outcome of such problems.  Those with perceived consumer effectiveness have high ecologically conscious consumer behavior.  
Current Situation – Internal Analysis

Company Resources 
Financial 

The financial resources of LCTN are negligible at best.  After the recent official formation of the organization, past members of the former Renewables Council of Louisiana will be asked to become members.  Memberships account for most of our budget.  Donations from corporations and private donors make up the rest of LCTN’s income in the current stage.
People


LCTN currently has three permanent board members on its team, one of which serves as the executive director.  LCTN sends out select invitations to its board of directors to members of the renewables community and government agencies.  Currently, all work is performed by volunteers.  The executive director will soon be a paid position as well as select other roles. 

Objectives 


The following are important long-term and short-term objectives of LCTN.
Mission statement 
LCTN strives to provide an organization that facilitates the networking among, and the flow of information to, groups that can benefit from clean technology to increase Louisiana’s triple bottom line. 

Vision statement
By encouraging Louisiana industries and businesses to use clean technology, the quality of life will improve for everybody.  Environmental dangers and impacts will be reduced if not eliminated.  A true commitment to networking and information sharing alongside our business support will encourage the prevalence of healthier living.  LCTN acts as the watchdog, umbrella organization to ensure the successful progress of clean technology in Louisiana.
Marketing objectives

Increasing membership is the primary marketing objective.  Past members of the RCL will be the base membership.  LCTN should acquire approximately 50% of these members.  A six-month goal would be to double this membership number.


A second marketing objective is to build brand equity through public relations, a unique value proposition, and appropriate messaging to capture the heart and mind of Louisianans.

Finally, LCTN will tap into untraditional marketing tools to get its name out.  LCTN plans to build through viral marketing, social networking sites, and word of mouth.
Long term objectives 


Currently, LCTN is a volunteer organization managed without paid employees. LCTN expects that its Executive Director, Stephen Shelton, will take a permanent paid role in the future.  The nine members of the board of directors and all committee heads will remain unpaid.  As LCTN grows, the board plans to hire paid staff but currently does not have any strategy or human resources plan.  LCTN plans to cover nine areas, which require nine separate board members as heads. Also, LCTN plans to have nine separate committees with Committee Chairs, which need to be staffed.  In addition to the volunteer committee heads and board members listed above, LCTN will require other workers.  For administrative support, one to three staff members must be hired contingent upon financial resources. 

Description of the basic business philosophy 


LCTN is membership focused and adaptable to change.  We operate with accountability and focus on quality information sharing.  LCTN supports open communication at all levels.  Our responsibility is to provide clean technology information and networking to our members and push for policy change for all of Louisiana.
Summary of Situation Analysis 
External threats 
· Cheap “dirty” alternatives

· Redundant/current environmental NGO memberships

· Other non-profits taking credit for LCTN’s work

External opportunities 
· Pro-business, technology-neutral networking group open to all groups involved with clean technology

· Rebuilding effort that demonstrates the needs for integrated thinking to develop

· New clean energy sources being developed and applied to all industry

Internal strengths 

· Broad scope for prospective members

· Socially-conscious

· RCL members agreed to sign up

Internal weaknesses 
· Funding

· Web site deficiency

· Unfocused media

· Company/brand unawareness

Critical success factors in the industry 
· Number of members

· Robustness of information sources

Our sustainable competitive advantage 
· Well connected to state government officials
· Leadership on renewables legislation

Marketing Strategy - Product/Service

LCTN is currently in the beginning stages of its development.  Our product is information.  More specifically, LCTN provides a service that connects individuals and businesses, shares information, and supports other clean technology sectors.  Eventually, LCTN will develop a robust Web site to service all the needs of our members.
Product/service strengths 

· Great alliances

· Industry experience 
· Access to information
· Politically connected

· Broad and encompassing of all business sizes

Product/service weaknesses

· Web site inadequate 

· Low brand equity

· May lack the specialization other nonprofits have
Brand name, brand image, and brand equity 
Select politicians, government organizations, and other for- and not for-profit organization know LCTN.  These groups know the individuals working with LCTN are accomplished in the renewables field and have already made significant advancements on its initiatives.  However, the brand equity of LCTN is minimal among the public and large corporations in Louisiana.
The low brand equity is a direct result of low brand awareness.  LCTN must organization special events, promotional videos, and online content to expand its reach to potential members.  As the solar cities tax credit effective date nears, LCTN is in prime position to connect its name with the most liberal solar tax credit in the United States.  National news should help LCTN increase its brand awareness.  

Furthermore, the current logo must be upgraded to symbolize what the LCTN brand represents.  An artist will create an image original which encourages public interest.
Marketing Strategy - Segmented Marketing Actions  
By customer segment


Each customer segment responds to strategies differently.  The actions LCTN must take for each of these customer segments should be directed at increasing the brand awareness.  The first step is for LCTN to grab customer attention.  Once engaged, LCTN must increase the level of interest in its brand then create a desire from the customer to be apart of it.  The final step is to get the customer to act, ultimately to become a member or donate.

By geographical market

LCTN operates in the entire state of Louisiana.  A strong focus will be placed on the larger metropolitan areas of the state: New Orleans, Baton Rouge, Lafayette, Shreveport, Monroe, and Alexandria.  LCTN’s largest direct selling and advertising will be done in these cities since these areas are the center of larger businesses and universities.  With the use of the Internet, all of Louisiana will be able to become members and utilize the networking and the information sharing benefits of membership.
Marketing Strategy - Promotion 

Promotional goals 

· Increase brand awareness for LTCN

· Educate public on clean technologies 

· Encourage the use of clean technologies

· Build membership

· Increase use or hits on Web site

· Increase donations to LTCN

Promotional mix 

· Web site

· Promotional video

· Word of mouth marketing

· Internet groups (e.g. Facebook, Ning, MySpace)
· Create groups linking Facebook members with the LCTN group

· Focus on Universities and schools within Louisiana

· Use to recruit volunteers and members

· Enable membership signup and payment on site

· Attached marketing material (e.g. video promo)
· Direct marketing and personal selling
Advertising, reach, frequency, flights, theme, and media 

· Most advertising performed through Web site and links to partner Web sites (e.g. Tulane University)
· Direct marketing:  written letters/emails once a month to Executives of potential members.

· Word of mouth: initiate with Solar Cities Tax Credit and continue to permeate public

· Theme: work with clean technology and help the environment through becoming a member of LCTN

· Promotional video shown on YouTube, Current.tv, and Facebook

Sales force requirements, techniques, and management 

· Employees who maintain the Web site

· Employees who maintain membership roster and services

· Volunteers to promote LCTN

· Sales force (Executive Director and Board members) for direct marketing LCTN; student volunteers for cold calling

· Managers and Committee heads to oversee LCTN in a variety of areas: membership, solar tax credit, volunteers, etc.

Sales promotion 

· Web site should have non-member part encouraging public to signup

· Membership and donation promotion tiered for each group of members

· Show potential members benefits of LTCN, create desire for future members

· Increase word of mouth through students and individual volunteers.

Publicity and public relations 

· Special music, art, and technology events building awareness (possibly annual event sponsored by LCTN)

· Use of local and national reporters/op-eds 

· Documentary video broadcast on Current.tv (cable channel); viral video on YouTube

· First installation of solar panels through credit – press coverage

· Newspaper and magazine articles

Electronic promotion (e.g.: Web or telephone) 

· Facebook: create a cause group; use documentary on Web page

· You tube: use documentary video to interest people in Web site

· Ning.com: student environmental group networking
Word of mouth marketing (buzz) 

· Student environmental groups throughout Louisiana; fliers and events
· Social networking sites building awareness momentum 
· Trade show and LCTN conference
Viral marketing 
· Benefits or cost cutting for membership referrals. 

· Continuous video production to increase member and public awareness
Implementation 
Personnel requirements 


Staffing and volunteer are the keys to growing LCTN as a successful non-profit organization.  Much of the work to be done in the early phases must be done by volunteers due to a lack of funding.  The problem is as follows: How should LA Clean Tech organize its human resources structure so that it can effectively complete its work assignments, meet volunteers’ expectations, and achieve its mission?  A report targeting the major problem entitled “Human Resources Strategy: Managing People and Organizational Structure in a Non-Profit” is attached to this marketing plan.
Management information systems requirements 

The Web site serves a very important role in fulfilling LCTN’s mission.  It serves as both the internal and external information/networking platforms.  The site is located at www.lacleantech.net.  The suffix of *.net should be used and the other suffixes of *.org and *.com should redirect Web surfers to the *.net.  This is a non-profit organization with the purpose of networking individuals and information sharing, thus *.org is inappropriate in the main .url.

Management will have access to altering the information on the Web site as an administrator.  Administrators could assign workers as editors.  Each could create projects, add and remove projects from public view at any time, associate news articles, and associate images.  The intranet will keep all board members and workers on the same page, which will improve communication and organization.  Projects would be maintained by the editorial staff and could be an individual organization or a particular cause category.  The database must be robust enough to handle continuously uploaded projects, news stories, etc.  Administrator status should be assigned to only a few board members and executive director to safeguard unwanted modification. 

Monitoring results and benchmarks 
Success must be measured by appropriate benchmarks for a non-profit organization.  LCTN should focus on revenue maximization and usage maximization.  These metrics most accurately define success for LCTN based on its mission statement.  

In the growth stage, revenue maximization should be the rubric measuring results.  LCTN must manage its organization to generate the highest possible revenues from memberships, donations, and business consulting fees.  Success in the early stage is defined by establishing a reputation and reaching a critical mass.

In the mature stage of LCTN, usage maximization should be the benchmark used to determine success.  LCTN should work to serve the highest number of users of its services.  This strategy can be used to position LCTN for funding and budgetary purposes.  

Financial Summary 
Revenue Streams
· Memberships

· Deal origination fees

· Sponsorships

· Donations

· Project and business assistance 

Expenses
· Web site development
· Promotional Video production
· Event and conference production

· Personnel salaries
Time Line
By December 1, 2007

· Membership letter sent out to past members of RCL
· Begin promotional video
· Compose Sales PowerPoint Presentation for direct selling

· “Look and Feel” of LCTN Web site
By January 15, 2007

· Finish promotional video
· Complete Facebook (and other social networking sites) group profiles
By February 15, 2007

· Basic Web site development completed
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� The following table identifies the actions LCTN must take in each stage for a particular customer group.





�
Student�
Individual�
Entrepreneur�
Non Profit�
Corporate�
Government�
Enterprise�
�
Attention�
Flyers on Campus, work with Student Groups. Word of Mouth; Viral Media�
Commercial over the internet. Web postings. Use Student groups to contact individuals. Word of Mouth.�
Post on business website. Work with Idea Village. Use Student groups to contact individuals.�
Web Postings. Use Student groups to contact individuals. Sponsorships.�
Hand written letters to publicity members in the organization. Sponsorships.�
Hand written letters to  members in the organization. Work with environmentally concerned organizations. �
Hand written letters to publicity members in the organization. Sponsorships.�
�
Interest�
Website, advertising in journals and magazines. News letter. �
Website, advertising in journals and magazines.�
Website, advertising in journals and magazines.�
Website, advertising in journals and magazines.�
Website, advertising in journals and magazines.�
Website, advertising in journals and magazines.�
Website, advertising in journals and magazines.�
�
Desire�
Networking Opportunities. Giving back.�
Networking Opportunities. Giving Back.�
Networking Opportunities, Entrepreneur assistance. Advertising.�
Networking Opportunities, updated news reports, and Lobbying. Advertising.�
Networking Opportunities. Advertising.�
Good PR for organizations. A new project for government to work on.�
Networking Opportunities. Advertising.�
�
Action�
Speaker, mailing list signup. �
Speaker, mailing list signup.�
Mixer with speaker, mailing list signup.�
Mixer with speaker, mailing list signup.�
Mixer with speaker. Lunch Presentation.�
Lunch Presentation�
Mixer with speaker. Lunch Presentation.�
�
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