 (
Johns Hopkins Carey Business School – Global MBA 2012
) (
22
)
Johns Hopkins Carey Business School
Global MBA class of 2012
Innovation for Humanity Project



[image: ][image: ][image: ]
[image: ][image: ]
















[image: ][image: ][image: ]



				





Noble Energy Solar Technologies

[image: ]Chris Barnhill
Annie Chansavang
Teja  Jayanthi 
Wei-Chih Liu
Elliott Marquis 
	








We would like to express our thanks to our sponsors Dr. DT and Bharat Barki from NEST, as well as their partners Saibal K. Hazra (NVD Solar Ltd), Yamuna Pathak (Global Angels), Abhay Kasbekar (DCS Trading), Manohar Reddy (Gallop) for their warm welcome in Hyderabad, their time and this wonderful opportunity they gave us to work on such an interesting project.

We would also like to thank ISB (Indian School of Business) and our faculty/staff Dr Bonnie Robeson, Dr Dipankar Chakravarti and Justin Daniel for their support and advice. 















Contents

Executive Summary	3
Overview	4
Light Poverty	4
Kerosene: the silent killer	4
NEST Background and Timeline	5
Timeline	5
NEST Objectives	6
Our Objective	6
Market analysis	6
Opportunities	6
Threats	6
Stakeholders analysis	7
Branding	8
Value Proposition	9
MARKETING STRATEGY	10
Place	10
Price	10
Product	11
Promotion	12
Online Marketing	14
Cost of the proposed marketing plan	15
Appendices	16
Appendix 1: Poster of AISHWARYA®.	17
Appendix 2: Example of Sticker	18
Appendix 3: Expected Return on Investment  Estimates	19
Appendix 4: SEO Cheat Sheet for Solar NEST Website Developer	20
Sources:	22
[bookmark: _Toc285649273]

Executive Summary
“Eliminate Light poverty”. This is the motto from which NEST (Noble Energy Solar Technologies Ltd) was founded. In his childhood, Dr DT Barki, the founder of the company, witnessed his baby cousin die from kerosene fire. Later on, he decided to develop a small solar lantern, the AISHWARYA®, as a safe substitute for the kerosene wick lamp. After couple of years of development and a technology expertise, AISHWARYA® received international recognition such as the Ashden award (considered as the “Green Oscar”) in 2005, the PV Gap award, and the GTZ’s price-to-performance award for meeting the dual aspects of quality and affordability. Although of good quality, the company’s flagship product, priced around $40 to $45, suffers from competition, coming mainly from competitors on price such as D-Light or Selco. 
	Our consulting team spent three weeks at the company’s Headquarters, in Hyderabad, India in order to help the firm better target their clients and build a marketing plan as well as reviewing its branding management. We went to few trips to the fields such as visiting a village near Hyderabad to visit the end users (Bottom of the Pyramid) or a manufacture to understand the supply chain. We also met with several stakeholders of the company such as dealers, partners, NGO. Based on those visits coupled with data analysis, we gave several recommendations on branding first and then build a marketing mix. 
In terms of branding, NEST should maintain the name AISHWARYA® in India as it is recognized in the country; however the company should consider finding a more pronounceable name for the international market. Besides, the brand image could be focused on “quality – reliability – dependability”. A slogan for the solar lantern could be “Enlightening your life”. 
As far as the marketing plan is concerned, NEST should focus on the B-to-B market but also create awareness at the B-to-C level as well. 
· For the distribution channels, NEST should maintain and grow the dealership networks but also focus and expand the NGOs and CSR partnerships. 
· For the price, the company should maintain its fair price but create mechanisms to make the product more affordable such as giving discounts to the NGOs, or going through NGOs in order to provide micro-financing to the BOP for example. 
· For the product, the firm should apply for CE and UL certifications, revamp the packaging to make it more appealing to the customers, offer several colors, and think about adding a cheaper product in its portfolio that will target different usages. 
· For the communication, NEST should adapt its strategies to each individual audience. First, use online communication such as Facebook, Youtube, blogs, or email marketing and participate to energy conferences for the NGOs target with communicating the message of lighting problems. Second, use the same tools as for the NGOs but communicate on the brand presence while helping to eliminate a societal problem for the CSR partners. Third, use online communication, SMS messaging, Guerilla marketing and word of mouth marketing for the dealers and continue to put an emphasis on quality, reliability and dependability. Last, use SMS messaging, Guerilla marketing and word of mouth marketing for the BOP to create awareness. The company may also want to consider market test Dr DT Barki as a spokesperson for the brand and as a champion for the elimination of light poverty and kerosene lanterns. 
· While cost efficient, the impact of online marketing could be very beneficial for NEST and could bring the company into a better internet visibility positioning. Construct a Web 2.0 site, improve the Search Engine Optimization, and use email marketing. 
The total cost of the above mentioned marketing plan has been estimated at around $2,000 with a breakeven point of selling around 200 units. 
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Overview
	NEST (Noble Energy Solar Technologies Ltd) is a private company based in Hyderabad, India with the goal of eliminating light poverty. NEST was founded by and is still run today by Dr. DT Barki, whose son, Bharat, works with the firm in a business development role. Both men are artists, writers, and poets, with a keen interest in sustainable energy and global wellbeing, as well as compassionate leaders and speakers.        

[bookmark: _Toc285649275]Light Poverty
Light poverty is a lack of artificial light.  This means that areas affected by light poverty have a far shorter day than other areas, and as a result, cannot participate in many crucial activities.  Some of these activities including daily chores that run into the evening, protecting crops from animals, handy craft making, studying, or social life.  This also makes activities such as a visit to the latrine difficult if not impossible in the middle of the night.  These inconveniences are small compared to the dangers of alternatives to safe artificial light, such as Kerosene lanterns.    

[image: earth_lights_lrg.jpg]
[bookmark: _Toc285649276]The map above shows the disparity of light availability in the world at night. Developed countries such as the USA or Europe have an easy access to light. Although India may seem lit compare to Africa for example, the intensity of light is less bright than other countries. That may suggest that sources of lighting are different and less reliable. 

Kerosene: the silent killer
	The widespread solution for light poverty in many parts of the world is the kerosene lantern.  It is estimated that in India alone, about 100 million households use kerosene wick lamps as their main source of light. These lanterns are not only dirty, but also dangerous, and hazardous to the users’ health.  According to the World Health Organization, kerosene lanterns cause over one million deaths globally a year, with an estimated 60% of these deaths being children under the age of 14.  Aside from the risk of death, kerosene lanterns provide as estimated 1/30 of the level of light that the WHO recommends for reading, and inhaling the fumes from these lanterns for a night can cause the same damage to lungs as smoking 40 cigarettes a day.  
(http://onemillionlights.org/wp-content/uploads/2010/10/Harvard-Review1.pdf)    
 

[bookmark: _Toc285649277]NEST Background and Timeline (http://www.solarnest.net/html/founder.html)
	Since he was a young man, Dr. Barki has seen kerosene and light poverty as his two chief rivals.  This rivalry started when a Barki, at the time 9 years old witnessed his aunt badly burned, and his infant cousin killed by a fire started when a kerosene lantern was kicked over by accident in the middle of the night.    
	Barki went on to attend KREC, now known as NIT, or the National Institutes of Technology, where he studies Electrical Engineering, and graduated in 1982.  After he attended university, where he continued in his artistic pursues, as well as his studies, Dr. Barki joined BHEL (Bharat Heavy Electronics Ltd.), where he worked for 12 years as a quality assurance engineer.  This was when Barki began working with solar photovoltaic, which gave him the foundation.  This was also when he connected the solar power to be the solution for the two problems he had previous witnessed; light poverty and kerosene lanterns.
	Upon leaving BHEL, Barki joined RESL (Renewable Energy Systems, Ltd.), where he helped set up a manufacturing facility for the firm, as well as further developed his knowledge and admiration for solar powered electricity.  With many successes under his belt, Barki was excited to launch a new innovative product that could address consumers in the bottom of the pyramid market who could potentially be affected by light poverty as well as the hazards of kerosene.  This further laid the foundation for Barki to launch NEST, and develops the AISHWARYA® brand of portable solar lanterns.  
	Today, NEST has become an acronym standing for Noble Energy Solar Technology.  Originally, Barki coined the name NEST as a reference to a birds nest versus the home of a man; a bird’s nest dissolves over several years, and returns to the earth, where as a man’s home is a semi permanent structure that once it has been build, permanently effects the face of the earth.  This is Barkis’ dream of NEST, that he can start helping man to have a lesser impact on the face of the earth, as we only have one.

[bookmark: _Toc285649278]Timeline
 (
1998-2000
: Conceptualization of the idea of an affordable solar lantern to replace Kerosene lantern
June 2001
: Formation of NEST and Launch of AISHWARYA®
2001-2004
: AISHWARYA®  becomes established brand but suffers financial loss due to other business lines and due to lack of commercial dealers
2005
: Winner of the Ashden Light Award 2005 (Green Oscar), global recognition of both NEST and the AISHWARYA®  brand
2006-2008
: Research on silicon/silica, clean technology revolution, LED Lantern Introduction
May 2009
: Winner of the price-to-performance Winner GTZ, Germany, recognized as the number 1 solar lantern in the world, winner of the NVI Business Plan Presentation “Launching a Unique LED Solar Lantern”
2010
: to reach volume sales, NEST seeks government orders and to start OEM manufacturing for other companies.
)























[bookmark: _Toc285649279]NEST Objectives
	During work with the Barkis as well as the leadership of NEST, we were able to discern the key objectives that NEST currently has. The primary goal of the company is to “Eliminate light poverty” in the world.  The firm’s mission is to clean and safe solar lamps in place of hazardous kerosene lamps, and to, according to Dr. Barki, “Provide 1 billion solar lanterns for 1 billion poor people with 1 dollar each”.  The action plan to do this includes building a scalable business model, including a scalable production module, as well as launching an aggressive marketing plan.  

[bookmark: _Toc285649280]Our Objective
	While we worked with the Barki family, we scaled our overall objective to be for us to help NEST end light poverty one house at a time.  Our mission became to understand and help build the NEST and AISHWARYA® brands, and well as help build a cohesive marketing plan that will help increase visibility as well as build sales volume.  The action plan that our team developed included meetings with the leadership of NEST and its stakeholders (dealer, NGO, business partner), data collection and analyses, trips to a small Tanda village (type of villages in the Andra Pradesh region) to see BOP consumers who actually used these lanterns, as well as to a manufacturing unit to understand the supply chain.   That preliminary work allowed us to build the marketing plan.    

[bookmark: _Toc285649281]Market analysis
[bookmark: _Toc285649282]Opportunities
The need to convert kerosene use into more sustainable or less hazardous source of light is obviously one major opportunity for NEST. A lot of things still have to be done and the size of the Indian market gives a chance to NEST to take a large portion of the market share. 
Sometimes, poor population has access to electricity for lighting. However the country suffers from major power cuts. Power shortages or planned power cuts are regular occurrences, even in major cities. They can last for several hours a day at peak times. In the village we visited near Hyderabad, few villagers had electricity light bulb, but they shared the fact that AISHWARYA® gives a more reliable source of lighting as they don’t have to think about whether or not they are going to have light tonight. 
India lacks of sufficient domestic resources. According to the Indian government, nearly 30% of India’s total energy needs are met through imports. Besides the fact that the country relies at 70% on traditional sources of energy such as coal, oil and gas; demand is much higher than supply. 
Furthermore, the current energy sector suffers from inefficiency, over-regulation, under-investment and bureaucracy at both national and state levels. The amount of red tape is quite important in the conventional/traditional energy sectors. 
However, the Government uses a variety of incentives and regulations in order to encourage greater use of alternative fuels. It has made solar power the heart of its alternative-energy policy, as India enjoys high levels of sunlight. At the same time, the government promotes wind energy and hydropower.
Last, India is the 7th solar PV cell producer in the world. 

[bookmark: _Toc285649283]Threats
Although the Indian Government puts an emphasis on solar energy in his energy policies, NEST may encounter competition from other sources of energy such as biomass, wind, hydro or nuclear. This threat is limited though as NEST market is mainly focused on lighting. 
One other important threat is from NEST main competitors: D-Light and Selco. This point is developed later below. 
[bookmark: _GoBack]Finally, while being an opportunity, kerosene can also be a threat, in terms of cost mainly. However, we don’t believe it represents a major impediment to our proposals. Indeed, kerosene may seem cheap in the first place. A household uses around 7 liters of kerosene per month for 3 hours of daily use. The cost per liter is 10 rupees with Government subsidies. However, kerosene is never available at the subsidized rate. Therefore people ends up paying 20 to 25 rupees per liter on the black market; i.e. Rp175 per month. 

[bookmark: _Toc285649284]Stakeholders analysis
	In order to build an efficient marketing plan for NEST, it is crucial to understand the stakeholders’ landscape. This latter will allow us to better target our chosen audiences. Therefore, we briefly draw NEST’s current partnership landscape.
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	NEST currently has five main kinds of business partners, NGOs (such as Global Angels) CSR partners (such as Mitsubishi), the Government, OEM partners, and Dealers.
Most of them are connected to NEST through News, the company’s website, conferences, speeches of DT Barki, and mutual friends. 
	As far as the first four types of business partners are concerned, the green bolder arrows indicate how active those four partners are. Whereas the green thin arrows demonstrate that NEST still has to work on approaching them more aggressively. This is an issue NEST has to address. Therefore, the main objective of our marketing plan would be focused on how to explore those potential business partners more efficiently and how to expand the number of dealers, in order to increase sales volume.
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	The figure above shows the positioning map for NEST and two of its major competitors: D-Light and Selco. We believe the positioning could be assessed according to two dimensions: quality and price. The X-axis represents price and the Y-axis quality. We refer to quality here as lifetime, reliability, and product innovation of technology. The current position of NEST is at the upper right side, which means high quality with high price. The high price did make a certain impact on the sales volume of NEST. However, we don’t think it is so critical for NEST. Instead of lowering the price, we think that NEST should place more attention on its targets, on how to promote its high quality product and on how to enhance its brand image.

[bookmark: _Toc285649285]Branding 
	After an overview of NEST and before going more into the marketing plan details, Branding should be considered in the recommendations because it is the key for a brand company to stand out from strong competitors. 
	For the domestic market, NEST should retain its current brand name, AISHWARYA® because the company has put a lot of effort on it and is receiving certain awareness already. As DT Barki explained, the solar lamp was named after Aishwarya Rai, former Miss World. The founder wanted to emphasize on the combination of intelligence and beauty for his flagship product. For example, the director of Global Angels Yamuna Pathek, a NGO partner of NEST, was called AISHWARYA by the villagers who are currently using AISHWARYA® solar lanterns. The name resonates in people’s mind. It means something. They have a reference. The brand image should then be strengthened and the ways to do so are described below. 
First, AISHWARYA® should be emphasized as a high quality product that received international certifications and awards. Second, as ones of the core characteristics of NEST are its great vision and its passion, the communication of the company should also convey those messages. AISHWARYA® would not merely be a commercial good; it should be a product that can save people, enlighten people, and eliminate light poverty. AISHWARYA® should also represent a bridge between the corporate or private donators, and their recipients. Both its potential and current customers should be aware that by purchasing the solar lanterns from NEST for those poor people, they will contribute in improving their education and it is eventually giving them a chance to overcome their poor lives. Using the solar lantern would also keep the poor people away from the danger of kerosene lamp, and it probably can save their lives. Therefore, and as detailed a little further, the above mentioned concepts should be implemented through the design of the website, the packaging, the slogan and various promotional activities. Those actions will allow the company to communicate beyond high quality. To put it into practice, an example of slogan for NEST could be “Enlightening your life”. Simple but clear message indicating to the customers that AISHWARYA® is not just a commodity good, it is a product that has a great mission, that is, enlightening people’s lives, and the company’s mission is not just for profit. 
	As for the international market, such as the US, Europe, Asia, or Africa, NEST should create a new brand name. It is simply because its pronunciation and its meaning may not resonate in non-Indian customers’ ears. Furthermore, NEST should use the brand image (detailed above) in international markets as well since eliminating poverty is the core message of the company. However, because of the diversity of the markets, the marketing strategies should be different and adapted to the various countries. As it may take a lot of effort and money to make some researches before approaching them, in the short term, NEST can choose to cooperate with local brand companies or dealers. NEST would be in charge of the innovation of technology and the support of brand building, and local companies and dealers could be in charge of promotion and sales.

[bookmark: _Toc285649286]Value Proposition
The main objective of this marketing plan is to focus on the Business-to-Business market (B-to-B) but we also want to create awareness at the Business-to-Customer (B-to-C) level. Indeed, the latter may not be the end-purchaser but creating awareness will help in promoting the product and will give more visibility to it. 
In line with the branding suggestions given above, the brand image is characterized by three criteria: quality, reliability and dependability. Those three elements remain in our value proposition but to be more precise, it can also be described according to our four target audiences: BOP (Bottom of the Pyramid), Dealers, CSR partners (Corporate Social Responsibility) and NGO (Non-Profit Organization).
 


First, for the people at the Bottom of the Pyramid, our researches and the visit on the field allowed us to say that the solar lanterns can improve education by allowing children to read and study in the evening. It can also increase productivity as one member of the household can check on the lands at night and drive animals away from looting the crops. Besides, the village can also meet up at night to chat; the lantern can have a social impact in villagers’ lives. Last but not least, another value that the lamp can bring to a village is a significant improvement in people’s health conditions. People won’t have to breathe smoke from kerosene or be burnt by it. 
Second, for the trade dealers, buying AISHWARYA® will allow them to have a product of quality in their portfolio, and at the cutting edge of the technology. Materials, used in the conception of the device, are certified hazardous-free and components are durable compare to the company’s competitors. Reliability is a major characteristic to emphasize on. 
CSR or Corporate Social Responsibility is an obligation from the Kyoto Protocol requiring any major corporation to give 10% of their revenues to projects with social impact. The goal of this regulation is to allow a company to contribute and have positive impact on the environment, the communities and the public sphere. As far as CSR partners are concerned, contributing through the purchase of AISHWARYA® solar lanterns will be a communication and differentiation mean for the major corporation in question. It will allow them to do something different from their competitors and perhaps create a competitive advantage. Besides, it can also give the corporation a good presence by having a better participation on the marketplace or by influencing policy makers. 
Finally, for NGOs, the solar lanterns can help in providing a sustainable solution to the BOP. They can promote education, health and also ownership. The organizations may also use the Barkis’ stories and their core mission of “eliminating light poverty” in their communication campaigns. 

After having detailed the different value propositions, the marketing plan can be detailed according to the 4Ps: Place, Price, Product and Promotion. 

[bookmark: _Toc285649287]Marketing Strategy
[bookmark: _Toc285649288]Place
The main audiences for this present marketing strategy are the dealers, the NGOs and the CSR partners. NEST should maintain and grow their dealership networks and expand or focus more and more on the NGOs and the CSR partners. 
NEST’s dealers are 70 today in India. The company also operates with international businesses through enquiries or agencies. The dealers are important for making replacements and after sales service available. They also educate people on how to charge, use and maintain the lanterns. Therefore, training the dealers on technical repairs or maintenance can allow NEST to focus more on their core businesses: R&D and manufacture. Furthermore, NEST should get certifications such as CE and UL to get more quality credibility in the market and for further international expansion. 
NEST works with a certain number of Indian NGOs and international NGOs. This channel creates a more sustainable solution. Indeed, for instance, the NGO “Global Angels” integrates the “sense of ownership” component in their mission. The NGO does not simply give the solar lanterns away to villagers, it sell them at a very minimum price such as 200Rp/lantern (around $4). That helps in keeping the lantern in good shape and condition. The owner of the lantern will take better care of it as he/she paid for it.  Besides, we believe that the firm should also approach international agencies such as USAID or the World Bank in order to reach more people. Those agencies have long time experience and strong presence in developing countries.
Focus should also be put on the CSR partners. In India, NEST should look at major international corporations or big Indian corporations as well such as TATA. Recently NEST created a partnership with Mitsubishi to provide solar street light to a city in Orissa, in the East part of India. 
Adopting this strategy of focusing more on NGOs and CSR partners will allow the company to move from a “push” strategy where it has to find the client to a “pull” strategy where, coupled with a good communication strategy, the customer will look for NEST.
In terms of scalability and thanks to its supplier’s network, the company should maintain their Just in Time inventory system. They will be able to scale up or down according to the demand and keep costs low. 

[bookmark: _Toc285649289]Price
Once again here, the price component of the marketing strategy should stick to the company’s brand image, i.e. quality, reliability and dependability, 
AISHWARYA® has been voted as the price-to-performance winner for meeting the dual aspect of affordability and reliability. It also received the green award in 2005 for its quality and environmental friendly performances. 
After analysis of the financials and the cost reports of the company, we believe that the price is right and matches the quality of the product. However the main issue of the marketing strategy was more on the target population as defined previously. Identifying the different audiences and having a specific plan for each of them is crucial as for any marketing strategy.
The question here lies more on the mechanisms to create in order to make the product more affordable. Selling the lantern at a discounted price is one of them. Going through the NGOs is also another: it helps the BOP to use micro-financing for example. NEST does not have significant competencies in micro-financing; by allowing the NGOs to use this resources permits NEST to focus on its core competencies.

[bookmark: _Toc285649290]Product
“Meeting the stated and unstated needs of the customers”.  As stated by DT Barki, the marketing mission of NEST is to provide a product that meet customer expectations. To do so, the company created a product that is of quality, at the edge of the technology and more importantly reliable. As DT Barki said: R=Q(t) i.e. Reliability equals quality over time. Therefore, AISHWARYA® is a blend of certified quality components. The solar panel has a life expectancy of 10 years, and the battery of 3-4 years (compare to NEST competitors where battery life is 1-2 years). The battery can be used on one single full charge during 6-7 hours with a daily use of 3-4 hours. The battery can be returned to the dealer and exchanged at a cost of 150 Rupees. The product failure rate is relatively low as well: 1/100. NEST has also recently been working on the LED technology which will bring the life expectancy of the bulb to 10 years; compare to 1-2 years for the CFL bulbs. Moreover, many of components of the solar lanterns are ROHS certified (Restriction of Hazardous Substance). They contain no mercury or harmful material. 
To confirm the effectiveness and quality of the product, AISHWARYA® has been awarded by international organizations with the Ashden award which is known as the “Green Oscar”, the PV Gap, and the GTZ’s price-to-performance.
In terms of product improvements, adding small features to the lantern such as a hook could be beneficial and well-received by the end-users. When we visited the small Tanda (small type of villages in the region of Andra Pradesh) near Hyderabad, we saw several end-users villagers trying to find a place to put the lamp on. Different colors should also be considered. After an investigation of the manufacturing process, it does not seem costly or difficult to add additional colors to the portfolio of AISHWARYA®. Having different colors will allow AISHWARYA® to be present in various markets. The models numbering of AISHWARYA® is today too difficult to remember: AISHWARYA® 6543 or 12775 is not easy to remember nor to advertise. Why not using simple versioning number such as AISHWARYA® 1, 2 or 3, just for marketing purposes?
In order to compete with the major competitor on the Indian market (D-Light which competes on price), NEST is working on a new model that will be almost half the price of the current AISHWARYA®. Although the price of the new product will be lower, NEST could differentiate itself from D-Light on quality and durability. 
Finally, AISHWARYA®’s packaging should be revamped completely to make it more appealing to the customers. 

[image: ]
Simplifying the contents should be beneficial to NEST. Few things could be done: refresh the picture of the product with the latest models or the lighter color image; simplify or draw the instructions on the packaging; put only the necessary technical specifications; and allow different packaging according to the markets. 

[bookmark: _Toc285649291]Promotion
We have devised a cost effective marketing campaign that aims to promote the NEST Brand and position the AISHWARYA® lantern as a solution to light poverty and as an alternative to the dangerous kerosene lantern. This plan will be primarily centered on business-to-business marketing. During our research we discovered that while the end user is the village resident, there are other groups that are purchasing the lanterns on behalf of the village resident or subsidizing the majority of the cost of the lantern. In order to effectively reach each audience, we feel it is best to create specific detailed messages that are aimed at addressing each specific audience individually. We previously identified these audiences to be NGOs, CSR partners, Dealers, and Bottom of the Pyramid consumers. Another portion of our promotional strategy will be market test and use if found appropriate, the very passionate Dr. Barki as a spokesperson for the brand and as a champion for the elimination of light poverty and kerosene lanterns. We believe there may be an opportunity to use Dr. Barki’s talents in a brand spokesperson role similar to Frank Purdue with Purdue chicken or Dave Thomas at Wendy’s. Next, we will provide more detail into how we plan to reach each audience with our marketing campaign.

NGOs
To reach the NGO audience, we plan to convey the compelling NEST story as well as the lighting problems that the residents of rural India currently face. After meeting with a few of the current the NGO’s that NEST works with, we found that they were very receptive to Dr. Barki and his mission of curing the lighting problems of India. The NGO audience is a very educated and informed audience. We plan to reach them using progressive marketing channels, one being online communication. The goal will be to create an online buzz for NEST and the AISHWARYA®  lantern using portals such as Facebook, Youtube, a NEST blog, and E-mail marketing. By creating a Facebook page, posting links to Dr. Barki’s speeches on Youtube, having Dr. Barki update a NEST blog that focuses on events occurring within the company, and using targeted e-mails, we believe we can attract the attention of NGOs that will influence them to acquire more information about the AISHWARYA®  lantern. We would also encourage Dr. Barki to continue speaking at green energy conferences in order to self-promote the brand and network with prospective NGO consumers.

CSR Partners
As we discussed earlier, corporate partnerships offer a great marketing opportunity for NEST as corporations are obligated to invest 10 percent of their revenues in social enterprises. The message that we would like to send to corporations is that NEST offers them the opportunity to not only increase their own brand’s presence, but by partnering with NEST, they will also be able to help eliminate a societal problem in rural India. In order for NEST to get their message to potential corporate partners, we suggest using similar channels as we recommended when marketing to prospective NGO customers. Creating an online presence and having Dr. Barki attend industry conferences is the most cost efficient way for NEST to reach an educated corporate audience.

Dealers  
For dealers, we found that the most important aspects when choosing a preferred solar lantern brand are the ease of use and the quality of the lantern. When a dealer sells a lantern to a customer, he then becomes the point of contact as well as the repairman for any problems the customer may have with the lantern in the future. Traveling to the customer to repair a faulty lantern costs the dealer excess time and money. The message we want to convey to the dealers is that the AISHWARYA® lantern is a high quality, reliable lantern that will minimize the amount of time they have to spend with customers fixing faulty lanterns. Because the dealer network is relatively small, we suggest that NEST use a localized approach to market to the Indian dealers. Using SMS text messages to contact current dealers is a great way to communicate and follow up with the Indian dealer network. It is relatively inexpensive and provides a way to instantly communicate with a dealer after a sale. We also believe that NEST should continue with the on-line communication, especially targeted email marketing. NEST should attempt to capitalize on the current information that they have pertaining to the dealer network in order to gain feedback and exploit marketing opportunities. In order to reach other dealers outside of NEST’s current network, it will beneficial for NEST to employ a localized guerilla marketing campaign to build a local brand buzz. Using tactics such as posting NEST stickers on auto-rickshaws, having children hand out informational fliers and sponsoring local events are a great way for NEST to build brand buzz within the community. Last, we suggest that NEST use Word of Mouth marketing to spread the advantages of the AISHWARYA® lantern between the dealers. Although the dealer network is small, having the dealers talk positively about their product to other potential dealers is another inexpensive way to increase the size of the pool of dealers promoting the NEST lantern. By providing a quality product and great customer service, NEST can politely encourage their dealer network to recommend their lantern to other dealers.

Bottom of Pyramid Consumer
While our marketing plan is mainly focused on Business-to-Business marketing, we feel it is important that NEST builds brand awareness with its end user. When we visited the rural parts of Hyderabad, we were able to witness firsthand the substandard conditions that the villagers were living in. We also saw the importance of building a strong social network in the community. Many of the children there were being looked after by other neighbors as their parents were out working in the community. We want to inform the end user that the AISHWARYA® lantern can provide increased productivity by allowing them to work longer into the night, increase social interaction and build bonds between families and provide a healthy alternative to the dangerous kerosene lanterns that are currently used.  Another interesting item that we observed during our research in the village was the fact that a few of the older children in the village actually had cell phones. This provides a great marketing opportunity for NEST if they can begin to reach the bottom of the pyramids consumers directly in their homes. We suggest that NEST attempt to partner with dealers to gather more information on cell phone use within those communities and possibly use SMS text messages as way to market to people in the village. We also suggest that NEST continue with the guerilla marketing tactics to build brand presence within the village community. Finally, if we can bring the Word of Mouth marketing to the consumer level, we can hopefully see an increased interest in demand for the AISHWARYA® lantern. 

[bookmark: _Toc285649292]Online Marketing 
Online marketing has become an easy, cost-effective element of every marketing plan. It has low barriers to entry, and more importantly provides an easy way for the company to measure results. While previously online marketing was only employed few large and mid-size companies, today it has become a necessary element for new start-ups to sustain growth and increase their user base. Thus, it is vital to adopt an online marketing strategy for fast-growing companies like NEST.

Finding the Target Audience  
	As with any marketing plan, it is important to identify a target audience that the specific marketing tool will cater to. In our case, it was fairly obvious which segments would serve as the target audience. Indeed, we cannot sell solar lanterns directly to the BOP online. The target audience thus should include the B to B segments which include: NGOs, International Dealers, CSR Partners, Dealers using the Internet, Government, and general public interested in solar lanterns as a souvenir item. The below chart highlights this in a visual form: 

Competitor Analysis 
Why should NEST pursue a new and robust online marketing? It is mainly because competitor analysis shows they are rapidly losing market share in this industry, and losing opportunity to connect with NGOs, CSR Partners, research universities, and online dealers. 
Below is a table that highlights the competitive landscape, and we can see that NEST currently has a lower site rank, lower inbound links into their site, is not web 2.0 and keyword optimized 
NEST’s main competitor D-Light, which was started almost 5 years after NEST, has built an impressive web presence, and successfully partnered with NGO’s and large research universities. 


	Categories 
	Solar Nest
	D-Light
	Selco-India
	Mic Electronics 

	Site Rank 
(Lower is Better) 
	13,481,033
	641,885
	1,268,583
	1,328,032

	Inbound Links 
	10
	137
	66
	15

	Web 2.0? 
	No
	Yes
	Yes
	No 

	Keyword Optimized? 
	No
	Yes
	No
	No 




Recommendations 
	Based on NEST’s position and future goals we have three important recommendations for NEST. First, we want them to construct a Web 2.0 site that tells the NEST story through interactive and easily updatable site. We recommend that eventually they move to a CMS platform such as Wordpress, where they can utilize millions of pre-built widgets, including e-commerce ones to sell their products online. Alternatively, they can currently take pictures of their products, post them and sell them online by using PayPal. The web site should organize the thousands of NEST documents, case studies, product information, multimedia, and conferences on the web on it. Its vast depth will increase its search engine visibility as well. 
	Speaking of unpaid search engine visibility, we come to our second suggestion that NEST should preferably outsource a Search Engine Optimization project. Here, the goal will be to link build with several sites on the internet, and make technical improvements that will allow NEST to see who is coming on their website, how long they are staying on it, and what areas of the site they are visiting. By using Google Analytics, NEST can track all of its progress in online marketing. Finally, NEST should compile a list of all partners, NGOs, and previous dealers through email software. They should send out monthly emails and product updates to these groups. We recommend they start off with www.openEMM.com (Open Source E-mail Marketing Solution). Additionally, the webmaster or an SEO firm should follow the technical guidelines sheet provided to NEST by our team. 

[bookmark: _Toc285649293]Cost of the proposed marketing plan 
We realize that all of our marketing plan recommendations have a cost associate with them, and we wanted to study how cost-effective our plan really is. We tallied up all the costs associated with packaging, email marketing, SMS Texting, stickers, labor, and building a new web infrastructure, and came up with the total cost. It was around 87,000 rupees or 2,000 USD. This seems very expensive for a small firm like Solar NEST, but it’s important to note that based on a 25% margin than NEST maintains, they would have to be selling only 193 units of AISHWARYA®  to make up their costs. Even if the cost was to be 50% greater, our break-even point would be around 300 units. Considering that even a small NGO order is anywhere from 250-500 solar lanterns, even if we were able to attract 1 or 2 new NGO partners per year, we would exceed our Break-Even-Point. Below is a table that includes all of the cost estimates. 

	Activity
	Rupee's
	$USD

	Facebook, YouTube & Blog Portals
	0
	0

	Packaging Redesign Cost
	15,000
	333

	Email Marketing (2,000 Contact Plan) Annually
	6,000
	144

	SMS Text Messages (100,000)
	7,000
	155

	Promotional stickers (20,000)
	26,000
	580

	Student Labor (5 students for 5 days) 
	20,000
	450

	Upgrade to Web 3.0 
	7,500
	150

	SEO (annually) 
	5,400
	120

	Link Building 
	0
	0

	Total Cost 
	86,900
	1,932

	Break Even Point 
	193.2
	Units

	Break Even Point + 50% Expensive 
	289.8
	Units



















[bookmark: _Toc285649294]Appendices





















[bookmark: _Toc285649295]Appendix 1: Poster of AISHWARYA®.
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[bookmark: _Toc285649297]Appendix 3: Expected Return on Investment Estimates 

	Category 
	ROI  Estimates 

	1. Upgrade to Web 3.0
	Higher site rank, greater online visibility, reaching newer audiences. 

	2. Search Engine Optimization 
	New audience, potentially 10-15 new NGO partnerships. (Similar growth to d.Light)  

	           Link building 
	50- 100 New Websites linking the NEST Story 

	3. E-mail Marketing 
	Continued partnership with all international dealers, NGOs, and online customers 



Online Marketing thus becomes a relatively inexpensive yet highly efficient way to promote AISHWARYA®.



















[bookmark: _Toc285649298]Appendix 4: SEO Cheat Sheet for Solar NEST Website Developer 
Webmaster Guidelines 
1. Insert Google Analytics code on the website to compile site statistics. 
2. Get a Google Webmaster Tools account and add your sitemap to it. 
3. Read, Understand, and Execute Google’s SEO Starter Guide: 
www.google.com/en//webmasters/docs/search-engine-optimization-starter-guide.pdf
4. Closely follow Google’s Webmaster Guidelines: http://www.google.com/support/webmasters/bin/answer.py?&answer=35769

Basic SEO 
1. Make a site with a clear hierarchy and text links. Every page should be reachable from at least one static text link.
2. Offer a site map to your users with links that point to the important parts of your site. If the site map has an extremely large number of links, you may want to break the site map into multiple pages.
3. Keep the links on a given page to a reasonable number.
4. Create a useful, information-rich site, and write pages that clearly and accurately describe your content. 
5. Insert keywords within the title tag so that search engine robots will know what your page is about. The title tag is located right at the top of your document within the head tags. Inserting a keyword or key phrase will greatly improve your chances of bringing targeted traffic to your site.
6. Make sure that the title tag contains text which a human can relate to. The text within the title tag is what shows up in a search result. Treat it like a headline. 
7. Use the same keywords as anchor text to link to the page from different pages on your site. This is especially useful if your site contains many pages. The more keywords that link to a specific page the better. 
8. Make sure that the text within the title tag is also within the body of the page. It is unwise to have keywords in the title tag which are not contained within the body of the page. 
9. Adding the exact same text for your h1 tag will tell the reader who clicks on your page from a search engine result that they have clicked on the correct link and have arrived at the page where they intended to visit. Robots like this too because now there is a relation between the title of your page and the headline. 
10. Also, sprinkle your keywords throughout your article. The most important keywords can be bolded or colored in red. A good place to do this is once or twice in the body at the top of your article and in the sub-headings. 
11. Do not use the exact same title tag on every page on your website. Search engine robots might determine that all your pages are the same if all your title tags are the same. If this happens, your pages might not get indexed. 
12. Do not spam the description or keyword meta tag by stuffing meaningless keywords or even spend too much time on this tag. SEO pros all agree that these tags are not as important today as they once were. I just place my headline once within the keywords and description tags. 
13. Do not link to link-farms or other search engine unfriendly neighborhoods. 
14. Do not use doorway pages. Doorway pages are designed for robots only, not humans. Search engines like to index human friendly pages which contain content which is relevant to the search. 
15. Title tags for text links. Insert the title tag within the HTML of your text link to add weight to the link and the page where the link resides. This is like the alt tag for images. 
16. Describe your images with the use of the alt tag. This will help search engines that index images to find your pages and will also help readers who use text only web browsers. 
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