
Marketing Plan

Executive Summary

Power One, LLC produces green energy products, such as photovoltaic (PV) inverters, 

wind inverters, and electric car charging systems.  As a producer of alternative energy products,

the organization’s proprietary technology has allowed it to develop a strong global presence, in

Europe,  North America, China, India, Australia, Singapore, and Israel.  The organization has not yet entered other markets, 
though

expansion is possible and desirable in the future.  Power One, LLC is currently positioned to 
become a global leader in alternative and green energy products, with a strong research and 

development team and a focus on reducing energy costs for consumers around the world.


The mission of Power One “is to develop advanced green technologies to address global 

Energy and environmental issues, while serving business and residential consumers with a line 

of world class products” (Power One, 2010).  With this mission in mind, the organization must 

develop more fully, a strategy to compete in global markets and remain competitive, while 

brining high quality alternative energy products to global consumers and providing exceptional

customer service.  Marketing the products and related service requires knowledge and 

understanding of various market segments, as well as identifying the most productive way to 

promote the organization’s products and service to new markets.  


The marketing strategy for Power One should examine the company’s current market 

position in the countries with an existing presence, while identifying the most feasible new 

global markets with a high potential for growth.  There is no doubt that green and alternative 

energy sources are becoming increasingly popular and sought after.  However, some regions and 

markets are more open to the idea of alternative energy due to cost and have more resources to adopt the 

technology.  For market expansion where presence is established, and for new markets, Power 

One must now determine how products and service will be brought to market, through various 

distribution channels, to meet sales goals and marketing objectives.  Through analysis of 

markets, the organization’s current position, available resources, and market forces, Power One 

will establish a fully implementable marketing plan, to identify new opportunities and plan for

sales growth.


Power One produces photovoltaic inverters, wind inverters, and electric charging systems 

for motor vehicles.  The challenge is in identifying the proper markets to promote its products, 

while increasing market share, promoting the alternative energy lifestyle, and maintaining the 

company’s proprietary knowledge, to remain a leader in its industry.  The organization recently
sold its shares to ABB, for a total equity value of $1 billion.  The goal is to increase the value of
the organization, through sales and marketing efforts.  Power one increased profits, from 

$231,000 to $2.1m in 1997 (Computer Business Review, 1997), for an increase of 42%.   Since 

then, the organization has established itself on three continents.  A similar increase in sales in a 
twelve month period of time is unrealistic.  However, with development of new channels and 

markets,  Power One can be expected to grow sales by 15% in 2017, which is slightly more than 

the predicted market growth of 13.7% by 2017 (Market Research, 2012).

Situation Analysis


Power One is the second largest alternative energy product supplier in the world. It 

competes with companies like General Electric, Fronius International, Delta Electronics, Inc., 

and Lite On Technology Corp.  However, in the world of PV manufacturing andsales, First Solar 
is the leader.  Germany is the leader in installations currently.  China, which currently provides 
40 % of the worlds PV panels, is expected to be the leader in this high growth industry by 2018, 
with an increase in  installations of 15%, followed by the U.S.  Power One products lead 

The PV inverter sales in India,  a relatively new market for the organization.  As Power One is 

established in each of these markets, new avenues or channels of distribution need to be 

identified, in order to compete with the leader and avoid missing an opportunity to capture the

popular markets.

The company focus is on service with an aim to increase awareness of PV alternative energy, to increase sales.  Strengths are proprietary knowledge and strong R& D team.  Weaknesses are many rising competitors and possible loss of market share.
Customers are both businesses and individual consumers.  For the individuals the desire to reduce carbon emissions and save on home energy costs is strong.  The motivations for businesses are to streamline energy using processes and become better corporate citizens.  The decision process for selecting alternative sources like PV electricity typically involves considering all the options for green and alternative energy, comparing cost, efficiency, and sustainability.
The market position of Power One is number 2, behind First Solar.  First Solar has a strong presence in China, as well as in Europe and North America (Strube, 2010).  Its weakness is that it does not have a strong research and development team.  However, it does have established partnerships with companies producing raw materials or components, such as the company producing the film for solar panels (Market Research, 2012).
Collaborators: Power one has partnered with Japan’s Panasonic Corporation, for large scale installations. (Beetz, 2013).   Distributors include Quest Components, Steven Engineering, Allied Electronics, American Semiconductor, Avnet Epress, B.J. Wolfe Enterprises, Arrow North American Components, Avnet Express Asia & Europe, and Hybrid Electronics, among several others (Source esb, 2014). 
SWOT analysis with Power One will start with the strength of Power One which is that it 
owns proprietary technology in the alternative energy product industry.  This gives the company 
an edge in developing a reputation for supplying quality products to the industry and to 
distributors.  The organization has established itself on 3 continents, which helps 

to increase exposure.  With the strong R& D department, the organization may be able to 

develop alternative sources for cooling, so it can enter warmer climate markets, like South 

America.  

Power One is facing increasing competition in China.  It must find a way to make its 

presence known, if it wants to compete in this market, which is a weakness in terms of SWAT.

The company will need to develop a more intensive strategy in China.   
Opportunities include untapped markets that could benefit from PV products.  South 
America markets could benefit from alternative sources to cool homes and businesses however 

the cost of energy is still very low in South American countries.  There are other  potential 
markets for Power One products, such as shipping/boating, trucking industries, hotel chains, and 
resorts.  Ecotourism is a growing trend, which gives Power One an opportunity for new sales and 
growth that competitors have not yet recognized. 


Threats to Power One include new/emerging technologies beyond the current PV panel 

and wind inverter, as alternative energy sources or products.  Costs are high in many markets, 

limiting the number of business and residential consumers who can afford alternative energy 

products.  In addition, regulations of government and industry may prevent the company from 

moving into some markets. 

Market Segments strategy and product lines include three main product lines, PV 

inverters,  wind inverters and electric battery chargers. Each of these product lines is aimed at 
different industry and consumer markets.  In order to increase sales, Power One may need to 
consider cross channel marketing, such as offering wind inverters to individual consumers, or 
adaptation of  electric car battery chargers for home backup generators and similar applications.  
The camping industry is strong in both European and North American markets for battery 
charging.  The complete product line offered by Power One includes: Two megawatt inverter for 
large scale application (Utility Scale); Transformer less  string inverter (home and business); 
Central inverters (business and industry);Micro inverters (home markets); Software for remote 
analysis of energy creation with business applications; and Electric Battery Chargers for the 
automotive industry.  With further development, some of the products can cross over into other 
categories, in terms of adaptation for different types of use. 


Inverters and battery chargers are packaged individually and thus positioning is different.  
However, for large scale operations, several inverters and larger megawatt inverters may be 
provided. For individual or home use, the products should offer a warranty strong enough for 
homeowners to believe they will achieve a savings on energy costs.  Therefore, a 10 year 
warranty is suitable.  A similar warranty or longer, possibly 15-20 years, should accompany 
products used in industrial settings, where the cost of investing in alternative energy is 
substantial.  The pricing strategy should allow Power One to remain competitive.  While sales 
volume is encouraged for distributors and large scale customers,  it should still reflect the 
potential for profit.  Lower prices for high volume sales encourage new customers to try products 
and recommend them to others.  Products offered through electronics distributors, where 
individual consumers may demand inverters, should also be competitive,  to generate greater 
interest in individual homeowner markets (Applegate, 2014).
Power One is already partnering with several distributors, to offer its inverters in business 

and home owner installation markets. As home installation becomes more popular, the company 

should consider offering installation and products through home improvement and DIY stores, to 

reach a larger segment of these markets.  DIY stores are commonly utilized for many home 

renovation projects in North America and Europe.  They are also increasing in popularity in 
India, with British Home Stores and Home Stop beginning to offer products for renovation and 

Remodeling (Ranker, 2014). In China, industry is the leading purchaser of PV panels and 

installations.  Power One has partnered with Panasonic to reach this market.  Though China has 

many PV panel manufacturers, the low priced products are often suspect.  Power One has an 

opportunity to establish its reputation for quality products and knowledgeable service, by 

establishing its own stores and manufacturing facilities, to distribute products directly to both 
individual and business consumer markets.

Advertising and promoting products is a critical component in successful sales.  While 
distributors typically offer Power One products, there is no reason why television commercials

cannot promote products to home owners, referring them to the nearest distributor.  As products 

are promoted through DIY stores in all markets, demonstrations will help get the message to 

consumers, about the competitive prices and advantages of PV installation.  Demonstrations are 

a low cost way to promote products and can easily be adapted to video content, for web 

promotions (Business Owners Tool Kit, 2012).  At the same time, demonstrations can be helpful

in establishing distributorships and in gaining interest of business customers. 

The mission of Power One is to increase sales of alternative energy products, through 

increased awareness and offering of quality products.  The long and short term financial 

projections are to continue  to develop new technologies to support the alternative/green energy 
market.  Therefore, the organization should be able to capture a larger market share and increase 
sales, both in the near future and in the long run.  The financial and market projections below are 
listed in a timeline and reflect current industry positioning, as well as ability to compete in the 
industry.

2015: Increase market share by 3%, sales by 15%

2017: Increase market share by 5%, sales by 20%

2020: Increase market share by 15%, sales by 40%

Include financial plans and results and time line.
Conclusion

Power One’s strategy must not focus on a single product line or method of promotion.  

Every market and channel provides a unique or new opportunity to promote products and adapt 

existing proprietary knowledge to novel situations, ahead of competitors. The competition in 

some   energy markets, such as China, is heavy.  However, by focusing on quality and 

reliability,  Power One has the potential to capture a larger share of the Chinese market.  Other 

markets  with the greatest potential for growth include  North America  and India. 


Other markets, such as South America, have traditionally been less interested in 

alternative power sources for heating.  However, many homes still require energy for cooling

and coastal winds in some areas may be suitable for wind inverter technology.  Many markets 
have the potential for products adapted from electric car battery chargers, such as devices for 

back up home generators and adaptation for use in trucking and transport industries. 

While continuing to develop its product line, Power One must find the most effective 

channels for promoting its products, and the right pricing strategy to increase sales and remain

profitable. Promotion tactics like demonstration and video demo allow the company to leverage

its knowledge and present that expertise to the public, through trade shows, DIY store demos,

and other events with the potential for great exposure, as well as through online channels.
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