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Polarstern Energy Case Study

Background

Polarstern energy, as the name suggests, is a renewable energy startup, which follows a triple bottom line approach. The startup was founded in 2011 by three young entrepreneurs, namely Jakob Assmann, Florian Henle, and Simon Stadler. Their aim was to transform the energy market by offering a radical solution for consumers to switch from non-renewable fossil fuels to renewable energies. They had a vision of completely changing this industry and provide energy that was 100% from renewable sources. It was the first one in the industry at that time, and the young entrepreneurs had a belief that the world was waiting for them or rather for such an invention. They had a pricing strategy in mind; that if they offer competitive prices for their products, they would be able to compete with the large companies, which were dominant in the industry. Offering competitive prices means that the entrepreneurs selected strategic price points to best take advantage of their product based market comparative to the competition. In as much as the prices needed to be customer friendly, they also needed to make profits to sustain their new business. They further added the global social dimension of their service provided to gain a competitive advantage and provide a point of differentiation with its competitors. 

Strategic Issue

The main issue that these entrepreneurs faced was how to communicate their innovative service to customers. This business was new, it was a startup, and therefore, nobody knew about it save for the founders. In the first few months after their entrant into the energy sector industry, they had acquired very few customers who mostly included their families and friends. They, therefore, needed to have a strategy of communicating and creating awareness about the business and the reasons clients should switch from their existing energy providers to them. This issue was challenging since, according to the case, customers in the energy sector do not often change their service providers unless there is a significant issue. Therefore, real persuasion and convincing were required to acquire customers for the new business. The founders had to be entrepreneurial in their marketing approach, which included communicating with potential clients, gaining the trust of those prospects so that they can switch their service providers.

The issue of communication was broad. Corporate giants controlled the German energy market, with every player using a different communication approach to maintain and acquire new customers. Convincing a client to move from one energy provider to another was tough. The prominent players in the industry had massive resources for their marketing activities and proved to be fierce competitors for startup companies with limited resources. Polarstern thus experienced difficulties penetrating through the industry due to its limited resources and had to find ways of balancing between where to do the actual marketing to gain clients. Advertising on the mainstream media such as TV was challenging due to the limited resources. Therefore, to be competitive in the industry and achieve the goals that they had, the entrepreneurs had to find a solution to this communication problem. The solution was to come quickly since they were using a lot of resources, but they were not achieving the desired results. Another issue was that potential clients were already signed up with the existing energy providers, meaning there energy needs were already sorted. Poaching, through exceptional convincing, was thus required to acquire the customers. 

The most important thing is that these entrepreneurs knew that communication was a problem in their business, and they had to find a way to sort out this issue. They understood that for them to succeed, gain credibility and trust, they needed to communicate their complex service to potential clients effectively. One of the founders, Jakob, had already forecasted that it would be an enormous task to onboard clients since most of them had little knowledge of the intricacies of energy production. They were now experiencing the problem, and they had to come up with a solution.

Recommendations

Polarstern needs to develop a marketing communication strategy. According to Soba & Aydin (2013), a marketing communication strategy refers to a plan, which is used by a business or an individual to reach their target market via the various types of communication. The strategic issue that the company is facing is how to communicate their innovative service to customers. Developing a marketing communication strategy will make the entrepreneurs understand the proper ways of communicating their creative services to clients. Marketing communication strategy includes developing a message that is to be passed to the potential clients, the medium for communication, and identifying the target audience.

Different aspects should be considered when developing an effective marketing communication strategy, including brand alignment, customer alignment, and budget alignment (Soba & Aydin, 2013). Regarding brand alignment, Polarstern should choose a marketing channel, which is similar to the type of business that it is doing; in this case, it is the energy business. For instance, the entrepreneurs should develop relationships with journalists from energy magazines in both Germany and around the world to aid in communication that will create awareness among the targeted audience. The European is an excellent example of an international online magazine, while clean energy wire can be a great place to do local publications about the company. Regarding customer alignment, Polarstern should be where their customers are; in this case, they should identify channels where the energy customers are already active. Regarding budget alignments, Polarstern has a limited budget because it is a startup and hence, should choose marketing channels the fit the budget and are effective such as advertising on magazines. 

Tactics

Polarstern should understand its target audience. A marketing communication plan should be developed based on the identified target audience. The strategy should define the needs and characteristics of the target audience. With that information, the created message will be highly targeted. Additionally, through understanding the target audience, the company will create a plan that follows an outside-in approach. It will be more centered on satisfying the needs of the clients. 

The company should also develop a unique selling proposition (USP), which should be reflected in each message that the brand sends out to the communication channels. A definite USP will ensure that brand messaging is clear, consistent, and recognizable. It will further assist in making persuasive media patches. SWOT analysis of the company from the target audience viewpoint helps in framing the USP.

Polarstern should determine the marketing communication mix. That includes the combination of channels that are used in reaching out to potential clients. For example, it can be through online and offline advertising, personal selling, and content marketing, among others. For Polarstern, which is a startup, it can decide on the number of channels to use based on the available budget.

Defining branding elements is another essential tactic that can be used. Branding is about consistency in all the materials and messaging that is used for marketing, such as websites, advertising campaigns, and business cards, among others. Therefore, Polarstern should identify its branding elements and stick with them when marketing.

Defining success metrics is the next tactic after deciding on the promotional mix for the integrated marketing communication plan. Polarstern needs to plan the right set of success metrics for the various chosen communication channels. For example, the online magazine advertisement success can be measured from a range of outcomes from brand awareness to sales.

Execution is the final step, where the ready marketing communication plan is implemented. Success is measured to ensure it is effective, and where necessary, changes may be made.

Rationale

The marketing mix is a set of tactics or actions that a firm uses to promote its brand or product in the market (Išoraitė, 2016). They include the price, product, promotion, and place. Polarstern needs to have the right marketing mix in place for it to promote its products effectively. 

Price refers to a product's value. The price is dependent on the total costs of production, the ability of the market to pay, segment targeted, and the profit margins that the manufacturer expects to get. In the case of Polarstern, the founders should have a competitive pricing strategy that ensures it acquires as many clients as possible while at the same time achieving the forecasted profits.

The product is the item that is offered for sale. The product should be of high quality if the company intends to acquire and maintain customers. In the case of Polarstern, the founders need to ensure that the minimum standards that have been set by the relevant authorities and the expected standards from the clients are met. When standards are met, the company will maintain its customers and acquire even more due to referrals. 

Place is the point of sale of a company's product. The company should, therefore, strategically place its products to ensure they are available whenever needed by the customers. They should be placed in the right places to catch the eye of the consumer. The advantage of having products at the right place is that it encourages customers who had no plans of buying a product to buy.

Promotion refers to the actions or activities that a company undertakes to promote and create awareness for its products. That includes online and offline advertisements, activations, and word of mouth, among others. For a product to be known, especially if it is new in the market, massive promotional activities need to be done. Therefore, Polarstern needed to aggressively market its products to ensure the public well knows them. 

For the marketing mix to be effective, a company must ensure that all four elements are proper because they influence each other (Išoraitė, 2016). For instance, clients will gauge the price of a product based on its quality. Hence, the quality of the product affects the price. The product should also be in the right place for it to be bought regardless of its quality and price.

Conclusion

Polarstern is a company that promises to have a bright future if all the elements for success are right. The founders had a great idea that they decided to put into action. The first stage, which is starting, was achieved. The next step is taking it to the next level. The issue of communication has been identified as a problem. Hence it needs to be solved sooner rather than later. The solution is to have an effective marketing communication strategy that will increase the awareness of the product, thereby increasing sales and profits. The company should also ensure that the marketing mix is right and all the elements are functioning proper. The tactics that the company uses to achieve its marketing communication strategy should also be correct and, where necessary, changes made. Its strengths are that its product is unique, and the founders are committed to ensuring the quality of the product is right. The only weakness is the communication strategy, which they are currently addressing.  
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