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Abstract 

Demand Side Management (DSM) continues to see increases in energy efficiency program goals each 
year. Hitting goals becomes more and more challenging with market saturation, customers’ economic 
concerns, limited budgets, and competing consumer products.  What does this mean for a utility? Simply 
put, it means that utilities are finding a greater need to understand, reach out to and connect with their 
customers.  
 
Although DSM is traditionally a technical environment, utilities are embracing and tapping into creative 
marketing strategies to generate program awareness and build participation. These connections don’t 
always run smoothly, as technical staff and marketing staff often seem to speak different languages and 
can disagree on effective customer engagement strategies.  

 
This paper explores common challenges, solutions and strategies for successful collaborations and 
highlights successful examples where the teaming was effective and on target. Additionally, it 
showcases how contributions from BOTH marketing and technical teams are critical to a program’s 
success. We will provide tips that offer positive, relatable messages for you to employ in your own 
situations.   
 
Why Can’t We All Just Get Along? 
 
Cats and dogs, ying and yang, two sides of a coin – however you frame it, the conclusion is often the 
same: marketing and engineering disciplines are two vastly different worlds. Both bring unique 
knowledge and expertise to the table when approaching the design and execution of a program. Seeing 
the world a bit differently is a GOOD thing, right? Then why are there so often hurdles or barriers to 
successful and mutually complementary teaming between these disciplines? 
 
Let’s start with addressing the elephant in the room…what we all know – or think we know – to be true 
about each other.   
 
What are Engineer Stereotypes? Engineers are too process-oriented, linear thinkers. They expect the 
same, concrete proven results every time they conduct the same experiment. “Just the facts ma’am.”  
 
To marketers, engineers are often perceived as inflexible, rigid, and awkward. They lack the ability to 
think outside of the box,  are not willing to change the way something “has always been done” or view 
things that can’t be “proved scientifically” as invaluable. They are often so caught up in the technical 
minutia, they lose sight of the primary goal. A common marketing complaint is a lack of respect or equal 
voice at the table of engineers. 
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What are Marketer Stereotypes? Marketers are extremely social. Their raison d’être is to get noticed, 
and spin a message to convince or engage their target audience to change a behavior. Unlike engineers, 
they can repeat the same marketing process and get a completely different result every single time. 
 
Engineers, often assume marketers do not fully understand the technical aspects of a program or process. 
They feel that marketers do not provide measurable results, don’t add quantifiable value, quibble over 
insignificant details or simply, are just the group that “makes things pretty.”  
 
These stereotypes may be true for some, but they are not universal. Rather, they tend to be common 
misconceptions that can get in the way of successful collaboration. The truth is that both engineering 
and marketing disciplines offer strengths that, when leveraged appropriately, lead to winning teams and 
DSM programs.  
 
Yes, engineers often live for data, but engineering is about creating solutions to complex problems, and 
that solution is really only half the battle.  Engineers can design brilliant, innovative energy efficiency 
programs, develop effective measures or analyze usage patterns until the next millennium, but in the 
end, none of it matters if the target audience does not adopt these behaviors. The key to any successful 
energy efficiency program is market participation. 
 
On the flip side, no award winning design, clever messaging or impactful campaign matters if the 
program is not well designed, properly managed and executed effectively by a team of highly competent 
engineers. No one can effectively market a poorly designed program and expect good results.  
 
And yes, marketers do have methods for tracking results and strive to produce telling metrics for every 
effort. Strong marketing teams include marketing research analysis staff capable of both secondary and 
primary research. Understanding consumer behaviors and how they digest information requires well-
planned and strategic practice. Contrary to what you may have heard, marketing is more than just 
“liquor and guessing”. 
 
So, we are stuck with each other, but we need each other. Here’s how to make it work. 
 
When Things Go Right. And When They Go Oh So Wrong.  
 
When there is a collaborative environment, we communicate with one another, set clear goals and work 
towards the common goal, amazing things can happen.  When we don’t communicate, well, things turn 
out as you might expect… 
 
The result of a poor collaboration has its own particular characteristics - no discernable message or clear 
understanding of the subject matter; over or under designed; inconsistent branding; immeasurable 
results; and no grasp of who the audience is. 
 
Conversely, a successful collaborative project doesn’t happen by chance. Almost any effective market 
engagement effort is comprised of a few key points – respect of the brand; strong, relevant data; clear 
message and call to action; substance and data support presented in a visually pleasing manner; easy to 
understand language and a good grasp of audience and their needs. 
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It is fairly easy to spot a campaign that could benefit from synergy between marketing and engineering 
and one that has been successful because of that synergy. 
 
Case Study #1 
Facility Energy Assessment Report 
 
Acme Utility’s facility energy assessment reports contained pertinent, relevant data that the project 
coordinators were happy to pass along to their customers. Though there were no complaints about the 
quality of the product or its relevance, the marketing and engineering team felt the report was not 
meeting its full potential. The depth and breadth of the provided information covered the bases for a 
large range of reader types, but became a daunting prospect to digest.   The information was pertinent, 
but there was too much of it and it was not organized in an easy to use format. 
 
The marketing and technical teams met to retool and improve the report so that a reader from any level 
of the company – from CFO to facility manager – could pick up the report and easily locate the 
information pertinent to their role. The marketing team voiced concerns about “data overload” for the 
reader while the technical team had reservations about the report becoming an overdesigned fluff piece.  
A strategic kickoff meeting ensured that a tangible goal was agreed upon - “Creating a well-designed 
document that can speak to a wide range of users and easily provide them with the specific information 
they each need.” Developing a goal and parameters for the project alleviated worries on both sides and 
kept the team on track.  
 
The combined team determined the various audiences, the information that would be relevant to each 
group and how that information would be presented and used through client research and surveys.  After 
mining the data, they regrouped to develop a plan. Continuous communication and revisiting the 
primary goal on a regular basis kept the team on task and produced a highly successful retooled report.  
The information is now organized in a way that each type of reader can access easily. For example, the 
executive summary is short, to the point, and graphical – everything a CEO would need. All of the 
background data, measure savings, and other technical information are now organized in the appendix 
for engineer/operations staff use. 
 
The report was very well received by the utility and the customers as a piece that has a long, usable shelf 
life. In fact, the new assessment report template was presented to a different utility client and is now 
being adopted for their similar energy assessment program. 
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Figure 1.  Facility Energy Assessment Report Collaboration 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Facility Energy Assessment Report Key Improvements 
• Less text  
• More information and data provided visually 
• Easy to read format 
• Pertinent background data provided in appendix rather than in body of report 

Sample of Original Report  Sample of Enhanced 
Collaborative Report 
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Case Study #2 
Manufacturing Segment Brochures 
 
Acme Utility was struggling to make energy efficiency measures resonate with specific manufacturing 
segments. The energy advisor could get the customer to agree that the efficiency concept was valid but 
often heard “how does it affect me and my business?”  Technical and marketing staff collaborated to 
develop a market engagement solution and determined that segment-specific brochures were needed to 
address the particular concerns of each targeted manufacturing segment. The technical team was able to 
provide a plethora of data points and the marketing team was able to help them decipher “what” would 
be important to the audience. Engineers then calculated how the energy efficiency measures could be 
linked to saving energy and dollars.  
 
Marketing then provided targeted market research to support the assumptions. The team met on a regular 
basis to ensure that each brochure stayed true to what was critical to each audience, for example,   “how 
does this help my machinery manufacturing factory save energy and money?” Important data was 
presented in an easy to digest visual presentation that made the piece easily readable thanks to the efforts 
of both disciplines. In the end, Acme Utility’s energy outreach team and utility account managers had an 
effective tool for promoting the program tailored to specific manufacturing segments, including 
machinery (shown below), as well as food processing and plastics segments.  
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Figure 2. Machinery Manufacturing Segment Brochure Collaboration 

 
 
 
 

 

Segment Brochure Key Factors 
• Consistent branding  
• Key messaging repeated throughout 
• Call to action 
• Relevant data presented in easy to read graphics 
• Design and text tailored to specific reader 
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Your Rosetta Stone for Working Together Successfully 
 
Our end-goals are the same. We all want to produce successful DSM programs that garner excellent 
participation and achieve or exceed the energy savings targets. How do we ensure that our team 
collaboration works?  There are some simple keys steps that you should apply in every collaboration –  

1. Plan 
2. Understand your Audience 
3. Adjust as Needed  
4. Become Bilingual 

 
Plan, and Keep Planning 
 
Every technical and marketing collaboration effort should start with a kickoff meeting to set goals, 
determine priorities, develop parameters and assign responsibilities. This meeting is a back-and-forth 
with both marketers and engineering staff, each sharing concerns, as well as expectations. Marketing 
produces a “creative brief” (also known as a project charter) that captures and condenses the key points 
from this meeting. The technical staff then reviews and ensures the key points are agreed upon. 
Ultimately, both must agree to the plan put in place by the creative brief. This is a great tool for staying 
on track as long as the team refers to it throughout the life of the project.  
  
Sometimes, this is easier said than done. Even the worst projects usually started with a good kickoff 
meeting. The key to success is to continue this communication throughout the project utilizing the 
creative brief as needed. Check in regularly and revisit the project goals often. Set a systematic process 
that maps program status, making sure it is still on the correct path to accomplish the goals that are set. 
If not – determine as a team – what has changed or needs to change? The path or the end-goals? The 
next time you meet with the group after the kickoff meeting should not be for the debrief.   
 
If you prioritize and revisit these goals regularly, you are less likely to go off track with last minute ideas 
and bells and whistles that are not part of the key objectives. Rather, you find yourself with the time to 
build upon the targeted concepts you have developed. This fosters more objective-focused ideas and 
allows you the opportunity to incorporate clever additions that further drive the message.  
 
Good project management means detailed roles and responsibilities are identified and accountable. 
Check in regularly to ensure you are on time and on budget before it becomes an issue. Project 
management transparency builds mutual trust among the team and supports a more collaborative 
environment.  
 
Though it may initially seem cumbersome, setting up guidelines for communication, reporting and 
regular check-ins is critical. It is a good idea to establish a reporting schedule and project plan at the kick 
off meeting. (e.g. “All team members should report on the status of their action items weekly or after we 
complete surveys. We will then revisit our messaging”, etc). The project manager is tasked with keeping 
this process on track and ensuring all deadlines are met throughout the process.    
 
A team that communicates well and understands the collective goals throughout a project is set up for 
success. 
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Understand Your Audience 
 
We have all worked on projects that have not gone well. They are not enjoyable. They waste time and 
money and create tension amongst teams. A common thread that typically runs through unsuccessful 
projects is that key messaging and/or an understanding of the targeted audience was not established 
upfront.  Getting these two key things wrong, or neglecting them altogether, spells disaster every time.   

 
It can’t be stressed enough: KNOW YOUR AUDIENCE AND WHAT THEY WANT. The technical 
team is an invaluable asset here. Typically, the engineer or technical program team is out in the field 
directly interacting with the customers or clients on a day- to-day basis. They understand the customer’s 
pain points and issues. The marketing team can use this critical inside intelligence to determine 
messaging and goals.  
 
Once the audience, their needs and the message have been determined, you have a basis for all decisions 
going forward.  Does this graph or chart help convey our message? Will our audience understand it? Are 
we speaking their language? It should be the litmus test for every decision the team makes. For example, 
in the Acme Utility case study on specific manufacturing segment brochures presented above, the 
marketing and technical team together considered including an overview of the utility’s commercial 
energy efficiency program.  However, after revisiting the goal of the piece – conveying how energy 
efficiency affects machinery manufacturing – it was determined that it did not meet that requirement and 
was not needed. A separate, existing brochure already showcased the benefits of the commercial energy 
efficiency program. 
 
A roadblock that commonly occurs for even the most collaborative marketing/technical teams is failure 
to consider how your audience perceives information. Both parties have a lot to offer here. Marketing 
teams are often far more visual and attentive to readability, customer perception and design. They also 
can study every market to identify the current trends, purchasing behaviors and economic conditions. 
Engineers typically deal directly with the utility on program design, understand what it is that is 
important to the audience and why. They should utilize that knowledge to identify the appropriate 
measures that will respond to those trends. 
 
When conveying information, no matter how complex, remember a few key things: 
 

• Most people respond more to visuals. Have you asked yourself why YouTube videos receive so 
many views?  Because it is more appealing and easier to watch something rather than simply 
reading it in plain text. 

• Graphic visual representations of information, data or knowledge intended to present complex 
information quickly and clearly are called infographics. Infographics can be a great tool for 
conveying data but must be able to stand alone. If people are scanners, searching for interesting 
things to look at, the infographic may be the only thing the viewer sees. Infographics shouldn’t 
rely on information buried somewhere else. 

• Keep it simple.  You’re shooting for clean and comprehensible. If you are an engineer, let 
graphic designers do their job. It is important for everyone to stay in their respective wheel house 
and keep the roles clear. If you are a marketer, listen to your technical team on what they 
perceive to be the most important data to convey. You can still weigh in, share ideas and 
concepts, but remember that “design by committee” is never effective and too many chefs will 
almost always burn the toast.  
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• Keep the writing tight and use language the audience understands. Will a residential or small-
business customer understand what a “measure” is? Probably not, but a facility manager for an 
industrial property may if they’ve worked with programs before. Always know who you are 
talking to. 

• Respect the brand. Whether it is your own or your client’s, be consistent with standards at all 
times. Companies don’t pay top dollar for logos and brands for no reason. Maintaining the image 
and quality of a brand is the number one priority for marketing and communications departments 
of every successful business.  
 

Adapt and Adjust as Needed  
 

As we established earlier, a common complaint about marketing is that results are not measureable or 
are difficult to quantify. However, with the advent of social media and with the mediums we now use to 
view and communicate information, it is easier than ever to develop metrics for strategic marketing 
tactics. An effective strategic marketing plan should integrate how tactics should be measured and 
reported back to the team.   
 
Yes, sometimes marketing seems like a shot in the dark, but the key to success is to measure how tactics 
are working and then be flexible enough to adapt and change as needed. Tactical measurement or 
performance should be a regular meeting agenda item on every project. Do you feel like too few people 
opened your e-newsletter based on the open rate and industry standards?  Work with your team to 
determine why and make a change.  Is the Pump Testing Program not getting the participation that was 
anticipated? Work with your engineering AND marketing team to develop a new strategy to change the 
customers’ behavior and perception of how they might benefit from the program and take action. 
 
Be willing to ditch what is not working and figure out what will. If a seemingly great idea is just not 
producing results, don’t be afraid to admit it and change your tactic. Marketing and technology are fluid 
and ever changing. Market conditions and economic climate are also fluid and ever changing. We must 
collectively learn to adapt quickly. 

 
 

Become Bilingual – Learn Marketing AND Tech Speak 
 
Let’s assume that you do not speak Swahili. Wouldn’t you have a difficult time trying to convey 
complex ideas to someone who only spoke that language?  Try to think of marketers and engineers in 
much the same way.  We all get caught up in technical jargon – “quotient, formula, SAS, measure, 
building envelope” vs. “market engagement, open rate metrics and social media messaging.” This will 
not change. The solution is to take the time to learn your colleagues’ language.  
 
At the upcoming AESP conference, we are providing a Marketing to Engineering / Engineering to 
Marketing Translation Dictionary that can get you started and decode some of the most common 
misinterpreted phrases. Keep it handy or develop your own for your company.  It can be a great start to 
collaborating more effectively. Next time a marketer touts an “amazing 60 percent open rate”, you can 
flip to the Marketing to Engineering side of the dictionary to learn:  
 
open rate (noun) Measure of how many people on an email list open (or view) a particular email 
campaign. 20 to 40 percent open rate is average in the industry.  
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usage example: “Oh no, we only had a nine percent open rate for the email! Could it be that our subject 
line – Metal Halides and You – was just not enticing enough?” 
 
And, if your target audience is not technical, (in most cases, they are not) learn to describe the program 
or measures in plain English. In this industry, we are often tasked with conveying complex information 
and learning to do that in a concise and simple way will make your projects far more effective. A good 
exercise is trying to explain it as you would to a teenager, (but omit the “like,” “sweet,” “sick” and “lol” 
references).  Marketers should serve as a technical person’s translator for customers – but don’t let it 
deteriorate into the telephone game*. 

*telephone game (noun) Game played in which one person whispers a message to another, which is 
passed through a line of people until the last player announces the message to the entire group. Errors 
typically accumulate in the retellings, so the statement announced by the last player differs significantly, 
and often amusingly, from the one uttered by the first. It’s fun – try it! 

 
Now Go Forth and Collaborate! 
 
And a few final closing thoughts to get you started down the path to teaming success: 
 
Marketers need to take the time to have a solid grasp of the technologies their DSM programs 
incentivize. This can go a long way in understanding how to promote the program, but also to gain 
respect and trust of the engineers. 
 
Alternatively, engineers should take the time to understand the process their marketing department goes 
through to create campaigns, tactics, and materials. When they understand this process they are more 
able to contribute and everyone benefits.  
 
Henry Ford said it best, “Coming together is a beginning. Keeping together is progress. Working 
together is success!”   
 
 
 

 
 
 
 
 
 

 
 
 

 


