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WHAT MARKETING & BUSINESS DEVELOPMENT
LEADERS HAVE TO KNOW IN 2021

- A GUIDE TO ORGANIZING VIRTUAL EVENTS IN THE RENEWABLE ENERGY

INDUSTRY

In 2020, the event management
business was forced to cancel and
rethink events. At the same time, re-
newable energy development and
the energy transition have not slo-

New PV Installations in Europe | 2020

To grow their business, companies
want to display their innovations,
find new business contacts and pro-
mote their brand - effectively and
safely. Shortly after the first global
travel restrictions, web-based se-
minars were the first choice and al-
ternative to in-person events. Soon
after, virtual fairs with interactive
booths, chats, conference program
and many more features reached
the energy industry.

wed down. Leading research organi-
zations and associations announce
new installation highs in almost every
region around the globe.

Source: EUPD Research 04/2021
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Dedicated to finding alternatives to
the use of fossil fuels and harmful
emissions, digital marketing formats
are a suitable and logical choice. Next
to the reduced carbon-footprint, fur-
ther advantages of the digital trend
are savings in cost and time as well
as more flexibility. However, one of
the most important factors is the
change of market penetration. The
digital world enables easier access to
real-time information, unconstrained



of time zones and geographic loca-
tion. Therewith, emerging and new
markets are easier to address.

At the same time, the multitude of
opportunities makes it difficult to
differentiate your event from others.
This guide will share insights and
first-hand experiences from the or-
ganizers of the leading virtual market
place for the solar PV and energy sto-
rage industry.

Starting with the challenges of digiti-
zing events in an industry with a long
supply chain and respectively many
stakeholders with very different
needs, the guide will also address
the opportunities of combining these
two booming businesses.

IMPROVE YOUR LEAD QUALITY AT PHYSICAL FAIRS
THROUGH A VIRTUAL PRE-EVENT PRESENTATION

— A SOLAR & STORAGE DIGICON USE CASE

A company wants to present their
latest mobile storage solution at
one of the largest storage trade
fairs globally. To increase the num-
ber and quality of the meetings at
the fair, the company chooses to
organize a virtual product presen-
tation several weeks before the
actual fair. The Solar & Storage Di-
giCon offers the right environment
including direct engagement opti-
ons, making product sheets avai-
lable for download, a pre-existing
registrant base and full support for
the event management and com-
munication.

In a 60-minute presentation, the
company introduces the product
live from the factory, answers

qguestions and shares a recent use
case. After, the attendees have the
option to talk to the speakers in a
video chat session.

Most of the participants had alrea-
dy plannedtovisitthe trade fairand
now organized a meeting directly
with the manufacturer and can ask
specific questions. The virtual pre-
fair event allowed the company to
reach a broader audience, inviting
visitors and scheduling meetings
with potential customers that are
already farther ahead in the sales
funnel.

Solar & Storage DigiCon



DIGITIZING EVENTS IN THE RENEWABLE ENERGY

INDUSTRY - CHALLENGES

Digitalization of large fairs and con-
ferences comes with its own challen-
ges for marketers, event managers,
sales personnel and IT. Starting from
building the necessary technical in-
frastructure, training, sourcing pos-
sible platforms without experiences
to build on, organizing and mana-
ging events that don't have the be-
nefit of crowds, reaching the target
groups that are typically active “on
site” and not online, preparing good
content and unforeseen, unknown
challenges.

In a survey among marketing and
business development managers
from the global solar and energy
storage industry, the top five chal-

Top 5 Challenges

Technical setup

Reaching target groups

Engagement

Managing digital events

Know-how in the team

lenges named were technical set-
up, reaching target groups, enga-
gement, digital event management
and lack of know-how. Indeed,
managing an in-person event or
a booth at such an event is very
different from digital events.

We are taking a closer look at the-
se challenges and are sharing our
experiences from one year Solar &
Storage DigiCon.

Source: Solar & Storage DigiCon, 2020

The top 5 challenges as named by surveyed marketing professionals from the global solar and energy

storage industry. (Solar & Storage DigiCon, 2020)



SET UP
- GUIDING QUESTIONS

When moving a physical event or
trade fair to a virtual environment,
the basic requirements are a stable
and sufficient internet connection
as well as the right provider for the
software, i.e. streaming services,
virtual trade fair environment, and
matchmaking areas. The decision
process can be quite difficult as re-
quirements and technical know-how
are often missing to fully understand
the needs of the new platform. So,
here are some guiding questions:

» What kind of event are you plan-
ning? An interactive workshop, a pre-
sentation-series, a conference with
networking opportunities and break-
out rooms, a virtual trade fair?

» How many participants do you
want to be able to host?

» What kind of networking and en-
gagement opportunities are you
looking for? Written or video chat,
gamification and leaderboard, live
surveys?

» Who is your target group and how
“tech-ready” are they?

» What kind of skills do you need to
build internally? Html-programming,
live streaming, video editing, data
analysis?

» Do you want exhibitors or presen-
ters to manage their stream or con-
tent themselves? If not, how many
resources do you need to consider
ensuring the success of the platform
or event?

For the Solar & Storage DigiCon, we
had a time frame of 6 weeks and 5 to
6 full-time employees working mostly
exclusively on designing and setting
up the virtual trade fair and strea-
ming, organizing events, communi-
cating with partners and customers,
selling booths and promoting the
event. Starting June 1st of 2020, the
technicalities of the Solar & Storage
DigiCon were very new to us and our
exhibitors, so a lot of time was spent
on learning and testing as well as
training.

Transparency and exchange of les-
sons learned within the team were
crucial components to a timely deli-
very. On July 15th 2020, the Solar &
Storage DigiCon officially launched
and has been accessible since then.

Solar & Storage DigiCon



GENERATING LEADS AND BUYERS
- REACHING CRITICAL TARGET GROUPS

The success of your event is mea-
sured with relevant content that is
presented in an accessible way to
the participants that will turn into
leads and buyers. A high number
of participants is not a guarantee
for a high conversion of partici-
pants into leads.

The supply chains of solar PV and
energy storage include many stake-
holder groups. They each require
very different approaches of com-
munication. Upstream players such
as raw material or manufacturing
equipment providers will need to
be addressed with a different “story”
than manufacturers or even downs-
tream players. Additional hurdles
can be language barriers, time zo-
nes and identifying what channels
the target group uses and is rea-
ched with.

When organizing your event, one of
the important questions you need
to ask yourself is who would you like
to have in your audience. This is not
only relevant for your own marke-
ting activities, but also for external
speakers, sponsors and the content
of presentations.

A general rule is that the broader the
agenda and non-specific the topics
the less sales-relevant the audience
will be. This goes to say, that if the
general goal of the event is to increa-
se broader brand awareness, such
an open theme is the right choice.
Communication includes all owned
channels, earned channels such as

media partners and paid campaigns.
The target group is quite large and
the number of attendees will likely
be much higher.

An event with a concrete, technical
or political topic will require a much
more precise communication met-
hod and will attract a smaller but
higher quality audience. A topic that
will offer value for the time spent
- learning, valuable product infor-
mation or critical company develop-
ment, market briefing, to name just a
few examples - will attract a specific
target group that are more likely to
qualify as leads.

Broader scope of the event - high-le-
vel speakers addressing macro-eco-
nomic or -politic topics — widespre-
ad, general communication - Higher
number of participants - lower lead
quality

» Suitable for increasing broad
brand awareness and transporting
company news

Specific, political or technical topic -
knowledgeable speakers - targeted
communication - lower number of
participants - higher lead quality

» Suitable for product launches
and product presentations, lead
generation



For a broader communication, you
want to choose channels that have a
large reach and you are familiar with.

The content can be just as broad
and inclusive of all stakeholders from
the industry all the way to affiliated
industries. Exemplary channels are
facebook, LinkedIn, Google including
sponsored campaigns. Articles or ads
on global renewable energy blogs or
news sites can also be a suitable met-
hod of choice.

For a specific event, you will want to
choose a less “loud and proud™ap-
proach but be strategic with the
channels. For example, using Linke-
din groups, magazines, direct mai-
lings and promotion directly into the
network with posts by the speakers.
A suitable alternative is choosing a
platform provider that already has a
registrant base that matches your tar-
get groups.

BENEFIT OF A HIGH RATE OF RETURNING VISITORS

— A SOLAR & STORAGE DIGICON USE CASE

The main target groups of the So-
lar & Storage DigiCon are downs-
tream players on a country or re-
gional level. These include EPCs,
project developers, distributors
and installers. The organizers, JF4S
and IBESA already have a large in-
ternational network of downstre-
am players, specifically in Europe,
Middle East and North America, bu-
ilt through organizing content-dri-
ven events in the regions for more
than 20 years, regular surveys
and further activities. To transfer
this network onto the Solar & Sto-
rage DigiCon, we chose to address
the target groups for each event
through several different channels:

» Direct mailing campaign with a
personalized invitation and
sharing recent content

» Media partners including the
relevant news providers to
distribute press releases and
include events in their respecti-
ve listings

» Issuance of imagery to speakers
to share on social media

» Personal invitation emails to
installers in their local language

» Bi-weekly newsletters to all
registrants

» Social media messaging cam-
paigns reaching the specific
target groups on country/
regional level

» Google Ad and LinkedIn
promotional campaigns



The Solar & Storage DigiCon re-
quires only one registration, this
in turn means that there is no
event-specific registration neces-
sary. The benefit is that all regis-

STAKEHOLDER GROUPS

Governement &  Research &
Associations ~ Development
3% 3%

Media & Exhibition
3% —§

Service Providers
12%

Installers &
Distributors
18%

trants receive regular updates
about upcoming events on the
platform, a reliable contact base
and a high rate of returning visi-
tors.

Source: Solar & Storage DigiCon 2021

REGIONAL BREAKDOWN

Asia Pacific
31%




ENGAGEMENT IN A VIRTUAL ENVIRONMENT

— CONTENT IS ROYALTY!

One of the main challenges with digi-
tal formats such as virtual conferences
or trade fairs is the engagement. Par-
ticipants sit in front of their screen
- something they have been doing
for the past year. The frontal, class-
room environment is unattractive very
quickly. Options such as multi-lingual
chat, surveys or polls, an exciting and
visually attractive environment are a
few ways to capture and maintain the
attention of participants. The most re-
levant aspect however is interesting,
relevant content.

During physical conferences and
presentations, the majority of listen-
ers will sit through content they do
not find interesting, that is too mar-
keting-driven or just not presented
well. Standing up during an ongoing
presentation, causing disturbance or
no alternative activities are just two
reasons for participants to stay sea-
ted. However, with digital formats, the
environment is less restrictive. Atten-
tion spans are shorter online and fo-
cus strays easily with the open email
inbox, available phone and colleagues
or family nearby. Highly marketing-dri-
ven presentations with no relation to
the market, theme or invited audience
will see high dropout rates. More than
ever, it is crucial to create content-dri-
ven and well-prepared presentations.

This is even more relevant as the ideal
duration of single, non-interactive pre-
sentations is a maximum of 15 to 20
minutes per speaker.

Specific solar market dynamics need
to be taken into consideration as well:
From a content creation perspective,
it is very important to follow a regional
approach to attract high quality par-
ticipation from the downstream seg-
ments. With more than 75 LCOE ready
solar country markets already (signifi-
cantly increasing tendency), the global
landscape is highly fragmented. The
majority of installers, developers
and EPCs are operating on domes-
tic level and can only be successful-
ly attracted with highly specialized
and relevant content, which is sha-
ped towards their needs and scope
of business. Punchy and country
market specific conference sessi-
ons therefore enable an enhanced
market penetration and attractive-
ness for target groups, which are
highly relevant for the group of
suppliers.

Digital Culture

There are strong regional differen-
ces when it comes to the readiness
of interacting in a digital environ-
ment.

Participants from the Americas,
Middle East and Australia are more

accepting of new technologies, pu-
blic chats and surveys as partici-
pants from Europe, especially Ger-
many. This is particularly visible in
the chat activity.

Solar & Storage DigiCon



We collected some important gui-
delines that will keep your audience
engaged. As an organizer, share the-
se guidelines with your invited spea-
kers in a briefing to ensure that your
invited audience will want to return.

(1) Know the market or topic
- When invited to contribute to a
virtual conference or workshop as a
speaker, make sure you are familiar
with the market drivers, dynamics
and latest trends, as well as the to-
pic, for example battery recycling.

(2) Know your audience - Ask the
organizer about their target groups
and share who you would like to have
in the audience. Adjust your content
accordingly and address central op-
portunities or challenges, latest mar-
ket developments or regulations in-
fluencing their daily business.

(3) Know your strengths and va-
lues - These will then guide the
topic you choose. Once you know
which market or topic the confe-
rence addresses, who is in the au-
dience you can identify how your
products or services offer a solution
or advancement.

(4) Stick to one topic - Focus your
presentation on one particular topic
and do not try to squeeze your ent-
ire portfolio into the time given.

(5) Keep visuals simple - This is qui-
te basic and obvious but relevant. The
screen sizes and resolutions vary and
often times the streams are not vie-
wed in full-screen mode. An instable
internet connection can also com-
promise the quality of the visuals.
Avoid overloading the slides. The text
and charts should be large enough.

(6) Ensure a good technical setup
— If available, organize a test-run so
you can check the camera and mi-
crophone settings, and demonstra-
te / learn about the features of the
platform and livestreaming. In gene-
ral, choose a quiet setting with natu-
ral lighting, a good quality micropho-
ne and camera.

(7) Be approachable - Don't be af-
raid of sharing opinions, your vision
and experiences with the audience.
Where a handshake and face-to-
face exchange is not possible, you
increase interest in your person and
product by being honest, relatable
and, most importantly, available.

(8) Take the first step - Be pro-
active and let your audience know
that they are welcome to get in
touch with you on social media. If
there is a chat, leave a public mes-
sage that you are available after the
presentation.



»But, I still want to market my pro-
ducts!” And you shalll Limit the obvi-
ously promotional content to no more
than one third of your presentation
slides. Much rather, find a good story
line to coat the promotional content.
For example, peak your content with
the product. This means, that you pre-

sent a topic that focuses on market
regulations, challenges of downstre-
am players or technological advance-
ments, analyze the situation, share
experiences and then finish the pre-
sentation with your product or service
that offers a solution to the described
challenge.

KEEP YOUR EVENT PROGRAMS CONTENT-RICH
— A SOLAR & STORAGE DIGICON USE CASE

At the Solar & Storage DigiCon, we
focus on content that is market
specific, so occupies the national
downstream segment, end custo-
mers or manufacturers. In 2021,
we started with a virtual European
Roadshow with conferences on this
year's most relevant solar markets
in Europe; Italy, Spain, Poland, Net-
herlands and Germany.

To keep the conference programs
content-rich, we start the day off
with market insights presented
by our partners EUPD Research,
known for their installer surveys
and the Top Brand PV seal.

The speakers we choose are active
in the respective country or region.
As organizers, we ensure relevant
content by our guest speakers by
offering both guidance, support as
well as content consultancy. Promo-
tional content is limited to 3 slides.

11
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TO BE DIGITAL IS A NECESSITY AND WORTH IT
IN THE RENEWABLE ENERGY BUSINESS

After presenting some of the main
challenges of organizing digital
events, it is time to look at the be-
nefits. Apart from reduced carbon
footprints and cost savings, digital
events enable you to:

» reach your target group much
more purposeful

» expand your business to new and
emerging markets

» connect with people you have
never met otherwise

» inform leads, buyers and existing
customers with one tool

» react on short-term notice to
actual developments in the
industry

» invite an audience on a short-
term notice

» be well prepared for booth
visits/real events or meetings

The forced and sudden digitaliza-
tion need within the COVID-19 era
has brought the renewable energy
industries closer together. Virtu-
al shows, conferences and mee-
tings are undoubtedly a very valua-
ble addition to the “conventional”
life we had known beforehand.

Nevertheless, it is all about intensity
and diversity as digital solutions are
no panacea - the right depth of im-
plementation with managed expec-
tations are of utmost importance.
Digital platforms, particularly So-
lar & Storage DigiCon, have suc-
cessfully underscored their right
to exist and will perfectly continue
its operations and value creation
in a post-COVID world alongside
major international trade shows.



REVISING THE SOLAR & STORAGE DIGICON

— ACTING ON LESSON'S LEARNED

Together with our exhibitors,
partners and visitors, we have
made many experiences in the
field of digital events and mar-
keting. As the energy transition
continues to develop, so does the
Solar & Storage DigiCon.

In summer 2021, the Solar & Sto-
rage DigiCon will present itself in
an advanced format to meet the
changing demands and offer a
sustainable space for the industry
to digitally market their products,
access information and virtually
connect.

The revised platform offers a
conference room, market data
center, personal profile area with
matchmaking opportunities and

career hub where partner compa-
nies can post vacancies and con-
nect with new talents. The audito-
rium offers new features, such as
video calls and direct contact to
the speakers, download of data
sheets and appointment setting.
In the resource center, you can
filter for recordings, data sheets
and presentations in a library up-
dated with new content from the
global industry on a weekly basis.

To activate your three-month free
trial, enter the code SSDC2.0 once
registration is open in summer
2021.

13
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ABOUT US

SOLAR & STORAGE DIGICON

Solar & Storage DigiCon

The Solar & Storage DigiCon is the
leading virtual marketingplace with
conference program for the glo-
bal solar and energy storage in-
dustries that combines internatio-
nal knowledge exchange through
micro-conferences and limitless
networking opportunities with in-
dustry peers in a unique digital en-
vironment.

Founded in mid-2020 by two lea-
ding global networking organizati-
ons International Battery & Energy
Storage Alliance (IBESA) and Joint
Forces for Solar Initiative (JF4S), the
marketplace has grown to be the
No. #1 digital platform with over
80,000 visits and 10,500 confe-
rence delegates so far. In summer
2021, the Solar & Storage DigiCon
will present itself in a new, fresh
look, with substantially improved
features to offer the ideal space for
the solar PV and energy storage in-
dustry to do business.

www.solarstorage-digicon.com

International Battery & Energy
Storage Alliance (IBESA)

The International Battery and Ener-
gy Storage Alliance IBESA is the first
global network of excellence in the
field of battery and energy storage.
Our goal is to strengthen storage
companies in their performances
and their efficiency in international
competition.

www.ibesalliance.org/

Joint Forces for Solar (JF4S)

JFAS is a global synergy of solar
stakeholders ranging from multi-
national corporations to industry
associations and local installation
companies who collaborate in the
mission to expand the use of solar
technologies at the global, regional
and local level and establish a vib-
rant renewable and clean energy
industry. Founded in 2009, the JF4S
have grown to be the leading glo-
bal business and knowledge plat-
form and enabler. Partners benefit
from comprehensive support to
maximize their brand visibility, con-
nect with other stakeholders and
further develop solar energy on a
local and international level.

www.jointforces4solar.com/

Our main objective is to provide a
high quality support and service
system for our partners. To achie-
ve that, we provide insightful facts
and figures for decision makers,
offer a broad spectrum of support
in increasing publicity, and supply
partners with input into new mar-
ket trends and development for
appropriate business strategies.

Stay in touch and up to date by
connecting with us on LinkedIn!

www.linkedin.com/company/solar-
and-storage-digicon
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DANIEL FUCHS

Vice President

Joint Forces 4 Solar

Phone: +49 228 971 4345
Mobile: +49 173 526 1672
fuchs@jointforces4solar.com

AMELIE MEIXNER

Partnerships & Project Manager
Joint Forces 4 Solar

Phone: +49 228 97143-65
meixner@jointforces4solar.com
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WE THANK OUR VALUED FOUNDING PARTNERS
FOR ONE YEAR SOLAR & STORAGE DIGICON!
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