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Promote to Generate Leads

Leads (in the simplest terms) are people who might be interested in your product or service 
who have not yet committed to purchasing from you.

Leads come in many different forms. Someone whose first engagement with Solahart is to 
sign up for an in-home solar assessment, for instance, is already an extremely warm lead 
without any nurturing whatsoever. Someone whose first engagement is to subscribe to your 
newsletter is a colder lead (but worthy of nurturing towards a final sale), and someone who 
has ‘Liked’ your business page on Facebook, is different again.

It is important not to cherry-pick leads though, as any of them can result in a sale.

Lead generation, and the different  campaigns that contribute to them, are an integral part 
of your marketing sales funnel. 

So, let’s take a look at a few ways you can start generating them!

A Balance of Activities 

Promotions are a key element of the 
marketing mix. 

Promotions refer to activities that 
communicate the merits of Solahart 
products in an attempt to persuade 
prospects to contact Solahart. 

Promotions include advertising, personal 
contact, sales promotion, publicity and 
public relations (PR).

Someone whose first engagement with Solahart 
is to sign up for an in home solar assessment, for 
instance, is already an extremely warm lead
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As a Solahart Dealer, you are responsible for generating leads within your territory. 

To achieve this, you need to actively advertise Solahart products, employ salespeople, set 
up sales promotions and arrange publicity for your products and services.

Determine your Promotional Objectives

How will you balance the promotional elements of advertising, personal contact, sales 
promotion, publicity and PR?

The possible objectives for marketing promotions may include the following:

• Build Awareness – where your promotional efforts must focus on establishing an 
identity as the local Solahart Dealer. In this situation, you must aim promotions to 
reach customers effectively, tell them who you are and what you have to offer.

• Create Interest – Moving a customer from awareness of a Solahart product to 
making a purchase can present a significant challenge. The focus here is on creating 
messages that convince customers that a need exists with promotional appeal 
targeted at basic human characteristics/emotions.

• Provide Information – Some promotions are designed to assist customers in the 
search stage of the purchasing process. In some cases, when the product is so 
special, it creates a new category of product. It has few competitors; the information 
is intended to explain what the product is. In other situations, where the product 

Your investment in 
promotional activities should 
be between 7% and 10% 
of your sales turnover. In 
some instances, particularly 
during a business start-up, 
it will need to be higher.
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competes in an existing market, informational promotion may be used to help with a 
product positioning strategy.

• Stimulate Demand – The right promotion can drive customers to make a purchase 
– providing a reason to purchase products sooner or purchase during special/limited 
terms and conditions, can encourage customers to buy now. For example, a pre-
winter advertisement may remind customers that their hot water consumption will 
increase during the upcoming cold season, bringing energy bills up and reminding 
them that now it’s a great time to think about going solar.

• Reinforce the Brand – Once a purchase is made, Solahart Dealers can use 
promotions to help build a strong relationship that can lead the purchaser to become 
a loyal customer. Asking for a customer’s email address should now be an integral 
part of your service. This way, follow-up emails containing information on the service 
and care of the systems, additional product information, or even an incentive to 
purchase other products from Solahart can be sent out to strengthen the customer-
Solahart relationship.

From our Dealers around the world, we know that the best method of promoting Solahart 
solar systems is no different from those for most other successful products. . 

It involves a mixture of activities that, if taken in isolation, may not add up to much, but 
collectively reinforce each other to generate credibility and presence in the community.  

Advertising alone doesn’t sell, but it does create awareness to support your other 
activities; it places you on your customer’s shopping list.

Never rely on advertising alone to make people call you or 
visit your store.

Designing your marketing mix involves two budgeting decisions:

• Decide on the total amount to be spent on the marketing effort
• Allocate the total budget to the marketing mix 

The first key question then is: What is your promotional budget?  
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If you do not have a budget, your marketing approach is not rational. Promotion is a cost of 
doing business; it requires planning and analysis. 

While you may be tempted to reduce your promotional expenditure when sales are high, 
you should never consider cutting such costs when sales are sluggish. For this reason, 
promotional investment should be regarded as a business expense rather than as a 
percentage of sales. 

Many businesses fall into the trap of not recognising this fact, and their business suffers as a 
result.

Carry out a Promotion Audit

Auditing your promotional plan highlights areas of strengths and weaknesses, that are useful 
to enhance your plan to achieve more significant results.

Read through the following questions for a guide on the areas that your audit should 
address. 

Remember, your promotional plan is part of your company’s overall marketing plan. Its 
objectives must be aligned with your marketing objectives which, in turn, must be aligned 
with your company’s business objectives.

If you answer “yes” to all of the questions on the next page, you have an excellent 
understanding of the concept of promotion. If you answer “No” to any of the questions, 
then you will need to review your strategies and implement changes where appropriate.
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PROMOTIONAL AUDIT YES NO

Do you know where your new business will come from?

Do you have the right promotion mix to reach your target customers?

Are you reaching out to your target customers effectively?

Do you have systems to keep track of referrals and thank their sources?

Do you have systems to track advertising, direct mail and exhibition responses?

Do you reinforce your promotional activities by projecting a consistent image and 
communicating a consistent message in all media?

Do you know how to identify and communicate benefits (and not just features or 
advantages) in all promotional material?

Do you learn from other Solahart Dealers in regards to what works and what doesn't 
when it comes to promotional activities - both in the short-term and the long-term?

Are your promotional activities sustainable and can they be progressively built upon?

Do you involve all of your staff in the promotional process?

Do you advertise to also motivate your staff, your agents and reinforce the buying 
decision of previous purchasers?

Have you cultivated a strong relationship with people involved in the local media 
industry?

Will your advertising be approved by Solahart marketing for context and creative? 

Will it face up to scrutiny by the Advertising Regulators?

Does it embrace Solahart’s Advertising and Branding Guidelines?

Do you have a 12 month advertising, PR and sales promotional plan?

Is one person responsible for the implementation of the plan?

Do you analyse your probable competition in connection with the direct and indirect 
promotional methods you use?

Date completed: ______/_____/______  Signed:_____________________________
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Lead Generation and Public Speaking
Few things make as much lead-generation sense for salespeople as public speaking. Your 
prospects get to see you and hear you sharing expertise without any risk on their part. 
Speeches are a perfect opportunity to be seen, heard, and, most importantly, remembered. 

How often do you get the opportunity to have the 
attention of an audience that is entirely under your 
control? It’s an opportunity that cannot be dismissed.

Sure, salespeople like to talk. But let’s acknowledge a universal truth. Nobody loves public 
speaking. At least, not at first. 

Standing in front of a group of strangers can be nerve-wracking. Luckily, there’s a cure, and 
it’s simple: practice, practice, practice. 

The best way to address public speaking fears is to practice under friendly circumstances. 
A range of service clubs such as Apex, Rotary and Toastmasters provide an opportunity to 
improve public speaking skills.

When you are talking in public, you may not be talking to immediate customers, but the 
people in your audience will know someone who may be. 

If you do no more than correct any misconceptions about solar energy and solar water 
heating, you will have aided your business indirectly. They will talk about you and what you 
told them.

Think carefully about who you are going to speak to. Look for lists of social and service 
clubs, environmental groups and the various professional and trade organisations that relate 
to building and construction. Your local paper will be a good place to find meeting times 
and contact details. Ensure you tailor your message to your target audience.

Your audience will respond more to your attitude and demeanour than they will to what you 
talk about. So enjoy it!

Refer to the Resources section of the Solahart Way where you will find a short guide for 
Effective Public Speaking.
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GENERATING LEADS

Lead Generation through Advertising

Advertising is simply what we do to call public attention to our product and service. 
It covers a range of activities and media including television, radio, online presence, 
newspapers, magazines, billboards, posters, point of sale materials and displays. Brochure 
dropping and direct mail are also forms of advertising. 

A Solahart system installed in a prominent location can 
also be considered as a form of advertising.

Solahart has a national advertising budget to increase awareness of the brand and to ensure 
our positioning as a key environmental solution, and as a premium solar water heater 
provider, is maintained.

Solahart takes responsibility for national advertising on TV, online platforms including social 
media and the corporate Solahart Website. 

All local advertising should be produced in accordance 
with the Solahart Advertising and Brand Guidelines and 
approved by the Solahart Marketing department before 
they are placed.
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Local advertising initiatives are encouraged, but great 
care is required to ensure that the key Solahart brand 
values and established brand guidelines are maximised.

The Solahart Marketing department can assist in the production of advertising elements to 
meet specific local requirements to ensure brand consistency.

To be effective with your advertising, you need to know the answers to the following 
questions:

• Who is your target market? 
• Why are you advertising - are you trying to reinforce other elements of the promotional 

mix? 
• What is the appropriate media for your target market and product positioning - is it 

a lifestyle or homemaker magazine, a local community newspaper, a local television 
network, a radio station, your website or your Facebook page? 

• What is the best form of advertising for your target market and product positioning? 
I.e.:
•  Should printed advertisements be in full-colour or black and white? 
•  Should television advertisements be expensive, high quality, long-lived productions 

or designed for only a short life and be inexpensive to produce? 
• Should brochures and point of sale material be high quality or affordable? 

• What is the appropriate style of the advertisement? Does it use the correct Solahart 
brand guidelines? 

• When is the best time and place to advertise? Timing is always important - can you 
take advantage of external factors such as news reports of power cost increases, 
climate change, power failures or local pollution problems? 

• What is the frequency at which you should advertise to ensure that your message is 
seen and absorbed?
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Local Advertising

Local media such as TV, press or radio, are an excellent opportunity for a Solahart Dealer 
to increase their awareness within the community. They have the advantages of being 
geographically targeted, widely read, and with paid advertising, you can control the 
message and the placement.

An important factor with local advertising, as with any other medium, is consistency. Work 
with your local media to develop a long term campaign to help build awareness and 
respect for your business rather than just ad hoc activities when sales are slow. Ensure there 
are visual similarities across your advertisements to develop recognition and top-of-mind 
awareness.

Don’t forget to include yourself in the ‘Trades’ section of local papers and local trade 
publications, where homeowners will look for local services such as plumbers if their water 
heater breaks down, or solar power specialists to clean and check the operation of their 
systems.

The Solahart Marketing 
Department produces a 

range of advertisements and 
templates suitable for use 
in local papers, and are also 
happy to help if you have 

special requests. Refer 
to the dealer intranet for 
examples and request forms.
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Lead Generation through Public Relations, Social Media and Media Releases

Public relations, particularly when working to achieve editorial media coverage, is one of the 
most powerful forms of marketing.

Seeing Solahart together with your name in the media, sends a strong message to your local 
community and helps to build recognition and value in your business. In fact, because you 
can’t buy editorial space like you can purchase advertising space, an editorial is generally 
considered 4 to 6 times more credible than advertising.

Currently, our primary form of PR is social media.

The power of social media is undeniable in today’s world. Facebook, Twitter and YouTube 
are the main protagonists that have transformed the way our entire society functions, it has 
revolutionised the ways we interact with our colleagues, friends and family. 

As communication between a brand and its public is essential, it’s no wonder in recent year’s 
top brands PR and marketing strategies have adapted to this sociological change. Social 
media ensures that a brand’s message keeps moving, creating brand exposure and grabbing 
the attention of key influencers in its sphere. 

It’s a snowball effect in the form of Shares and Likes; 
essentially, the bigger the snowball, the more exposure for 

Solahart.

Social media is a double-edged sword as anyone can publish about a brand online; this 
opens up both risks and opportunities. Comments on a brand are instantly visible; the 
dialogue is not just between the brand and the customer – who may be disgruntled or 
delighted – it is open to much wider and immediate scrutiny. 

This makes PR a fast-paced business nowadays; a quick response to a consumer will have a 
greater impact than any number of press blurbs. This kind of engagement can build brand 
loyalty, creating “fans” rather than just customers. Indeed, social media engagement builds 
authenticity by moving away from the view of companies as faceless entities and this further 
solidifying brand loyalty.

Social Media – Best Practice 
Brands are increasingly using social media to engage directly in interactive communication 
with customers. Social media provides the tools to have targeted conversations with 
customers who can directly drive advocacy and word of mouth on brands. However, 
this valuable two-way dialogue still carries the same risks as any traditional form of 
communication in the public arena. 
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These guidelines, therefore, aim to provide advice and guidance on how to manage this 
increasingly important platform responsibly. These guidelines should apply to anyone 
undertaking social media initiatives in a commercial capacity including, but not limited to, 
employees, contractors and third-party representatives.

Post Consistently – to meet this criterion Solahart needs your help. Dealers are the ones 
who meet the customers, have the stories, receive testimonials, etc. Therefore, we need 
your help to tell the world about our business.  All we ask is that you contribute with one 
story per month so we can consistently post Solahart’s success. 

Being consistent in the quality and types of posts we create can help people know what kind 
of messages to expect from Solahart, and how they tie into our business.

A content calendar can help you plan ahead and make sure the posts you send to us use a 
similar message each time. You can:

• Help us by scheduling posts for us to upload when your audience is online

• Highlight days for major business events or product news

• Create targeted messages that tell your story

• Publish social-media friendly content - A great option is the use of case studies. Case 
studies are some of the most powerful quantifiers you can use on the web. Not only 
do they present clear, concise data, but they also offer perspective in the results. More 
than that, if you present it in the right way, you can elicit an emotional response that 
will prompt engagement and potentially sharing. Add in visuals, and you have the 
perfect content for social sharing, all intending to improve PR and brand image. To 
give you an idea, these are a few stories that would get media attention. You will be 
able to think of others!

o Multiple installations: Have you installed a Solahart system to more than one home 
in the same street? 

o Family installation: Have you installed a 
Solahart for whole families, i.e. brothers, 
sisters, parents, etc.? 

o A remote installation: Is the location 
isolated or part of a completely ‘green’ 
house? 

o A repeat installation: Have you just 
installed the 2nd or 3rd system in a person’s 
lifetime at the same or different house? 

The Solahart 
Marketing 

Department needs 
your help to be able 
to continue to post     
  in Social Media  
    consistently. 
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o Think laterally, where is the oldest working Solahart system in your area?  
The older, the better. See if you can talk to the owner, get a high-resolution 
photograph (at least 500kb or more) of the system and, if possible, the owner’s 
comments.

o Develop a database of testimonials. People who have had a good experience 
with Solahart and are willing to be interviewed or to include their story in 
advertisements and editorials make for great testimonials.

o How many Solahart systems have been installed in your territory? When that 
number has a nice sound to it, say 5,000 - use that for the customer, a street sign 
and the media. It could be a new suburb - the number might be lower but still 
interesting enough.

o Do you have any local celebrities who have purchased a Solahart product? Would 
they be willing to cooperate with you?

Target Posts – Depending on your goals, you may 
want to post something that will interest people in 
specific ages, genders or more. As you refine your 
targeting, you’ll see how many people your post could 
potentially reach. 

Keep Post Images and Text Fresh – The more 
recent our posts, the more interest they will create in 
people who see them. To keep our social interaction 
stimulating, we need to post timely content. For 
example, if an important holiday has just passed, it’s 
time to post about the next holiday or event. 

We will test which posts work best, review their 
performance and keep you informed; and we will 
respond quickly to comments on stories to let fans 
know we are listening to feedback. At the same time, 
any complaints will be passed on to the respective 
dealer and State Manager so they can be handled 
accordingly.

Boost Important Posts & Adverts – The best way to 
reach people when promoting our products or services 
is with Boosted Posts. Solahart will at times:

• Select the best stories received and boost 
them to take interested people to the Solahart 
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website.

• Reach more people through important posts like a new product or offer 
announcements.

• Find new customers by targeting new audiences.

Connect with Words and Pictures – The right combination of images and alluring copy 
that reflects your business objectives can really get your audience interested. 

Solahart will keep these tips in mind when writing posts and ads:

• The use of high-quality photos that showcase Solahart products or lifestyle images of 
people interacting with them.

• Keep sentences short and instructive. Quickly inform people why they should pay 
attention to the story.

• Avoid promotional phrases such as “buy now” and “shop now.” This language may 
make it harder for your posts to reach the people you care about.

• Test different photos and messages to see which ones your audience responds to 
most.

Review Post Performance – Solahart will actively get a better understanding of who our 
most engaged audience is by regularly checking our Page Insights. 
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Dealing with Difficult Customers Online

When someone uses social media to attack your business, your first natural urge may be 
to try to persuade the attacker into removing the complaint. Think carefully before taking 
that course of action. The rule online is that a defensive reaction tends to bring additional 
publicity, very negative publicity. 

This rule even has a name: the Streisand Effect, named after Barbra Streisand, who sued 
a photographer in a failed attempt to remove a photo of the singer’s precariously sited 
mansion from the California Coastal Records Project. Streisand’s aggressive reaction to 
free expression offended some followers and fascinated others. The result was a far wider 
distribution of the photograph she wanted to suppress – on T-shirts, websites, coffee mugs – 
and a permanent blemish on her public image.

Over and over, brands and businesses discover the inviolability of the Streisand Effect the 
hard way. Threatening or being rude to your online customers rarely solves the harm they 
are causing you, and it often backfires dramatically.

Any public, digital argument with a customer is an exponentially greater risk to your 
company than the old-fashioned style that didn’t involve social media.  

Without a doubt, arguing with customers has always been a losing proposition for a long 
time. But today, those same arguments are far costlier online, because of all the additional 
customers and prospects you risk losing who are watching from the sidelines. So make sure 
everybody who represents your dealership online has taken the time to learn how to slow 
down, breathe, and bite their tongue — consistently. Train them to think of the big picture. 
The future of Solahart likely depends on it.

Make sure everybody who represents your dealership online 
has taken the time to learn how to slow down, breathe, and 
bite their tongue — consistently. Train them to think of the big 
picture. The future of Solahart likely depends on it.

1. Reach out directly to online complainers.

Reply publicly in the same forum they chose. List offline ways to reach you (including 
a real, monitored email address and/or phone number), and express your regret and 
concern. Contacting a social media critic to request an offline conversation is the 
digital equivalent of ushering a loud and angry customer into your office for a discreet 
discussion; you move the discussion out of a public venue and into a one-on-one 
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situation, where you can work directly with them without thousands of eyes dissecting 
your every move. After a successful resolution, politely ask the complainer to amend or 
even withdraw the original ugly comment.

2. A delayed response can create a social media fiasco.

Can you spell F-I-A-S-C-O? The formula in social media is simple: Small Error + Slow 
Response Time = Colossal PR Disaster. Put differently, the magnitude of a company’s 
social media embarrassment is proportional to how delayed its online response was. 
An event in the online world gathers social steam with such speed that your delay 
can become more of a problem than the initial incident. Even an afternoon’s lag in 
responding can be catastrophic.

3. Social media responsiveness is customer service.

Whoever handles your social media responses needs as much customer service skill and 
training as your traditional customer service reps. Sure, it’s customer service at breakneck 
speed, with lots of hazards and quirks, but it’s still customer service. So, if some of 
your customers expect that you will serve them via social media, meet their online 
expectations superbly. Engage and assist those customers online as energetically and 
effectively as you do through traditional service channels.

Get this effort off on the right foot by staffing your online presence with your own 
people. Proper staffing is crucial. Companies often make the mistake of leaving their 
social media teams in the hands of technical experts instead. Technical wizardry is an 
essential resource, but don’t let that technical tail wag-the-customer-service-dog. Let 
your ‘people experts’ lead the way — because your social media team needs to be every 
bit as customer-centric as your other support/ response channels. If not, it’s bound to 
hurt your brand rather than help it.

4. Prevent most online complaints in the first place.

Unhappy customers are unlikely to complain in a public forum like ProductReview if 
they know they can use email, the phone, or a feedback form to reach us directly - and 
if they feel confident that their problem will be addressed immediately. Solahart will do 
everything possible to ensure that the first impulse of such customers is to reach out 
to us directly, day or night. Overall, we aim to become widely known for our rapid and 
satisfying responsiveness, so customers will come to us, offer to help us improve — and 
will keep their complaints and misgivings “in the family.”

Social Media is extremely important in Crisis Management.
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As consumers experience this kind of engagement, the absence of some brands from social 
media becomes all the more noticeable. Brands that do not engage can also alienate users 
and damage reputations through their absence. Such brands also risk being unaware of 
discussions going on in their market. A quick response from a brand can maintain greater 
accuracy of the information in their social sphere and keep on top of rumours and leaks - 
Social Media is extremely important in crisis management.

Building social media presence allows Solahart dealers to get to the stage where customers 
are creating positive PR for the brand. Dealers can not only offer customers a better service 
by interacting with them on a more personal level, but they can also reach a greater 
audience through these channels at very little extra time and cost. 

Customers bring new customers, and their 
recommendations can spread further now than pre-

social media word-of-mouth. Social media provides a way 
to research and connect with influencers. Building genuine 
relationships with people who have an influential presence 
online is an essential avenue for both PR and marketing.

An important fact is that customers will likely be spending more time on a social media 
platform than on a brand’s website. Having the Solahart Facebook page along with our 
corporate YouTube account for our target audience to converse on will draw in and engage 
far more potential customers. So as you can see, the importance of social media activity for 
brands in the PR world today has never been so critical.

In addition to social media and other media outlets, you might like to use the same principle 
in your newsletters or direct mail initiatives. 

Here are some tips on how to best use the media releases you may receive from Solahart.

What to do with your media release (PR)?
From time to time you may receive media releases from Solahart as Word documents (.docx 
file). They are designed for you to tailor with your name, business name and contact details 
and then send to your local media contacts. All you need to do is insert yourname and 
contact details in the marked areas. Please only change these details and not any other 
content in the body of the release.

We recommend you try to send the media release out within a week of receiving it. This 
should ensure media coverage for you within two weeks.
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Who do I send media releases to?
Virtually all Dealerships differ in one way or another; however, a common feature is 
advertising representatives and agencies. They are your first point of contact, and from there 
you should build a list of basic contacts. You may find there are other publications in your 
area that you would like to send information to. We encourage you to add them to your 
basic list to create your own contact database.

How do I send out media releases?
Once complete, you can send this media release to the media in a variety of ways. 
Importantly, please don’t just attach the word document to an email.

Create a PDF version of the document, then attach and email to your contact’s address. We 
recommend that you also cut and paste the content of the word document straight 
into the body of the email.

When emailing, use this example Pro-forma for the subject line:

Media release: Summer, the best time to switch to solar hot water!

When is the best time to send a media release to your local paper?
If your local paper is weekly or bi-weekly, it is best to send media releases to your media 
contacts on the day their paper is published. Their deadline is out of the way, and they are 
planning for the next edition.

If your local paper is daily, it is best to send your media release early in the morning. This 
enables your release to be considered for that day’s media conference.

It sometimes helps to call your contact just BEFORE you send the media release, so they 
know to be on the lookout.

Is there a better weekday or time of day to contact a journalist? 
It is always best to call in the morning, especially if the paper is daily. The golden rule is 
never to call after 3 pm! They are getting close to their deadline and won’t be in a mood to 
chat about a story that, in all likelihood, is not going to make their front page!

AFTER you send your media release, a follow-up call to make sure the information reached 
its intended destination is recommended – but don’t hound the media! We also recommend 
that if you get put through to a voicemail, it’s better to call back later to try and catch your 
contact directly.

How will I know if my story is going to get coverage?
The best way to tell if your story will get a run is to keep an eye out. If you don’t see 
anything within the week that you send out your media release, it is appropriate to check in 
with your contact to see if there’s any additional information you can provide.
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If you haven’t heard back at all from them – either for additional comment or for a 
photograph to accompany the story, there is a chance you won’t make the paper. Don’t give 
up – there’ll be another opportunity soon, and persistence pays off.

If you do get a story in the paper, please scan it and send it on to your State Manager. Your 
effort in gaining local media attention is appreciated, so when you get a win – let us know!

What if I have an idea for a media release?
You’re on the frontline of the Solahart business, so you see great day-to-day stories just 
waiting to be told. If you think you have a story, or if you think there’s a theme you’d like 
a media release on, send ideas to Solahart using this Pro-forma for the subject line when 
emailing with story ideas: SOLAHART: Story Idea (your territory name).

Can Solahart promote my story?
Absolutely! Solahart, like many media organisations, is always on the lookout for genuine 
news articles and supporting images to place online. Customer testimonials can be featured 
on Solahart’s website and Facebook page, which is a great way to stimulate a tech-savvy 
audience.

What if the media contacts me about something negative?
If you know there’s been an incident with a solar system and a journalist calls you, chances 
are, that’s exactly the reason what they are contacting you. If you’re not familiar with the 
journalist, ask for their contact number, check the topic of their story and ask for a deadline 
to call them back. Please make no comments at any stage, and then contact your State 
Manager directly and advise them of what has happened.

Finally, a few tips on dealing with journalists.
Treat a journalist as you would your best customer. In taking your media release and possibly 
writing a story based on it, they are doing you a favour.

Try to avoid talking to journalists about how much money you spend on advertising in their 
paper. No doubt that in regional and local media, the ad spend can help grease the wheels 
of getting some editorial coverage, but it’s still a bit of an unspoken truth. No journalist likes 
to feel they have been bought – which is why editorial is considered 4-6 times more credible 
than advertising – it can’t be bought.
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Lead Generation through Advertising Boards/Corflute Installation signs

Why not turn a front lawn into a front page ad and be seen day after day? 

Create more awareness for your dealership with advertising boards that turn heads and get 
the word out. Corflutes are lightweight, weather-resistant and offer great visual appeal for 
your dealership. Corflute signs are an excellent option for dealers who want to advertise 
their services onsite, while the installation is taking place.

Coreflute will last between 6-12 months and is an excellent short-term signage option.

Refer to the Resources section of The Solahart Way for more examples.
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Lead Generation through Online Leads

Where do the online leads come from?
Most of our online leads come from the Solahart corporate website. Our website is the hub 
of all Solahart’s future online marketing and thus online lead generation activities.

Here’s the basic flow of how website leads are generated online:

Once the traffic is driven into our website, it’s our website’s job to turn those website visitors 
into leads. This is called “converting” which means you convert a website visitor (who is a 
stranger to you) into a qualified lead to be followed up.  

A website converts a visitor (stranger) into a lead by getting a visitor to provide their name 
and contact information via a website form (or getting them to call you on the phone and 
provide this information).

How does Solahart increase website traffic? 
Solahart increases website traffic through “traffic driving tactics.” These tactics include: 

Search Engine Optimisation (SEO) — Get the technical aspects of the way your website 
is built in order, so it’s easy for search engines like Google to crawl. This includes technical, 
buzzword things like setting up 301 redirects, optimising meta-descriptions and page titles, 
and fixing errors. This also includes improving the overall usability of the site for the user. 

Social Media Marketing — This includes participating in conversations our customers are 
already having on social media platforms like LinkedIn, Facebook, and Instagram. By helping 
us post helpful content on social media, you can help drive those social media users back to 
the Solahart website. 
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Email Marketing — Sending helpful, informative emails to a qualified email list will drive 
people to our website to learn more information. We also use our partners to send email 
marketing messages to their own database, advising of our current promotions.

Referral Traffic — When you create helpful content (such as a great installation story, 
customer testimonials, reports, webinars, or eBooks), and you tell the world about it via 
social media or email, other websites may then link to it (as a reference). You will, in turn, 
receive traffic from their websites.

When implemented successfully, these tactics can increase the quality of traffic visiting our 
website.

Website Leads

Some interesting statistics:

• If you follow up with web leads within 5min, you’re 9 times more likely to convert them.   
• Research shows that 35-50% of sales go to the vendor that responds first.   
• 44% of salespeople give up after one follow-up.
• 80% of sales require five follow-ups. 

This means 44% of salespeople have an 80% probability they won’t close the sale. 

Too often we give up 
after one follow-up 
email ... despite data 
proving that multiple 
follow-ups are required.

• Research shows that 35-50% of 
sales go to the vendor that responds 
first.   

• 44% of salespeople give up after one 
follow-up.

• 80% of sales require five follow-ups...

4444%% of sales people  of sales people 
  have an 80  have an 80%% probability            probability           
  they won’t close the sale  they won’t close the sale 
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Lead Generation through Direct Mail and Flyers

Brochure dropping and direct mail activities are all about numbers and can be cost-effective. 

Every day you and your staff are working in areas where there are large numbers of homes 
without Solahart water heaters. Just getting into the habit of dropping a brochure or suitably 
tailored printed material such as flyers into the letterbox of homes (or door hanger POS) 
around the area of a recent installation encourages homeowners to consider making the 
switch to solar. 

It also gives them the opportunity to discuss the installation process and the benefits with 
their neighbours, which can be a great source of referral.

The more pieces distributed, the more chance of a result. 
You can do things to improve your success rate by 

careful targeting and by developing well-designed material 
or utilising Solahart designed material.

Look at focusing on areas within your territory with a higher opportunity for success such as:

• Areas developed in the last 10 years where conventional water heaters are starting to 
require replacing. 

• Areas where there is no reticulated gas available if you are targeting electric water 
heater replacement. 

• Areas with an older population who may be interested in lowering their ongoing 
energy costs or conscious of doing the right thing for future generations. 

The important thing to remember about brochure dropping and direct mailing is that they 
are activities that, if undertaken on their own, require your prospects to react. Sometimes 
you may be lucky, and your activity may coincide with an existing water heater breaking 
down or an existing intention to replace or buy a new water heater, but this is rare. You need 
to think about what you can do on a pro-active basis to support your direct mailing and flyer 
dropping.

Direct mail campaigns are more effective if they incorporate a personalised letter. Envelopes 
are important as everyone receives too much junk mail, so your task is to ensure your piece 
is opened and not dumped in the rubbish bin.
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Well-crafted letters are important

If you received a personally addressed letter with a strong and familiar company logo on the 
outside, would you read it? Would you at least open it? The answer must be yes; but once it 
is opened, it is the contents of the letter that will make the lasting impression.
You should ensure to write well-crafted letters to householders, outlining the benefits of a 
Solahart system and how you can help them save energy, money and live a more sustainable 
life by reducing their carbon footprint. 

The way this is done will depend on local circumstances. For example, if you have a system 
installed in a particular street, tell the neighbours! Themes such as “Have you seen what 
your neighbours are doing?” have proven to be very effective. They may know already, but 
it does not harm to reinforce the information. Use the easiest way to get them to respond. 
Don’t ask them to do any work. Always include the Solahart telephone number or website/
email details if seeking an online response.

Personally addressed letters have a much better chance of being read than junk mail 
addressed “To the Householder”; however, it is not easy to get addresses. Consider 
approaching local clubs for member lists and getting lists of building approvals from council. 

Be sure that you understand any codes or regulations before direct mailing potential 
customers. Presentation is critical; basic letter layout rules are presented in the Resources 
section of The Solahart Way.

Other opportunities for a mail-out may be when there are news articles of rebates, 
greenhouse gas announcements, power cost increases or even blackouts. This requires 
thought, monitoring and another eye on the budget.

You may also consider using direct mail to put you in 
touch with other business people who may be able to help 

you - write personally to plumbers, electricians, home 
designers, architects and specifiers and push the benefits 

of solar.

In all cases, a computer database (CRM – Customer Relationship Management Database) is 
invaluable. You can keep records of responses, and above all, you can prepare individually 
addressed good looking quality letters using mail merge techniques.

Flyers and direct mail campaigns must be structured with at least three drops to be most 
effective, with each being two weeks to a month apart. The second and third drops should 
incorporate a “call to action”.
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Remember, all this mail activity is not necessarily aimed at getting leads but laying the 
foundation for other activities. Naturally, all mail activity will work better if it is coordinated 
with corporate and local advertising campaigns.

Flyers and direct mail campaigns are even more effective when undertaken as the 
introductory component of integrated telemarketing or door-knocking campaign.

Some sample letters are found in the Resources section of The Solahart Way.

Lead Generation through Shows and Exhibitions

The objective of any exhibition appearance is always to maximise face-to-face contact 
opportunities. In some cases, it is possible to make a sale at an exhibition. Still, generally, 
the objective should be to convert prospects into leads and to secure appointments for 
follow-up sales presentations and in-home solar assessments. 

Giving quotations at exhibitions may be dangerous as the site may require a different 
solution to the one discussed at the exhibition. Once you have given your prospects a price, 
there is no further reason for them to talk to you. Your close rate will always be higher if you 
can make the sales presentation at their home and all key decision-makers are present. This 
step is fundamental to building a person to person relationship – refer to First Impressions 
and “8 Steps” Training later in The Solahart Way.

Trade shows and exhibitions tend to be one of the most 
expensive forms of marketing. And because of the costs 
incurred, many businesses are deterred from exploring 
the opportunities they present, which could be a mistake.  

 
With the right approach and strategy, trade shows 
and exhibitions can become lucrative lead generation 

strategies. 

Trade shows and exhibitions tend to be themed and so will attract people who are 
interested, at some level, in the products or services that you offer, which puts you in front of 
a large number of prospects in a short space of time.

They can also be an excellent opportunity to position yourself as an expert in the solar 
industry. So if the opportunity presents itself to form part of an expert panel, deliver a 
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presentation or run a seminar, grab it. It will instantly raise your credibility amongst the 
show’s audience as well as being a powerful PR story that you can work to your advantage.

Also, trade shows and exhibitions don’t just have to be about connecting with new leads – 
you can also use the opportunity to meet with industry experts, editors and reporters and 
raise your profile.

People will respond to some fundamental instincts. If you arrange your display correctly 
and professionally, they will take an interest. Your display must be of the highest standard. 
Attention to detail will show visitors that you care and will make them more comfortable to 
have you visit their home. 

Refer to the Resources section of The Solahart Way for a detailed Exhibition Procedure.

Multiplying the ROI of your exhibition investment

Have a lead generation plan, set goals and targets

Too many businesses fail to give sufficient time and attention to their trade show presence. 
As such, they turn up on the day with poorly briefed staff, an uninspiring stand and oodles 
of unfocused leaflets or brochures that end up in the bin at the end of the day.

The secret to a successful trade show or exhibition is to 
know in advance precisely what you want to achieve – and 

then craft detailed plans to help you deliver.

Even if it’s your first-ever trade show, don’t treat it as an exploratory opportunity. Instead, 
know exactly the number of well-qualified leads you expect to secure. This goal needn’t be 
unrealistic if you’ve done your planning and research correctly. Then, once you have a figure 
in mind, you can determine your “at-the-stand” strategy.  

Have a plan to break the ice

You will need to develop an effective way to approach people who may not even have 
intended to stop at your display, which means you will need to know how to “work the 
aisles”.
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Have a plan on how to answer questions

You can expect to receive the same questions from a succession of people, so you should 
develop standard open answers that encourage the conversation moving in the direction 
that you wish it to take.

Staffing the display

You must ensure the display is never left unattended or understaffed as it is an expensive 
investment and you never know how many potential sales may be lost. 

All personnel on the stand must be neat and tidy and dressed in a uniform way that clearly 
identifies them as your Solahart team.

With the potential for thousands of visitors to pass by your stand and a limited number of 
staff, you need to be savvy with the amount of time and attention you give to people. Move 
on from small talk quickly and instead spend time during one-to-ones finding out if the 
person is a realistic prospect. 

Your questioning technique and the quality of your staff briefing will be crucial here. Find 
out if the person is a decision-maker. Determine why they have come to the show and if 
they have a genuine interest in what you have to offer. If they do, move on to the next stage 
of your sales pipeline. And if they’re not truly interested, politely say goodbye and make 
yourself available to speak with other prospects; however, always let them know that you are 
available if they have any further questions.

Giving people a reason to stop and talk to you

Consider freebies; they are great for attracting attention. Arm yourself with giveaway items 
such as show bags, stubbies, pens, water bottles, balloons or stickers.

Giving people a reason to provide you with their name and contact details

During the exhibition, you will collect a pool of contact details of people who are potentially 
interested and are ready to find out more. So make it easy to collect that data and have a 
robust and quick process for doing so.

Consider a “show promotion” such as a raffle which allows you to obtain names and 
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addresses - but be selective; you need leads, not just a collection of information. You 
must consider how and when you will market to this database and observe Competition 
Legislation that applies in your market.

Follow up

Trade shows and exhibitions create a buzz – but that energy and excitement will not last 
long. What’s more, because your prospects are likely to have visited a vast number of 
stands, you risk being quickly forgotten.

One way to overcome this issue is to follow up any leads quickly; otherwise, you’ll lose 
momentum. But be creative and avoid the predictable “thanks for visiting our stand”. 
Instead, identify what you need to do to nudge prospects further along the sales pipeline 
and focus on that.

Lead Generation through Showrooms

If your office or showroom is located in an area where there is considerable passing traffic, 
then you should use it as a means of generating leads. It should be treated like an exhibition 
where you are trying to obtain appointments for a free in-home solar assessment. It is 
important to project the latest/current promotional theme and material to maximise your 
exposure.

Suppose your office is located in an area where pedestrian or street traffic is minimal. In that 
case, you need to consider the level of showroom investment that is appropriate to project 
yourself and your business as most professional and businesslike.

Lead Generation through Personal Contact

Every personal contact can be an opportunity to promote your business. These days, most 
people are interested in the environment and climate change, so being asked what you do 
for a living allows you to promote the benefits of Solahart and position yourself as an expert 
in the field.
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Lead Generation through Business Development Activities

Business Development comprises several tasks and processes generally aiming at 
developing and implementing growth opportunities within your Dealership. Business 
Development should be a core part of your business’ growth strategy. 
 
Business Development activities are essential to every successful Solahart Dealership and 
a cost-effective way to generate leads within your local community. Every Dealership, 
regardless of size, should have at least one person responsible for business development 
activities, even if it’s in addition to other responsibilities.

Below are some programs available that can be run in your territory (Refer to the Resources 
section of The Solahart Way for some examples).

Schools Program:
The Solahart Schools Program can be approached in many ways, from attending School 
Fetes or approaching the school P&C committee.

When approaching a school you should position this program as a Fundraising opportunity, 
along with the environmental and financial benefit this brings to the overall school 
community. You have the best chance of getting through the door if this is your objective.

Clubs Program:
Each Dealership territory has a range of sporting clubs, RSL clubs, bowls clubs and local 
community clubs that are a perfect target for generating local lead opportunities. 

When approaching clubs, it should be done in a way that makes it mutually beneficial for 
both the club and their members to gain maximum exposure. Plus, don’t forget that the club 
itself may be a golden opportunity for solar.

When you join a club, your commitment may be time rather than money. There are 
numerous service, sporting and networking clubs to consider but to make this work you 
must be active. Involvement with committee work is an example. 

A club with a building is one way of getting your goodwill and product name working. This 
could be a flag on a sporting club, the Solahart name on an appropriate vehicle such as a 
boat, a yacht or spinnaker sail.

You should always seek to become known as the “Solahart person”, or the “environmental 
spokesperson”.
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Real Estate Program:
The opportunity with real estate is a big one. When you consider that 20% of all houses in 
Australia are rental properties (or 1 in 5), you realise that this is a market segment largely 
untouched by solar companies. 
The segment of the real estate industry which we are aiming to focus on therefore is the 
property management division who run the rental rolls for these companies and who are 
also responsible for managing the assets of the rental properties. 
Make contact with your local agency’s Property Managers and discuss the financial benefits 
of going solar.

Recommend a Friend/Thank You Card:
Referrals are one of the most important, low-cost Business Development opportunities that 
exist for Solahart Dealers.

Dealers have access to a $200 Recommend a Friend Card, which is orderable online, via the 
Solahart portal. 

If you receive one of these and the new/referred customer purchases off you, the customer 
who gave them the voucher is now eligible to receive this new $200 referral incentive. 
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Business to business sales opportunities
Business to business sales opportunities include plumbers, electricians, builders, roofers 
and any other trade that can refer our product for you. In return you can refer work back to 
them, or you may offer them our “Recommend a Friend” deal. In the plumber’s case, they 
may want to install the product as an Agent. Plumber Agents in regional areas are a great 
opportunity to enhance your scope of sales. 

Advertising collateral can be offered to your Selected Agents; however, as you are the 
custodian of the Solahart brand, you must ensure all are advertising guidelines are followed.

Sponsorships
Every organisation wants a sponsor. The process of sponsorship is also part of your 
promotional activity. It does not necessarily generate leads, but it certainly helps to reinforce 
your brand and your business as a local entity.

How you select the people or organisations you wish to sponsor is a matter of personal 
choice, but there are some possible actions you can take:

• Write to sporting and service clubs and other groups announcing your decision to 
sponsor someone for the year ahead. 

• Insist on attending a committee meeting or annual general meeting to discuss 
possible commitment. 

• Evaluate the benefits to both Solahart and your business which may arise - look at 
possible media coverage or the potential for signage or other exposure in prominent 
places. 

• Ask for the opportunity to address a meeting. 
• Consider providing a Solahart solar system for a clubhouse or other prominent 

building that has a significant number 
of visitors or is exposed to passing 
traffic - consider selling the system 
at cost or as a donation - your goal 
is to acquire good exposure and 
credibility. 

• Consider an inexpensive sponsorship 
by donating a prize to a high school 
or tertiary institution - subjects such 
as environmental science, solar 
energy or even marketing may be 
appropriate targets. 

There are so many different 
ways to place the Solahart 
name in front of the public 

that it may be difficult 
to make a choice. Always 
think about your best 

customers and prospects 
and how they might relate 

to a sponsorship.
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Door-Knocking
Door-knocking can be an effective means of gaining an appointment for a subsequent 
Solahart sales presentation. Try door-knocking at the homes surrounding a house where a 
Solahart is about to be or has just been installed. Your opening line might be something like 
“my installation team will be in the area tomorrow, and I thought I would let you know in 
advance in case you were wondering what was happening”. 

Ensure you understand your local legislation before you embark on this type of activity. 
Solahart also has details on how Dealers have structured their door-knocking in their local 
area. 

Please refer to the Resources section of The Solahart Way for full strategy documents.

Telemarketing
Telemarketing can be an effective means of gaining appointments for subsequent in-home 
sales presentations. But telemarketing is not for everyone. Like brochure dropping and 
direct mail, telemarketing is a numbers game. Many calls may need to be made to secure 
one appointment.

For best results, telemarketing should be preceded by a direct mail campaign.

Offers with a Partner
Running a lead-generating marketing campaign in conjunction with another business is a 
great way to increase awareness and spread your business’ reputation.
You must coordinate your marketing campaign with a business that has a similar target 
market.

Here’s a step by step:

1. Approach a business (or individual) with the same target market as your own, with a 
formal request for coordination.

2. Outline your view for the lead-generation campaign, and work with them to convince 
them how well the campaign will work.

3. If compensation is discussed, be sure you have a good idea of what the ROI will be 
for the campaign before you agree.

4. Promote the campaign several weeks in advance, generating buzz and increasing 
excitement.



Introduction Your market Lead generation Sales process Style guide

The Solahart Way - Export 202034

Products & services

LEAD GENERATION

5. Ensure your partner is also promoting the campaignwithin their circles - on social, in 
email, and with their existing clients.

6. Share the leads generated by the campaign. If your existing clients are included in the 
list of leads, exclude them and visa versa.

Promotions and campaigns like this are a great way you can give your existing customers 
something valuable while gaining new leads from a business similar to yours. With the right 
reward, both companies involved get new, qualified contacts.


