ABSTRACT
This white paper describes eight leading practices for written communications about
resilience solutions from resilience solution providers to their current and potential
“clients” (primarily electric utilities). These written communications typically range
from thought leadership reports and white papers to marketing collateral, social
media, blogs, and other content. This white paper specifically addresses thought
leadership communications early in the client engagement cycle that inform
marketing and sales activities later in the cycle. The audience for this white paper is
manufacturers, consulting firms, service providers, and others that provide products,
services, or solutions to electric utilities and other entities that help enhance the
resilience of the electric power infrastructure. The practices in this paper aim to
position these solution providers as thought leaders, resilience experts, and
ultimately, the company selected to supply to utilities various resilience solutions.
These practices apply equally well to a range of today’s threats to the resilience of the
electric power infrastructure, including wildfires, extreme weather, cybersecurity and
physical security attacks, solar storms, and others.
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BACKGROUND
Hoffman Power Consulting has written more than 1000 documents in the electric power industry and gained
client feedback on what worked best. From this process, Hoffman assembled leading practices for writing in the
electric power industry. Hoffman then applied and refined these practices while writing white papers, reports,
marketing collateral, presentations, and other technical and marketing content on electric power industry
resilience. This included resilience to wildfires, extreme weather, cyber security, physical security, solar storms,
and other threats. Hoffman found that its leading practices worked especially well at communicating the
complexities and sensitivities of electric power resilience issues and solutions. This white paper lists eight
leading practices for developing effective communications, when the audience is electric utilities and the topic
is electric power resilience.

1. BE SENSITIVE
The electric power industry faces a wide range of challenges regarding
resilience to wildfire, extreme weather, and other threats. In some cases, these
events result in lengthy power interruptions, property destruction, disruption
of communities, and in severe cases, significant utility financial repercussions,
and tragically, loss of life. As a result, any written communication between
electric utilities and providers of solutions to enhance resilience should be
sensitive to these potential adverse outcomes.
Unfortunately, many recent examples of wildfires and extreme weather
events have required tactful communications. Wildfires in California and
Australia resulted in wildlife deaths, habitat destruction, human loss of life,
and untold misery. The aftermath of hurricanes and lack of resilience in
Houston, the New York City area, and Puerto Rico – to name a few – also
resulted in suffering and loss of life. In its white paper “How can utilities
proactively improve resiliency before disaster strikes,” Landis+Gyr sounded the

Sensitivity to wildfire impacts (e.g.
threat to koalas in Australia’s bush
fires in 2019/2020) is vital.

right note with this assessment of the Puerto Rico and Texas disasters [1]:
Although the lack of electricity directly caused suffering, the bigger issues were the
impacts on water, sewer, ports, and the distribution of food and fuel. The big lesson
from the 2017 natural disasters is that community resiliency is even more important
than the resiliency of the electrical grid. Community resiliency can be measured by
how fast an area can get basic, life‐preserving community functions up and running
after a disaster.
This sensitive approach and tone make clear that electricity and Landis+Gyr’s technology – important as
they are – serve a larger goal. Recognizing and acknowledging the tragic circumstances of an event should
precede a logical analysis of the problem and potential solutions. In his Rhetoric, Aristotle recognized
more than 2000 years ago that persuasive and powerful communications rely on emotional and ethical
appeals, as well as logical arguments.
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To incorporate sensitivity in written communications about resilience, use local examples and information
relevant to the event. Acknowledge and express sympathy for the human suffering and environmental
damage caused. Do not shy away from addressing the audience and the emotional and ethical dimensions
of the event.

2. MAKE IT NEW
Readers approach a white paper or other thought leadership piece on resilience with different levels of
knowledge. Some may be the company expert; others may know little or nothing about the topic. In most
cases, the audience is familiar with the topic but wants to learn more. Try to provide all readers new
information, a new perspective, or an unexpected insight about resilience. Make it new.
With a topic as discussed and debated as resilience, this task may not be easy. Service and solution providers
are understandably tempted to discuss their solutions. However, including more than a page or so about
these at the end of the thought leadership piece is not
recommended (see practice #7 below). Following are some
suggestions for ways to “make it new”:
•

Describe a new or emerging approach. Though challenging,
try to build the content around a new or emerging idea or
method, and then describe its ramifications. For example, an
article on a Rocky Mountain Institute collaboration with Holy
Cross Energy (electric cooperative in Basalt, Colorado)
provides a template for how vulnerable communities can
work with the local electric utility to enhance resilience [2].

•

Report insights from new research. A comprehensive
literature review on an aspect of resilience not yet thoroughly
investigated may identify patterns, trends, or new or
overlooked information. For example, Converge Strategies
recently released a report it produced for the National
Association of Regulatory Commissioners on methods of
incorporating the energy resilience value of distributed
energy resources into investment decision making [3].

•

Report insights from a new survey. Surveys can be
approach, such as collaboration with
expensive and time consuming, but properly structured,
communities on community resilience.
they can provide thought‐provoking insights. For an
example of how a survey can “make it new,” see the discussion of Itron’s 2019 Disaster Preparedness
report in practice #4 below [4].

•

Analyze and recommend specific action. In light of the urgent need to enhance resilience to various
extreme events, many readers seek more than analysis and synthesis of information – they want
recommended action. For example, Sonoma Technology Inc co‐authored a “Community Wildfire
Protection Plan” for Marin County (California) that included specific recommendations to address each of
five key goals [5].

To “make it new,” describe an emerging
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3. TRY ON THE AUDIENCE’S SHOES
Most readers respond more positively when written content speaks their language, and is tailored to their
particular background and objectives. Yet many companies fail to do this, instead using their own terminology
and covering what they want to cover, not what the reader
wants to know. To effectively tailor content to a particular
utility audience, try on their shoes:
•

What motivates them to act?

•

What is unique about their situation?

•

How do they describe the situation – what words do
they use?

Write the content so that the reader’s relevant questions are
addressed. Use terminology that is part of the audience’s
lexicon, and refer to relevant regulatory, state, and local
activities that resonate with the target audience. Review

Speak the language of the audience, and tailor the
content to their particular background and objectives

recent wildfire and extreme weather

events in the audience’s geographic area and describe how the

solution can address events like

those in the future. Apply a relevance check to each portion of

the material: Why is this important

to the specific targeted reader?

4. ENGAGE THE READER
With the advent of video marketing, the short attention
span of social media, and pushback on information
overload, holding the reader’s attention with content longer
than a tweet is challenging. One way to engage the reader is
compelling storytelling. Since ancient times when oral
tradition was the primary means of passing information from
generation to generation, people have responded positively to a
story. One storytelling approach uses the problem‐solution‐
benefit flow of information popularized in case studies (aka
success stories):

To engage the reader, adopt a storytelling
approach, organize content in a listicle, or
divide the content into actionable sections.

1) Briefly set the context by describing the relevant resilience
challenge
2) Describe the leading practices for addressing the challenges – and interweave the benefits of each.
3) At the end, factually (and briefly) describe the resilience solution that the author recommends (see
practice #7 for more on this step
Another reader‐friendly way to organize content is the listicle format used in this paper. Listicles provide a
numbered list of recommended practices, considerations, results, etc. Agnipravo Sengupta explains “why
listicles are the new face of content marketing” by pointing out that “our brains love lists,” “readers know what
they’re getting into,” and listicles offer “great traffic, low bounce rate” [6].
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A third way to organize content is to divide the report into three (preferably action‐oriented) sections. For
example, Itron organized its 2019 Disaster Preparedness report around a three‐part resilience mantra—
prepare, respond, and recover [4]. This report organizes the results of an online survey of 512 consumers and
303 utility executives into these three useful and action‐based sections.
This structure presented the material in a resilience‐relevant format. The survey also uncovered the following
insight: utility executives cite the difficulty of prioritizing investments as their primary barrier to acquiring new
disaster preparedness technology. Companies and consultants that can address the issue of how to prioritize
resilience investments are likely to find their services in demand [4].

5. STAY POSITIVE
Today, wildfires, hurricanes, and other events (or even images
of these) that threaten life and property can certainly instill
fear. However, in content marketing materials, instilling fear,
uncertainty, and doubt (sometimes called “FUD”) in readers’
minds is likely to seem trite and counterproductive. Examples
of this include an excessive number of extreme event images,
as well as implications that non‐action, inappropriate action, or
insufficient action will lead to negative consequences.
Alternatively, to help demonstrate thought leadership, resilience
solution providers are likely to be more successful with an approach

To “stay positive,” move quickly to
recommendations, emphasize potential positive
outcomes, and use positive images of
collaboration.

that takes the high road. Most business and technical decision
makers seek benefit‐rich solutions to achieve goals, rather than an emphasis on obstacles or negative outcomes.
Moreover, most decision makers like to work with people who think positive. Hence, the following approach is
recommended:
•

Move promptly from a succinct, factual statement of the challenge addressed in the content to the
recommended approaches, solutions, and benefits.

•

Emphasize the potential positive outcomes of recommended products, services, solutions, or actions,
rather than the potential negative outcomes of not adopting them.

•

Use positive images of solution implementation, people working together to address challenges, and
charts of proactive methodologies, rather than images of adverse outcomes.

Note that to provide initial context on a cover page or home page, an image of a wildfire or hurricane may be
necessary to provide at‐a‐glance recognition of the topic covered. However, only use one image and within the
site or content, tell the reader that an understanding of the need and threat is assumed, and that this content
provides solutions.
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6. ESTABLISH CREDIBILITY
By synthesizing information from credible sources, thought leadership content can be a powerful resource for
utility decision makers. By saving them time and effort, prospects are more likely to remember a vendor that
provided this useful service to them at no cost. Weaving properly‐referenced information from third parties
(i.e., parties other than the author and reader) into the content enhances objectivity. This objectivity
enhances the credibility of the information (and the provider of the information) in the eyes of the reader.
Unbiased third‐party sources include:
•

Government agencies (federal, state, and local)

•

Standards entities

•

Foundations

•

Regulatory entities

•

Research institutes and think tanks

•

Industry associations

•

Other non‐profit agencies

•

Universities

Weaving properly‐referenced information from
third parties into resilience content enhances
objectivity.

Jim Lodico of JAL Communications emphasizes the importance of including third‐party information: “Third party
sources add credibility and objectivity...They act as an endorsement of the information.” He continues that if
the content “only includes in‐house information, savvy readers may start to question the validity of the report
and start to look at it more as a sales brochure than an educational resource” [7].

7. WAIT UNTIL THE END FOR …
Thought leadership content, such as white papers, are most useful
in the early or intermediate stages of a sales cycle, when prospects
seek to gather objective information and evaluate options1. These
utility prospects are unlikely to be attracted to a sales pitch. In light
of this, a leading practice is to defer information on the company
solution to the end of the content, which supports the objective
tone of the piece. To describe the company solution, adopting a
factual rather than marketing tone also supports this quality of
objectivity. Later in the sales process, use marketing collateral to

Use the last page or so of the thought
leadership content to describe the company
solution.

provide the marketing pitch.
In her Smart Marketing Blog on 5 Steps to Writing Effective White Papers, Hollie Nishikawa echoes this
recommendation: “It can be tempting to quickly dive in and explain how your company or product can address
the topic. Resist this urge and wait until the end of your white paper to mention your products or services...This
way, you will have successfully established your expertise on the subject of the white paper, and have developed
the need for your product or service before you introduce it” [8].
For example, in the Landis+Gyr white paper mentioned in practice #1, the company focuses on the resilience
problem and then analyses resilience solutions. Only at the end is a discussion of the company’s products and
services included, although the need for them is implicitly weaved into much of the paper [1].
Hoffman Power Consulting
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8. BUILD A CONTENT MARKETING STRATEGY
Outside of electric industry experts, the concept and processes involved in enhancing resilience are not well
understood. Moreover, resilience has a wide range of definitions and no set of industry‐approved metrics to
measure or benchmark its enhancement. Hence, resilience processes require explanation internally as well as
externally to potential clients or customers. By synthesizing information from a variety of credible sources, a
white paper can become one of a company’s most important sources of information on resilience to various
internal and external stakeholders. The content in a resilience white paper can educate a broad range of
audiences, including marketing and sales personnel, investors, suppliers, analysts, the media, regulatory
personnel, and others in the company’s ecosystem. These applications can help justify the budget for creating
the white paper, especially if this task is outsourced.
The goal of a resilience white paper is to demonstrate thought leadership so that organizations will ultimately
buy the author’s resilience solutions. The company can also repurpose some of the content in the resilience
white paper in related marketing pieces. While a white paper is often the fundamental building block of a B2B
content marketing strategy, it is not the only tool. Its content can be leveraged in a variety of ways:
•

Webcasts. Some companies in the electric power industry have found that webcasts on a topic of
interest to prospects stimulate interest in vendor expertise and solutions. At the end of the
webcast, the company can offer a white paper that contains additional information.

•

Blog Posts. Another useful form of B2B content marketing is blog posts that are tailored to specific
audiences interested in resilience (e.g., utility planners, vegetation managers, transmission and
distribution asset managers, customer program managers, power system operations and
maintenance managers, executive decision makers, and others). Offer a white paper at the end of
the blogs.

•

Infographics. Infographics are the perfect complement to
written content and can also perform a stand‐alone
function. People absorb information in different ways.
Infographics cater to the visual thinkers, while written
content caters to readers. Cover the bases by developing
both.

•

Case Studies. When reading case studies, the reader can
empathize with the challenge, understand the solution, and
seek the benefits. Develop case studies for various specific
audiences, resilience solutions, and applications.

•

Social Media. Publish a concise version of the content on
LinkedIn, share to LinkedIn groups, and provide a link to the
longer content, such as a white paper.

Infographics can be a compelling, visual
way to communicate thought leadership.

However, in White Papers for Dummies, Gordon Graham points out that a white paper can also be useful at the bottom of the sales funnel
in the form of a backgrounder that “provides the technical details and payback numbers an evaluator needs to make a recommendation to
the B2B buying committee” [9]

1
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CONCLUSION
Writing a conclusion for content on resilience solutions is challenging. Repeating key points already
included in the content is repetitious. However, ending without a conclusion is a missed opportunity to
redirect the reader’s attention to the most important points and purpose of the content. Some
companies attempt to resolve this by stating conclusions that logically follow from what was covered in
the content. Another option is to conclude with the benefits of adopting the leading practices discussed
in the content. For example, this paper could point out that adopting this paper’s practices for writing
resilience content:
•

Validates the company as a thought leader on resilience in the electric utility industry

•

Elevates and differentiates the company from competitors

•

Increases the company’s visibility with utility prospects

•

Better informs a wide range of audiences about resilience issues and solutions (not just potential
company prospects)

Readers are likely to respond well to wrapping up the content on a positive note in this way.

SEND US FEEDBACK
Send suggestions and comments on this paper to steve@hoffmanpowerconsulting.com or call Steve Hoffman
at 408‐710‐1717.
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years. For more information and to view sample content that implements the practices in this paper, visit
www.hoffmanpowerconsulting.com.
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