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Quick Review—Best Practices for a Strong Company 
Statement + How & Where to Communicate It 

Innovative Moves in the HVAC/HP/Solar Community 

Marketing in the Midst of a Pandemic—What Can/
Should/Might You Be Doing Now 
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What We’ll Discuss
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https://www.energycircle.com/resources-responding-covid-19

https://www.energycircle.com/resources-responding-covid-19


• Getting Out Ahead of 
COVID-19 

• Ideas for a Company 
Statement 

• How to Communicate Your 
Policy
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Previous Webinar



• Situation is Fluid and Changing by the Hour 
What we say today may be naive tomorrow 

• Get Out in Front of It 
Demonstrate that you’re on it 

• How You Handle This—Says A Lot About Your Company 
People will remember  

• For Now, Only Modest Decline in Demand 
Google Ads Dataset, Contractor Feedback, Google Trends data 

• Lots of Variability by Location & Business Model 
HVAC & unoccupied buildings generally hanging on/Retrofit envelope not 

• People Are Locked in Their Homes 
Increased focus on health, IAQ, comfort, safety
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Observations & General Thoughts
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Company Statement is Critical
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Company Statement—Prominence
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Bold Approaches to Conveying Safety
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Bold Approaches to Minimizing Contact



• Where People Are Already Looking at Your Company 
Prominently on your website 

Google My Business Post 

Q&A in Google My Business (“what are you doing about covid-19”) 

Organic Facebook Post 

Google Ad for Company name search 

• Where People Would Expect to Hear From You 
Email to already scheduled jobs & appointments 

• Caution: Perhaps Not in Push Marketing 
Not another Covid-19 policy email 
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Where to Place Company Statement
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New in Google My Business

New COVID-19 
post type  
14 days



INNOVATIVE MOVES  
ACROSS THE INDUSTRY
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• Virtual Energy Audits 

• Community Support 

• Financing Aggressiveness 
We’ll pay first X months 

• Sharing Furloughed Employees 

• Focus on “Zero Contact” Measures 
Heat Pump Water Heaters 
Rooftop Solar 
Crawlspace Repair 
Pool Pumps 
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Innovative Ideas We’re Hearing About



A MARKETING STRATEGY FOR 
NEAR TERM: POSITIONING YOUR 

COMPANY FOR THE REBOUND
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• Determine if Active Lead Generation Remains Productive 
Where specific service search volume has not declined 

Remember: no search, no click, no cost, no risk 

Specific types of services likely to remain active: AC service, repair, healthy home 

• Scrub Your Overall Messaging 
Tailor messages to today’s reality 

Beware tone deafness 

Elevate financing messaging 

• Position Your Company: Smart, Thoughtful, Caring in a Crisis 
How you respond and communicate now carries weight 

• Focus on Your Foundation/Prepare for the Other Side 
Website content strength and completeness (healthy home/IAQ) 

Build trust and authority 

Don’t go completely dark 
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Marketing in the Midst of a Pandemic
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Two Sides of the Marketing Equation

 Strong Digital FOUNDATION 

 

Active LEAD GENERATION 
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Two Sides of the Marketing Equation

 Strong Digital FOUNDATION 

 
All Companies 

Strong Website 
Google My Business 

Reviews 
Local Search Success 

Content 
Digital Systems 

Active LEAD GENERATION 
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Two Sides of the Marketing Equation

 Strong Digital FOUNDATION 

 
All Companies 

Strong Website 
Google My Business 

Reviews 
Local Search Success 

Content 
Digital Systems 

Active LEAD GENERATION 

HVAC 
Unoccupied Buildings 

Zero Contact Measures 

Google Ads 
Google Local Services Ads 
Facebook Ads/Audiences 

Purchased Leads
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Different Sales Funnel for Different Times 

Soft Touch Lead Capture

Sale

Engagement

PRE-COMMITMENT

NURTURING, STAYING IN TOUCH 

CLOSE SALE WHEN YOU CAN 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Focusing on Your Foundation

High Performing Website Domain Authority, Links, Conversion

Google My Business Completeness Categories, Subcategories, Products

Services Content Add, Improve. Video. Healthy Home?

Case Study/Project Story Content Aim for Volume

Financing Content Tune Up, Move to Front

Local Rankings Attention Determine Priorities, Optimize for Key Geos

Social Platforms Facebook, Instagram, YouTube, Twitter, etc

3rd Party Review Growth Focus on Diversity & Content, Hold on Google

Recruiting Careers Page

Customer Service/First Touch Scripts, Objection Handling

Digital Systems CRM, Live Chat, Website Integrations



QUESTIONS? 

peter@energycircle.com 


