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Founder/CEO of Energy Circle 

Linked In: Peter Troast 

Twitter: @EnergyCircle 

G+: Energy Circle 

Facebook: Energy Circle 

Volunteer/Pro Bono 

Efficiency First 

Home Performance Project 

Home Performance Coalition 

1000 Home Challenge 

Mallett Deep Energy Retrofit 
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Peter Troast
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Why Conversion Rate is So Important—Some Data 

10 Critical Elements 

Easy to find contact info 
Prominence on Page  
Credibility Indicators 
Product/Service Based Navigation  
Mobile Friendly 
Skimmable Copy  
Pages for All Services  
Service Area 
Good Design  
Contextual Calls to Action 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What We’ll Discuss

1

2
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Onsite Search Engine Optimization (SEO) 

Local Search Optimization 

Offsite SEO 

Website Authority 

Link Building 
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For Another Day



WHY CONVERSION MATTERS 
THE DATA 

165,577 Phone Calls  
38,082 Form Submissions
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LEADS / TRAFFIC 

=  

CONVERSION RATE
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1. Lead Form 
2. Phone Call 
3. Chat on Website 
4. Chat from Google 
5. Bid Request from Google 
6. Text
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Changing Ways Prospects Contact 
You
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Call Tracking is Vital

23%

77%

Web Forms

Phone Calls

135 Energy Circle Websites 
Calendar 2017 



10/19/15  9

Why Conversion Matters So Much

Before
All Web Traffic 1625

Conv Rate 7.72%

Leads 125

Lead -> Job 12%

Jobs 15

Ave Job 8500

Revenue $127,500
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Why Conversion Matters So Much

Before After
All Web Traffic 1625 1625

Conv Rate 7.72% 9.39% +1.67 / 22%

Leads 125 153 +27

Lead -> Job 12% 12%

Jobs 15 18 +3

Ave Job 8500 8500

Revenue $127,500 $156,060 +28,560 



10/19/15  11

The Potential Upside

Conv Rate 1% 2% 5% 8% 12% 15%

Leads 6 12 30 48 72 90

Jobs 0.3 0.6 1.5 2.4 3.6 4.5

Revenue $2550 $5100 $12,750 $20,400 $30,600 $38,250

600 Visits/Month; 5% Lead to Job; $8500 ave. job size
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Contractor 1
Contractor 2
Contractor 3
Contractor 4
Contractor 5
Contractor 6
Contractor 7
Contractor 8
Contractor 9

Contractor 10
Contractor 11
Contractor 12
Contractor 13
Contractor 14
Contractor 15
Contractor 16
Contractor 17
Contractor 18
Contractor 19
Contractor 20
Contractor 21
Contractor 22
Contractor 23
Contractor 24
Contractor 25
Contractor 26
Contractor 27
Contractor 28
Contractor 29
Contractor 30
Contractor 31
Contractor 32
Contractor 33

0% 4% 8% 12% 16% 20%
4.44%

9.65%
9.21%

4.2%
7.49%

10.31%
6.09%

11.16%
13.09%

8.84%
4.07%

7.95%
11.31%

6.29%
17.39%

10.31%
7.58%

6.09%
7.81%

9.47%
14.75%

3.03%
6%

6.87%
8.8%

5.88%
13.11%

10.22%
9.84%

19.05%
19.47%

12.02%
10.71%

Data from Energy Circle Clients, 12 months of 2017

2017 Average Conversion Rates: Select 
Companies
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Organic

Paid

Direct

Email

Social

Yelp

0% 3.6% 7.2% 10.8% 14.4% 18%

17.82%

2.93%

10.11%

3.93%

15.07%

9.42%

Data from 65 Energy Circle Clients, 12 months of 2017

Average Conversion Rates by Channel

*
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Conversions (Leads) by Channel

Email
1%

Social
2%

Direct
26%

Paid Search
41%

Organic
30%

65 Energy Circle Clients 
Calendar 2017 
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Desktop vs Mobile

44%
56%

Traffic Lead Conversion

67 Energy Circle Websites, Calendar 2017 

26%

74%

Desktop
Mobile/Tablet



CRITICAL WEB ELEMENTS THAT 
DRIVE CONVERSION
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Design Can Be Subjective



PROMINENT CONTACT 
INFORMATION 

(& CHOICE)
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Simple, Above the Fold CTA











TRUST & CREDIBILITY INDICATORS



5/10/18  25

Use Em if You’ve Got Em
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Leveraging Awards
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Leveraging Awards
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Trust Symbols
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Trust: 3rd Party Validation with Video



PRODUCT/SERVICE-BASED 
NAVIGATION
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User-Relevant Navigation
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User-Relevant Navigation
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Sector Based Works Too



MOBILE FRIENDLY SITE
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Mobile-Friendly & Responsive
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• Significant ranking penalties 

• Loss of real traffic & calls
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Implications of Mobile First
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Desktop vs Mobile

44%
56%

Traffic Lead Conversion

67 Energy Circle Websites, Calendar 2017 

26%

74%

Desktop
Mobile/Tablet
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Contractor 1

Contractor 2

Contractor 3

Contractor 4

Contractor 5

Contractor 6

Contractor 7

Contractor 8

Contractor 9

Contractor 10

-60% 0% 60% 120% 180% 240% 300%

37%

80%

137%

268%

-6%

-9%

16%

150%

34%

30%

Data from Energy Circle Clients, 12 months of 2016 vs 2017; $4-6 Million Sales Contractors

March 2016-2017 YOY Mobile Traffic 
Growth
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Solar

HVAC

HVAC

Envelope

Envelope

Envelope

HVAC

Solar

HVAC

HVAC

-60% 0% 60% 120% 180% 240% 300%

37%

80%

137%

268%

-6%

-9%

16%

150%

34%

30%

Data from Energy Circle Clients, 12 months of 2016 vs 2017; $4-6 Million Sales Contractors

YOY Mobile Traffic Growth: Select 
Companies





EASILY SKIMMED COPY 
(WITH KEYWORDS)



Long Can Be Good



PAGES FOR EVERY KEY SERVICE
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Google Analytics Site Content Data
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•Top Performing Pages in Search 
•People are Looking for... 

• Attic Insulation 

• Cellulose Insulation 

• an Energy Audit 

• a new Furnace 

• Solar Panels 

• New Windows 

•Getting Found = Having Content

 45EGIA/BPI

Services Content—Most Important
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Logical, Clear Structure
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Ideally: Dedicated Pages for Key 
Services

Energy Audits

Blower 
Door 

Testing

Infrared 
Thermo- 
graphy

Duct  
Testing

Combus- 
tion 

Safety

links



PROMINENCE OF SERVICE 
TERRITORY





PROFESSIONAL, MODERN SITE 
DESIGN
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Good Design Conveys Quality
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Good Design Conveys Quality



CLEAR CALLS TO ACTION  
THAT ARE CONTEXTUAL 

(CTA’S)
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Clear Call to Action
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• Prominence on Page 
Above the Fold 
Stands Out Visually 

• Relevance 
to Page It’s On 
to Where Traffic is Coming From 

• Remember: It’s an Exchange of Value
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What Makes a CTA Effective



Value Statement

Relevance

Offer

Action
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Prominence



5/10/18  57

Prominence
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Prominence
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Multiple CTA’s

Good Design Conveys Quality
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Energy Audits --> “Comprehensive Evaluation....” 

Multi-Family Audits --> “Complete ROI analysis...” 

Financing Programs --> “See if you qualify...” 

Indoor Air Quality --> “Allergy & asthma problems...” 

Solar --> “What’s your solar potential...” 
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Relevancy = Conversion
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Most Important: Relevance



5/10/18  62

Service Specific: Relevance = 
Conversion
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Relevance to Traffic Source
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Value Proposition CTA
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High Value/Non-threatening
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Explain the Value
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Explain the Value
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Provocative
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Different Audiences Different CTA’s
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Challenge of Solar & Insulation

It’s Become Industry Standard
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A/B Testing



QUESTIONS? 

Peter Troast 

peter@energycircle.com 

207.847.3644 

mailto:peter@energycircle.com

