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07/31 - 08/02: Building Science Summer Camp | Westford, MA 

09/12 - 09/14: Contractor Leadership Live | Cleveland, OH 

09/27 - 10/01: PHIUS Annual Conference | Seattle, WA 

10/19 - 10/20: Home Performance Coalition SE | Southeast Regional | Greenville, SC  

11/14 - 11/15: Home Performance Coalition CA | Long Beach, CA 

Energy Circle On The Road

HPwES/Home Performance Coalition Sales 
& Marketing Workshops 

09/07—Columbus, OH  
10/05—Baltimore, MD  
11/14—Long Beach, CA
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Making Sense of SEO, Organic, Content & Local 

The Evolution of How People Search 

The ROI Question: How Much Upside? 

4 Pillars of Strong SEO 

A Trusted Website via Links 
Consistent Data 
Fresh Content Aligned with Keywords 
On Site (On Page) Structure 
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What We’ll Discuss
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MAKING SENSE OF SEO, 
ORGANIC, CONTENT & LOCAL 

(confusing yes. Rocket science no.)



Google 
Paid @ 4

Google 
Local 
3 Pack

Organic

Today’s Most Common SERP



Google 
Paid

Google 
Local 
3 Pack

Organic

Home Services 
 Ads

Potentially Getting Worse
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Search Engine Optimization 

The “art” of getting your website and 
it’s pages to rank highly in search 

engines (mostly Google.)
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 Google Loves (and Rewards) 

Well Structured Websites 

with Fresh Content 

and Trusted Authority 
we’ve proven it over and over 
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Context Authority+

Simplifying Search

Engage-
ment+
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Context Authority+

Understanding Search

+

Site  
Content

Incoming  
Links

User  
Interaction

Engage-
ment



Geography 
Keywords 

Links 
Data Consistency 
Reviews 

Fresh Content 
Metadata 

Site Structure

Local Pack Organic
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On Page 
Website Content 
Keywords 
Meta Data 
Structure 
Internal Links 
Schema 
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On Page vs Off Page SEO

Off Page 
Links from Other Websites 
Reviews 
Social Signals 
Google My Business Data 
Citations 



THE EVOLUTION OF HOW 
PEOPLE SEARCH 

(changing fast)
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Not Just for Keyboards Anymore
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“energy efficient furnace”  

vs 

“how do you determine if a furnace 
is energy efficient?”
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Conversational Search
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The Decline of “Near Me”
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Google Analytics Organic Data 

90% +



THE ROI QUESTION 
(How much upside?)
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The Power of Organic Traffic

54

782
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Source of Leads

1%

15%

4%

3%

10%

3%

8%

8% 8%

3%

7%

3%

16%

12%Organic Search
Paid Search
Direct Mail
Paid Social
Print Ads
Referring Traffic
Online Directories
Email
Home Shows
Community
Organic Social
Past Customers
Referral Program
Purchased Leads
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Organic

Paid

Direct

Email

Social

0% 3.2% 6.4% 9.6% 12.8% 16%

2.61%

7.8%

6.58%

15.8%

10.44%

Data from 45 Energy Circle Clients, 12 months of 2016

Average Conversion Rates by Medium
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Return on Investment in SEO

Effort Retu
rn

 (L
eads)
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Where Are You Starting From?

Organic Can Be a Long Game
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How Are Your Rankings Today?



A STRONG, TRUSTED  
WEBSITE VIA LINKS 
(aka high Domain Authority)

1
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Context Authority+

Understanding Search

+

Site  
Content

Incoming  
Links

User  
Interaction

Engage-
ment
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Age 

Popularity (links) 

Size (# Pages) 

Freshness (recency) 
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What Drives Website Performance?

DOMAIN AUTHORITY 

Measure of Trust
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DA/Links Correlation in HVAC/HP/Solar

Domain Authority

Links

~400 HVAC, Insulation, HP, High Performance Build/Remod, Auditors, March 2017
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Domain Authorities in HP

~400 HVAC, Insulation, HP, High Performance Build/Remod, Auditors, March 2017
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Strong Domain Authority ▶︎ 30+ 

Healthy Incoming Links ▶︎ 40+ 

Pages to Match Service Search ▶︎ 20+ 

Sustainable Fresh Content ▶︎ 1/week 
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The Formula
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• Local data wrapped in Schema 

• NAP on every page 

• Responsive Design for Mobile
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Other “On-Page” Factors 



LINK BUILDING 
(the holy grail)
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Links are Important

All things being equal, sites with more  
external linking domains (links from unique websites)  

rank higher for all terms.  

A good site with fresh content &  
smart keywording is the start.  

Links are what will set you apart.
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What Should Your Goal Be?
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Not All Links are the Same
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#1 Home Performance Superlinks 

Site Domain 
Authority

EnergyStar.gov 97

BPI.org 72

RESNET.us 68

   Efficiency First 56
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• Google is cracking down on bad links 

• The wrong links can hurt you (badly) 

• Avoid 
Unrelated industry directories 
Outside your local geography 
Anything that seems sketchy or spammy 
Listing sites with no substance 
Obvious link farms
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Danger Will Robinson!



ACCURATE, CONSISTENT, 
WIDESPREAD DATA 

(aka Citations)

2
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Online Digital Fingerprint

Name 
+  
Address 
+ 
Phone Number 
(+ 
Website)

=

3 Separate Pieces of Data
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Moz Local Search Factors Report 2017
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Great Tool: Moz Local 
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Categories 
Data Accuracy 
Reviews (1 for Stars, 10 
to Rank) 
Review Velocity 
Directions? 
Open Hours* 

Well-Tuned Google My Business Data



FRESH CONTENT ALIGNED WITH 
KEYWORDS THAT MATTER 

(everybody’s Achilles Heel)

3



Google  
Loves  

Content

Authority
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Choosing Keywords

Core Services 
& Terms 

Search Volume 

Lower Competition What Converts? 
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Google Analytics Organic Data 

90% +
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Not All Keywords Are the Same
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The Hardest Part

Don’t Be a Mile Wide  
and An Inch Deep 

5-10 Core Keywords
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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

58EGIA/BPI

Services Content is First Priority
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Google Analytics Site Content Data
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Are All Your Services Represented? 

Is Your Meta Data Well Optimized? 

How Fresh (or Stale) is Your Content? 

How Good is Your Internal Linking? 

Can Your Users Accomplish Their Goals? 
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Evaluating Your Web Content



ON SITE (ON PAGE) STRUCTURE 
(metadata)

4
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Meta Data
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Titles: ~55-60 Characters Max (try to use every darn one) 

Keyword 1, Keyword 2 | Brand Name | Geography 

such as: Energy Audits | Horizon Residential Energy | Portland, ME 

Descriptions: 156 Characters Max 

Complete sentence ending in a period. Write for humans first. Smart use of keywords. 

Unique and relevant to the content on the particular page. 
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Meta Titles & Descriptions
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Screaming Frog
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Length 

Keywords 

Geography 

Missing 

Duplicates 
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What to Look for in Meta Data



• Where Do You Stand Today? 
Do you have the patience for the long game? 

• Assess Your Content and Meta Data (On Page) 
One Time Cleanup Pays Dividends Immediately 

Keyword Assessment 

• Get New Content Flowing 

• Steady Flow of Links from Other Websites
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Start Here

}
}

Easy

Less Easy

peter@energycircle.com



END


