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Upcoming and Recent Webinars

Wednesday, 11/18, 5PM eastern  
Google Local Services Ads: The Newest Changes for Our Industry 

Wednesday, 12/2, 5PM eastern  
Drilling Down to the Essentials of a High Conversion Website, with Shawn Cohen, 
Director of Digital Strategy 

Wednesday, 12/9, 5PM eastern  
What is an Integrated Content Strategy—and Why Does it Matter to You? 

Wednesday, 12/16, 5PM eastern  
Marketing Predictions for 2021 and Beyond
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INTEGRATED CONTENT STRATEGY—WHAT 
DO WE MEAN?  

FIRST: WHO’S THE TARGET? 

CONTENT TAKES EFFORT—GETTING 
MAXIMUM IMPACT 

INTEGRATED PRODUCES BETTER RESULTS 
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• Get’s Maximum Impact for Each Content TOPIC 

• Lowers Cost of Content Production 

• Focuses on Most Critical Services/Topics 

• Feeds Back on Itself with Data 
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An Integrated Content Strategy



WHO’S THE TARGET? 
(and what do they need?) 
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Techie Tom  

Overall Goal: To save energy and make his house more efficient because it's the smart thing 
to do, and (secondarily) because it's the right thing to do.  

Level of knowledge: Very high. Knows what tools are out there, which are best. Up to 
date on consumer reviews and reports.  
Attitude toward shopping: I want to buy from people like me, who know their stuff.  
Informational Sources: Web - blogs, Twitter, Major Media, Green focused media, 
Renewable media 
What he wants:  I need more information than they have on their site - details, practical 
experience, proof that they are the experts, and the product will do what I need it to do. 
Motivation for efficiency: Two-prongs: 1). it's just smarter living. 2). it's the right thing to 
do for the planet - and (3) soon, people are going to catch on to it, and efficiency is going 
to be the next big thing. He wants to be at the top of that wave.    

Age: 35 
Profession: Software developer 
Location: Boston 
Personality: Type A. Over- educated energy geek. Likes to feel engaged, to be a part of the 
process.  
Home Life: Married. No kids.  
Hobbies/releases: Mountain biking, long-distance running.
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Personas

EGIA/BPI
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Last-home William 
Overall Goal: Envisions a dream home in a beautiful location where he and his 
spouse can spend their retirement years living well, at low operational cost. 
Level of knowledge: High, but willing to take new input. He has read as much 
as he can and understands the basic parameters. It’s not his first time working 
with contractors or building a new home. If he trusts you, he’ll listen and learn. 
Informational Sources: Economist, local paper, reference books, trusted 
friends and family members, sometimes a blog or email newsletter. 
What he wants: A great overall result. Executive decision-making power. A 
source of pride and a site for family reunions, now including grandkids. 
Freedom from high monthly bills. The ability to enjoy retirement, travel. 
Motivation for efficiency: It’s a soft investment. He knows it may not pay off 
entirely in his own lifetime, but he can afford it. The concept of home. 

Age: 62 
Profession: Doctor 
Location: Suburbs or somewhat rural 
Personality: Thoughtful, active and generally social, but likes his quiet time. 
Home Life: William has seen his 3 kids through college. 2 of them are married and 
have homes of their own. The youngest has a job and her own place to live, 
although she has not completely solidified her finances yet. William and his spouse 
like to cook and go for walks together. They host a monthly revolving dinner party 
with about 10-12 friends, also babyboomers.
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Content to Meet Audience Needs

EGIA/BPI

Target Needs Goal

Techie Tom Performance Data  
Transparency Detail

1. View Case Studies 
2. Download Planning 

Worksheet

Last House 
William

Cost Data 
Aging In Place Features 

Process

1. Read the “Predictable 
Home” blog post 

2. View “Elements of a 
Permanent Home” 
page 

3. Sign up for site visit



GETTING MAXIMUM IMPACT 
(content takes effort) 
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Integrated: Maximizing the Value of Content

Video for 
Facebook

Boosted 
Facebook 

Post

Video for YouTube Google My  
Business Post

Permanent 
Web Page

Blog Post(s)

Google Ads 
Copy

Email Newsletter

CORE TOPIC 
Solar Tax Credit
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Clustering Content for Complex Topics

CORE TOPIC 
Healthy Home

IAQ 
Testing

VOC’s
Impact of 
Cooking

Ventilation

links

Infiltration

What 
Causes 
Dust?

Monitoring 
Devices

What’s 
PM2.5?



THE POWER OF INTEGRATION 
(lift + continuous feedback) 
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Coordinating with Paid Search
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Modular Video Approach



Website Blog Post Facebook Ad

Service CTA
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Mixing Content Formats



12/9/20 19

Topic Clues from Paid Search (Long Tail)
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Best with a Plan



QUESTIONS? 

Peter Troast 
peter@energycircle.com 

mailto:peter@energycircle.com

