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What We’ll Discuss

1

2

3

Facebook in the Privacy Era 
—Impact of Privacy Crackdown & Loss of 3rd Party Data 
—The Role of FB in Your Marketing Mix  

Google as Home Page—Brand Search & Google My Business 
—Growing Importance 
—Growing Opportunities  

Google’s Paid Opportunities: Ads & Local Services Ads 
—How Have Local Services Ads Changed Search in HVAC 
—New Features in Google Ads 



FACEBOOK TODAY 
(Cambridge Analytica, Privacy and the Future) 

1
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Cambridge Analytica = Sky is Falling

Loss of 3rd Party Data 
Our Experience: Minimal Impact
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Loss of 3rd Party Data

Interests 
Ventilation 
Sick Bldg Syndrome 
Mold Growth 
Radon Mitigation 
SEER 
ASHRAE Handbook 
R-Value 
SIPs 
HRV 
Allergen 
Thermal Comfort 

Behavioral 
Length of Residence 
Recent Homebuyer 
New Mover 
Charities—Enviro 
Home Renovation 
Green Cleaners 
AOL email  
Gmail email 
Primarily Cash 
Like Home 
Improvement 

Demographic 
Expectant Parents 
Recently Moved 
Very Liberal 
Donate to Liberal 
Conservative 
Year Home Built 
Square Footage 
Home Value 
Friends of Recently Moved 
Liquid Assets 
Net Worth 
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Organic

Paid

Direct

Email

Facebook

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

2.93%

10.11%

3.93%

15.07%

9.42%

Data from 65 Energy Circle Clients, 12 months of 2017

Role of Facebook: 1. Awareness; 2. Conversion

*



Facebook for Audience Building & Refining
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Audience Building & Refining

Custom Audiences 
Lookalike Audiences
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Custom Audience From Your Lists

Upload List 
(email or phone)

Matches in 
Facebook

Lookalikes
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Real World Match Experience

Case 1 Case 2

Orig Email List 6232 3800

Facebook Match 3100 2700

Match % 50% 71%

Lookalikes 140,000 350,000
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Video Ads as Audience Builders
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Audience Building Power of Video

Orig Email List 1904

Lookalikes (Geo & Age) 75,000

Video Views (> 3 seconds) 10,271

Time Period 2 Weeks

Investment $200



GOOGLE AS HOME PAGE 
(Brand Search and Google My Business) 

2
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% of Searches for Brand (Company Name)

17.2%  

2.8% to 43.5% 
65 Energy Circle Clients 2017
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Your Google Home Page
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What Story Does This Page Tell?
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2 Parts of the SERP

Organic  
Results

Google 
Knowledge 
Panel
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One Contractor Example 

49%  

of All Web-Originated Phone Calls 
from Google Knowledge Panel

*Big Company, Well Known Brand, HVAC & Plumbing, Uses Tracking #
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90 Days of Brand Search Data

Sector GKP Views Clicks to Web % Not Clicking

Insulation 243 31 87%

HVAC 1424 148 89%

Solar 1744 346 84%

Home 
Performance 433 44 88%

averages, ~3 contractors/sector



10/24/18 !26

What Story Does This Page Tell?

Google Knowledge Panel 
(all* info from GMB)
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Categories—Primary Signal to Google

Primary Category is Visible 

Change Primary Seasonally 

Limited to 10 

Add All That Apply 

Keep an Eye on New 
Categories 
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PRIOR CATEGORIES 
Air Conditioning Contractor 
Air Conditioning Repair Service 
Air Duct Cleaning Service 
Bathroom Remodeler 
Building Restoration Service 
Custom Home Builder 
Deck Builder 
Electrician 
Environmental Consultant 
Environmental Engineer 
Furnace Repair Service 
Garage Builder 
Handyman 
Heating Contractor 
Home Builder 
Home Inspector 
HVAC Contractor 
Insulation Contractor 
Kitchen Remodeler 
Siding Contractor 
Solar Energy Equipment Supplier 
Utility Contractor 
Window Installation Service 
Window Tinting Service 

!28

Google My Business Category Expansion
NEW CATEGORIES 
General Contractor 
Solar Energy Company 
Solar Energy Contractor 
Solar Hot Water System Supplier 
Air Conditioning System Supplier 
Air Conditioning Store 
Furnace Store 
Heating Equipment Supplier 
Log Home Builder 
Roofing Contractor 
Window SupplierWindow Tinting Service 
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Google Posts

Exposure for Blog Posts, 
Specials, Awards, News, 
Offers 

Some Evidence of Ranking 
Boost for Overall Website 

Expire in 7 Days 







Rising Importance of Images & Video 
Google Images Algorithm Update 9/24/18
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Rising Prominence of Video







THE LATEST ON GOOGLE  
PAID OPPORTUNITIES 

(Google Ads & Local Services Ads) 
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Local Service Ads



Google 
Paid @ 4

Google 
Local 

3 Pack

Organic

Today’s Most Common SERP



Google 
Paid

Google 
Local 

3 Pack

Organic

Local Services 
 Ads

Google Local Services Ads
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Current LSA Markets for HVAC



Bright Local LSA Click Study 10/18. n=5500

14% 
LSA



Bright Local LSA Click Study 10/18. n=5500

26% 
Paid

14% 
Paid



Bright Local LSA Click Study 10/18. n=5500

28% 
Local Pack

32% 
Local Pack



Bright Local LSA Click Study 10/18. n=5500

26% 
#1 Organic

27% 
#1 Organic



*Up to $2,000 Lifetime 

Your Guarantee is Probably Better 
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Google’s “Big” Differentiator
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What We Know About Rankings

1. Approved for Google 
Guarantee 

2. Presence of Google My 
Business (GMB) 
reviews 

3. Proximity to ZIP code 
of search 



• Very Fluid—Difficult to Pin Down Data Trends 
Reduction in paid search positions = cpc bumps 

• Significant Impact on HVAC (& Insulation in CA) 

• It Will Siphon Traffic But Perhaps Less Than Expected  

• Currently the Economics are Questionable  
Feedback from our clients is most leads are for service, not install 

• Distinct Small Company Bias 
Easier to pass background checks 

$2000 Lifetime Guarantee 

• Skews Market to Think Small 
One size fits all for locksmith, plumber, handyman 

Positions HVAC and Building Envelope as small commodity jobs 
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LSA Impact



Google Ads 
(formerly Adwords)
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Responsive Search Ads
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Responsive Ads = Improved Performance
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Larger Ads Stand Out
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Larger Ads Stand Out
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Information Rich Ads
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What We’ll Discuss

1

2

3

Facebook in the Privacy Era 
—Impact of Privacy Crackdown & Loss of 3rd Party Data 
—The Role of FB in Your Marketing Mix  

Google as Home Page—Brand Search & Google My Business 
—Growing Importance 
—Cool Opportunities  

Google’s Paid Opportunities: Ads & Local Services Ads 
—How Have Local Services Ads Changed Search in HVAC 
—New Features in Google Ads 



QUESTIONS? 

Peter Troast 
peter@energycircle.com 

207.847.3644 

mailto:peter@energycircle.com
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Google Adwords Lead

Cost Per Lead: $42

Lead to Appointment 60%

Cost Per Appointment $70

Appointment to Quote 30%

Cost Per Quote 233

Quote to Close 75%

Cost Per Acquisition $310
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Cheap Leads/Expensive CAC

Cost Per Lead: $25

Lead to Appointment 15%
Cost Per Appointment $166
Appointment to Quote 50%
Cost Per Quote 332
Quote to Close 30%
Cost Per Acquisition $1,106
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Cheap Leads/Expensive CAC

Cost Per Lead: $25 $120

Lead to Appointment 15% 85%
Cost Per Appointment $166 $141
Appointment to Quote 50% 75%
Cost Per Quote 332 188
Quote to Close 30% 60%
Cost Per Acquisition $1,106 $313


