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ASSESSING YOUR CURRENT SITUATION 

THE ROLE OF DIFFERENT TACTICS 

CORE MARKETING TACTICS FOR GROWING SHARE 
FOR A NEW OR EXISTING SERVICE 

AWARENESS BUILDING 
CONTENT &  
ADVANCED LANDING PAGES  
PAID SEARCH 
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What We’ll Discuss

1

2

3

PAID FACEBOOK & EMAIL 
GOOGLE MY BUSINESS 
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Crawlspace Repair 
Solar PV 
Insulation Services 
Aeroseal 
Ductless Heat Pumps 
Generators 
Battery Storage 
Car Charging 
Whole House Electrification 
Heat Pump Hot Water Heaters 
Healthy Home 
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Examples



OBJECTIVELY EVALUATING YOUR 
STARTING POINT 
(How Far/How Hard is the Climb?)
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Where Are You Starting From?

How Steep, How Long is the Climb?
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Assessing the Situation

Service Competitive 
Landscape

Audience 
Knowledge 

Market  
Demand

External  
Factors
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Assessing the Situation

Service Competitive 
Landscape

Audience 
Knowledge 

Market  
Demand

External  
Factors

Ductless Heat 
Pumps H L M H

Battery Storage L-M L L M

Crawlspace Repair M-H L M-H M

Insulation/
Envelope H M H H

Healthy Home/IAQ M L L L
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Google Analytics Site Content Data
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Do You Rank Currently?

BrightLocal Search Ranking Report



INDUSTRY-SPEAK 

VS 

THE REAL WORLD 
(Keyword Research to the Rescue!)
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Industry Speak

SEM Rush Keyword Tool
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Volume in the Real World

SEM Rush Keyword Tool
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Question Volume

SEM Rush Keyword Tool



Answer the Public Keyword Tool



KEY ELEMENTS OF A NEW 
PRODUCT LAUNCH OR 

RELAUNCH
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Contractor Marketing Landscape

Old & Struggling 

Yellow Pages 
Print 
TV 
Telemarketing 
Radio 
Outdoor

Old & Living 

Referrals 
Word of Mouth 
Vehicles 
Lawn Signs 
Direct Mail 
Canvassing 
Door Hangers 
Presentations 
Home Shows 
Open Houses 
Purchased Leads 

New & Thriving 

Primary Website 
Google My Business 
Organic Search 
Paid Search 
Online Display 
Facebook 
Twitter 
Email Newsletters 
Pinterest 
Houzz
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THE AWARENESS CHALLENGE  

CONTENT, INTERNAL LINKING, 
ADVANCED LANDING PAGES 

PAID SEARCH 

FACEBOOK ADVERTISING, AUDIENCE 
BUILDING & EMAIL 

GOOGLE MY BUSINESS 
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Key Elements of a New Product Launch



AWARENESS BUILDING 
(#1–the Service. #2–Your Company)

1
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Stages of the Buying Cycle

Awareness

Decision 

Evaluation

Interest

Purchase 
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Awareness: A Top of the Funnel Challenge 

Top of  
Funnel

Bottom of  
Funnel

Middle of 
Funnel

The Service & Benefits 
Your Company + Service 
Basic Educational Info 

Pricing 
Process 
Quoting

Closing 
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The Role of Various Tactics

TOP 
Awareness

MIDDLE 
Ripening

BOTTOM 
Closing
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The Role of Various Tactics

Adwords

Print Ads

Community
Radio

Banner Ads

Organic & SEO

Social Ads

Social Media

Direct Mail

Retargeting

Reviews

Referrals

PR

TOP 
Awareness

MIDDLE 
Ripening

BOTTOM 
Closing



CONTENT & ADVANCED 
LANDING PAGES 
(Conversion on Steroids) 

2
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#1 Service Page (Preferably an Advanced Landing Page) 
Prominent in Site Architecture 

Deep Content

!30

A Comprehensive Content Strategy

Common Problems 
Leading to Service 

Ice Dams 

Bonus Room Issues

Supporting Content 
Types About Service 

FAQ’s 

Case Studies 

Reviews (testimonials)

Blog Posts 
Related to Service 

Stories & Support 
for Service

Internal 
Linking

& Promotions! 
Especially for Not Well Understood Services
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Meta Data
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Titles: Up to 70 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: 300-320 Characters 
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
Title

Description



11/14/18 !33

Local Pack Ranking





FASTEST PATH TO LEADS: 
PAID SEARCH 

(Google Ads, PPC)

3



Google 
Paid

Google 
Local 

3 Pack

Organic
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Organic

Paid

Direct

Email

Social

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

Average Conversion Rates by Channel
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Information Rich Ads
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Competitive Assessment



FACEBOOK ADVERTISING, 
AUDIENCE BUILDING & EMAIL 

(Awareness Powerhouse) 

4
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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

*
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Amazing Targeting = Low Cost
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Great Targeting Without 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 



Facebook for Audience Building & Refining



11/14/18 !45

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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Facebook Video for Audience Building
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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
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• Do they separate prospects from customers? 

• Can you identify those that are your CORE customers? 

• What they bought and when? 
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Growing Importance of Quality Lists

Email <—> Facebook



GOOGLE MY BUSINESS 

5
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What Story Does This Page Tell?
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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 
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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 



Google Local Services Ads
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Google Posts

Strong Exposure for New 
Services & Offers 

Expire in 7 Days 
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THE AWARENESS CHALLENGE  

CONTENT, INTERNAL LINKING, 
ADVANCED LANDING PAGES 

PAID SEARCH 

FACEBOOK ADVERTISING, AUDIENCE 
BUILDING & EMAIL 

GOOGLE MY BUSINESS 
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Key Elements of a New Product Launch



QUESTIONS? 

Peter Troast 
peter@energycircle.com 

207.847.3644 

mailto:peter@energycircle.com

