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What We’ll Discuss
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Wait…What Are We Talking About? 

The Second Most Important Page on the Web? Some Data on 
Why We’re Focused on This 
Evaluating Your Brand Search Page—What is it’s Story? 

Step 1: Influencing the Organic Results 

Step 2: Controlling the Google Knowledge Panel 5



WAIT, WHAT ARE WE  
TALKING ABOUT? 

(What the heck is brand search in Google?)
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“Brand Search” 
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What Story Does This Page Tell?



2/28/18 10

What Story Does This Page Tell?
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2 Parts of the SERP

Organic  
Results

Google 
Knowledge 
Panel





THE SECOND MOST IMPORTANT 
PAGE ON THE WEB? 

(What the Data Says)
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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, ~10 contractors/sector
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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 #



EVALUATING YOUR  
COMPANY’S SERP 

(Is Your Story Where You Want It?)
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What to Look For—the Big Picture

Primary Website Easily Found? 

SiteLinks Present? 

Reviews & Visible Stars? 

Obvious Negatives? 

Inaccuracies or Old Information? 

Lead Sellers Stealing Your Traffic? 

Non-Branded? 











STEP 1 
ORGANIC RESULTS
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• Primary Website with or without SiteLinks 

• 3rd Party Review Sites 
Yelp, Facebook, BBB, Home Advisor, Angie’s, etc. 

• Company Controlled Review Sites 
Customer Lobby, Demandforce, Guild Quality, etc. 

• Social Pages 
Facebook, LinkedIn, YouTube 

• Other Directories (usually without reviews) 
Efficiency First, Manufacturers, Chamber of Commerce 

• Job Listings and Ranking Sites 
Indeed, Glassdoor 

• Press Articles

23

Organic: The Typical Listing Categories
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Tactic #1: Maximize SiteLinks
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SiteLinks Consume Real Estate
No SiteLinks 1 Row SiteLinks 3 Rows SiteLinks



2/28/18

• A Clear Company Brand Name Without Duplicates/
Competitors/Generic Terms 

• Strong Internal Linking to Key Pages 

• Traffic Volume to Key Pages 
About Us 

Contact Us 

Services 

Blog 

Jobs 

• Engagement on Key Pages 
Time on page 

Bounce Rate

26

What Drives SiteLinks
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Tactic #2: Buy Google Adwords for Brand
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Tactic #3: Focus on Priority Review Sites

Yours Will Be Different 
by Business Model 

by Geography



BBB

Angie’s

FB

Yelp

HOME PERFORMANCE



Manta

Groupon

FB

Yelp

INSULATION



ReviewBuzz

FB

Yelp

BBB

Angie’s

HVAC



EnergySage

FB

Yelp

BBB

Solar Reviews

SOLAR

Guild Quality

Glassdoor
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Tactic #4: Who’s On the Page 2 Contenders?
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• Advertise Job Openings  
Indeed, Glassdoor 

• More Activity & Engagement on Your Social Platforms 
Facebook First 

LinkedIn Second 

YouTube Third 

• Use a Review Management System 
such as ReviewBuzz or Guild Quality 

• Join Efficiency First 
Full Disclosure: I am Board Member 

34

Tactic #5: New Listings That Can Move Quickly*



STEP 2 
GOOGLE KNOWLEDGE PANEL 

(All* Information from Google My Business)
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What Story Does This Box Tell?

Google Knowledge Panel 
(all* info from GMB)



2. Reviews

1. Photos

3. Primary Category

4. Accurate Data

5. Hours

6. Reviews from Web
6. Q & A
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Photos Best Practices

Good Mix 

Best One First 

Freshness! 

Use Your Logo 

People Shots
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Most Important Reviews on the Web?

Can’t Hide from Stars 

1 Review = Stars 

10 Reviews = Ranking Factor 

Review Snippets in KP 

Beware Velocity
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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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GMB Category List
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Data Accuracy—Your Online Fingerprint

Name 
+  
Address 
+ 
Phone Number 
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Hours of Operation

Beware “Closed Now” 

If 24 Hour Service, Set for 
Open 24 Hours 

Consider Longer Than Just 
Open Office 

Use Special Hours When 
Necessary 
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Reviews from the Web

Monitor What is Appearing 

Prioritize Those Review Sites 

Keep an Eye on Changing 
Mix 

Facebook is Most Universal 
Across Business Types 
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Knowledge Graph Priorities by Sector

HVAC 
Facebook 
Home Advisor 
Yellow Pages

Home Performance 
Facebook 
Home Advisor

Insulation 
Home Advisor 
Facebook 
Yellow Pages

Solar 
Facebook 
EnergySage 
Solar Reviews 
Home Advisor
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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 
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Google Questions & Answers







THANK YOU! 

QUESTIONS OR COMMENTS? 

peter@energycircle.com


