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Does Paid Search Advertising 
Belong in Your Marketing 
Mix? How to Evaluate
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Energy Circle Webinar Series 

Peter Troast 

Founder & CEO
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Upcoming Webinars

April 28 -  Capitalizing on Heat Pump Popularity: Is Your Website Content Ready? 

May 5 - What Are Your Online Competitors Up To? Conducting An Assessment 

May 12 -  Live Video Critique Part 2: With Senior Media Producer Jake VP 

May 19 - Call Tracking: A Hidden Source of Value for Customer Insights 

May 26 -  Marketing Heat Pumps: How To Handle Common Consumer Objections 
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What We’ll Discuss

1

2
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PUTTING PAID SEARCH IN ITS PLACE 

PAID SEARCH ADVERTISING FUNDAMENTALS, 
MYTHS & MISUNDERSTANDINGS 

FACTORS TO CONSIDER ON WHETHER IT’S RIGHT 
FOR YOU 

  



PAID SEARCH IN CONTEXT

5



4/21/21 6

Paid Search Advertising in Context

 Brand & Digital 
FOUNDATION 

 
Strong Website 

Google My Business 
Reviews 

Local Search Success 
Content 

Active LEAD 
GENERATION 

Google & Bing Ads 
Local Services Ads 

Facebook Ads/Audiences 
Video Advertising 
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How Many Leads to Achieve Your Goals?

YOU NEED 556 LEADS

Revenue Goal: $750,000

Average Ticket: $4,500

# of Jobs: 168

Close Rate: 30%
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Diversified 2021 Marketing Mix
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10%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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How Much Can You Afford to Spend?

YOU NEED 556 LEADS

Revenue Goal: $750,000
Average Ticket: $4,500
# of Jobs: 168
Close Rate: 30%

Marketing Budget @ 7%: $52,500
Cost Per Acquisition: $313
Cost Per Lead: $94
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What Should You Spend on Marketing?

7% 
Typical

2% 
High # Service Contracts 

Strong Brand 
% Commercial 

12% 
New Market 

Aggressive Growth Goals 
New Services/Products 
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Example: Paid Search vs Purchased Leads

Cost Per Lead: $120

Lead to Appointment 85%

Cost Per Appointment $141

Appointment to Job 50%

Cost Per Acquisition $282

Acceptable Job Size @ 7% $4,029
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Example: Paid Search vs Purchased Leads

Cost Per Lead: $120 $25

Lead to Appointment 85% 15%

Cost Per Appointment $141 $166

Appointment to Job 50% 25%

Cost Per Acquisition $282 $664

Acceptable Job Size @ 7% $4,029 $9,486
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Example Paid Search Results

Cost Per Click 
Range*

Typical Conversion 
Rate

Cost Per 
Conversion (Lead)

Ductless $3.36 - $10.43 10.8% $31.11 - $96.57

Heat Pump $2.76 - $8.51 8.6% $32.09 - $98.95

Mini Split $1.89 - $7.02 16.6% $11.39 - $42.29

2020 Data 
26 Energy Circle Accounts 
Nationwide

* Google 
Estimates



FUNDAMENTALS, MYTHS & 
MISUNDERSTANDINGS
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• We Tried, It Didn’t Work 
Poor Conversion 
High Cost 
Adwords Express—Our Sector is Too Nuanced 

• Nobody Clicks on Those Ads 

• It’s Too Complicated 

• I Just Don’t Like Them 
How urgent is your need for leads?

Paid Search Myths & Misunderstandings

15
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Google Ad Revenue 

$412 million/day 

Alphabet Q3-20 Earnings Report
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Paid Search as Core Lead Driver 

71%  

of All Digital Leads 
from Paid Search

*Energy Circle clients; mix of HP, HVAC, Insulation, New Construction, Solar
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Organic

Google/Bing 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 2020

Buying Intent = High Conversion



FACTORS TO CONSIDER
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Google 
Paid

Google 
Local 

3 Pack

Organic

Local Services 
 Ads

Do You Rank 
Outside of Paid 

Search? 



4/21/21

Healthy Lead Mix Without Paid Search?
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~75% from other sources
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Time & Budget Expectations

$500/mo minimum* + management
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• Value of the Product/Service 
High ticket value = higher ad costs (solar, geothermal, 
system replacement) 

• Level of Competition 
Big markets 
Core services in key markets (AC in Phoenix) 
Sectors that overpay (HVAC)

Primary Drivers of PPC Costs

23
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Small or Very Rural Service Areas

Low population density = low search volume



4/21/21 25

Highly Localized Keyword Data



Website 
Investment is 

Critical 
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Ad Creative Flexibility: Storytelling



4/21/21

Integration with Display Advertising
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Integration with Local Services Ads
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THANK YOU! 
QUESTIONS? 

peter@energycircle.com
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mailto:peter@energycircle.com

