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Upcoming Webinars

STAY TUNED! 

We’re Revamping 


January & February
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Energy Circle FREE Educational Resources

Weds Webinars 
30 min

YouTube Highlights 
2-5 min

Comprehensive  
Guides

Insights Newsletter 
& Blog, Weekly

Encircled Podcast 
biweekly
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STATE OF THE CURRENT MARKETING HEADING 
INTO 2022


TAKING INVENTORY: START WITH WHERE YOU 
ARE


APPROACHES FOR MANAGING DEMAND, 
CUSTOMER EXPECTATIONS & 
COMMUNICATIONS
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What We’ll Discuss
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STATE OF THE MARKET 
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State of the Market: HOT

• Most companies booked 
out 4-6 months


• Hiring challenges 
constraining growth 


• Supply chain issues for 
some products


• Frothy incentives unlikely 
to go away
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Most Everyone’s Goal

Fewer,  
More Comprehensive,  

Higher Impact &  
Bigger Ticket Jobs
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TAKING INVENTORY: START 
WITH WHERE YOU ARE 
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What is the State* of Your Lead Mix
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*Quantity & Quality
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Times of Plenty: Shore Up Your Foundation

 Brand & Digital 
FOUNDATION


 
Strong Website


Google My Business

Reviews


Facebook Audiences

Local Search Success


Content

Video


Active LEAD GENERATION


Google & Bing Ads

Local Services Ads


Facebook Lead Ads

Video Advertising 
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Auditing Your Marketing Foundation
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WEBSITE Content, Design & Conversion Audit

GOOGLE MY BUSINESS Traffic & Conversion Review, Image/Q&A Completeness

SEARCH RANKINGS Assessment of Traffic & Keyword Performance

SOCIAL PRESENCE Activity, Engagement, Traffic

REVIEWS Quantity in Google, Averages, Diversity, Content 

VIDEO Quantity, Views Data, YouTube Channel 

BRAND STRENGTH Company Story, Brand Assets, Strength Assessment 
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APPROACHES FOR MANAGING 
DEMAND, EXPECTATIONS & 

CUSTOMER COMMUNICATIONS
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A More Focused Lead Strategy

100 Leads

15% Conversion

15 Jobs @ $7500

$112,500

50 Leads

20% Conversion

10 Jobs @ $15000

$150,000
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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.

Adjust Your “Ideal Fit” Client Targets

16EGIA/BPI
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Increase Energy Audit Pricing

• Price acceptance weeds 
out tire kickers


• A profitable audit is your 
best qualifier


• Tiered audit pricing works 

• Diagnostic approach infers 

comprehensive approach
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“Worth the Wait” Messaging

• Emphasize 3rd Party 
Endorsement (Reviews)


• Leverage Trust Symbols

• Awards & 

Acknowledgments
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Adjust Service Pages: Whole House +

• Build out Long Form 
Comprehensive Solution 
Landing Pages


• Consider pruning single 
measure pages


• Tailor Calls to Action to 
set proper expectations
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Managing Your Lead Mix
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Organic: Enough Traffic? Targeted Traffic?

Paid Search: Going Dark Hurts. Prune Campaigns?
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Focus on Gateways to Comprehensive Jobs

Proven


Crawlspace 
Repair


Discomfort


Home 
Electrification


Net Zero


Working


Healthy Home


IAQ


Heat Pumps*


HVAC Service


Attic Insulation


Challenging


HVAC Repair


Windows


Solar


Incentive-driven 
single measures

Data Sources: 
Search Volume (proxy for interest level)

Website Conversion Rates (Visit to Lead)

Customer Acquisition Cost (Client Provided)

Average Job Size (Client Provided)
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Post-Contract Drip Email Program

1. Thank you. Timing 
reminder.


2. One Month Check-in—
You’re on the calendar. 


3. 2-3 Month Check-in—
We’re gearing up. New 
news.


4. 1-2 weeks pre-job. What 
to expect. 
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Summary

1 Take Inventory and Shore Up Your Foundation


Over Communicate Expectations During Sales Process


Fine Tune Marketing Programs to Focus on Ideal 
Customer Profiles & Best Fit Jobs


Stay in Touch—No Long Periods of Silence


2

3
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QUESTIONS?


Peter Troast
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mailto:peter@energycircle.com

