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Founder/CEO of Energy Circle 

• peter@energycircle.com 

• Linked In: Peter Troast 

• Twitter: @EnergyCircle 

• Facebook: Energy Circle 

Let’s Connect

mailto:peter@energycircle.com


Marketing & Lead Generation Services for 350+ 
Better Building Contracting Businesses 

HVAC, Home Performance, Solar, Insulation, 

Auditors/Raters, Builders, Remodelers 

50 States, Canada & Countless Climate Zones 

An Inside View of Many Business Models and Their 
Success 

Deep Dataset on What is Making the Phone Ring 

Our Mission: More Successful Contractors = More 
Retrofits 

The Lens I See 
Through



ACCA QI Program 

NAIMA 25C Tax Credit Program

Additional 
Opportunities



Current Market Conditions & Demand 

The Unique Challenges of Marketing and Selling 
Home Performance  

Rising Importance of Customer Experience/Evolving 
Diagnostic Processes 

Growing Competition and Why Differentiation is 
More Important Than Ever 

Marketing Mix—What Tactics? What Spend? 

Data Driven Marketing & Analytics 

Big Shifts in How Homeowners Find Contractors?

A Whole Lot of 
Ground to Cover
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ECONOMIC UNCERTAINTY REIGNS



Economy & Market Conditions 
Morning Consult—US Consumer Confidence Tracker



Economy & Market Conditions 
Harvard Joint Center on Housing Studies: LIRA Report Jan 2025



Working Hypothesis of the Homeowner Mindset Since the Before Times
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The Role of Marketing Relative to Demand



Get Us to the Kitchen Table 

Let Sales Team & Process Take 
it From There 

Consensus of Many 
in the Industry



THE CHALLENGE OF 

MARKETING HOME PERFORMANCE



Envelope Mechanicals

+ 
Testing

WHOLE HOUSE HOME PERFORMANCE



Fundamental Truth About Home Performance Marketing

EGIA/BPI

WHOLE HOUSE DIAGNOSTIC PROCESS

AC Repair
Spray Foam

Hot Room
Rebates

Crawlspace
New Furnace

Climate Change Heat Pump

Sick Child

Mold

Cold Room

Energy Cost

MORE COMPREHENSIVE  JOBS

Fujitsu Dust



ELEVATING THE CUSTOMER EXPERIENCE/ 

EVOLVING DIAGNOSTIC APPROACHES 



Finding You First Touch
Diagnosis/

Scoping
Quoting/Closing During the Job After the Job

What is the customer  
Experience?

Marketing, Competition & Customer Experience 
What’s the Customer Experience End to End?



Marketing, Competition & Customer Experience 
What’s it like to engage your company?



Core Premise of 
Performance 
Contractor 
Marketing

First Touch is Critical 

Most Leads are Single Measure 
You are Selling Something Different 

Experience Has to Be Better Right From Start



USING BUILDING SCIENCE 

ENERGY AUDIT  

Marketing, Competition & Customer Experience 
Diagnosis & Scoping



DIFFERENTIATION IS MORE  

IMPORTANT THAN EVER



HOW DO WE WIN THIS JOB?

Your Quote Competitors Quote

21.5 SEER 1 ton Fujitsu ducted heat 
pump, 4 supply registers, 1 return 
grill, new R8 flex duct system.

$14,856

Attic Insulation Removal, Air 
Sealing, Reinsulation

$7,707

Airseal uninsulated portions of 
subfloor

$4,735

Upgrade electrical service to 
support home electrification

$5,805

TOTAL $33,103

17 SEER 1.5 ton Daikin ductless mini 
split system (2 indoor heads)

$7,447

Upgraded electrical service $6,241

TOTAL $13,688



Differentiation Across the Funnel

23

Getting the Call 

Closing the Sale



New & Growing 
Competition 

Concierge 

Directories 

Utilities & Efficiency  
Programs 

Lead Sellers 

Financing 

Entrepreneurial  
Contractors 

Rebate Chasers 

Ghost “Contractor” 
Websites 

High Performance  
Contractors

Manufacturers 



1. Brand & Reputation  

2. Trust & Credibility 

3. Quality 

4. Building Science & Innovative Technologies 

5. Process & Planning 

6. Community Involvement & Ethics 

7. Price Transparency 

8. Risk Reduction (Licensing, Insurance, 
Guarantees) 

Categories of 
Differentiation



1. Brand & Reputation  

2. Trust & Credibility 

3. Quality 
4. Building Science & Innovative Technologies 

5. Process & Planning 

6. Community Involvement & Ethics 

7. Price Transparency 

8. Risk Reduction (Licensing, Insurance, Guarantees) 

Categories of 
Differentiation



WHAT IS “HIGH PERFORMANCE”?

Building Science Oriented Customer Oriented A Better Home

Building Science Standard 

• A clear diagnostic process 

• Working to a standard 

• Calculating loads 

• Addressing ducts 

• More comprehensive jobs 

• etc

Communications 

• Web 

• Sales process 

• Documentation 

• Scheduling 

• Compelling case 

• etc

Outcomes 

• Better 
outcomes  
and results 

• Comfort? 

• Efficiency? 

• Cost? 

On Site 

• Timeliness 

• Cleanliness 

• Politeness  

• Attire 

• Craftsmanship 

• etc 



• Measurement Tools 

• Blower Door, Infrared, MeasureQuick 

• Third Party Quality Verification 

• ACCA QI 

• Social Proof/Case Studies/Reviews 

• An Understandable “Commissioning” Process 

• A Meaningful Guarantee 

Making the Quality Message Understandable to Homeowners



USING BUILDING SCIENCE 

ENERGY AUDIT  



Energy Audit 

Energy Assessment 

Healthy Home Assessment 

Commissioning 

Walk Through 

Home Evaluation 

Free Quote 

Site Visit 

Test Out 

Etc 

To a Homeowner—
They’re Just Labels



Tools: Data AND Bling



Tools: Data AND Bling
Amply Manual J TruFlow Grid

measureQuick Snugg Pro









Offer a Planning 
Process



MARKETING MIX & BUDGETS 

WHAT SHOULD YOU BE SPENDING?



7% 
Typical

2% 
High # Service Contracts 

Strong Brand 
% Commercial 

12% 
New Market 

High Competition 
Aggressive Growth Goals 
New Services/Products 



The Role of Marketing Relative to Demand



Capturing 
Demand

Creating 
Demand



Capturing 
Demand

Creating 
Demand

“I’m looking for a 
contractor to 

install heat 
pumps.”

“Did you know 
that a heat pump 
can replace your 

gas furnace?”

High Intent No Intent, but Hooks



Capturing 
Demand

Creating 
Demand

PPC 
Local Search 

Direct Mail 

Facebook/Instagram Ads 
YouTube Ads 
Display Ads 

+ 
Connected TV 

Digital Radio/Podcasts 
Premium Display 
Digital Billboards 

Reddit 

 
SEO 

Content 
Community 

Tabling



Capturing 
Demand

Creating 
Demand

80% 20%
PPC 

Local Search 
Direct Mail 

Facebook/Instagram Ads 
YouTube Ads 
Display Ads 

+ 
Connected TV 

Digital Radio/Podcasts 
Premium Display 
Digital Billboards 

Reddit 

 
SEO 

Content 
Community 

Tabling



Capturing 
Demand

Creating 
Demand

60% 40%
PPC 

Local Search 
Direct Mail 

Facebook/Instagram Ads 
YouTube Ads 
Display Ads 

+ 
Connected TV 

Digital Radio/Podcasts 
Premium Display 
Digital Billboards 

Reddit 

 
SEO 

Content 
Community 

Tabling



All Costs are Up 
Search, Display, YouTube

TRENDS IN PAID SEARCH ADVERTISING

$1.72 $3.90



Offsetting cost increases with 
improved performance 

Constant optimization & 
management 

High Performance keyword 
focus 

Location dependencies: 
franchises & PE backed 
contractors driving costs up

TRENDS IN PAID SEARCH ADVERTISING

14 INDUSTRIES
experienced increases in click costs 

cost  per  leads increased for

while conversion rates dropped

THE PPC TEAM WINNING
YEAR-OVER-YEAR KEY TAKEAWAYS

Energy Circle The WorldVS

CLICKTHROUGH RATE

5.53%

CLICKTHROUGH RATE

4.8%

COST PER LEAD

$29.38

COST PER LEAD

$66.02

CONVERSION RATE

19.88%

CONVERSION RATE

10.22%

Comparison metrics based on 2023 data from  WordStream Home & Home
Improvement benchmarks versus Energy Circle internal benchmarks.

AVERAGE COST-PER-CLICK

$5.84

AVERAGE COST-PER-CLICK

$6.55

91% OF INDUSTRIES 

energycircle.com



Recommending 
minimum monthly 
spend of $500 

More concentration 
improves performance 

Expansion beyond 
Facebook, Instagram 

SOCIAL ADVERTISING



Quality content is the 
antidote to AI written 
crap  

Brand imperative of 
excellent & authentically 
human content 

SEO complexity across 
Google, Bing, AI search 

BE UNDENIABLY 
HUMAN 

SEARCH ENGINE OPTIMIZATION & CONTENT



Potential for Scaled 
Back HOMES/
HEERA Rebates 

Potential for Shorter 
Expiration of 25C 

Urgency Marketing 
Necessity

CONTINGENCY PLANNING—REBATES & TAX CREDITS



Tax Credit  
Urgency  
Messaging ACT NOW BEFORE 

TAX CREDITS EXPIRE 



Be the Trusted 
Resource for All 
Things Incentives 
& Financing 

Use this moment to 
educate and build 
credibility

Rebates?

Financing?

LMI Programs?

Tax Credits?



DATA DRIVEN MARKETING & ANALYTICS



Google 
Analytics 

GA4 
Challenges



Content 

Critical Role of 
Call Tracking 

CallRail Data



Full Attribution

CONVERSION >   

QUALIFIED LEAD >  

VISIT >  

QUOTE >  

CLOSE



Insightly…Etc 

Salesforce 

Service Titan 

Customer Relationship 
Management Software is 
Essential



BIG SHIFTS IN HOW HOMEOWNERS FIND CONTRACTORS?



+

Marketing, Competition & Customer Experience 
Changes in How Homeowners Find Contractors



Global Search Engine Market Share



Google AI 
Overviews



Google  

AI Mode



Google  

AI Mode



Local Services Ads

Paid Search Ads

Google Business 
Profile



EVOLVING STRATEGIES FOR REVIEWS

• Quantity & star average 
increasingly undifferentiated 

• Content of reviews matters 
more 

• RECENCY is the big ranking 
factor 



Private Equity 
Owned Contractors 

Franchises 

Financially 
Aggressive 
Competitors 



END


