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370+ High Performance Building Businesses 
Solar installers, HVAC, home performance contractors, builders/remodelers, 
energy auditors, architects, non-profits 

50 States & Canada 

64,000 Tracked Search Terms in Solar & HP 

$1 BILLION in Renewable & Performance Building Work 

Significant Solar Specific Data  

• Mix of integrated and pure solar contractors 

• Thousands of leads generated 

• Several million in marketing spend 
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The Energy Circle Sandbox
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Quick Overview: the ROI on Content 

Start from Where Your Are: A Simple Content Audit 

Fundamental Content for Solar Websites 

Ideas for Making Content Less Difficult 

Leveraging Your Content: Getting Maximum Value 
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What We’ll Discuss
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QUICK OVERVIEW:  
WHY CONTENT IS IMPORTANT  

WHAT’S THE ROI? 
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Two Core Audiences for Content

Humans Search Engine Robots

Your Services 

Your Company 

How to Work with You 

Answers to Questions 

Keywords 

Overall Website Volume 

User Engagement
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What Mother Google Looks For
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Compelling Information for Site Visitors 

Keywords for Search Engine Robots 

Building Structure for Internal Linking 

As Bait for External Links to Your Site 

Good Stuff for Your Other Channels 

The Foundation of Your Marketing Program 

Freshness for Overall Website Health 
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The Importance of Content 



7/25/19  9

Context Authority+

Simplifying Search

Engage-
ment+
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Context Authority+

Simplifying Search

+

Site  
Content

Incoming  
Links

User  
Interaction

Engage-
ment
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11/9/16 13

Google  
Loves  

Content

Authority

Google Loves Content

Content Consistency is 
Everyone’s Challenge
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“solar panels”  

vs 

“will solar panels work on a north 
facing roof?”
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Conversational Search
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The Power of Organic Traffic

54

782
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Organic (Content) = Strong Conversion



START FROM WHERE YOU ARE:  
HOW TO DO A SIMPLE  

CONTENT AUDIT 
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Get a Quote or Consultation 

Find Out if Their Home is Good for Solar 

Check Out Your Company 

Learn About Solar 

Understand the Math (and Financing Options) 
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Can Your Visitors Accomplish Their Goals?
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Are All Your Services Represented? 

Is Your Meta Data Well Optimized? 

How Fresh (or Stale) is Your Content? 

How Good is Your Internal Linking? 

Are Your Key Geo Targets Covered (primarily by 
Project Galleries)? 
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Evaluating Your Web Content
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Age 

Popularity (links) 

Size (# Pages) 

Freshness (recency) 
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What Drives Website Performance?

DOMAIN AUTHORITY 
Measure of Trust



7/25/19  19

Search “site:www.yoursite.com”
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How to Measure Freshness
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Where’s Your Traffic Coming From?
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Organic Traffic Over Time?
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Very Often: It’s Lumpy
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Improved Lead Mix = Lower Cost

Before Steady Content After Steady Content 
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Assess Your Traffic & Engagement
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Top Destination Pages from Organic



Search Queries 
for which Site 
Pages Rank on 
Page 1 
(Organic) 

• Volume of Unique 
Keywords 

• Shows 
Comprehensiveness 
of Content 

• Site Content is 
Relevant to Diverse 
Set of Search Terms 

• Reaching Broader 
Audience 
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Titles: ~55-60 Characters Max (try to use every darn one) 

Keyword 1, Keyword 2 | Brand Name | Geography 

such as: Solar Energy | Insource Renewables | Maine 

Descriptions: 155 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
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Screaming Frog
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Length 

Keywords 

Geography 

Missing 

Duplicates 
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What to Look for in Meta Data



CONTENT FUNDAMENTALS  
FOR SOLAR 
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• Your Services: PV Install, Storage, EV Charging (Etc) 

• About Your Company 

• Frequently Asked Questions (FAQ’s) 

• Case Studies (Project Galleries, Portfolio) 

• Financing & Incentives 

• Testimonials & Trust  

• Working with Us (Free Quote, Process, Steps)
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Content Fundamentals in Solar
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• The Service: PV Install, Storage, EV Charging (Etc) 

• About Your Company 

• Frequently Asked Questions (FAQ’s) 

• Case Studies (Project Galleries, Portfolio) 

• Financing 

• Testimonials & Trust  

• Working with Us (Free Quote, Process, Steps)

 34

Content Fundamentals in Solar

Sustain
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Identify Core Themes & Narratives 
Ways to Save Energy, Growing the Value of Your Home, 
Utility Independence 

Establish Your Keyword Priorities 
Solar PV, Solar Panels, Battery Storage, EV Charging,  
Solar [insert geography] 

Have a Place to Log Ideas 

Share Responsibility 

Sustainable Schedule 
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Elements of a Simple Content Plan
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Choosing Keywords

Core Services 
& Terms 

Search Volume 

Lower Competition What Converts? 
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Volume in the Real World

SEM Rush Keyword Tool
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CTA’s: Strong, Informative, Compelling
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Free Consultation & Quote is the Standard





Long Can Be Good
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Key to Local Search: Project Portfolios



Aggregate  
Google Map



Solar is a Question-Rich Category

Answer the Public
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Typical Questions in Solar

Is my house/roof suited? 

How much cost? 

How much savings? 

How will it look on my house?  

Maintenance requirements? Do I have to clean? 

Will it hurt my roof? 

What happens during power outages? 

What if it’s cloudy for 2 weeks? 
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Question Volume
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Website FAQ’s
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Gated Content for Lead Capture
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Diverse Content Types are Good

Infographics Video



LEVERAGING YOUR CONTENT:  
GETTING THE MAXIMUM VALUE  

FOR YOUR INVESTMENT 
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Content as a System

Instagram

Facebook

YouTube

Google My  
Business

Guest Articles

Use in 
Advertising

3rd Party  
Review Sites
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YouTube Channel
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Google Posts

Exposure for Blog Posts, 
Specials, Awards, News, Offers 



Facebook 
 





• Where Do You Stand Today? 
Objectively Assess Where You Are 

• Assess Your Content and Meta Data (On Page) 
One Time Cleanup Pays Dividends Immediately 

Keyword Assessment 

• Get FAQ, Case Study, Testimonial Content 
Flowing 

• Execute a Narrative-based Content Strategy On 
and Offsite
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Start Here

}
}

Easy

Less Easy

peter@energycircle.com



END


