
How to Boost Energy Efficiency Audits Using 
Google’s Full-Funnel Approach
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● Introductions

● Funnel Basics

● How to Implement a Strategic Funnel

● Audience Targeting

● Partner with Xtropy

● Q&A Session
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Today’s Speakers

Eric Geibel

● Works with Xtropy’s new-to-digital 
clients 

● Creates and shares customized Media 
Plans based on Google data

● Part of a broader three person Google 
Team that supports Xtropy

New Client Education, Google

Jim Hammerel

● Works with energy clients to communicate 
and engage with customers and prospects

● Develops strategy and implements paid 
search campaigns to support client goals

● Founded Xtropy in 2004

CEO, Xtropy Search Marketing
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Funnel Basics
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What’s Happening in 2019?

● Energy prices are expected to rise 3.2% in 2019, the 

highest jump in five years

● Added cost pressures, especially on lower income 

families, are expected to push them to seek relief

● Residential energy audits are a great way to build 

customer satisfaction and lower grid demand.

● Nationwide, consumer satisfaction scores of IOU 

and muni electric and gas utilities fell 2.7 percent 

over the past year, now the same rank consumers 

gave to health insurers and airlines.*
*Source: American Customer Satisfaction Index
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2013

43M
Actively seeking 
energy education

71M 
Care about how energy
impacts their daily lives

106M 
Not interested

53M 
Neutral

and interest is stronger than ever... 

51M 
Not interested 

2018

57M
 

108M 
Care about how energy
impacts their daily lives

Actively seeking energy 
education

102M 
Neutral

Consumers care about saving energy & money

Source:  Google Consumer Surveys, Dec. 18
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Michigan

Journey: 57 days
Over 25 total 
touch points

Why is my energy bill so high?

Ways to reduce energy

Nextera energy

Window weatherization

Total searches: 3

Energy Utility
Key moments of discovery

Total searches: 4

Total searches: 4

Total searches: 1
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Focus on the 
customer, and all 
else will follow

Increase in connectivity can have 
a drastic impact on how 
customers find solutions to 
complex problems.
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Customers are...

More Curious
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Recent Industry Trends

Source: YouTube Data, US, Classification review 
videos were based on public data such as 
headlines, tags, etc., and may not account for 
every such video available on YouTube, 2018

YouTube video 
views

71M
For topics related 
to energy 
consumption

Source: YouTube Data, US, Classification "does it 
work" videos were based on public data such as 
headlines, tags, etc., and may not account for 
every such video available on YouTube, January - 
June 2015 & 2017

(e.g., Does It Work? Ice Cream Maker Machine 
Makes Real Food for Disney Frozen Queen Elsa & 
Anna Dolls, Press On EyeShadow  | DOES IT 
WORK?!)

Watch time of 'does 
it work?' videos 
grew by more than

1100%

Source:  Google Internal Data 

Searches on mobile 
related to ‘Energy & 
Utility’ questions  

61%
of the time 

Source: Google Data, US, Jan - June 2015 vs. 
Jan - June 2017. Top 500 "best" search terms

Searches for
'Best' grew over

80%
on mobile
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More Demanding

More Curious

Customers are...
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63%
of people expect brands 
to provide personalized 
experiences based on 
past interactions.

Source: Google/Greenberg, Rising Expectations in Consumer 
Experiences, March 2017, U.S. (n of 1,501 consumers 18-54)
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Customers are...

More Demanding

More Curious More Impatient



Proprietary + Confidential

Over the past two years, 
searches related for ‘tonight’ 
and ‘today’ have grown

150%
on mobile 

Source: Google Data Jan - June 2017 vs. Jan - Jun 2015. US Source: Google Data Jan - June 2017 vs. Jan - Jun 2015. US

Mobile searches for 
“wait times” grew over

120%
Over last 2 years
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Customers are...

More Curious More Impatient

More Demanding
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Be valuable

by offering 
meaningful 
experiences to reach 
your customers 
wherever they are

Be quick

by delivering on 
customer needs 
in real-time by 
leveraging the 
power of machine 
learning

for your customers 
throughout the entire 
purchase journey

Be there Be
Valuable

Be There Be Quick

3 key principles to effectively reach your customers
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Your customers are constantly online; 
reach them across many touch points and 
devices.

Ensure that all these valuable interactions 
are tracked and valued properly.

Be there
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Jan Feb Mar Apr Sep Oct Nov DecMay Jun Jul Aug

Queries

CPC

Source:  Google internal data for Power & Electricity Services | United States. Time period: Q3 2018

Are you there during peak Search times?
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Give them a unique, compelling 
experience with the right message, 
wherever they are across the web.

Be valuable
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Your customers are constantly looking 
for new ways to save money.

Utilizing the power of machine learning, 
automatically deliver on customer 
demands, creating more engagement 
with less effort.

Be quick
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Be valuable

by offering 
meaningful 
opportunities to 
reach your 
customers wherever 
they are

Be quick

by delivering on 
customer needs 
in real-time by 
leveraging the 
power of machine 
learning

for your customers 
throughout the entire 
saving process

Be there

Utilities must tap into customer intent

Be
Valuable

Be There Be Quick

= Energy Efficiency Audits 
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How to Implement a Strategic Funnel



Proprietary + Confidential

Google Ads - The Basics

● Flexible spending & budgets
○ Start/stop at any time
○ No minimum ad buys

● Cost-efficient
○ No markup on ad spend
○ Billed on CPC basis in an auction format
○ No IAS or ad serving fees

● Text & responsive display ads reduces creative design costs
● Rapid campaign deployment
● More control than typical media buys
● Unique targeting capabilities

○ Cross-device & cross-channel
○ Customer match audiences
○ Remarketing directly from Google Analytics

● Smart bidding options based on your campaign goals
○ Reach, leads/CPA, maximize clicks, etc.
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Google Search $6.68

Google Gmail Ads $23.18

Programmatic Display $25.91

Paid Social $144.03

Digital Radio N/A
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● Google Display Network
● YouTube TrueView

● Gmail Ads
● GDN Remarketing

● Branded Search
● Search Remarketing

● Customer Match Audiences
● Gmail Ads

● Remarketing Lists
● Lookalike Remarketing Lists
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● Most customers won’t know an EE audit is available—you’ll need to 
highlight the cost-saving benefits

● Utilize inexpensive & proactive tactics like:
○ TrueView for Action video ads on YouTube
○ Display banner ads (static or animated) on Google Display 

Network (GDN) partner websites
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● Using remarketing and audience lists, push the value proposition of an EE audit for 
customers in the middle of the funnel

● Utilize engaging tactics like:
○ Gmail Sponsored Promotions (GSP) in Gmail and G Suite
○ Display banner ads (static or animated) on GDN partner websites
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● As awareness builds, have a bottom-funnel tactic ready to capture conversions
● Utilize demand-based tactics like:

○ Search engine text ads on Google.com
○ Remarketing text ads on Google.com
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Your customer’s daily journey...

4:00pm
Checks email
subject: Register for a Free Energy Audit

8:00am
Google search: Okay, Google. How do 
I lower my energy bill?

11:00am
Display banner ad impression

6:45pm
Reads articles/reviews

7:00pm
Video ad impression

7:00pm
Google search: energy auditors near me
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Match your energy utility with consumers looking for 
energy audits...

people directly 
searching for you

people reading/watching 
relevant content

people who 
match your target customer

lower my energy bill

keep my house cooler

analyze my energy usage

save energy at home

xcel energy energy audit

Remarketing 

Custom Intent - Energy 
Savings

Demographic - lower HHI

Weatherization

Efficient water heaters 

Save money

Rooftop solar panels
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Audience Targeting



Proprietary + Confidential

Email · Address · Phone · User ID · Device ID
GOOGLE 
AUDIENCE 
SOLUTION

CUSTOMER 
SEGMENT

MARKETING 
OBJECTIVE

* Customer Journey Stages based on web interaction
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Demographics and 
Detailed Demographics

Reach users that fit your basic demographic criteria 
like age, gender, HHI as well as advanced demographic 
criteria like education, homeownership, parenting 
stages, marital status, and employment.

— Age and Gender
— Homeowner vs Renter
— High School Graduate
— Parents of Toddlers

Affinity Audiences Reach audiences who are interested in a topic based 
on a holistic picture of their lifestyles, passions, and 
habits while achieving TV-like scale.

— Sports Fans
— Cooking Enthusiasts



Proprietary + Confidential

In-market Audiences Reach users actively looking to buy certain 
products or services in the near future.

— Energy efficiency searcher
— Save on bills

Similar Audiences Find people with the same characteristics as 
your existing customers.

— SImilar to converters
— Similar to category page visitor

YouTube
Remarketing

Reach users who are familiar with your brand, 
have engaged with your video content, or are 
channel subscribers

— Video Viewers
— Youtube Channel Subscribers

Remarketing Lists 
for Search Ads

Reach users who are familiar with your brand, 
have been to your website, and are actively 
researching your services

— Homepage
— Category/Program Page
— Abandoned Lead Form
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Remarketing Lists 
for Search Ads

Retarget to users that are purchased a 
product/service from your website.

— Engaged Visitor
— Lead Completer

Customer Match Reach custom segments of your existing 
customers and deliver a tailored message 
at the moment of relevance.

— New Customer
— Loyal Customers
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Increase program awareness   Prospects
- Video Views & Ad Impressions
- New Visitors to Site
- Landing Page Visits

Increase Consideration   Prospects & Interacted Users
- Returning Visitors to Site
- Increased Visit Durations
- Higher Engagement Rates and CTR

Drive conversions and loyalty   Interacted Users & 
  Converted Customers

- Conversion Rates
- Cost per Conversion
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Partner with Xtropy
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Xtropy & Google

15+ year digital agency

We work alongside your utility’s agency of record

Millions of dollars in spend under management

Working with the largest energy utilities in the US

Learnings from numerous campaign types, budgets, 
and categories

Dedicated team at Google for planning strategy and 
assistance

Residential Commercial

Home Energy Audits Demand Response

Low Income Assistance Solar Water Heating

Appliance Rebates EE Financing

Solar Thermal Storage

Rate Plans/Changes EV Charging

Safety Messaging Agriculture

many more...
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The Google Premier badge 
recognizes companies that excel 

with Google products.

Xtropy & Google
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Q&A Session
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Jim HammerelEric Geibel

jim@xtropy.net
www.Xtropy.net
(530) 725-1254

LinkedIn.com/in/jhammerel

CEO, Xtropy Search MarketingNew Client Education, Google

Contact Us

geibel@google.com
LinkedIn.com/in/egeibel


