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Surprising as it is, there is very little hard data on the critical question of exactly who is buying home
performance retrofits and/or high performance homes. 

The Energy Circle team has been gathering what local and regional data exist, and we’re conducting our own 
marketing tests with clients. Our CEO, Peter Troast, has been speaking around the country on this topic and 
using his sessions to crowdsource answers to this question that is so fundamentally important to growing our 
sector. 

Why are we so rabid about this issue?

Marketing that is targeted at the most likely-to-buy audience is cheaper, more effective and easier to execute. 
Your online and offline collateral and messaging should capitalize in as many ways as possible on strategies 
that will cut through the noise and reach your audiences’ eyes and ears.

We work with over 350 home performance and HVAC contractors across the United States, as well as a 
number of builders, consultants and architects focused on high-performance new construction. Looking at 
what research does exist, taking into account the buyer demographics across our client base, and listening to 
the feedback of hundreds of people at Peter’s workshops and webinars, we’ve arrived at a conclusion. The 
buyers of home performance are substantially more skewed towards baby boomers than we, as an industry, 
may care to admit. 

What Research Does Exist?

It is well known that the baby boomer population is large and poised to spend on home improvements that 
allow them to remain in their homes. But little statistically valid data exists, for boomers or any other 
segments, on who is buying home performance upgrades or high-performance new construction. We do 
know there are close to 80 million boomers in the US that, generally speaking, have limited advertising 
dedicated exclusively to them. Some regionally-specific studies have been done that provide guidance, but 
are only directive as to national trends. 

An Opinion Dynamics report conducted in 2009, while isolated to CA, states that among the biggest two 
segments of buyers of efficiency upgrades (those concerned with reducing and saving energy and those who 
want to invest practically), homeowners aged 55 and older comprised the largest group.
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Faced with this lack of data, the Energy Circle team has resorted to qualitative approaches to tackling 
this fundamental question. 

A random poll from 43 energy efficiency contractors, low-energy architects, builders, HVAC and home 
performance contractors shows 80% of their total business comes from the baby boomer generation.

Energy Circle recently polled contractors attending our webinar, “Who’s Buying Home Performance?” 
Overwhelmingly they agreed that 80% of their customers are baby boomers.

There’s a clear opportunity here. What are the best strategies for reaching this homeowner audience, 
born between around 1946 and 1964?  

We’re glad you asked.

To be clear, the marketing strategies we espouse here can be successful for a variety of audiences and 
age demographics. We suggest this particular cocktail, however, to reach baby boomers.

What are the Concerns of Baby Boomers?
Generally speaking, there are some concerns and issues that apply to baby boomers. Though these 
concerns can, obviously, vary, some common ones include:

•Health/healthy home
•Aging in place
•Long-term energy costs
•Reliability/predictable costs of energy systems

The goal of targeting your marketing efforts to this group, then, should be to effectively present 
solutions to these concerns.

https://energycirclepro.wistia.com/medias/lwytvoc7on
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Capitalize on These Services
Homeowners that fall into the baby boomer category are likely mulling over, considering, deciding on, or 
currently are aging in place. Whether they built their home or bought it years and years ago, aging in place 
provides a unique opportunity to market your company’s related services.

Using Pain Points

As with any homeowner audience group, recognizing and providing solutions to pain points is an effective 
strategy for starting a conversation. Aging in place-related pain points stemming from indoor air quality -- 
things like healthy breathing, allergies, safe home air, asthma -- are a low-hanging fruit. Our clients 
continually echo that good points of entry for this age group also include energy efficiency, energy savings, 
comfort and the benefit of an investment for the future. These points can resonate particularly strongly with 
an aging audience who is conscious of staying healthy. Make sure to acknowledge these as common issues 
on your service pages, and provide easy-to-understand services that can remediate these issues.

Get Ready to Maximize Your Content

Research from Moz indicates that out of millennials, baby boomers, and generation x, baby boomers are the 
most likely to consume the most content. Moz’s research shows that more than a quarter of boomers read 
upwards of 20 hours of content per week. With the right blend of marketing tactics, some of that content 
they’re reading could be your content!

Consider the following tips for getting good mileage out of your content:

Try These Online & Offline Marketing 
Strategies
Web Design & Readability

To effectively reach baby boomers, your website needs to be designed with older eyes and hands in mind. 
These are good practices to follow regardless of your audience, but make sure your text is large enough to 
be readable, your office phone number is prominent, the buttons are big and easy to spot, and the form 
fields (aka where customers put in their contact info for getting in touch and scheduling a service) are big.

1. Make sure your most popular service pages have high-quality content that is readable and 
informative. Make sure to conduct some keyword research ahead of time to make sure you’re hitting the 
high- volume search words in your region.

2. Share your blogs, news posts and any announcements on social media platforms to get better 
exposure.

3. Stay on top of updates to your pages -- including current, seasonal promotions, up-to-date energy 
savings statistics for HVAC products, etc. -- to make sure your content is fresh, accurate and relevant. 

https://moz.com/blog/the-generational-content-gap-three-ways-to-reach-multiple-generations
http://www.energycircle.com/blog/choosing-right-words-keyword-research-tools-successful-content
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Tablet Optimization

Closely related to web design and readability is tablet optimization. Baby boomers are more likely to use 
tablets than smartphones, plain and simple. It’s important that your website -- including individual pages, 
buttons and forms -- all be responsive to a tablet design and look good when shrunk to the 
dimensions of various tablets.

Facebook Targeting

Baby boomers share content on Facebook the most out of any other social media platform, and Facebook 
ranks #1 as the most-used social network among this group. How’s your company’s Facebook presence 
and marketing efforts?

Our team loves Facebook ads for their customizable features, relatively low cost to run, and, most 
especially, their superior targeting capabilities. By creating targeted audiences on Facebook’s Power 
Editor, it’s possible to not only target audiences based on location, homeownership status, net worth, 
purchase behaviors, interests and behaviors; audiences can also be targeted based on age, in increments 
as specific as one year at at time. The only limitation here is that that ages 65 and over are grouped 
together as “65+”, which doesn’t provide the ideal level of granularity we’d like to see.

Direct Mail

At Energy Circle, we’ve still found some more traditional methods of marketing, including print mailers, to 
be an effective tactic for driving conversions. The baby boomer market is more likely to read mail than are 
other generations.

For maximum impact, consider highlighting one of your aging in place services in a mailer and running a 
special, or sending out a newsletter with a seasonal promotion around high-target services.

Bing

Though Google is still the number one search engine in the baby boomer market, Bing is still quite 
popular. To reach users on this search engine, consider running some paid Bing ads in addition to Google 
ads. We’ve actually found Bing ads to be a little cheaper to run than Google ads.

Community Events & Outreach Direct Mail

At Energy Circle, we’ve still found some more traditional methods of marketing, including print mailers, to 
be an effective tactic for driving conversions. The baby boomer market is more likely to read mail than are 
other generations. For maximum impact, consider highlighting one of your aging in place services in a 
mailer and running a special, or sending out a newsletter with a seasonal promotion around high-target 
services.

Typically with more time on their hands, particularly if they’re retired, baby boomers are more likely to 
attend community events. Having a strong representation from your organization at places like home 
shows, tradeshows, town meetings, Earth Day celebrations, home efficiency and energy saving events, and 
the like can be effective for getting your company in front of that audience.
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http://www.iphoneincanada.ca/news/baby-boomers-gettin-jiggy-with-technology-especially-tablets/
http://www.energycircle.com/team
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Multiple Options for Contacting You

Though this isn’t strictly exclusive to baby boomers, offering a variety of ways customers can connect with you 
maximizes the chance they will. Include your phone number, simple-to-fill-out contact forms on as many of 
your webpages as possible, and an easy-to-find contact page that has an obvious link on your site’s menu 
hierarchy.

Popularity of contact channels by demographic age. The best ways for businesses to 
contact millennials is clearly social media and chat. Whereas the telephone is the best 

way to contact baby boomers.

Call Tracking

64% of baby boomers list the phone as their preferred 
medium of contact. From our experience, we know that 
71% of all home performance website conversions happen 
through the phone. In a quality call tracking system, 
rotating phone numbers are placed automatically into the 
phone location on your website. Every new user that lands 
on your website sees a related tracking number so you 
have data on where that lead is coming in. 
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Vital Data

The data gathered from tracked calls -- whether the source is organic, paid search, social media, etc. -- is 
invaluable. There is a huge hole in your marketing analytics if you don't have information on the source of 
71% of your leads! 

For each call, the quality measure around this data is fantastic. It includes the phone number, city, duration of 
the call, the source that the call came from, and, in some cases, you’ll even know what keyword the user 
searched before calling. This data is offered in addition to the recordings of the calls themselves.

When we asked dozens of home performance and HVAC professionals if they were currently utilizing call 
tracking software to measure phone leads, a remarkable 56% answered no. Only 31% said yes. Clearly, this is 
an opportunity to not only do a better job reaching the baby boomer target market, but also to differentiate 
yourself from the competition.

Why It’s Awesome

As we've talked about in our whitepaper, “Comprehensive Guide to Call Tracking for Your HVAC & Home 
Performance Business,” which you should check out if you haven't already, understanding where your leads 
are coming from relative to digital and offline mediums is very important. This gives you great data to learn 
more about how your customers are finding you, and creates the opportunity to design a program that 
maximizes the effectiveness of each channel.

Incorporate This Messaging
Long-Term Energy Costs

Particularly if they’re aging in place, baby boomers are going to be considering the long-term energy costs, 
savings and ROI of their investment in your services. When promoting your service, either online or off, be 
sure to prominently highlight the projected energy savings homeowners can expect to achieve. Explain how 
air sealing and insulation will cut down heating and cooling bills. Detail out the cost benefits of upgrading to 
a high SEER air conditioning unit. For HVAC companies, try coming to clients prepared with examples of ROI 
on any investments they make, as well as estimates on any increases in home resale value.
Though applicable to most customers, emphasizing available rebates and incentives can play particularly well 
with a baby boomer audience. Make sure to have a page (or pages) of your site dedicated to talking about 
available rebates, tax credits, utility incentives, local financing options etc.

http://www.energycircle.com/guide/comprehensive-guide-call-tracking-hvac-home-performance
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Healthy Home

Healthy home messaging is also great way to play on the aging in place theme. This messaging can 
ultimately drive at your IAQ services. Be sure to highlight healthy home-related pain points as well as 
benefits to homeowners who make strategic upgrades. Combined with a Facebook ad campaign or a mailed 
newsletter with an irresistible IAQ offer, healthy home messaging can make a compelling case to the baby 
boomer generation.

No Surprises

Surprises relating to home upgrades and projects are vexatious, particularly for a potentially retired person 
on a fixed income. Emphasize the reliability of your services with strategic messaging. We find that, next to 
the home page, the “About Us” page is one of the most-visited on our clients’ websites -- make sure 
“reliability” and “trustworthiness” language is incorporated there, and consider weaving this messaging 
through your top service pages. 

To further help bolster your company’s reputation, consider adding “trust symbols” (small icons and logos of 
the accreditations, certifications and memberships your team has) to your site’s footer. Also stay on top of 
your company’s reviews across sites like Yelp, Facebook and Angie’s List -- having high-quality, positive 
reviews drastically increases the chances of customers visiting your site and becoming customers. At Energy 
Circle, we use a segmented method that routes positive reviewers to our clients’ third-party review sites, but 
routes detractors to a place to have a private correspondence with the company.

Family & Local (When Applicable)

If your organization or company is family-owned and local, be sure to capitalize on that messaging across 
your site! Baby boomers in particular are brand loyalists; if they know you’re a well-established, nearby team 
of close knit individuals, the chances you’ll become their go-to for home performance and HVAC services are 
much higher.
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ABOUT ENERGY CIRCLE

Energy Circle builds tools and services to grow companies and organizations dedicated to 
providing comfortable, efficient, healthy buildings. It’s our job to stay on the cutting edge of 
the digital marketing. It’s your job to make better buildings. We’re here to help you move 
that needle.

We help companies, organizations and institutions within this vertical excel at marketing 
through our unique and industry-specific products, tools and services. Based in New 
England, we’re proud to support over 350 of the most successful national, regional and state 
businesses and organizations dedicated to home performance, HVAC, solar, low-energy 
builders and architects across 49 states. We measure our ultimate success in the $787 
million+ in energy retrofit work that our client base has accomplished since Energy Circle’s 
2009 launch.

Our Solution

We’ve built our innovative website platform as a digital 
marketing tool to help companies dramatically grow their 
businesses. We offer comprehensive marketing services that 
encompass the most effective tactics with the highest ROI for 
clients, and we’re constantly developing more. Energy Circle’s 
project and account managers excel and communication and 
will work collaboratively with you on each step of the process 
to ensure your solution is practical, scalable and permanent. 
Our platform and services enable contractors to easily 
manage their marketing efforts, maintain a dynamic online 
presence, capture quality leads and take advantage of online 
marketing opportunities in their multifarious forms.

ZERO-OBLIGATION  
MARKETING EVALUATION

Give us a call today.  
Find out what’s working, 
what’s not, and what to  
do about it. IT’S FREE.

Bethany Profaizer 
Director of Client Solutions

Bethany@energycircle.com  
207.847.3644  
508.254.8749

http://www.energycircle.com/services
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