01. INTRODUCTION

2026 Energy Marketing Benchmarks: A Structural Cross-Section
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“thumb-friendly” nurture strategy on mobile. solar research rather than leixure browsing.
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While nearly 60% of traffic is mobile, actual contract Visitors average 3.3 pages per session; they are Mobile bounce rates are higher ($4:2%), and
signings still lean toward desktop, reguiring a highly focused on specific tacks like hill pay or technical optimizations like image compression
are the primary levers for improvement.

hreshold.

Deragulation Drives Paid Competition

Paid search accounts for only 5.5% of traffic glebally, but opilesto. o————0 o
19.5% in the U.S. due to intense competition in retail energy markets. PY o
Q/ \Utility Sites as Bookmarked Essentials
o Must users visit providers directly to manage accounts,

similar to how they interact with banking institutions.

The SED Opportunity Gap 0 / :
\ Many energy firms have yet to invest heavily in SEQ, leaving o———© 7
\ \ significant market share available for early movers. () o
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Descite the steap cost per click, e 4.65% The median consersion rate is 2.8%, but top
C78 and 3.56 consersion rate dellver strong performers more than doublo I5fe by using
ROI due to high customer Metane value. video techinonials and reducing form fields.
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THE PERFORMANCE ENGINE i

(PPC & Conversion) | Social Acquisition Value
Precise targeting of homeowners in high-
cost electacity ereas allows Social CPA to

outperform Search CPA ($68.00).
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