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Executive Summary
THOUGHTS FROM THE CEO & FOUNDER

Hello, and thank you for reading EnergySage’s 2019
Solar Installer Survey. This year’s survey was fielded
and authored in partnership with the North American
Board of Certified Energy Practitioners (NABCEP) and
covers the period of January 2019 to January 2020.

The 2019 Solar Installer Survey features the responses
from over 770 different solar companies of all sizes
across 48 states, Washington DC and three island
territories. Major insights from the 2019 Solar Installer
Survey include:
• D
 emand for energy storage continues to increase:
The percentage of solar shoppers interested in and
installing energy storage has increased steadily over
the last few years, as the number of solar installations
that also include storage doubling between 2017 and
2019 nationally.
• C
 ustomer acquisition remains a barrier to growth:
Nearly half of this year’s respondents say that customer
acquisition remains a primary barrier to growing their
business. At the same time, customer acquisition is
not getting easier or less expensive: only one-third
of installers say finding customers became easier in
2019, while only one ninth say the cost of customer
acquisition decreased.
• I nstallers are split on decreasing prices post-ITC step
down: Although a majority of installers say that the step
down of the investment tax credit will have a negative
impact on their business, installers are evenly split on
whether or not to lower prices to remain competitive
with the sunsetting incentive.

Vikram Aggarwal
CEO & Founder
EnergySage
As the country’s leading online comparison-shopping
marketplace for rooftop solar, community solar and solar
financing, EnergySage works closely with our network
of over 500 pre-screened solar installation companies
throughout the country. Our unique relationship with
these solar installation companies – as well as lenders,
manufacturers, and distributors – affords us unparalleled
insight into the trends shaping the U.S. solar industry.
For the third year in a row, we fielded the Solar Installer
Survey with NABCEP, the most respected, well-established
and widely recognized national certification organization
for professionals in the field of renewable energy,
expanding the reach of the Survey to as many solar
installers as possible.

Solar Installer Survey

• C
 onfidence in the industry continues to rise: :
Solar installers have never been more confident in
the industry. Despite market and policy uncertainty,
including the step down of the ITC, the percentage of
installers who expressed growing confidence in the
industry doubled between 2016 and 2019 nationwide.
We hope you enjoy reading this report, and let us know
what you think. We welcome all feedback and new
collaboration ideas—both large and small. Please reach out
to our team directly at data@energysage.com to get the
conversation started. We look forward to hearing from you.

Vikram Aggarwal | CEO & Founder
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Thank you!
EnergySage and NABCEP would like to thank the following organizations for their support in fielding the 2019 Solar
Installer Survey. Reports like this would not be possible without your help.

Solar Installer Survey
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WHO ARE THIS YEAR’S RESPONDENTS?

The majority of survey respondents
are local installers for whom solar
PV installation is their primary line
of business.

Methodology and Overview

EnergySage fielded the 2019 Solar Installer Survey in collaboration with NABCEP between December 13, 2019, and
January 25, 2020. In addition to reaching EnergySage’s nationwide network of over 500 solar installation companies
and NABCEP’s network of over 25,000 solar industry professionals, a number of large manufacturers, distributors,
financiers, industry associations and publications also fielded the Installer Survey to their networks. Overall, 772
solar installers responded to this survey from 48 states, and several territories: Washington DC, Puerto Rico,
Northern Mariana Islands and the US Virgin Islands.* Three out of four respondents to this year’s Survey were either
the CEO, Founder or a high-level executive at their respective company.
Yearly Installation Volume
The reported installation volume for the residential solar
companies who responded to the survey speaks to the
number of smaller, local solar companies operating
throughout the country: 70% of this year’s respondents
reported residential installation volume of less than
1 megawatt (MW), while 25% of respondents installed
between 1 to 10 MW in 2019.
Over half of survey respondents reported both residential
and commercial installations in 2019, with the reported
median yearly installation volume for commercial solar
installers remaining steady from 2018.
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Primary Line of Business
In every iteration of the Installer Survey, at least
three-quarters of respondents selected solar PV
installation as their primary line of business. For the
second year in a row, about one-tenth of respondents
indicated they are primarily electricians who also
install solar as a secondary business.

9%
11%
Electrician

400

437

77%

2019

Solar PV*

500

500

1%
5%
7%

2015

2016

2017

2018

2019
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*In keeping with previous report methodologies, EnergySage
removed duplicate responses from the same company, as well
as responses from junior-level individual contributors, resulting
in a pool of 700 responses to analyze.
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WHO ARE THIS YEAR’S RESPONDENTS?

Where Solar Companies Operate
The 2019 Installer Survey asked solar companies in which state they
complete the most solar installations. Respondents to the Survey
represent 48 states and four territories: Washington DC, Puerto Rico, the
US Virgin Islands and the Northern Mariana Islands. We received ten or
more responses from 22 different states, indicative of a robust, nationwide
solar market.

The solar industry supports
many companies throughout the
country, with only half of survey
responses coming from the top
10 solar states.

No
data

No
data

Distribution of Responses
Fewer installer
responses

More installer
responses

The 2019 Installer Survey also received responses from two
additional American territories: the Northern Mariana Islands
and the US Virigin Islands.

Solar Installer Survey
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WHO ARE THIS YEAR’S RESPONDENTS?

Three-quarters of solar companies
already offer energy storage and
two-thirds say the storage sector is
ripe for growth in the next 5 years.

Installation History and
Future Plans
The Solar Energy Industries Association (SEIA) branded the 2020s the Solar+
Decade, recognizing the need for the industry to evolve to continue to meet
consumer needs. Many solar companies already offer additional products and
services, and the future looks bright for many solar-adjacent industries.
Other products & services offered
Installers could select all that applied
In 2019, more installers offered
efficiency services and/or solar
operations and maintenance (O&M)
than in 2018, with the percentage
providing general electrical contracting
services remaining steady over the
last three years. Overall, installers say
that an average of 18% of installations
require a new roof.
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63%

PV

Future growth prospects:
For the first time, we asked installers
which solar-adjacent sector they
believed would experience the most
growth over the next five years. Twothirds of respondents are in agreement:
the energy storage industry is primed
for growth in the coming years.
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Survey responses to the question of
which solar-adjacent products they
will offer in the next twelve months
have proved to be a reliable predictor
of year-over-year growth in the number
of installers offering that product. For
instance, in 2018, 69% of installers
indicated they already offered energy
storage, while 9% said they would plan
to introduce it the following year. This
year, 76% of installers indicated that
they offer energy storage, reflecting
the follow through of stated installer
plans in 2018.

Products

90%
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I N S TA L L E R C O N F I D E N C E

Installer Confidence Index
Installer confidence in the solar industry continues to improve: the percentage
of installers with growing confidence in the solar industry doubled between
2016 and 2019. Individual state results paint an interesting picture of local
market dynamics.

Nationwide, twice as many
installers expressed growing
confidence in the solar industry in
2019 than in 2016.

Despite market and policy uncertainty caused by the step down of the federal investment tax credit
(ITC) and the Section 201 tariffs on imported solar goods, solar installers are more confident than ever
in the industry nationwide.
At the state level, installer confidence remained high in California in 2019, with a number of
respondents attributing their optimism in the industry to the interest in solar generated by utility power
shut-offs. On the flip side, in New Jersey, installer confidence waned in 2019, with installer open text
responses implicating changes in the state’s incentive program as a driver of waning confidence.

Installer Confidence by Top Markets
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Confidence has remained the same
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Slightly more confident

Neutral line
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ENERGY STORAGE

The number of solar installations
that also include storage doubled
between 2017 and 2019 nationally.

Consumer Demand

The growth of interest in energy storage continues to accelerate throughout the country.
According to analyses from the Smart Electric Power Alliance (SEPA), residential energy storage
installations increased by 500% from 2017 to 2018, with California being the largest state
market. According to Survey respondents, in 2019, an even higher percentage of customers
were interested in energy storage nationwide, while the number of installations that included
storage doubled between 2017 and 2019.
State markets are driven by storm resilience and incentives
In state markets, the two primary drivers of storage adoption appear to be resilience in the face of
storms or power outages (attachment rates doubled in Florida and increased by 50% in California)
and state (level battery incentives or programs) storage attachment doubled in both Massachusetts
and Vermont.
Island territories moving quickest
Solar installers who primarily operate on islands indicated the highest attachment rate of storage to
solar installations: two-thirds of installations in Hawai’i include storage, compared to three-quarters
of installs in Puerto Rico and 100% of installs in the USVI, according to respondents.
Energy Storage Demand
National Average

30%

20%

14%

33%

2017

2018

California

25%

35%

2019

Florida

27%
15%

Installations that included
energy storage

15%

11%

7%

2019

Quotes that included
energy storage

Prospective clients interested
in energy storage

21%

38%

2019

Solar Installer Survey

Massachusetts

21%
32%

37%

Vermont

32%

24%

11%

2019

28%
36%

2019
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ENERGY STORAGE:

Consumers want batteries for
backup power, but costs remain
a primary barrier to adoption.

Primary Drivers and Barriers
to Storage Adoption

Despite the rapid growth in energy storage adoption rates across the country, not many studies
have quantified the consumer rationale for (or barriers to) installing energy storage. Overall, the
majority of consumers are interested in storage for resilience or back-up power. At the same
time, however, installers say the cost of storage and the lack of incentives are the biggest
barriers to further adoption.

Backup power drives
consumer interest
45% of installers say that resilience–
having backup power in the event of a
major storm event or power outage–
is the primary driver of consumer
interest in storage. One-fifth of
consumers are interested in storage
for the financial or rate arbitrage
benefits, while an additional fifth
are interested in storage for
off-grid applications.

Other
Interested in the
technology
5%
9%

Resilience

45%

20%

Financial savings /
Rate arbitrage (TOU)

21%

Off-grid system

Battery costs remain the largest
barrier to adoption
Two thirds of survey respondents
point to battery costs as the primary
barrier to increasing attachment
rates, whether because the batteries
themselves are too costly or because
there are not enough financial
incentives for storage. Interestingly,
only 11% of installers say a lack of
consumer education around storage
is a primary barrier to adoption.

43%

Batteries are too
expensive
Not enough incentives
for energy storage

23%

Need more consumer
education

11%

Battery availability/
supply issues
Labor/installation
expertise
Incentives are too
complex/confusing
Customer’s property
isn’t a good fit

Solar Installer Survey

8%
6%
5%
4%
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ENERGY STORAGE

Nearly six out of ten customers
who request a specific brand of
battery request a Tesla.

Storage brands requested,
stocked and installed

Nationwide, consumer interest in energy storage continues to increase: as detailed above,
the percentage of customers who express interest in energy storage to installers has increased
steadily over the last three years. To get a feel for the current market dynamics from an
equipment perspective, EnergySage asked which batteries shoppers most frequently request
and which batteries solar companies stock and quote, which we compared to California data
on installations.
Tesla batteries remain most requested
Among shoppers who request a specific battery, Tesla
remains the most widely requested brand: the percentage
of customers who requested Tesla batteries remained
steady between 2018 and 2019, growing marginally from
56% to 58%. LG Chem batteries remain the second most
requested battery; however, their consolidated share of
consumer preference decreased in 2019 with a number of
other market entrants increasing their own share.

LG Chem batteries remain most stocked
For the second year in a row, respondents to the
Survey indicated that they are most likely to stock LG
Chem batteries, with the percentage of installers carrying
and quoting LG Chem batteries increasing by 75% year
over year. Consumer interest in energy storage is growing
so rapidly that every brand of battery experienced an
increase in the percentage of installers stocking it in
2019 than in 2018.
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SGIP data confirms equipment preferences
As the single largest market for energy storage in the US,
California’s market information is a strong indicator of
what’s happening in the rest of the country. Through the
Self Generation Incentive Program (SGIP), California tracks
a number of data points for applications to the program.

SGIP application equipment market share

Note: SGIP application data is publicly available at CaliforniaDGStats.gov.

According to SGIP application data, over the last three
years, more than 97% of residential battery installations in
California have been either a Tesla Powerwall 2 or an LG
Chem RESU 10H.

2017
Tesla

Solar Installer Survey

2018
LG Chem

2019

Other

data@energysage.com | www.energysage.com/data

9

C O M PA N Y O P E R AT I O N S

Four out of five solar companies
use third-party software during
their sales and installation process.

Compensation structure and
software utilized

The Installer Survey provides an opportunity to peek behind the curtain at the operations of
solar companies throughout the country. This year, EnergySage asked companies about their
sales team’s primary compensation structure as well as what types of third-party software
solutions they use, if any.

Sales team compensation a mix of salary
and commission
The way that sales teams are compensated can impact
the way that goods are sold. Across the population
of solar installers surveyed this year, half of companies
compensate their sales teams with a mix of salary
and commission.

28%

50%

Mix of commission
and salary

Commission
only

17%

Salary only
Software a key component of solar industry
As the solar industry continues to expand, so do the products offered
to aid and assist solar companies throughout the sales and installation
cycle. To better understand the role that third-party software solutions
currently play for solar companies, EnergySage asked if companies use
third party software for any of the following functions. 81 percent of
companies use third-party software solutions during their sales and/or
install process, with over 60 percent using third-party software for PV
system design specifically.
Customer
acquisition/
identification

11%

PV system
design

43%
Customer
management/
CRM

62%

Financing/loan
origination

39%
Sales
proposal
generation

Solar Installer Survey

30%

Monitoring/
Maintenance/Services

Permitting

27%

9%

Project
Management

7%
Installation

40%

19%
None, we don't
currently use
third-party
software
solutions
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C O M PA N Y O P E R AT I O N S

The majority of solar installers are
members of trade associations,
citing their ability to drive solar
policy forward.

Industry insight
The questions of who speaks for and who speaks to installers are
becoming increasingly important. We asked solar companies if they are
members of trade associations and where they get their industry news.

Membership within trade organizations
More than half of solar companies surveyed said they
are members of either national or local trade associations.
According to open-text responses, installers listed the
ability of trade associations to provide legislative support
at the national and local levels as a primary driver of
membership. Those who are not members most frequently
listed the cost of membership as the primary barrier
to joining.

No

44%

Yes

56%
Consolidation of industry information sources
Installers could select their top three news sources
Understanding where and how installers get their industry
news is important for industry stakeholders who want to
ensure that solar companies are aware of new technology,
product offerings, or policy changes. Nearly four-fifths of
installers get their news primarily from trade publications,
two-thirds rely on trade associations, and a quarter come
to EnergySage to keep abreast of industry news.

Trade publications (i.e., GTM, PV-Magazine, Solar Builder)
79%
Trade Associations (i.e., SEIA)
68%
EnergySage

23%

LinkedIn

17%

Local or national newspapers
15%
Facebook

13%

Television
5%
Twitter

4%

Solar Installer Survey
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CUSTOMER ACQUISITION

Only 11 percent of respondents
say customer acquisition became
cheaper in 2019.

How has customer acquisition
changed?

As solar equipment has decreased in price, the cost–and difficulty–of customer acquisition
has increased in importance. In 2019, publicly traded solar companies reported customer
acquisition costs increasing to between 25 and 40 percent of the cost of solar. EnergySage
asked installers whether customer acquisition has become easier or harder, more expensive or
less expensive.

Trends in customer acquisition cost
One in three installers say that it became
costlier in 2019. Only 11% say that
customer acquisition became less
expensive in 2018. One in five respondents
were unsure how the cost of customer
acquisition has changed.

37%
34%

11%

Cheaper

No difference

Pricier

Trends in customer acquisition difficulty
For the second year in a row, fewer installers felt that customer acquisition became more difficult in
2019, despite only one in nine installers saying that customer acquisition has become less expensive.
Although one in three installers say customer acquisition has become easier, most installers report
that the difficulty remained unchanged between 2018 and 2019.
2019
2018

33%
26%

2017

31%

2016

31%

2015

44%

23%

41%

33%

32%

37%
37%

42%

Customer acquisition has
become easier

32%
30%

The difficulty of customer acquisition
has remained unchanged

Solar Installer Survey

28%

Customer acquisition has
become more difficult
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CUSTOMER ACQUISITION

The percentage of installers
frequently using online
marketplaces doubled between
2018 and 2019.

Assessing acquisition channels

Given the industry’s focus on the difficulty and cost of customer acquisition in 2019, EnergySage expanded the
questions fielded to installers about which customer acquisition channels they use and how they assess the
success of each.
Consistency in customer acquisition channels
The percentage of installers frequently using certain channels remained very consistent year-over-year with one notable
exception: twice as many installers said they frequently use online marketplaces or bidding platforms (like EnergySage) in
2019 compared to 2018.
In 2019, the percentage of installers saying they do not use a certain channel decreased for every customer acquisition
channel included in the survey, perhaps indicating that in a competitive market, more solar companies are willing to diversify
their sales tactics.
Did not use 2018 vs. 2019
72%

69%

63%

Used Frequently 2018 vs. 2019

79% 77%
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43%

44%
41%
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20%
20% 21%
16% 14%17%16%
10% 11%
10%

2018

2019
Most sales volume
28%

Most important acquisition metrics: highest
sales volume at lowest cost
EnergySage asked installers what primary metric
they use to assess the performance of customer
acquisition channels. Half of respondents
said that they put the most importance on the
channel that provides the most sales volume or
the channel with the lowest cost per sale.

Lowest cost per sale

25%

Quickest time-to-sale
11%
Highest revenue per sale
8%
Lowest cost per lead
7%
Most lead volume
6%

Solar Installer Survey
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COMPETITION

Customer acquisition remains
the primary barrier to growth
for solar installers.

Primary differentiators and
barriers to growth

In a crowded market for solar, solar installers have a keen sense for what characteristics
separate them from their peers, as well as what factors are holding them back from further
growth. Comparing the results to these two questions provides insights for opportunities to
further expand the solar industry overall.
Primary differentiators
Nearly half of all installers say the most important factor
that separates them from their competition is more
industry experience. One in five installers point each to the
importance of online customer ratings and professional
certifications for increasing business, further belying the
importance of both experience and social proof.

47%

22%
19%

8%
4%

State
license

Primary barriers to growth
Installers could select the top three
Half of installers find customer acquisition to be the largest
barrier to growth. Although only 8% of installers say more
training is the most important factor separating them from
their competition, 42% of installers say a primary barrier to
growth is a lack of trained labor.

More
training

Professional Better online
certification
customer
ratings

More
experience
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COMPETITION

Solar shoppers increasingly research
before they buy, with fewer installers
cite a lack of consumer education as
a challenge to closing sales.

The competitive landscape:
Quotes and challenges to sales

Very few solar shoppers receive only a single quote for solar; rather, most solar shoppers are comparison shopping.
Given that market dynamic, EnergySage asked installers what their primary challenges to closing sales are.

Nearly every solar shopper
compares quotes
The most consistent response in the
Installer Survey year-to-year is the
number of quotes that solar shoppers
receive: in all five years EnergySage
has fielded the survey, respondents
indicated that over 80% of solar
shoppers compare either two or
three quotes for solar.

9% 9%

49%

39%

8%

41%

44%

43%
39%

39%

44%
40%

39%

10% 11%

8%

11%

7% 7%

3%
1

2

3

4+

Quotes Seen
2015

Challenges to sales
Over the last four years, the top
reported challenge to closing sales
has remained confusion and lower
consumer confidence created by
competitors, with the high cost
of solar installation close behind.
At the same time, solar shoppers
have become more educated, with
prospects lacking familiarity with
solar dropping from the third most
common challenge to closing sales
in 2016 to the seventh largest
challenge in 2019.

2016

2017

2018

2019

1

Competitors create confusion and
lower consumer confidence

2

Prospects discouraged by high cost
of installation

3
4

Prospects consider economics
unfavorable (e.g., low electric rates)

5
6
7

Utilities & regulatory uncertainty creates
customer hesitation about buying*

8

Competitors offer lower prices

9

Prospects lack access to financing
2016

2017

2018

2019

Prospects lack familiarity with solar
Prospects concerned about
aesthetics of solar panels
Political uncertainty creates
customer hesitation about buying

Solar Installer Survey
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EQUIPMENT

Only 30 percent of installers make
equipment stocking decisions
based on brand name, more
frequently opting for the highest
quality equipment.

Installer equipment preference
Before installers sell to solar shoppers, distributors and manufacturers
must first sell to installers. For the first time this year, the Installer Survey
asked how installers decide what equipment to stock, as well as about the
role that manufacturer partnerships play in helping solar companies to grow
their businesses.
Installer equipment
stocking preferences
At a high level, the results quantify
that installers look for the best quality
or highest performing equipment at
the best price. Only 30% of installers
make their equipment stocking
decision based on brand name,
in line with the 26% of installers who
said that equipment brand played
a significant role in closing sales
in 2019.

Performance

66%

Highest quality

64%

Relationship with distributor
or with manufacturer

57%

Best price

54%

Brand name

30%

Aesthetics

27%

Country of manufacture

How manufacturer partnerships
impact business
Another way for solar installers to
differentiate themselves from their
competition is with manufacturer
partnership programs. 40% of
installers say that these manufacturer
programs play a significant role in
growing their business.

Solar Installer Survey

16%
1 (no role at all)

24%

18%
2

25%
3

4

20%

20%

5 (very significant role)
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EQUIPMENT

A quarter of installers say their
customers proactively research
solar equipment before requesting
specific brands.

Consumer equipment preference
Solar shoppers’ familiarity with equipment brands continues to increase,
with many consumers requesting specific brands of solar panels, inverters
and/or batteries. According to survey respondents, a large driver of the
increase in equipment familiarity stems from consumers proactively
researching their options.

Most requested brands:
LG and Tesla
Installers could select all that applied
For the second year in a row, LG and
Tesla were the two most-requested
solar equipment brands by solar
shoppers, according to survey
respondents. Other equipment
manufacturers routinely associated
with premium products round out
the top of the list, while Tesla is the
only storage-specific brand that
consumers request more than 5%
of the time.

49%
42%

40%
34%

45%

35%

33%

30%

29%

49%

29%

26%

16%
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12%

10% 10%

2018

Consumers actively research
solar equipment
The Installer Survey asked why
consumers say they are requesting
a certain brand, if they provide
a reason. A quarter of installers
responded that consumers explain
they’ve actively researched solar
equipment, with nearly half of those
installers saying their consumers
explicitly mention researching online.
Beyond research, referrals and brand
recognition also play a major role in
consumer preference for equipment.

2019

25%

15%
13%

8%

Installer
recommended

Solar Installer Survey

8%

Quality

Referral friends or
family

Brand
recognition

Research
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P O L I C Y I M PA C T

Although the majority of installers
say the ITC step-down will
negatively impact their business,
they are split half-and-half on
whether to decrease prices.

ITC step-down, solar tariffs and
the new home mandate
The success of the solar industry is often impacted by policy changes.
From 2019 to 2020, a number of major policies will have an impact on the
solar industry–some positive, some negative–from the step-down of the
solar investment tax credit (ITC) to the review of the Section 201 solar
tariffs and the introduction of California’s new home solar mandate.
ITC step-down has adverse impact
Over half of solar companies anticipate that the
step-down of the ITC will have a negative impact
on their business in 2020, while 10% say it will have
a positive impact. However, when asked if they
anticipated having to lower prices in 2020 as a result
of the ITC step-down, installers were split nearly
50-50 on whether they would decrease prices or not.

Section 201 tariffs have similar
damaging impact
In anticipation of the midterm review of the Section
201 tariffs on imported solar goods, the Solar
Energy Industries Association (SEIA) released an
economic review of the impact of the tariffs, finding
the tariffs resulted in: “lost jobs, lost deployment
and lost investments.” Installers agree: 54% of
survey respondents said the Section 201 tariffs on
imported solar goods have had a negative impact
on their business.

California new home solar mandate
As of January 1, 2020, all new homes in
California are required to be built with solar
panels installed. Of the California installers
who responded to the Survey, 46% say
the mandate will positively impact their
business while only 5% say it will adversely
impact them.

ITC impact

Decrease prices

Negative impact

No

Positive impact

Yes

No/neutral impact

New home mandate

201 tarrif impact

Negative impact

Negative impact

Positive impact

Positive impact

No/neutral impact

No/neutral impact

EnergySage built a free guide to help new
home buyers: download PDF.

Solar Installer Survey

data@energysage.com | www.energysage.com/data

18

INTERCONNECTION

74% of states have an average
solar interconnection time of less
than a month.

The time and cost to
receive interconnection
With solar technology cost having decreased significantly over the last
decade, the primary remaining frontier for solar cost reductions is in soft
costs. Outside of the cost of customer acquisition, one major component of
soft costs are costs associated with interconnection. For the first time, the
Survey asked installers how long it takes to receive interconnection where
they operate and at what cost.
How long does interconnection take?
Average interconnection timelines range
from 2 weeks to 10 weeks in the lower 48,
according to survey respondents. Half of
states witness average interconnection
times at 3 weeks or less, while installers in
three-quarters of states say they receive
interconnection in less than a month.

No
data
No
data

No
data
No
data

2 weeks

How much does interconnection cost?
Nationwide, the median reported
interconnection cost for 2019 was $150.
In individual states, the average cost of
interconnection–primarily permitting fees
and inspections–ranged from $50 to $700
or more.

10 weeks

No
data
No
data

No
data
No
data

$50
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$700+
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C O N T I N U I N G E D U C AT I O N

Most effective methods
for installer training
Continuing education and training are very important factors for the
success of solar installation companies: 42% of installers say lack of
trained labor is a primary barrier to growth, while 47% say that having more
experience is a primary differentiator from their competitors. This year,
NABCEP, the most widely recognized national certification organization for
renewable energy professionals, asked installers their preferred method
for earning continuing education credits, as well as their sentiments about
digital training methods.

Preferred method for training
Nearly two-fifths of installers say that
recorded webinars are their preferred
method of earning continuing education
credits. The second most popular method
to earn credits listed is live, in-person
training sessions at conferences.

Recorded
webinars

37%

Training sessions
at conferences

29%

Live webinars

24%

Classroom
lectures
Gamification

Low-cost (or free) digital training
contributes to professional growth
The Survey specifically asked respondents
about the role that digital content (such
as webinars) and free or low-cost training
sessions play in helping them to meet
their professional development goals.
Overwhelmingly, more than four-fifths
of installers find that webinars with
advanced PV content and free or low-cost
training sessions are valuable to their
professional development.

10%

1%

Webinars with advanced PV content

40%

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

Access to free or low-cost training sessions
51%
Strongly disagree

Solar Installer Survey

Four-fifths of installers agree
that digital training is valuable to
professional development, while
three-fifths of installers say either
live or recorded webinars are their
preferred method for training.

Disagree

Neutral

Agree

Strongly agree
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THREE YEAR PLANS

3 out of 5 installers plan to grow
by gaining market share, even at
the expense of reduced margins.

Gain market share or
increase margins
Each year, the Installer Survey asks installers about their three year plans
for growth: will they seek to grow revenue through expanding their market
share or by increasing their gross margins, and which activities will they
undertake to reach those goals.

54%

Market share vs. margins:
which is more important?
For the fifth year in a row, a majority of installers
indicated a preference for growing by gaining
market share as opposed to increasing gross
margins. However, for the first time since we began
fielding the survey, the percentage of installers
seeking to gain market share decreased
year-over-year.

58%
Gain market share

62%
64%
60%

46%
42%
Increase gross
margins

38%
36%
40%
2015

2016

2017

2018

2019

Top Strategies for Growth
More installers indicated they will focus on installing other complimentary energy systems this year than in 2018,
as a means to increase market share. The top five strategies to increase gross margins did not change from 2018.
Top 5 strategies to gain market share
Installers ranked a total of nine options

Top 5 strategies to increase gross margins
Installers ranked a total of ten options

1. Increase marketing and advertising spend to
generate more leads

1. T
 arget customers with higher opportunity
for profitability

2. L
 everage new marketing and sales channels
(e.g. online sales channels, partnerships)

2. Improve the efficiency of your
sales processes

3. Hire more direct salespeople

3. U
 se more cost-effective marketing and
advertising strategies

4. Install other complementary energy systems (e.g.,
energy storage, solar thermal, HVAC systems)
5. Increase geographic presence; enter new
markets/states

Solar Installer Survey

4. F
 ocus efforts on more profitable
geographic areas
5. Increase prices

data@energysage.com | www.energysage.com/data

21

About EnergySage, Inc.
EnergySage is the leading online comparison-shopping
marketplace for rooftop solar, energy storage, community
solar, and financing. Supported by the U.S. Department of
Energy, EnergySage is the trusted source of information for
over 10 million consumers across 35+ states. In 2019, the
company sent over $5 billion in solar installation requests to
its network of more than 500 pre-screened solar installation
companies, and continues to serve as a high-quality
lead source for solar financing companies and powerful
distribution channel for solar equipment manufacturers.

EnergySage is unique in that it allows consumers to
request and compare competing quotes online, unlike
traditional lead-generation websites. For this reason,
leading organizations like Environment America,
Connecticut Green Bank, Duke University, National Grid,
and Staples refer their audiences to EnergySage to
empower them as they consider solar. The EnergySage
formula of unbiased information, transparency and choice
helps consumers go solar with confidence– at a higher
rate of adoption, and lower cost.

For more information, please visit EnergySage and follow
us: Facebook, Twitter, YouTube, and LinkedIn.

