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l Introduction
This Toolkit developed by the IAB B2B Council, is aimed to help UK B2B
marketers to better understand the UK search market and how to use search
effectively. We hope that you find this Toolkit useful and invite your feedback.
amit@iabuk.net.

B2B Marketing in a Digital World

© i

I 1-1)" 0027412 360p L ex

http://www.youtube.com/watch?v=-nTkBhsUIRQ&feature=related
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Strategy

What you should think about before embarking on your
B2B search campaign

— What are your campaign objectives? Will traffic be driven on objectives or
campaign activity?

— Who is your intended audience?

— What are people searching for?

— Know your products, your strengths and USPs
— Research the competitive landscape

— How does searchfitintothe o r g a n i snatkating an@l sommunication
strategies?

— Where will you be driving traffic to on your site? i look at links to specific

pages not just your organisationods

— Registration pages

— Do you have the right tracking links/reporting capabilities?

— How will you define success and track the success of search versus other

activities you are planning?

What are your campaign objectives?

It is important to get this clear. Your keywords, copy and landing page will all be
influenced on what type of campaign you are running. Is it brand awareness or
response driven? Do | need a call to action or do | need to be specific? It is
critical to consider the mindset of your target audience.
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What is your target audience and what are they looking
for?

\) Defining your target audience willhelpyou under st and your recipie
behaviour and develop your campaign. People are often not searching for

solutions, but instead researching problems they have. The words people use to

search are not necessarily obvious i the more detailed you can be, the more

effective you can make your campaign. You need to gather both research data

on customers in terms of demographics (age, sex, area) as well as behaviour

(products they are most likely to buy, time scale, etc). to get the most out of your

search campaign in terms of set up and keywords to be used.

Know and sell your product(s) the right way?

In addition to knowing your audience, you need to clearly define with your web
presence the strengths and USPs of the products you are offering. What makes
you stand out from your competitors? This message needs to strong, decisive
and highly targeted to your intended audience from the ad right through to the
landing page.

Strong website and good landing pages

In order for visitors to stay on your website, plan ahead where you are sending
your traffic to. Sending them to the home page might not always be the best
solution.

Do you have compelling reasons for people to give

their registration data?

Business audiences are often reluctant to give up their contact details, unless
there is a fair value exchange. The call-to-actions you offer need to match with
the objectives and the buying cycle that your prospects are in. For example,
independent, third party research and whitepapers are relevant in the awareness
~ N\ / early information gathering stage. Case studies and technical solution sheets

and free trial offers are more relevant later in the buying cycle. Content needs to
) be unique, relevant, compelling and valuable.

What is your competitive landscape like?

Carry out research to evaluate how competitive your market sector is in terms of

search activity. Based on an initial keyword list you will be able to get average bid

prices from search engine tools. Furthermore, using tools like Hitwise and

— Adgooroo willallowan under standing of competitorsod co,
N\ of activity, both on PPC and SEO. These will be crucial in determining how

iab

Internet Advertising
Bureau wwwiabuk.net




iab

Internet Advertising
Bureau wwwiabuk.net

O o

aggressively you need to launch your campaign and how to get a competitive
advantage over your key rivals.

Tracking and Re porting? o)

It is absolutely vital to track your marketing efforts. There are various ways to
track via free search engine tracking as well as more expensive systems (see
buy-ins below). Which ever way you decide to do it, the important message is
that you need to not only be able to track and report but to also make decision
based on the information you receive.

How do you define and measure search marketing

success?

It is important to decide what metrics are important to measure upfront. There is
a variety of data which is available through search platforms. It is essential to
make a decision of what you will measure and how much you are willing to pay
for the action (click/visit, download/lead/sale).

Combining All Your Search Efforts and Marketing Mix

Integration

Il tés the que

stion everyone asks: search engi
click (PPC)?6

But the more compelling question is, OHow ca
Search is the key to successful Search Engine Marketing, short and long-term.

Although SEO and PPC advertising are in principle very different strategies, both

rely on campaign optimisation to increase ROI, and together they give more

powerful results than either strategy can achieve on its own.

Think mobile 7 you might have used your mobile to search for particular items.
Just in the same way, mobile will become increasingly more important in the B2B
sector as well. Time now to develop a mobile search strategy by looking

. N
carefully how you can adapt your search efforts to it. /
It is a great irony in the market that only a small percentage of B2B firms have \ ./
successfully integrated search marketing with their wider marketing mix. Search ~

marketing is not a new media channel, if a week in politics is a long time, then 10
years of search, as part of the marketing mix, is a lifetime. The market has been
able to effectively integrate telesales with DM, advertising with direct sales, direct
sales with branding, telesales, DM and advertising.

People interact with brands. But social media goes one step further. It allows 1N
people to interact with a person who represents a brand. The beauty (and / )
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l sometimes the difficulty) of social media is that people come at it from all
directions. For this reason, a company must present a unified and integrated
front, from its website and blog to its Facebook and Twitter pages. Branding and
communication must be consistent to present a unified message... So customers
and potential customers don't get confused. People have precious little time for

you, and they will only give you a few seconds to grab them before moving on.

How to get Buy -in for your Marketing Efforts

Convincing your co-workers and management to fork out money for essential
campaign optimisation tool (anything from conversion to landing page
optimisation) can be challenging to say the least as most of these can be very
expensive. There are free tools on the market but more sophisticated
programmes are expensive.

First of all, get your maths right to convince them via a business case paper that
even small conversion improvements (i.e. only 1%) can be very lucrative indeed.
You need to also translate these figures into £ signs to make sure everyone
understands the importance of making these improvements in terms of added
val ue t o t helancesmet.alsyléveragdyaur reach by stressing that
money you will save will be re-invested to improve campaign performance even
further by reaching out to yet more customers in addition to making the most of
those who visit your website. Buy-in is a vital part of campaign strategy.

What 6s the catch? Only by not wusing these t
time and money. Without buy-ins, your marketing efforts will be left behind of

those of your competitors who have insight and knowledge that you will not have

to drive your campaign forward.

iab

Internet Advertising
Bureau wwwiabuk.net




O o

Paid B2B Search

"Maximize Profits in Existing Markets” “Expand to Mew Areas” CX
&
F o s HE i
Maximize Bids 4
N A A« Broaden
Maximize Ad Relevance z Keywords Matches

Open Budgets 1 ‘ ’

Cument Investment

Grow Impression Share (frequency)

Expand Query Coverage (reach)

Budgets

Your budget allocation determines when and how often your ads show up when
users search on your keywords. The budget level required will vary depending on
search volumes which are affected by seasonality and above-the-line activity.
Use tools such as the Google Keyword Tool and Insights for Search to
understand search volumes, and to compare seasonality and demand for your
products or services. Report such as the AdWords impression share report will

help you gauge your share of voice based on data such as how many searches RN

your ad does not serve against simply because you are not allocating sufficient /

budget to ensure you have an "Always On" presence on the search page. \ v
=

Ad scheduling

There are times when you only want to drive traffic or display specific messages
on certain days of the week or hours in the day. If you are driving leads to call
centers or run a click-to-chat services on your site, then you may only want to
display the ads offering these services during your opening hours.
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Keywords

Your choice of keywords determines the audience you reach. A question that is
always asked in the B2B sector is how can | reach the B2B audience and not
B2C? Bidding on relevant generic terms that have a significant proportion of
B2C overlap can result in large volumes of irrelevant traffic. It is important to
identify the right jargon or terminology specific to your products and audience,
but not miss out on potential from high volume generic terms. If your business
has a large product range then ensure you have a good coverage of long tail
keywords such as product specification and codes. These keywords are more
detailed and often have a better sales conversion rate than brand terms,
indicating the B2B buyer has a better knowledge of what he/she is looking for
and has progressed further down the buying journey.

Improving keyword relevance

— Delete or redirect high bounce rate keywords - they are either irrelevant or
going to the wrong place

— Generate negative keywords lists through analysis using reports such as
the AdWords Keyword Report

— Generate or expand keyword lists through analysis using reports such as
the AdWords Search Query report which show you which queries your ads
served against and the corresponding returns on them.

Keyword matching
Another key element in ensuring the most relevant content is served to business
gueries is strategic use of match types.

1. Broad match: keyword
Allows your ad to show on similar phrases and relevant variations
2. Phrase match: "keyword"
Allows your ad to show for searches that match the exact phrase
3. Exact match: [keyword]
Allows your ad to show for searches that match the exact phrase
exclusively
4. Negative match: keyword
Ensures your ad doesn't show for any search that includes that term.

Broad match is the less targeted option and it is useful as a testing ground for a
campaign that has never ran before. By setting terms on broad match, the ads
will be shown against a wide range of variations and synonyms of the terms,
allowing the campaign to gain a vast reach. However, broad match does not
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allow tight control over ad copy and can also lead to high CPCs.

Phrase and exact are more targeted match types, which allow much greater

control over ad copy and tend to generate lower CPC. Since the ads are more

relevant, phrase and exact match keywords gain a higher quality score, which is CX
rewarded by the engines with lower CPCs for top positions. However, more

target means less reach. These more targeted match types will prevent ads from

appearing for variations and synonyms of the terms, therefore a more extended

list of terms need to be in place to avoid restricting volumes too much.

For example - In the context of public sector and Government campaigns,
strategic use of negative match keywords not only is essential in minimising
wastage, but it is also essential in preventing keyword crossover.

Top tip:

— Run an initial test on broad match for 2 weeks. Every other day run a
search query report to find relevant variations used by searches to find the
websites. Add the relevant terms in the campaign as phrase match. Add
any non-relevant terms as negative match.

— For the B2B sector the use of negative keywords would be important to
minimise B2C overlap and strategic use of broad march and negative
combination to maximise reach, especially when addressing generic
terms.

New Tool:

Expanded Broad Match:
https://www.google.com/intl/en us/adwords/select/expanded matching.html

Managing keyword crossover

What happens if you need the same keywords in multiple places? Ideally you
want to try to avoid the situation where two or more campaigns bid on the same
keywords, which artificially inflates CPCs and can lead to a negative impact on
CTR. However B2B businesses and campaigns within a single company often
have to balance between product and service offerings in overlapping areas,
both with a genuine right to bid on the same keyword.

Keyword selection e.g. match types, calls-to-action, negative keywords
— Prioritise between brand awareness and demand generation goals

— Bid caps

— Differentiate campaigns with the messaging in your ad copy to qualify / )
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- Ad scheduling calls-to-action for similar brand campaigns e.g. Prioritise
leads to call centers during the day and other contact options at other
times)

Ad relevance

Optimising ad relevance will improve how often your ad is clicked on (click
through rate). The 2 key components of this are the messaging of your ad
creatives and the relevance of your landing pages.

Ad creative

The messaging in your ad creatives is the next qualifier after keywords that
ensures the right audience clicks on your ad. An advantage of paid search is the
ability to customise your communication according to the searcher's query i.e.
their intention, and make it specific whether it's a branding message or
information relating to a product or service. Use your ad copy to communicate
conditional requirements of sale e.g. size of businesses serviced, product or
service specifications e.g. pricing, and calls to action. Itis also a tactical
opportunity to let your potential customers know of added value services i.e.
cross-sell, or special offers which help to differentiate you from your competitors.
If your strategy is to build brand awareness on generic terms, then use your ad
copy to communicate value and create brand association.

Landing pages

Landing pages are an important factor in the effectiveness of your search
campaign. B2B websites can have many sections covering a wide range of
offerings, and ensuring your customers arrive at the page most relevant to their
guery gives your campaign a higher chance of conversion. Ensure your ad's call
to action features prominently on the landing page to reassure users that they
are in the right place. A key metric to track here is your landing page's bounce
rate.

Bids

Your bidding strategy should be conversion-led and informed by your buyer's
purchase journey (or click journey). This is particularly relevant to B2B
advertisers where the B2B buying journey is longer and more complex than the
consumer journey. You should continuously test, measure and optimise your bid
amounts for profitability and ROI.

Bid to appear on the first page

Your bid (or max cost per click) is one of the factors that influences your ad's
ranking in the paid search results, and therefore your ad's visibility and click
through rate. As an indicator of reach, AdWords's First Page Bid Estimate
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approximates the CPC bid that is needed for your ad to reach the first page of
Google search results when a search query exactly matches your keyword.

Adjust your bids throughout the day CX

You can also use ad scheduling to adjust your bids to bid higher at times of the
day when you receive a better return. Instead of turning your budgets on and off,
you can tune your bidding so that you bid higher during hours when you are
getting good conversions and lower during other times of the day so as not to
lose visibility entirely.

Optimising bids

Analysis using tools such as AdWords Search Funnel provides data on how your
"upper-funnel" keywords assist conversions beyond just the last click. This can
help you increase the efficiency of your accounts by discovering and prioritising
"assist" keywords, ad groups, and campaigns, in addition to those that convert
directly from the last click. AdWords Bid Simulator is another tool that helps you
estimate the result you would have received over the last seven days had you bid
differently on a keyword.

The graph below is a simplistic model of how increasing or optimising each of the
4 above levers can impact you business's bottom line in terms of cost per
acquisition or conversion (CPA) and return on investment (ROI).
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Campaign structure

Your campaign structure should be based on your business objectives. The paid
search account is structured by campaigns and, within each campaign, ad
groups. Each ad group should contain a tightly defined set of keywords.
Budgets allocated by campaign. There is not one best way to structure a
campaign, but below are a few key considerations that you should take into
account:

What are my business/campaign objectives and value of
conversions?

If you have a variety of campaign objectives or multiple products and services,
then structuring your campaigns by objective makes it easier to assign budgets.
E.g. branding awareness vs. demand generation. Similarly, separate products
which are disparately priced.
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How do | want to report on activity?

You should also work out what the most logical form of reporting for your
business structure. B2B advertisers often have multiple stakeholders that are
responsible for different business divisions with varying objectives. Consider
what structure makes most sense in order to report back on results that each
business stakeholder needs in order to make decisions. Naming conventions can
also be a useful way to retain clarity.

What settings are controlled at campaign level?

There are some key settings that are controlled at campaign level which you
need to bear in mind:

— Ad scheduling - if you run activity that has calls-to-action that drive call
centre leads/sales or uses click-to-chat during the day but want it to
continue running in the evening with different messaging, then you will
need to set up separate campaigns.

— Geo-targeting -if you want to target different regions or locations

Optimising for Mobile

Mobile is complementary to search, giving you incremental reach - you can
increase traffic without cannibalising desktop traffic. Mobile is an always on,
always-with-you platform - meaning that anytime people are away from their
desks, they stay connect via mobile. Ideal for reaching business users on the
move. Mobile internet growth is outpacing PC, with Smartphone penetration,
once primarily a business device, estimated to be make up 40% of the market in
Europe by 2013. As well as optimising your website for mobile usage, you
should also ensure your paid search campaigns are optimised for mobile and
that you are taking advantage of the features available for mobile search
advertising:

— Create separate campaigns

— Choose which network and the type of device you want to reach. E.g.
iPhones/Android works well with both mobile Web sites and regular
desktop Web sites because they have full browser capability.

— To ensure proper performance, make sure that the landing page matches
the keyword search query. Also ensure your website is optimised for
mobile.

— Optimise your keyword list for mobile searches
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l — Write compelling ad creative - there are different specifications for high-
end and WAP phones, with more copy space for high-end devices.
— When running separate high-end campaigns, ensure your bids are
competitive compared to keyword bids on desktop campaigns because

they compete in the same auction (many campaigns target both desktop
and high-end)

— If you're running high-end device ads in multiple countries, target only one
country per campaign

— Click to call - If your business needs to generate phone leads, then you
may wish to append a phone number to your ad so that a user simply has
to click the number to be connected to your business. Because of the
phonedés unique capability to pinpoint
possible (with the usero6s permission) t
results within blocks of where a user is. This is particularly great for
businesses with local or regional branches and for targeting business
users on the move.

— Use conversion tracking - as with all search activity, conversion tracking
will help you understand the performance of your PPC campaigns and
help you optimise for better results.

Tactical search

Paid search has an important role to play around fast-breaking news stories.
People will often search to find more information about news stories and if you
act quickly you can bring the work of your charity in the affected area to the
attention of a large audience.

Search can sometimes be used to raise awareness around a particular topic or to
target a particularly hard-to-reach audience. For instance, during the BA strikes
and the ash cloud disaster you could bid on queries like business travel,
insurance, logistics, cloud computing/vc solutions.
\ ./) Making tactical campaigns work does require a lot of flexibility i you or your
~ agency will need to be able to publish new campaigns including keywords,
tracking, ad creative and landing pages very quickly.
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Tactical Campaigns — take advantage of user interest around Co gle
short term events or breaking news
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SEO

Natural (or organic) search results can be described as the left hand side of the
search engine results. Search Engine Optimisation (SEQO) is the term used for
the strategy and processes put in place in order to try and obtain higher rankings
in the natural search engine results.

Higher rankings are important as the amount of visitors who will visit a site varies
hugely depending on the position in the results. Whereas a number 1 position
may gain 25% of the visitors for a specific search, 2nd and 3rd may get 5%, with
the lower positions getting even less share.

As more and more companies use the major search engines to buy and research
the products and services they need, SEO is becoming an essential part of the
marketing strategy for any company selling to other businesses.

Keyword Research

Keyword research enables a marketer to find the terms that they should be
targeting. Various tools can be used to help find keywords that users search on.

One of the most popular tools for keywords research is the Google Adword
Keyword Tool.

https://adwords.google.co.uk/select/KeywordToolExternal

Whereas the core keywords may have large volumes of searches the long talil
should also not be forgotten as these are often less competitive and easier wins.

Ideally each page should target one main term with variations of the term also
being used on the same page. (e.g. promotional pens, personalised pens and
buy personalised pens)

Areas to think about when looking for good keywords should include your
products, locations, problems you are solving, target audience, any brands being
sold or a combination of these.

Site architecture

Good site architecture will take into account the discoveries made in the keyword
research. The site should be organised with the core keywords at the highest
level and where possible in the main navigation. The main top level categories of

) the site should be chosen to allow pages on lower volume terms.
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Links

All of the main search engines use external links (links from other websites) as
an important factor in their ranking algorithms. In basic terms a link to a website
from another website is seen as a vote of confidence. The more votes your site
has the better.

Over the years the search engines have become to also understand the quality
of links better and better. The most valuable links are gained naturally from
people who have a reason to link you (customers, partners, press, sponsorships,
etc). A useful first step is to make a list of all the relationships you have and
contact them asking for a link.

Title and Meta description

The page title is one of the major factors the search engines look at for ranking
purposes. It is vital that the main term that is being targeted is included in the
<title> tag.

The Meta Description is not a ranking factor, but should be used alongside the
Title as a way of encouraging users to click through the results page onto your
site.
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Bid management tools

Paid search bid management tools can help improve efficiency of campaign
management, optimisation and reporting compared to just using the search
engines own tools. Whether or not to invest in this technology depends on the
size of budgets and complexity of the campaigns.

While bid management tools can automate many aspects of the management
and optimisation process, they still require a competent search marketer to drive
the strategy, create business rules for implementation and monitor and adjust
accordingly.

A core advantage of even the most basic tools is the ability to manage keywords,
bids, and creative on a single platform, and roll out any changes across multiple
search engines. For smaller spend, few market and single-search engine
campaigns, there is therefore typically little advantage of using a bid
management tool. Not least due to the added costs and set-up requirement.
Hence, it is first with larger spend, multi-engine and multi-market campaigns
where these tools come to real use.

Simplistically there are two types of bid management tools: rules based and
algorithmic . With rules based systems, the search manager will create
business rules to automatically perform certain tasks such as adjusting bids
depending on the scenario. Since these scenarios can quickly become complex
due to the many variable involved, algorithmic bid management systems seek
to utilise a more proactive approach in guiding the user in achieving their targets
(e.g. CPL or CPC). What type of system is the best choice for a specific
campaign depends greatly on internal processes and skill-set.

A common challenge with B2B search tracking is the often multiple conversion
points across corporate sites with campaign pages and different business units.
Therefore it is worth highlighting that any tool is only as good as the data it has to
work with i especially if it will be used in a semi-automated fashion. It is very
important to assure data accuracy by correct implementation of conversion
tracking codes, and rigorously and frequently check that new campaign pages or
other corporate site structure changes will not result in broken or lost codes.

Paid search bid management tool costs are typically based on a percentage of
search spend, starting at around 5%, with varying monthly minimum fees in the
area of £1000-£2500.

Analysis / ROI
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How to use analytics to get ROI

As mentioned earlier, it is vital to track the performance of your marketing efforts
by defining and measuring your chosen metrics, tracking and reporting on them
to get the best ROI possible.

In addition to search engine reporting tools (each of the engines have reporting
dashboards that allow you to run reports and Adserver reporting (normally linked
with your bid management software where applicable), web analytics tools will
help you doing this by capturing all the vital statistics to help you make the right
decisions what works for you.

Impressions, click-through-rates (CTRS) to your landing pages and clicks are
only the first indications of how well you are performing. It is essential to
measure beyond those metrics and capture data that shows the actual customer
behaviour on your site, ie how many customers bought products, what products,
the revenue and ROI. In B2B, it is often not as easy as in B2C (where customers
would purely buy a product at a certain price), you need to understand your own
sales process to adapt revenue attribution to actions on the site (ie leads,
meeting requests, request for information that would lead to conversion)

Ensuring campaign efficiency

Reporting is usually done daily, weekly and monthly and needs to not only show
current metrics but also trends. These reports drive the optimisation of your
search activities. For SEQ, it is important to focus on bounce rates from organic
listings as well as positions on the search engine result page. Most importantly,
these reports need to be acted upon. You will get valuable insight into your
campaigns from a multitude of reports but unless you make changes to your
campaigns based on this data, you will not be able to improve on your search
perfor mance. However, dondét jump to concl us
let your marketing efforts run for some time, in particular as some closing cycles
in B2B are much longer.

For PPC reports, performance reports could include:
— Campaign performance (to allocate your budget correctly)

— Ad group performance (to differentiate your types of products or customers
and again allow you to improve your performance depending on the set up of
your campaigns and ad groups) AN

— Keyword performance (to highlight good keywords, expand on them and / )
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remove poor performing keywords)

— Conversion trends (to predict budget requirements and to set longer term
budgets)

— Creative testing (to improve the performance of creatives across the board)

— Landing page performance (to find the optimal landing page that has the best
conversion not only to lead but also to sale)

SEO reports could include:
— Rank reports (used to show the effectiveness of your SEO activity)

— Keyword performance (highlighting well performing keywords that need to be
expanded on)

— Link reports (how many new inbound links have been created and highlight
trends of the sort of sites that are likely to accept links

— Landing page reports (used to decide the most important sites to change)

Converting prospects

Driving traffic to your site is not enough. The ultimate goal must be a lead or
conversion to sale. I f your bounce rate is
using, the landing page (including ease of navigation around the site) as well as
your registration form. Getting people onto your site is only half the challenge.
You must spend at least as much attention on your website usability, i.e. making
it easy and clear for your users to find the information that they are looking for
and in turn therefore do the actions that you want them to do. This will optimise
revenue for you. There are a lot of best practice tips around, however, look at
your own data and customers to optimise for your own situation which will be
unique. A/B and multi-variate testing are great ways to find out if your site and
ideas are working. There is always room for improvement.
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Measuring success
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