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Pay Per Click ads
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• TV – TVR

• Print, Radio, Outdoor – Reach & frequency

• Email – Open rates

• Online Display – Impressions

• Online Affiliates – CPA, trial software download

• Search (Clicks, CPA or PPA)

The rise of performance-based advertising

Brand/Push

Response/Pull

• Accountability is key to performance marketing

• Increasingly possible to pay for the behavior instead of the mere delivery 
of the ad
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B2B Search

• B2B sales funnels are not just about driving traffic, but driving the right
traffic

• Search consideration: Quantity of clickers (brand) vs. quality of 
conversions (response)

• Selling behavior not audience

• Ad spend shifts from a line expense to a cost of goods sold

• PPA: Only pay for actions (i.e. leads, sales, etc.)

• How qualified are these leads?
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Lead Generation / Name Acquisition / Direct Sales

Search > > Registration Form> Landing Page >

• Paid search ads > landing page > registration form > qualified leads > sales
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Lead quality - considerations

• Determine how PPC factors into the overall business objectives

• Keyword planning

• Copywriting challenge 
• Value exchange - whitepaper download or webinar registration

• Bid strategy - effective B2B clicks are more costly than B2C

• Are the leads from online registration sales-ready? 

• B2B sales cycle - time lag from click to sale and lead generation requires 
follow-up or nurture

Page 8



© Banner Corporation plc, 2008

B2B conversion model
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Source: MarketingSherpa, Business Technology Marketing Survey, 2007/08

Click Through Rate

1%*

Conversion Rate

0.5% - 4%*

Lead Conversion Rate

17%*

Sales Conversion Rate

30%
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Tactics to ensure quality targeting

• Use ad copy to pre-qualify clickers
• Reduce the number of searchers who may not complete the conversion 

process
• Send strong signals about who should and should not click on an ad

• Utilise specific call to actions

• Include appropriate technical terms
• e.g. lower response rate may indicate targeting success

IT Outsourcing Provider

Serving firms with 20 – 300 users.
Resource Kit available here.

• The Quality Score trade-off
• Reduced CTRs receive lower Quality Scores, resulting in lower ad positions 

for bids

• Necessary for optimal conversion rate and cost per conversion

• Provide landing page options suited to target customers
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• ROI bid management

• Form validation
• Utilise field requirements to filter unwanted submissions

• Lead management
• Implement (or integrate) lead scoring to identify highly engaged leads

• Implement (or integrate) lead nurturing to develop relationships with qualified 
prospects who are not yet ready to engage with sales

• Vertical search engines
• Business.com (includes Money and Technology channels)
• Jayed – ‘The B2B search engine’

• Zibb – part of Reed Business

• GlobalSpec

• ThomasNet
• Masterseek

• KnowledgeStorm

• Content Network

Additional tactics to ensure quality targeting
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Evaluating campaign success

• Provide a quantitative analysis of the results
• Costs

• Conversions rates

• Number of conversions
• Cost per conversion

• Cross-channel evaluation of costs

• Provide marketing insights into the registration quality
• Registration profile

• Conversion value
• Cross-channel evaluation of registrations
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Challenges

• Buying only performance can ignore the value of 
• repeated exposure

• time-delayed responses

• Performance assessment discrepancies

• Development of behavioral targeting
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