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Agenda

*B2B: What's Different from B2C
eCase for SEO in B2B

*Key Challenges and Solutions
*\Who Is the searcher?
eLow sample sizes for testing
*Avoiding waste
*Qualifying visitors

*Measuring value of a visit or conversion relative
to $3$

Clea rG@ 96aIGh Enging

From Topline onmline. —~ CONFERENCE E EXPO




Search Engine Marketing

Considered Purchase — “What's Different”

GOALS Start or Develop Relationships
ENGINES Major Search & Business/Vertical-specific
KEYWORD Buying Cycle & Role Based
MESSAGES Value Prop/Offer Aligned to Buying Cycle & Role
LANDING Opti f Int ti /Content/Next “Date”
PAGES ptions for Interactions/Conten ex ate
TRAF\E:(;I NE Show ROI Pipeline Present Value, Cost/Behavior
7\,
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The Case for Prioritizing SEO In B2B

64% of Search Engine Users searching for Business
Information

Pros:
"PPC Costs Increasing
=Higher click-thru rates on Organic
»Credibility and Branding from Organic
»Paid and Organic Reinforce
=\Wider Buying Cycle Coverage
=Cost is mostly upfront not ongoing

=More appropriate if sales are not measurable or level of lead quality is
suspect

cons:
= ack of Control on ranking algorithms
=»Competition
*"Immediacy of results
Conclusion:
*Make SEO Priority — add PPC as needed
=Exceptions exist but this is fruitful area for most B2B companies

ClearGduge’ Sta6h Enging

From Topline to Bottom Line, Online. CONFERENCE & EXPO:




Challenge: Keyword Selection

Challenge: Who are you really messaging to?
Tip: Offer Segmentation Options

VORANOL™ VORACTIV™ Polyols

NN

Mobded Foam
Producers

Easier Processing.
Improved Consistency.

Slabsiock Foam

Producers
| Bedding Furniture Refax.... with VORAHOL VORACTIV pobyols the solution is
Mamdaciurers clear.

T Aurtomobise
Mamudaciurers

WORAMOL™ YORACTN polvals can help &oid undesirable

foam atiribules such as;
Benelis .
= High Costirom Comples Processing Pain
. e Linreliable Consistency .
Functions e Ungleasant Odors Points
& Fogaing and Staining

Ask a lechrecal
s On

By having the amine catatyst bullt inla the VORANOL
VORACTM polyol, foamers can eliminate a formulating step
and sirearling their process. This dramatically reduces
amissions and creates more consisient and cleaner foam
These benefts can lead 1 higher customer satisfaction
resulting inincreased sales and fenser product returmes.

Feguest o Sample
Plart Trind

L deratura R esour e

Frequently Bskead

st

-/

Buy Cycle
Implications
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Challenge: Low Sample Sizes

Low Sample Sizes in B2B — Less Meaningful
Results

Landing Page Testing

Use only 2 to 4 variables
In Multivariate Testing

A/B testing still very valid
In B2B due to smaller
sample sizes
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Message Testing

The greater number of
messages tested the
larger sample needed

Lower click totals need
larger CTR differential

Use tool to calculate
confidence levels
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From Topline to Bottom Line, Online.

Example: Message Testing in B2B

Message A Message B
Clicks: 25 Clicks: 30 Not Enough Data
CTR: .8% CTR:1.0%

Message A Message B

Clicks: 60 Clicks: 70 Not Enough Data
CTR: .8% CTR:1.0%

Message A Message B 80% Confidence
Clicks: 70 <—V'V'|°re_. Clicks: 70 Message B is
CTR: .8% otume CTR:1.0% Better

Message A Wider Message B 90% Confidence
Clicks: 50 '—Spread_’ Clicks: 25 Message B is
CTR: .6% CTR:1.0% Better

C Iea qu U g e (http://lwww.vertster.com/adwords-tool/default.asp) iéé{ég!;ﬂw
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Tip: How to reduce waste?

Get Vertical

eUnconverted clicks on broad engines more likely to be
wrong people

sUnconverted clicks on vertical engines more likely to be
right people who could eventually convert

*Recipe for success = Multi-engine approach and focusing
on key metrics.
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Qualify Leads Through Cycle

Message Filtering

Commercial Lending . .
GE Commercial Finance-Reliability & Match Lead Qualification to

expertise for financing $10MM & up. Keyword Referrals
i, e cfo. com

Find Financing How Send Off 1,314 § 4.45%
. ) . /' Page
Landin g Pag e Filterin g kitg: ifecto comszendoft ktml

Find Financing Now! W Google 450 1.63%
iE Finance &0 0.27%
ge financial 40 0.14%
azzet bazed lending 33 0.11%
ge capital leasing 32 0.11%
cammercial banks 24 0.08%
S e sl GE Credit 24 0.08%

F10 - F520 Million
F30 - $150 Million mezzaning financing 20 0.07"%
= F130 Million ge financing 17 0.06%
o select- b GE Capitsl 14 0.05%
NEXT azset based lenders 14 0.05%
imventory financing 14 0.05%
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Measure the Entire Buy Cycle

Example “Highly Valued Activities”

* Entered Purchase Process  Requested a Sample

 Made a Purchase e Searched for a Local Dealer
 Completed an RFP/RFQ * Requested More Information

e Called a Phone Number » Asked a Question

» Agreed to be Contacted « Used a Product Configurator

* Requested to be Contacted » Registered for Web site

« Signed up to meet at Trade Show < Signed up for an E-mail Newsletter
 Requested a Demo  Downloaded a White Paper

* Entered an Online Demo  Downloaded a Product Spec Sheet
 Completed an Online Demo « Answered a Survey
 Downloaded a Demo * Entered a Sweepstakes
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Buy Cycle Measurement

1.

e

3.

3

kS

1=

I

M.

s
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Purchasze “alidation Interest

Initial Consideration

Initial Interest

Moderste Consideration

Active Interest

High Consideration

ongoing Interest

Purchasze
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190,10%

66,716
19,928
17,442
8,646
2,872
788
636
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Campaigns by Points

Measure your media spend’s ROl by the weighted business
value it achieves.

e Value Points By Campaign

Carmpaign 1D
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GECFO Yahoo! financing

GECFD Google Azzet Bazed
GECFD Google GETopLevel

GECFOQ Google GE

GECFOQ Google Balance sheet
GECFD Yahoo! ge

GECFD BCSearchFeed capital
GECFOQ Google Financing

GECFO Google Buy Out

GECFD Google Mezzanine Financing
GECFO BCEearchFeed refinance
GECFD Buzcom Finance and Investments
GECFOQ Google Funding

GECFD BCSearchFeed real estate
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2,115.00 B 25.4T%
1,052.00 @  1267%
G64.00 10.40%
503.00 6.06"%
2711.00 | 3.26%

240.00 | 2.89%
151.00 | 1.82%
141.00 | 1.70%
121.00 | 1.46%
118.00 | 1.42%
106.00 1.28%
100.00 | 1.20%
95.00 | 1.18%
93.00 | 1.42%
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Cost per Weighted Business Value Point

Your media spend divided by points equals the cost per
business value points (overall weighted pipeline creation).

ma&wm Cost per Point ™ Points

50,000 - -$30
45,000+ $24.76 |
40,000 - & =525
35,000 + _$20
30,000 -
25,000 - -$15
20,000 +
15,000 R

~ £4.89

10,000 . _$5

5,000 -

0 ._?_l_ - 50
Yahoo! Financing Google GEToplLevel Google Balance Sheet
Google Asset Based Google GE
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# of prospects in Awareness stage X % close rate for Awareness) +

Valuing the Pipeline

Present
Pipeline =
Value

(# of prospects in Consideration stage X % close rate for Consideration)+ | X Average Sale
(# of prospects in Trial stage X % close rate for Trial)
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Highly Valued Activity Performance

Incorporate cost data into your conversion funnels to understand the
cost per action (CPA)

52,50 per Wisit

» Entered Website: 10,000 visits \

F= 1.0% of Wizits

Submitted Online Request:
100

S250.00 per Inquiry
B0.0% of Forms Completed

Fequests Deemed ‘M.f”
416,67 per Qualified Inguiry * % Qualified, Sent to
Sales: 60
2.0% of Qualified Inquires
Deals Closed: Fr
520 2131 per Deal Closed - i
1.2 T
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Highly Valued Activity Performance

Calculate your “threshold” or “break-even” CPAs

: | Threshold , "o of Actual
Conversion Funnel Stage CPA Actual CPA to Threshold
Yisitzto Site i GO0 |} 2.0 42%
Online Reguest Forms
submitted Pooe0000 | F 23000 42%
Guslified Requests P 0oo0n | F 0 41700 42%
Clozed Degls Foa0poooo | § 2083300 42%
7~ N '
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Dashboards llluminate Your KPI’

[ Company eMarketing Dashboard
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February 2007 Snapshot |

Meda Zpend by Venue

Total Media Spemd: 52,573

All Traffic Wisits to Conversions Index
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Thank You

Karen Breen Vogel

www.cleargauge.com
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