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•B2B: What’s Different from B2C
•Case for SEO in B2B
•Key Challenges  and Solutions

•Who is the searcher? 
•Low sample sizes for testing 
•Avoiding waste 
•Qualifying visitors 
•Measuring value of a visit or conversion relative       

to $$

Agenda



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

Options for Interactions/Content/Next “Date”
LANDING

PAGES

Show ROI  Pipeline Present Value, Cost/Behavior
TRACKING

ROI



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:

Lack 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



Challenge: Keyword Selection
Challenge: Who are you really messaging to?

Tip: Offer Segmentation Options

Functions

Buy Cycle 
Implications

Pain 
Points



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

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



Example: Message Testing in B2B

(http://www.vertster.com/adwords-tool/default.asp)

Message A
Clicks: 25 
CTR: .8%

Message B
Clicks: 30 
CTR:1.0%

Not Enough Data

Message A
Clicks: 60 
CTR: .8%

Message B
Clicks: 70 
CTR:1.0%

Not Enough Data

Message A
Clicks: 70 
CTR: .8%

Message B
Clicks: 70 
CTR:1.0%

80% Confidence 
Message B is 

Better

Message A
Clicks: 50 
CTR: .6%

Message B
Clicks: 25 
CTR:1.0%

90% Confidence 
Message B is 

Better

More 
Volume

Wider 
Spread



Tip: How to reduce waste? 

•Unconverted clicks on broad engines more likely to be 
wrong people 

•Unconverted 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.

Get Vertical



Qualify Leads Through Cycle

Match Lead Qualification to 
Keyword Referrals

Landing Page Filtering

Message Filtering



Measure the Entire Buy Cycle

Example “Highly Valued Activities”

• Entered Purchase Process 
• Made a Purchase
• Completed an RFP/RFQ
• Called a Phone Number
• Agreed to be Contacted 
• Requested to be Contacted  
• Signed up to meet at Trade Show  
• Requested a Demo
• Entered an Online Demo
• Completed an Online Demo
• Downloaded a Demo

• Requested a Sample
• Searched for a Local Dealer  
• Requested More Information
• Asked a Question
• Used a Product Configurator
• Registered for Web site
• Signed up for an E-mail Newsletter 
• Downloaded a White Paper 
• Downloaded a Product Spec Sheet
• Answered a Survey
• Entered a Sweepstakes 



Buy Cycle Measurement



Campaigns by Points
Measure your media spend’s ROI by the weighted business 
value it achieves. 



Cost per Weighted Business Value Point
Your media spend divided by points equals the cost per 

business value points (overall weighted pipeline creation).



Valuing the Pipeline



Highly Valued Activity Performance

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



Highly Valued Activity Performance

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



Dashboards Illuminate Your KPI’s
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