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The B2B Search Landscape
Targeting the Stages of Your Buyer Journey to Drive Revenue 
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Our goal is to challenge your organization’s 
approach to Search Marketing, changing 
and modernizing your strategy.
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Welcome
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There is more to search than keyword bidding. 

As a B2B organization, you should be aligning the entire 
search ecosystem with your Buyer Journey, leveraging new 
technologies and integration to drive leads/revenue.

Takeaway
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Landscape
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Attention Interest

Interaction 
with Sales

DesireInterest 

In-Depth 
Research

Action

90% 
of the B2B purchase process happens 

before sales even gets involved

>> >> >> >>

Forrester, 2013, cited in Bizo Marketing Blog, May 2013

B2B Buyer’s Landscape
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Attention Interest

Interaction 
with Sales

DesireInterest 

In-Depth 
Research

Action

60% 
of customers only consider

ONE TO TWO BRANDS

>> >> >> >>

Forrester, 2013, cited in Bizo Marketing Blog, May 2013

B2B Buyer’s Landscape
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2X
Traffic to B2B sites are up

over the past 
2 years

Source: Google/Millward Brown Digital, B2B Path to Purchase Study 2014
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42%
use mobile specifically 
to do research for 
business purchases

Source: Google/Millward Brown Digital, B2B Path to Purchase Study 2014
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3X
growth in B2B 
mobile queries

1X

2X

Source: Google/Millward Brown Digital, B2B Path to Purchase Study 2014, Google Internal Data
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61%
of B2B customers 
would switch to a 
competitor’s site after a 
poor mobile experience

A poor mobile experience will cost you
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“Best marketing automation tool”

“What is conversion attribution”

“Cloud access security white paper”

mobiledesktop

“I Google it, read websites 
and articles related to the topic, 
and then go from there.”  
–Non C-Level, Female

“I want to learn” moments
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mobiledesktop

“Best shipping provider”

“Highest quality CRM software”

“Easier systems integration”

“I look up specific products using 
keywords and check out the 
options, ratings and reviews.”   
–C-Level, Male

“I want to switch” moments
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“I want to know” moments

mobiledesktop

When to consider a new payroll provider

How much is it to build a website

How fast is expedited shipping

“When in a meeting, I find it more 
convenient to use my cell phone 
than my laptop. I do have a 
tablet, but I usually choose my 
cell phone. It’s just more 
convenient.”
–Non C-Level, Female
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Awareness



“It’s important to get that reach at the top 
of the funnel in order to achieve the 
revenue numbers at the bottom” 

Mark Yolton, Vice President of Digital at Cisco



After seeing a display ad, tech B2B customers are...

More likely to visit 
an advertiser’s site

49%
More likely to 

search for a brand

40%

source: comScore Brand Metrix Norms Prove ‘View Thru’ Value of Online Advertising.”

http://www.comscore.com/Insights/Press-Releases/2008/11/Value-of-Online-Advertising
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Combining search with 
display increases website 
visits by 41%

Advertising with search and 
display increases consideration 
for B2B buyers by 28%

Source: Motista & Google B2B Branding Survey

Your Digital Footprint in B2B

Display and Search work for B2B
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Of B2B buyers exposed to brands 
through display ads, 58% say 
those display ads influenced their 
decision to purchase.

Source: Google and Compete Path to Purchase Study, 2014, 

Display prompts users to research
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Q: How can I leverage display to drive targeted 
awareness with my B2B buyers?

A: Extremely customized targeting.
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Limit your display advertising by targeting custom affinity 
groups that you create. 

Custom Affinity Audiences
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Target users who are likely to:
1. Visit your competitor’s websites
2. Browse your industry’s trade 

publications

Build & refine your custom audience to 
focus a finite display budget to your B2B 
buyer.

Custom Affinity Audiences
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Target users that are similar to your best customers.

Use Your CRM Data Use Your Website Data

Similar Audiences



Confidential + Proprietary

Build narrow display 
targeting with 
overlapping criteria.

Overlay Targeting
Available Targeting

Geo Topic / Affinity

LanguageKeyword /
Domain

Age Device

Gender

Customer Match/
Similar Audiences
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Target users who receive email from your competitors.

Google Apps and Gmail users can be shown your ad when they receive emails from 
your competitor’s domains, making it possible for you to build awareness with your 
competitor’s leads during their buyer journey.

Gmail Ads
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Gmail provides extensive reach across the globe

billion monthly active users
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B2B awareness is about authority, not traditional branding.

Promote the content you’ve published to soften the sell and create awareness 
through relationship building.  

Promote Your Content
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Custom 
Affinity

Similar 
Audiences

Overlayed 
Targeting

Promote 
Gated 

Content

=
Monthly content leads 
from display increased 

238%

CPL $106

Conv. Rate 4.68%

Midmarket B2B Technology Services Company 

Awareness Case Study
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Research & Evaluation
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90%
use search specifically
to do research for 
business purchases

Source: Google/Millward Brown Digital, B2B Path to Purchase Study 2014
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0% 57%
of the way towards 
making a decision 
before reaching out 
to a potential vendor 

100%

B2B research is self-directed
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Queries

Engagement

142 4 6 8 10 12

B2B research is Long



Confidential + Proprietary

Q: How do I best leverage the search ecosystem to 
meet my buyers when they are researching?

A: Change your account structure.
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False. Search Marketing should be driven by a single CPA 
target.

True. Individual tactics and campaigns should have 
segmented CPA goals based on the quality of prospects.



Confidential + Proprietary

False. I should limit campaigns based on CPA targets + 
budget.

True. When someone searches for my “perfect 
keywords,” I should invest in being present, no matter 
what it takes. Therefore, my limit should be contextual, 
allowing me to stay within the confines of my budget.
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Organize your ad groups into tiered 
campaigns by priority.

The top tier includes your mission-critical 
“perfect” keywords.

● Spend 100% of your budget on T1, until it is capped.
● Align your CPA targets appropriately, you should be 

willing to pay more for a T1 lead.

Tier 1

Tier 2

Tier 3

Tiered campaign structure
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Construct your Tiers based on: 

1. Keywords that signal your exact buyers

2. Keywords that drove closed revenue in the past

3. Service/product lines with best margins or growth targets

4. Service/product lines with clear differentiators

Build a tiered campaign structure
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Tiered campaign structure
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Research & evaluation can last for months - even years. 

Remain relevant and establish authority through active remarketing.

Utilize CRM + Google Analytics data to improve Remarketing 
Audiences.

Remarketing is crucial during research
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Target prospects that 
you know

Exclude current 
customers to only 
reach new customers

Reach users similar 
to your customers

Are you integrating your CRM data with Adwords & Analytics?

CRM Data & Customer Match
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Q: Do siloed landing 
pages really drive the 
best user experience, 
aligning user query and 
intent with content?

A: Your core website 
pages should include 
SEO + CRO that align with 
your campaigns, have 
you tested them?

CRO & SEO for Quality Score
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Tiered 
Campaigns

Segment 
CPA Remarketing

 CRO + SEO

=
Lead volume increased 

105.43%

CPL decreased 20.72%

Conv. Rate increase 
63.60%

B2B Managed Services Provider 

Research & Evaluation Case Study
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Purchase
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Using an always-on campaign strategy for 
brand terms ensures that your customers 
see your ads at every stage in the 
conversion funnel

Include brand terms in always-on campaigns

48%
of purchasers switch 

between brand and generic 
terms at some point in their 

journey to conversion

Be there:
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Use signals from your site with remarketing lists for 
search to bid based on audience

96% 70%
Abandon leave a site 
without purchasing1

Leave a website
without converting1

49%
Typically visit 2–4 sites 

before purchasing2

In the pursuit of conversions, one visit is typically not enough
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Q: How can search marketing convert prospects 
into customers?

A: Target based on known intent.
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B2B buyers conduct research on mobile devices with non-brand 
terms, and make buying decisions on desktop with brand terms. 

74%
Non-Brand

26%
Brand

42% 
Non-Brand

58% 
Brand

Source: Millward Brown B2B Clickstream (Mobile and Desktop)

Invest in brand search
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Allocating budget to branded keywords is critical to capturing 
incremental volume from prospects who are ready to buy.

Branded paid search does not cannibalize Organic Traffic.  

Studies show paid and organic drive an 89% incremental increase in 
visits. 

Google Internal. “Incremental Clicks Impact of Search Advertising,” 2015. Full study at 
research.google.com. 

Invest in brand search



Confidential + Proprietary

Target bids and messaging to prospects most likely to become 
customers.

● Leverage Customer Match to identify your most promising prospects. 
● Increase your bids or structure standalone search campaigns to target 

those users only.

Leverage RLSA to supercharge Tier 1
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Branded 
Search

RLSAs

=
CPL decrease 31.65%

Directly tracked revenue 
leading to mROI of 

3,560%

Enterprise B2B Technology Provider 

Purchase Case Study
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About Us
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Our Partnership

● Backed by strategic Google team

● Access to exclusive beta opportunities

● Deep dives & health monitoring

● Comprehensive solutions, outside of just Adwords

Big Footprint + Google
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We help drive, and are driven by data
● Our execution is grounded in strategy and driven by data, never assumption

We Teach You Along the Way
● Transparency and education are key to our mutual success

You Always Know Exactly What (and How) We’re Doing
● Clear communication and transparent reporting keep your campaigns (and ROI goals) 

on track

Big Footprint + Google
What Makes Us Different & Better
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Expert implementation only.
● The same team that pitches you works on your account.

We’re involved and accountable, lean and effective.
● Our collective expertise, processes and tactical execution drive measurable revenue 

through the science of search.

Google Partnership
● Give us access to exclusive Google betas, tools, data, and resources - plus we are 

always first to know about product rollouts.

Big Footprint + Google
What Makes Us Different & Better
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There is more to search than keyword bidding. 

As a B2B organization I should be aligning the entire 
search ecosystem with my Buyer Journey, leveraging new 
technology and integration to drive revenue.

Final Thoughts
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The Opportunity Report analyzes your specific situation 
in-depth, providing baseline data and recommendations 
for improving your ROI and digital footprint.

What’s Next?
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THANK YOU.
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QUESTIONS.


