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We're Bombarded with lIdeas for Channels, Strategies, and Tools
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Resources Are Limited \X 6

e Budget
o Staff

e Skills
e Time
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Lead Lifecycle \X 6

ACQUISITION ENGAGEMENT CONVERSION
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Acquisition-Focused Strategy \Xé
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An Alternative Approach — Engagement-Focused \x 6

ACQUISITION ENGAGEMENT CONVERSION



Engagement Strategies \XE:

* Apply the philosophy of Persuasion.

e For paid traffic landing pages
e Validate that your messaging is current and consistent from ads to landing pages.
e Ensure that each landing page has a clear value proposition elements and call(s)-
to-action appropriate for each stage of the sales funnel.
* For non-paid landing pages

* Use Google Analytics to identify top landing pages.
e Value proposition
e Call(s)-to-action
* Google Search Console to help understand user intent.

e Paid Search as a conversion analysis tool
 Measure conversion results from known search queries.



Engagement: Micro-Conversions \XE:

 For many organizations, especially B2B, sales cycles are long and users
spend more time in the earlier stages of the funnel.

e Lead volumes may be low and the length of the sales process can make
understanding ROl more difficult.

e Consider using Google Analytics goals and goal values to quantify the
value of micro-conversions.



WEIDMAN CONSULTING,INC.

Micro-Conversion Example \Xé

Arbitrary, But

Proportional Goal
Value

Lead Form Submit  $1000

Email Address Click $750 Leads

Click-to-Call S750

PDF Download S50

Video View $50 Micro-Conversions (Engagement)

Tracking may require Google Tag Manager or custom code implementation.
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Goal Values Example \Xé

Avg.

Default Channel % New New Bounce Pages/ Session Conversion Goal Avg.
Grouping Sessions  Sessions Users Rate Session Duration Rate Completions Goal Value Value/Session
Organic Search 8233 65.37% 5382 33% 2.76 161s 17.4% 1430 $688,200 $83.59
Direct 3490 74.440% 2598 b7% 1.79 89s 5.4% 188 590,300 $25.87
Paid Search 1866 b7.63% 1262 42% 2.51 123= 17.5% 326 $162,700 $87.19
Social 1813 41.20% 747 63% 1.97 129 4.3% 78 534,000 $18.75
(Other) 1242 b8.60% 852 84% 1.30 365 b.5% 81 531,100 $25.04
Referral 810 77.28% b26 bb% 1.69 5ds 4.0% 32 514,400 517.78
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Goal Values Paid Search Example \XE:

How Effective Was Our Paid Search Spend?

== (Google Ads Goal Value to Spend Ratio == Bing Ads Goal Value to Spend Ratio
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