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Previous Videos from this
B2B Digital Marketing Series

Missed previous sessions?! Here are the links:
1. Supercharge Your B2B Lead Generation

2. Practical Tips and Tricks for B2B Content
Marketing

3. Optimize Your Website & Landing Pages
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https://www.youtube.com/watch?v=_ABph1hDck4
https://www.youtube.com/watch?v=ymFAnwJ8q7c
https://www.youtube.com/watch?v=Ipe25azXrbU

Previously in ...
B2B Lead Generation Framework

Define
Your
Target
Audience

Get Set Your
Customer Goals &
Referrals Obijectives

Develop
Content /
Lead
Magnets

Nurture &
Close Your
Leads
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Develop Content / Lead Magnets

A “lead magnet’ is a free item or service that is given away for the purpose of
gathering contact details.

Types of Lead Magnets

Educational lead magnets
Teach your visitors something they don’t already know

Useful lead magnets
Provide a tutorial, calculator, or other tool with which they can solve a problem

Community-building lead magnets
Create a way for your audience to build a community based on the things they have in
common, e.g., direct challenges and group forums

Entertaining lead magnets
Inspire or entertain your audience, e.g., quizzes

Bottom of funnel lead magnets
“Push” the visitor from lead to customer, e.g., free trial, discount codes, free
consultation
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The P.O.E.M Framework

Paid Media

e Pay-per-click (PPC) Ads
e Display (Banner) Ads
e TV/Magazine/Transit Ads

Sponsored Sponsored
Posts Influencers
Owned Media Earned Media
Share

e Website / Blogs Requests  ° Shared Content
e Events / Newsletters e Content by others
e Stores Forums e Reviews
¢ Talent / Employees ® Press Coverage
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[dentify Keywords

« Create a list of potential keywords, phrases, and questions:

— Google Search Console — shows a lot of data about the keywords that you already
rank for.

— Google Keyword Planner — finds other keywords, but only list ranges for search
volumes.

— Google Trends — visualizes the relative search popularity of a keyword over time.
— Keyword Generator — finds up to 150 keyword ideas for any seed keyword.
— Keyword Sheeter — pulls thousands of autocomplete suggestions from Google.

— Answer the Public — finds questions, prepositions, comparisons, alphabeticals, and
related searches.

— Keyword Surfer — is a free Chrome extension that shows estimated global and local
(for 19 countries including Canada) monthly search volumes for any query typed into
Google.

— Keyworddit — pulls keyword ideas from Reddit.

— Questiondb - finds the questions people are asking about a specific topic (sourced
from Reddit).

— Bulk Keyword Generator — is a keyword research tool for local SEO. It generates
keywords based on industry type.

« Google your keyword searches and look at the results. Pay attention to the
“People also ask” box of search suggestions.
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https://search.google.com/search-console/about
https://ahrefs.com/blog/google-keyword-planner/
https://trends.google.com/trends/
https://ahrefs.com/keyword-generator
https://keywordsheeter.com/
https://answerthepublic.com/
https://chrome.google.com/webstore/detail/keyword-surfer/bafijghppfhdpldihckdcadbcobikaca?hl=en
https://www.highervisibility.com/free-seo-tools/keyworddit/
https://questiondb.io/
https://www.highervisibility.com/free-seo-tools/bulk-keyword-generator/
https://www.google.ca/

What We’'ll Learn

* By the end of today’s session, you should be

able to:

— Explain key concepts related to paid advertising

— Describe the basics of keyword bidding

— List the different types of Google Ads and LinkedIn Ads

., New

Rochelle Grayson B2B Digital Marketing Workshop Series Va
v \(\ Ventures BC



Agenda

» Key Pay-per-Click Concepts

« Keyword Bidding Fundamentals

» Types of Google Ads

* LinkedIn Paid Advertising Options
* LinkedIn Sales Navigator

* Action Iltems & Next Steps

» Additional Links & Resources
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PPC Key Concepts

Pay Per Click (PPC) / Search Engine Marketing (SEM)
PPC marketing — also known as search engine marketing
— is a form of online advertising that allows your
organization to appear above the organic search results.

Put simply: you bid to appear when people search for
specific terms (a.k.a., keywords or key phrases). And
every time your ad appears, and someone clicks on it,
you pay for each click.
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Google Ads - Key Concepts

Campaign #1 Campaign #2
(Budget #1) (Budget #2)

Ad Group #1 Ad Group #2 Ad Group #3 Ad Group #1 Ad Group #2
(unique keywords) (unique keywords) (unique keywords) (unique keywords) (unique keywords)
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Types of Google Ads

Select a campaign type @

) search ) Display LY shopping 3 video [3) Universal App
Reach customers Run different kinds of Promote your products Reach and engage Drive app installs across
interested in your product ads across the web with Shopping ads viewers on YouTube and Google's networks
or service with text ads across the web

Google also offers:

* Local Campaigns - Local campaigns help you bring people to your physical
stores and venues. Your ads will be automatically optimized to appear
across Search, Display, Google Maps, and YouTube.

* Smart Campaigns — smart campaigns are an easy way to get your ads up
and running. Enter your organization, create a few ads, and Google finds the
best targeting to get you the most for your time and money.
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PPC Key Concepts

* Impressions — how many people have been exposed to
(“seen”) your ad.

* CPM = Cost per 1,000 (mille) impressions
* Click-through Rate (CTR) = Clicks / Impressions
e Cost Per Click (CPC) = Price paid for each click

e Conversions - visitors that perform the desired action,
such as making a purchase, after clicking on an ad

* Conversion Rate = conversions / ad clicks

* CPA — Cost per Action (sometimes referred to as cost per
acquisition) measures how much your organization pays
in order to get a conversion
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PPC Key Concept — Quality Score

Relevance

¢ Ad Relevance
¢ Keyword Relevance

Quality
Score

. Expected
La“d"_‘g Page Click Thru Rate
Experience (CTR)

AdRank = Your Maximum Keyword Bid x Your Quality Score
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Keyword Bidding Fundamentals

* Your keyword bid is your maximum bid
price. This means you are willing to pay up
to this price. However, what you actually pay
depends on what others bid.

« For example, if you bid $2 for a keyword or
key phrase, but the next highest bidder only
bids $1.50. Then, to win the auction, you only
need to bid/pay $1.51. So, your actual cost

per click will only be $1.51 — even though you
were willing to pay up to $2.
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Keyword Bidding Fundamentals

Q: Should I bid on broad or specific keywords?

A: There are trade-offs:

— Broad keywords will bring you more traffic / leads, but bidding on these
popular (and competitive) keywords will likely cost you more money per click
and deliver less “qualified” leads. So, these leads will be much more generic
and conversion rates tend to be lower.

— More specific keywords and long-tail key phrases will deliver better qualified
leads and can cost less, but because they are more specific, there are fewer
people who will be searching using these terms. So, they usually produce
fewer leads.

— ldeally, you want to bid on a combination of both of these because you may
be able to convert some of the "generic” leads and you definitely want to
convert those leads that most closely want your products and services.
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Keyword Bidding Fundamentals

Q: How much should | bid on keywords?
A: That depends!

— When keywords or key phrases are highly competitive, you
can end up spending as much as 2-3x the suggested bid
price. Recommendation: start with a bid 10 — 25% higher than
the suggested price and work your way up ;-)

— For more specific keywords and long-tail key phrases, start
with the suggested bid price and slowly work your way up.

— ldeally, you want to bid on a combination of both of these
because you may be able to convert some of the "generic”
leads and you definitely want to convert those leads that most
closely want your products and services.
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Keyword Match Types

Broad: formal shoes
Also matches*: formal footwear, evening footwear, men's dress wingtips...

’

’ Modified Broad: formal +shoes

1 Also matches*: evening shoes, black dress shoes...

-

/  Modified Broad: +formal +shoes
Also matches*: frmal shoes, formal evening shoes...

Phrase: “formal shoes”

Also matches*: black formal shoes,
formal shoes for men...

Exact: [formal shoes]
Matches: formal shoes
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PROSAD

&« > C @ @ www.prosad.de/en/calculator o ! | Q Search

PROSAD

Determine Optimal Bids in Search Engine Advertising

Calculator

Profit contribution per conversion (in $)

250.00 A

Number of searches

10000

Conversion rate (in %)

3.00
Rank

1 vl 4 v
CPC (in $)

10.00 4.00
CTR (in %)

20 7.00

compute

http://www.prosad.de/en/calculator
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Google Text Ads
Google  divorce lawyer vancouver v Q m

Headline 1 30 Characters

2AA BMaps B Images = News [*] Videos i More Seftings  Toals
Headline 1 ~__About 6,700,000 resuits (0.58 seconds) eadline 2 . Headline 2 30 Characters
\ v Headline 3
Unconfested Divorce Lawyer | Gary Viug | Free Consultation Headline 3 30 Characters

Display URL ——— > [&d] www.familylawlawyervancouver.ca/Divorce_Lawyer/Vancouver ¥ (604) 323-8586
We will guide you through your divorce. Flexilhie Appointments. Pgrsonal Lawyer Attention. Affordable

| —»Fee. 204 Years Experience. Services: Family Law, Divorce Law,Child Custody Law, Chid Description 1 90 Characters
Descriptions Guardianship Law, Child Support Law, Asset Division Law.
Di - Child Support Lawyer - Sepdrati t - Child Custody L . L.
Ad Extensions ———2 R SO RTigaeR TSRS e Description 2 90 Characters
Path 1 Path 2
Crossroads Law Vancouver BC | Divorce Lawyers Who Understand
www.crossroadslaw.ca/ ¥ +1 877-445-2627 Path (ZX) 15 Characters each

We Listen Closely, Assess Your Needs, and Provide Personalized Legal Advice. Effective Legal
Services in Every Area of Family Law With a Client-Centered Approach. Serving Alberta & BC.
Experienced Team. Client-Centred. Dedicated to Family Law. Results-Oriented.

Divorce and Separation - Property Divisions - Book a Consultation - Spousal Support - Child Support
Divorce - from $899.00 - For Uncontested* Services - More ¥

Burnaby Divorce Lawyers | 45+ Years Experience | hplaw.ca
www.hplaw.ca/Divorce/Lawyers ¥ (778) 655-0832
45+ Years Experience In Divorce Matters. Providing Legal Advice & Support Tailorad To You. Our...

Divorce Lawyer Vancouver | Quick Affordable Divorce | UntieTheKnot.ca
www.untietheknot.ca/UntieTheKnot/Canada-Divorce v
Official Canadian Divorce Certificates. Quick, Easy & Secure. Order Now. BBB Approved.
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Linked[f}] ads
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LinkedIn Advertisements Costs

 Linkedln advertising does come with a few
minimums that all advertisers must spend:
— $10 daily budget per campaign

— $10 total budget per campaign
(an optional feature for Sponsored Content)

— $2 bid for CPC or CPM on Text Ad campaigns

* LinkedIn advertising also has a minimum bid
for Sponsored Content campaigns, but the
exact amount will depend on the audience

you're targeting.

7~ New
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LinkedIn Targeting

Professional targeting that’s precise and powerful

Target by traits like job title, company name, industry, and more.

B OB\ ¢ 0

Company Experience Education Interests & |dentity
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Types of LinkedIn Advertisements

« Sponsored Content

* Sponsored Messaging
(InMail and Conversation Ads)

* Video Ads

« Text Ads

* Dynamic Ads
 Bonus: Elevate
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Sponsored Content

Sponsored content is essentially promotional, boosted LinkedIn
posts. You can tell such content by the Promoted sign above the
post. There are 3 types: images, carousel, and video.
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Sponsored Messaging -
InMail and Conversation Ads

Paige @ Codelane 2 e X ]
< FixDex L
m Sponsored Nov 16
Sponsored Wed
Ideas for better project management

a FixDex - 11:21am

Get started . .
Hi Sam! Love analytics?

Join us at the FixDex Data Summit and

Eklund . .
opat see the latest in analytics.

Hi Aaron.
With Codelane's custom solution, it's easy to see your key

insights in one place. Your platform will empower your teams to . .
make faster, better-informed decisions to optimize your ROI. (2 Viewevent det"'-“

Sign up for a free demo today, and see what CodelLane can do. 5
(2 Register
Get started.

This ad format delivers messages directly to your prospect’s inbox. According to LinkedIn, these
messages are more successful at driving conversions than email. Sponsored InMails tend to be
more direct and personalized. If you’re targeting an extremely specific niche, they can be quite
effective for driving action. There are two types: message ads and conversation ads. Do keep in
mind that LinkedIn users can opt-out of receiving LinkedIn InMail ads.

-
) New
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Video Ads

Video ads get delivered into your prospect’s news feeds. These videos
are viewable on both desktop and mobile devices. Since LinkedIn can be
quite text-heavy, video ads do tend to catch people’s attention and drive
awareness, engagement, and conversions.
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Text Ads

Ads You May Be Interested In

Propel Your Job Search - Fast!

On the job hunt? Get your work in
front of the right people and let top tier
companies compete for you

Simple Prototyping

Create realistic animations and bring
vigr | Your designs to life as interactive
prototypes. No code required

Deeper Customer Relatonships
Take connections with customers to
the next level with FixDex. Call today

for a free trial!

—I

Text ads are simple ads on the right-hand side or top of the LinkedIn
desktop feed. You can use PPC or CPM bids to control your ad spend.
You may want to explore the other LinkedIn ad options first, but text ads
can be used to complement your other LinkedIn advertising activities.
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Dynamic Ads

Get the latest jobs and industry news by Get access to 100+ consultants worldwide
joining us on LinkedIn

R S

Theresa, explore opportunities from Donald, get the business advice that
Golden Phase matters 24/7
Request demo

Ad -+
Victoria, expand your reach through
these tried and tested strategies

The Ultimate Guide to Building
Fixdex Your Social Strategy

Fixdex - 1,427 followers PDF

®© Preview & Download

Dynamic ads are automatically personalized for your leads based on their profiles.
For example, a dynamic ad might grab your prospect’s first name, profile picture, work
industry, and more. You can choose to promote job postings, content downloads, your
own company page, or drive traffic to a website via spotlight ads, which also appear
on the newsfeed. This ad type also has set templates and auto-translation options to

make personalizing the ad creative easy for you.
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Elevate

1 -
m ELEVATE SOURCES  FEED  SCHEDULE  ANALYTICS  EMPLOYEES  ME  DISCOVER Broadcast Q g A (9
Your Sources Employee Suggestions (36)

Elevate Top recommendations Sort by Relevance

Top Recommendations

Trending in E-Learning - a day ago
RSS feeds ~ Twitter Posts Another Profit as User Numbers Drop

nytimes.com

The company said that it had shed four million monthly active users from

a year ago, but it made its fourth consecutive quarterly profit.

You're not subscribed to any
RSS Feeds +Add

News about a company ~

You're not subscribed to any
companies +Add

Trending in Higher Education - a day ago

Apple's Tim Cook makes blistering attack on the 'data

industrial complex'
social.techcrunch.com

Trending in industry ~

E-Learning
Health, Wellness and Fitne... Apple's CEO Tim Cook has joined the chorus of voices warning that data
itself is being weaponized against people and societies — arguing that

Higher Education
the trade in digital data has exploded into a “data industrial complex"”.

Information Technology an... i
Primary/Secondary Educat... Cook did not namecheck the adtech...

Staffing and Recruiting

Witing and Editing PN Fost on Linkedin by a coworker - 5 days ago
Elevate is not an ad, per se, but it works as a Linkedln advertising solution.
Elevate is a platform that a company can pay for their employees to become
brand advocates. Basically, it makes it easier for your marketing or sales team to
control or suggest content that your employees share on LinkedIn.
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LinkedIn Sales Navi

m SALES NAVIGATOR Search for people and companies. Q | Lead Builder o Live Chat  Help ‘ f)

ator

HOME ACCOUNTS (98)e  LEADS (543)e  INBOX (B Go to LinkedIn.com
o " N " x
Filter by \/ Sales Navigator is now synced with your Salesforce
Salesforce Contacts associated with your Open Opportunities have
Keywords been added to Saved leads.
Submit
Saved leads (54) Suggested leads (33)
Source -
Salesforce (5) Selectall  Remove lead
Current company - Amanda Richards 2na @ | [»] M .
7 Al B Director of Management at Xi Technologies
) solarsiash 13 A Yuma Arizona Area * Ol & Energy
A » 8 shared connections + Similar
[7) ETR Industries (12) » 4 TeamLink connections
ShipYard Inc. (10)
(] PinWheel (8) Charles Boyle 2w M .
(] TD Components (7) Partner at SP Inc.
- Tucson, Arizona Area * Oil & Energy
+ Add » 18 shared connections * Similar
- » 8 TeamLink connections
Reatonsip - [ Sosioco |
Al i e
D Timothy Tran 2 o -
/! 1st Connections (3) Director at SP Inc.
2] 2nd Connections (7) g Tucson, Arizona Area * Oil & Energy
» 1 shared connection * Similar
/! Group Members (2) » 1 TeamLink connection
3rd + Everyone Else (1)
Source N Samantha Rivers 3w .
Director of Management at TD Components.
[m] Connections ~ (56) Mesa, Arizona Area + Consumer Electronics
» 1 shared connection = Similar
Location -
Bal Rose Rand 2w : M .
United States (13) Director of Management at SolarSlash
Greater Chicago Area (1) Yuma, Arizona Area * Energy
Ph A A 5) » 14 shared connections  Similar
oenix, Arizona Area (5) » 5 TeamLink connections
Tucson, Arizona Area (4)
(] Yuma, Arizona Area (3) Jessica Franco 2w (o] M .
+ Add A IT Manager at SolarSlash
i) Flagstaff, Arizona Area * Solar Power
Title v f » 3 shared connections « Similar
» 1 TeamLink connection
Industry

LinkedIn Sales Navigator is an even more premium version of LinkedIn. Starting at $64.99 per month, Sales Navigator
lets you find leads much more efficiently. It also comes with a bunch of advanced features that can take your lead
generation to the next level. Such as:

. Unlimited searches (FY! — you don’t have these in the free version ;-)

. Being able to search for your target audience with advanced filters

. Recommend sales leads, track updates, and connecting with specific people
. Use advanced filtering only available with LinkedIn Sales Navigator

. Job change alerts, specific keyword mentions, and more

. Integration with other CRM services like Salesforce, Hubspot, etc.

Rochelle Grayson
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https://business.linkedin.com/sales-solutions/compare-plans/advanced-search-filters

Action Items & Next Steps

» Decide which keywords and key phrases you will
use in your paid ads and on your landing pages

« Using your customer personas (from our first
workshop ;-) identify your target audience(s) on the
appropriate platform(s)

* Know you budget!

« Craft compelling ads with tangible benefits for your
target audience

 Review several of the PPC articles / free courses on
the Additional Resources slide for more details.

7>, New
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Additional Resources

« PPC 101: A Complete Guide to PPC Marketing Basics
« PPC Fundamentals Course with Joel Bondorowsky (Free: 5 hrs. — SEMrush)

« Google Ads Certification FREE Courses (Search, Display, Video, App,
Shopping)

A Beginner’s Guide to Using Google Ads

« The Ultimate Guide to Google Ads

« How Do Keyword Match Types Work in Google?

 How To Write Text Ads For Google That Get Clicked On By Your Prospects
« Complete Guide on LinkedIn Advertising

« The Complete Linkedln Advertising Cheatsheet

« How to Use LinkedIn Sales Navigator in 2021 to Get the Most Out of It
« LinkedIn Sales Navigator Comparison Table

« 7 Best Linkedln Automation Tools for 2021

« The Top 14 Linkedln Tools to Grow Your Business in 2021

 Top 10 LinkedIn Automation Tools for Lead Generation in 2021

« LinkedIn Automation Tools: a comprehensive list (update 2021)

Rochelle Grayson B2B Digital Marketing Workshop Series


https://www.searchenginejournal.com/ppc-guide/
https://www.semrush.com/academy/courses/ppc-fundamentals-course-with-joel-bondorowsky
https://skillshop.exceedlms.com/student/catalog/list?category_ids=2844-google-ads-certifications
https://skillshop.exceedlms.com/student/path/18128-google-ads-search-certification
https://skillshop.exceedlms.com/student/path/18061-google-ads-display-certification
https://skillshop.exceedlms.com/student/path/18216-google-ads-video-certification
https://skillshop.exceedlms.com/student/path/29785-google-ads-apps-certification
https://skillshop.exceedlms.com/student/path/18287-shopping-ads-certification
https://blog.hootsuite.com/google-ads/
https://blog.hubspot.com/marketing/google-adwords-ppc
https://www.wordstream.com/keyword-match-types
https://www.adhocmarketing.com/blog/how-to-write-expanded-text-ads-on-google-that-get-more-clicks-than-your-competition
https://expandi.io/blog/linkedin-advertising/
https://www.wordstream.com/blog/ws/2019/03/05/linkedin-advertising
https://expandi.io/blog/using-linkedin-sales-navigator/
https://business.linkedin.com/sales-solutions/sales-navigator/comparison-table
https://bluetree.ai/linkedin-automation-tools/
https://nealschaffer.com/linkedin-tools/
https://expandi.io/blog/linkedin-automation-tools/
https://profilemagnet.com/linkedin-automation-tools-a-comprehensive-list-update-2021/

Other LinkedIn 3™ -Party Tools

«  Crystal — This browser extension looks at someone’s social media profile and gives you an idea of his or
her personality. From there, Crystal gives you suggestions on how to communicate with that person.

+ Discover.ly — With the Discoverly browser extension, you can see data from the other social media
profiles about someone while viewing their LinkedIn page.

« Dux Soup —is another LinkedIn automation tool that helps you generate leads in many ways. With Dux-
Soup, it's easy to find, attract, and engage with your prospects on LinkedIn.

«  Expandi — Expandi can help you increase your list of contacts. It also automates responses, helps
manage campaigns, and works with LinkedIn chat.

+ Leadfuze - This lead generation tool helps you find leads from its over 200 million-strong database of
professionals.

« Linked Helper - is a Chrome-based tool that helps find valuable leads without spending too much time
and money. You can use it to automate your work within LinkedIn, Sales Navigator, and LinkedIn
Recruiter (Full & Lite).

*  Meet Alfred (formerly Leonard) — is one of the most sophisticated LinkedIn automation tools out there.
Not only does it provide you with the best LinkedIn lead generation tools, but it also ensures that you do it
cost-effectively.

« Phantombuster - is a content scraper that works with a wide variety of online platforms, including
LinkedIn. You can also use it to automatically engage with social media posts, respond to messages, and
accept connection requests, for instance.

+ Zopto - is a LinkedIn outreach automation tool that mainly helps sales teams improve their lead
generation efforts.
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https://www.crystalknows.com/
https://discover.ly/
https://www.dux-soup.com/
https://expandi.io/
https://www.leadfuze.com/
https://linkedhelper.com/
https://meetalfred.com/
https://phantombuster.com/
https://zopto.com/

Average Industry CTR

Google Ads Industry Benchmarks

Average Click-Through Rate

The average click through rate (CTR) in Google Ads across all industries is 5.06% on the search network and 0.50% on the display network.
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https://instapage.com/blog/google-ads-industry-benchmarks

Average Industry CPC

Google Ads Industry Benchmarks

Average Cost Per Click

The average cost per click (CPC) in Google Ads across all industries is $2.41 on the search network and $0.59 on the display network.
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https://instapage.com/blog/google-ads-industry-benchmarks

Average Industry Conversion Rates

Google Ads Industry Benchmarks

Average Conversion Rate

The average conversion rate (CVR) in Google Ads across all industries is 4.40% on the search network and 0.57% on the display network.
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Average Industry CPA

Google Ads Industry Benchmarks
Average Cost Per Action

The average cost per action (CPA) in Google Ads across all industries is $56.11 on the search network and $90.80 on the display network.
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Thank You!

Any questions or further ideas? ©
rochelle@rochelle.ca
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