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 Introduction
When attempting to drive new business, paid media can be 
an excellent option. It is important to note that paid media 
is incredibly competitive and large corporations spend 
thousands each month to strategically monopolize key search 
terms and phrases. For businesses with modest budgets, 
it’s important to focus paid advertising efforts locally when 
possible, target unconventional search terms, and maximize 
retargeting efforts.  

 

In this guide, we’ll walk you through the various types of 
paid media that your partner organization should be utilizing 
and present how to position your campaigns for maximum 
impact. We’ll also address some custom best-practices that 
we’ve developed so you can take advantage of them in your 
campaigns.

 

Importance of Paid Media
A popular myth about digital marketing is that if you put 
content and information on your website or your social media 
profile that traffic and qualified leads will automatically find 
you. This may have been true in the early days of the dot.
com revolution, but major players are now entirely focused 
on driving revenue by actively seeking out potential leads 
where they live online. This has dramatically accelerated the 
importance of creating a comprehensive digital ecosystem for 
your brand, which takes time and effort.

 

In order to drive relevant traffic, it is helpful to invest in a 
variety of paid media opportunities. From search, display 
and facebook advertising to programmatic and predictive 
intelligence opportunities, a custom mix of paid media will 
yield the best results. 

 

Re-engaging Site Visitors
One of the biggest mistakes advertisers can make is not 
planning re-engagement opportunities after they have driven 
a user to their website or a landing page for the first time. 
Google Remarketing Tags and Facebook Pixels help track 
site visitors so you can target and engage them after their 
initial visit. For example, tracking people that visit a page on 
your site about Business Process Management provides a 
unique opportunity to engage them on other popular sites 
through display advertising or via thought-leadership content 
addressing Business Process Management delivered through 
their Facebook feed.
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Importance of Segment Tracking
This leads us to segmentation. Once you have begun tracking 
your site’s visitors for retargeted messages and content, it’s 
important to segment them. 

 

Segments can be defined by industry type, role within an 
organization, or perhaps even a feature within the Macola 
solution such as Document Management. By identifying these 
potential segments and creating specialized targeted lists, 
you can ensure you are delivering meaningful messages that 
will resonate and be more likely to result in a loyal customer.

 

Power of Localized Targeting
Because the landscape for digital paid media is so competitive 
nationally, it’s important to think about ways you can target in 
specific locations. As a Macola partner, you do have the ability 
to sell to any company within the United States and Canada. 
However, taking a broad approach to paid media puts you in 
direct competition with big-budget advertisers.

 

Your best opportunity when driving initial traffic is to think 
about where your next customer may come from and attempt 
to target that locality more specifically.  For instance, you 
may choose to geo-target portions of Louisiana that house 
concentrations of automotive parts suppliers for larger 
assembly plants in that region.

 

By focusing your efforts on specific geographic locations, 
you can work to avoid hyper-competitive efforts from larger 
corporations that are monopolizing the national and global 
search volume.

 

Key to Effective Lead Generation, The 
Landing Page
Finally, the ultimate goal when you get someone to visit your 
website is to have them convert and become a potential lead. 
This can be particularly challenging for B2B efforts. What we 
have found through strategic testing is that landing pages 
should a variety of ways for visitors to engage with your 
brand. The most popular engagement points are as follows:

 

Email Newsletter Signup:

This option should always be available, particularly when 
presenting thought-leadership content that is educational 
and valuable to the visitor. Email signup is a very relevant 
action point for top of the funnel activation.
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White Paper/eBook Download:

White paper and ebook downloads can be a great way to drive 
lead generation.  We have found that there aren’t significant 
differences in conversion between simple forms (name 
and email only) vs. full contact info forms (including phone, 
company name, etc.).  What does make the difference is a 
download that is captivating and valuable to the audience you 
are targeting.

 

Request A FREE Demo:

Free demo requests, and we emphasize “free,” are a great way 
to provide a test drive to potential customers who want to see 
the Macola solution in action.

 

Click-To-Call:

Click-to-call refers to ensuring that your sales phone number 
is prominently displayed on your landing page and is clickable 
from a mobile device. Often immediacy rules the day with 
some consumers and you want to make it as easy as possible 
for potential customers to reach you.  

Bonus Tip: Set up a FREE Google Voice account so you can 
easily track calls coming through to ensure you don’t miss 
any.

Paid Search Advertising
Paid search is the front line of paid advertising. This is typically 
the first touch point a consumer has with a product or service. 
If you are unfamiliar with paid search ads, they are the initial 
two to three search results that appear at the top of a search 
results list in Google, Bing and other search engines. This is 
what a paid search ad looks like for “Macola:”

Paid search is a great way to drive initial traffic and build 
audience retargeting lists. However, you want to be very 
strategic about targeting and focus on keywords that are very 
relevant to your targeted objective. You also want to target 
keywords that are less competitive. As an example, you would 
want to target terms like “Business Process Management” 
or “Macola Reseller” using what paid search platforms call a 
“phrase match” structure that tells the platform that you want 

to target searches that include both terms together rather 
than either term separately. LIkewise, you want to avoid 
terms like “Macola” or “Macola Software” since corporate 
is specifically targeting these terms as branded keywords 
resulting in a large waste of money for your advertising spend.

When targeting keywords you will have the option to use 
either a “Broad Match”, “Phrase Match” or “Exact Match”. 
A broad match will signal the paid search platform to serve 
your ad whenever a word included within your keywords 
is entered (this often results in low quality results). Phrase 
match will serve your ad when a group of keywords, like what 
we presented above with “Business Process Management” 
appears within a search phrase (e.g.; “What are the best 
business process management solutions”). An exact match 
will only show your ad when a precise set of words is entered 
on their own.

 

For Macola, we recommend dividing your campaign into 
“Ad Groups” that are separated by segments. Creating 
segments for various industries (food & beverage, breweries, 
bakeries, automotive, textile manufacturing, etc.), solution 
segments (finance, document management, business process 
management, etc.), and role based segments (management 
vs. shop floor).  This ensures you will place the right amount 
of budget toward targeting messages in a meaningful way to 
your audience.

 

Once you have set up your “Ad Groups,” you can create ad 
copy that is relevant to each of these groups and include 
keywords or terms that you want to target. Here is a 
breakdown of the anatomy of a paid search ad.

The headline is the most important part and people are most 
likely to notice your headline text first when scanning for 
which information is most relevant to what they are looking 
for. The headline should include your targeted keyword 
and clearly speak to your intended audience segment. 
The headline is broken into 2 sections each limited to 30 
characters. The headlines are separated by a dash “-” and 
may show differently based on the device someone is using 
when they view your ad.

 

The display URL, usually shown in green, shows your website 
address. This display URL is made up of the domain from your 
final URL and text that you populate in the optional “path” 

Headline

URL Description



fields.  We recommend using text such as “erp”, “enterprise”, 
or a similar term relevant to your segment to visually show 
that the link they are clicking on is relevant to them.

 

The description is intended to highlight details about the 
Macola product. It’s a good idea to include a “call to action” 
in this text such as “Request Your Free Demo”, or “Get More 
Information Now.” Descriptions are limited to 80 characters so 
be strategic about how you word your ad copy.

Additionally you’ll notice that our Macola ad example has 
several additional content points, these are called “Ad 
Extensions” and can dramatically increase the amount of 
real-estate your ad is taking up in the search results and thus 
increase the likelihood that someone might click to explore 
more. These ad extensions can showcase your phone number, 
reviews, additional descriptive text about the Macola solution 
and even additional links to various pages on your website for 
easier browsing of services, latest release information, contact 
information, or solution information.

If you do elect to start a paid search campaign, you need to be 
prepared to constantly update the account, optimizing copy, 
bid strategies, and keyword targets. Google representatives 
can be a huge help in getting your custom strategy right 
and you should reach out to them for advice specific to your 
business goals.

One key optimization task is consistent A/B testing of ad copy. 
What this amounts to is always running 3-5 ad copy variations 
at any given time in each ad group target. Over time, you will 
see statistically significant data that indicates which ads are 
performing well and which ones are not. Shut down the low-
performing ads and look at what did perform and try to come 

up with alternatives. Consider fresh ad copy that takes the 
best of your top performing ads and seeks to elevate that to 
even better performance metrics.

 

Expanding on optimization centers around bid strategies. 
You will want to work with your Google representative to 
determine the best strategy for your needs. What we found 
when running search ads for Macola is that the more specific 
you get, the more relevant the ads can be and the less 
expensive the ad spend is. For instance, instead of targeting 
“Food and Beverage ERP” as a broad topic, use specific 
targeting “bakery erp” and “brewery enterprise software.” This 
level of keyword targeting keeps you away from incredibly 
expensive keywords and hones in on long-tail, inexpensive 
options that produce better results.

In summary, we can’t emphasize enough how important 
it is to constantly optimize. You need to be reviewing your 
adwords account regularly, bearing in mind that results can 
take several days to weeks to materialize. But keep an eye on 
your campaigns while you are seeking to drive to statistically 
relevant information. If you don’t have the time or resources 
to dedicate to ongoing optimization efforts, you really should 
avoid this channel to prevent wasting your advertising budget.

 

Here are some best practices that you should keep in mind if 
you do elect to initiate Paid Search advertising efforts:

• Network Targeting:  Are your campaign settings 
customized for their specific network (Search vs. 
Display)

• Geo Targeting: Are your campaigns focused on your 
most profitable markets?

• Language Targeting: Are you making use of language 
restrictions for better audience targeting?

• Conversion Tracking: Are you keeping track of which 
keywords and ads drive profitable actions?

• Multiple Text Ads Running: Are you running multiple 
ads in each ad group to ensure strong targeting?

• Modified Broad Match Type:  Are you making use of 
match types that give you more control?

• Negative Keywords:  Are you using negative keywords 
to reduce wasteful spending and irrelevant clicks?

• Use of Adwords Ad Extensions: Are you using Ad 
Extensions to provide additional links and improve 
click-through rates? 

 

This provides you with the basics of paid search advertising. 
We encourage you to engage directly with a Google Adwords 
representative or an Adwords professional to help you get set 
up and rolling with paid search.
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Display Remarketing
Once you have put effort and expense into getting someone 
to your website for the first time, it’s important to tag them 
for display remarketing. Display ads distributed via Google, 
Bing and other platforms deliver on popular sites such as 
online news sites, blogs, and in some cases retail sites.

 

Remarketing allows you to show ads to people who’ve visited 
your website. When people leave your website without 
converting, remarketing helps you reconnect with them by 
showing relevant ads across their different devices. They are 
incredibly cheap to run.

 

We’ve made it easy for you to get started with display 
remarketing by creating a Photoshop Template file (along with 
corresponding JPEG image files) that you can download and 
utilize right away. These ad designs have already been tested 
by Macola and are our best performing ad designs. Simply 
drop in your logo, export the ads and upload them to your 
preferred advertising network. It’s that simple.
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Once you have established a fair amount of traffic that 
you can assign into various segments and categories, try 
modifying the ads you serve to speak specifically to these 
targeted segments. We all react more favorably when the ads 
we see are highly relevant to our  needs. So feed this natural 
instinct.

 

Finally, when it comes to remarketing, another helpful tool 
is email-list remarketing.  This can help you target existing 
customers or attempt re-engage with stale leads. With 
customer match, you simply upload a list of email addresses 
that are then matched to browsing activity and served up 
distinct messages. For example, “upgrade your Macola 
solution” for current customers and perhaps highlighting an 
important new report for stale leads.



 Facebook Retargeting
Much in the same way that you can engage in display 
remarketing, you can leverage the Facebook platform 
to do the same thing. This is particularly useful for the 
dissemination of thought-
leadership pieces that 
provide valuable insights on 
how to increase productivity 
and performance. 

 

Further, much in the same 
way that you can eventually 
create targeted segments 
in display remarketing, the 
same principle applies to 
Facebook retargeting.  Create 
several audiences so that 
when you publish a piece 
about resource management 
in enterprise software, you 
can ensure that it is boosted 
to individuals that visited the 
Human Resources module on 
your website.

 

You can further boost specific 
advertising messages in this 
way for webinars, events, 
and other items; however, 
we have found that thought-
leadership pieces play the 
best on Facebook and tend 
to remove the sense that 
individuals are being targeted 
for business related items at 
home.

Conclusion
Digital Paid Media holds a lot of promise and potential to 
reach new and existing customers, but effectively planning 
and executing will be the difference between realizing results 
and flushing a lot of marketing spend. Keep in mind however 
that you are engaging in B2B marketing and we know that 
the average sales cycle for B2B is 6-18 months. So be ready 
to make the investment, stay in the game and don’t expect a 
wave of “qualified,” ready to close leads in the first week.

 

Additionally, we can’t stress enough how important it is to 
leverage your entire digital ecosystem. The tactics outlined in 
this guide are great traffic drivers and ways to re-engage with 
your audience. However, if your website is designed poorly, 
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landing pages are ineffective, and you lack a plan to follow up 
with the leads you collect, then you won’t realize the results 
you may be expecting.

 

Make a solid plan for how you intend to engage your audience 
at all levels of the conversion journey - from curiosity to 
consideration to commitment. With this in mind, you will be 
equipped for success in your Digital Paid Media efforts.
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Paid Media 
Activation Checklist

- - - - - - - - -
Get started with paid media 

opportunities with this checklist

 F Install remarketing and social 
media tracking devices on your 
website to begin building lists

 F Identify how you will segment 
your audience for appropriate 
delivery of messages

 F Build complete and effective 
landing pages that specifically 
target audience segments that 
you wish to target

 F Develop and launch paid search 
ads targeting desired keywords 
to drive initial traffic

 F Develop and launch display 
remarketing ads to re-engage 
visitors to your website

 F Identify growing social audience 
lists to target relevant content 
to re-engage visitors to your 
website

Implementation Assistance
If you need assistance with implementing any of the items 
discussed within this guide, we invite you to reach out to 
our Digital Agency, Lilypod Media for assistance.

Lilypod Media Contact

Christine Baldelli

macolapartner@lilypodmedia.com

We also welcome your feedback. Please direct comments, 
suggestions, and other partner related questions to:

Lisa Wise

lisa.wise@exact.com


