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As businesses and industries change 

their ways of doing things due to the 

pandemic, B2B (business to business) 

companies must change how they 

market to their customers. This is not 

the time to wing it. 76% of US B2B businesses have formal 

marketing plans. You need to keep yours relevant if you are 

to compete with businesses that value strategic planning. 

Read on to learn how to �ne tune your marketing plan. 

B R O U G H T  T O  YO U  B Y

The best source to generate more sales 
for your business with online marketing. 

Each month we break down the com-
plexities of a few key digital marketing 
strategies. 

We make it easy to understand, so 
you can decide if they should be 
implemented in your business. 

It doesn’t matter if you’re just starting 
out, or an established business owner, 
you will benefit from harnessing the 
power of digital marketing.

To your Success,
Results Pathfinder Team 
resultspathfinder.com

Umbrella Local is a leading digital marketing 

agency focused on helping small businesses 

grow with digital marketing. 

Umbrella Local has local marketing experts in 

almost every market. 

We provide dependable growth strategies that 

will increase your sales. Many of our services are 

result-based, which means you only pay when we 

reach the agreed goal. 

If you want experts to handle your marketing for 

a�ordable prices and dependable results, reach 

out to Umbrella Local.
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Understanding and Optimizing Your 
PPC Conversion Rates

In a competitor analysis, you compare 

yourself to your competitors. There are 

many ways to do this, but we will be 

covering some of the most popular 

and e�ective. All competitor analyses focus on generally the 

same elements, but use di�erent ways to display the data. 

Choose what works best for your business. This article will 

show you how.

09

Know Your Competition. Here’s How

As you probably already know, Pay Per 

Click (PPC) advertising is when you only 

pay when a prospect clicks on your ad. 

PPC is a great way to get tra�c to your 

site without paying for those who only view your ad. But if 

your goal is to make sales not just generate tra�c, that’s not 

enough. You need to know your PPC conversion rate, the 

rate at which people who click on your ads are taking the 

action you desire on your site, which of course in most cases 

is buying.
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FINE-TUNE YOUR

B2B
MARKETING PLAN 

FOR 2022

Most of us are well aware that 
business has changed during 
the pandemic. A lot of people 
now work remotely, minimize 
shopping in brick and mor-
tar stores, worry more about 
workplace safety and don’t 
travel for business if possible.

As businesses and industries 
change their ways of doing 
things, B2B (business to busi-
ness) companies must change 
how they market to their cus-
tomers. This is not the time to 

wing it. More than ever, for B2B 
marketing programs to suc-
ceed, you need a good B2B 
marketing plan that you update 
as trends, technology and mar-
kets change. 

76% of US B2B businesses have 
formal marketing plans. You 
need to keep yours relevant 
if you are to compete with 
businesses that value strategic 
planning.

A new year is always a good 

time to review your market-
ing plan and course correct. 
Not only that, but data and 
trends from last year have now 
been gathered into reports. 
This accessible information is 
extremely helpful in enabling 
marketers to project trends for 
2022 and plan their strategies.

As you review your marketing 
plan, you might may want to 
pay particular attention to the 
following trends.

https://umbrellalocal.com/
https://resultspathfinder.com/
https://www.statista.com/statistics/780715/share-b2b-companies-with-marketing-strategy/


Let’s Clarify: Marketing Plan v. Action Plan

Before we get started, please do not confuse a 

marketing plan with an action plan. A marketing 

plan lays out the strategic big picture to move 

your marketing forward. That is what we will be 

talking about today. A marketing plan is a frame-

work.

Action plans, on the other hand, detail the very 

specific and tactical steps to accomplish your 

overall goals.

Consider this example:

• A marketing plan might specify that you want

to gain market share in certain specified ver-

ticals by giving educational seminars several

times a year in order to gain credibility and

ultimately more sales in those verticals.

• An action plan will outline the focus of a sem-

inar and all the detail you need to make that

seminar happen. For example, it will include

the number of attendees you want, the ven-

ue, details about marketing campaigns and

any specific special o�ers you plan to use to

convert attendees into customers.

In a nutshell, a marketing plan sets your over-

all strategies and is intended to guide you long 

therm. Action plans detail the short term tactics 

you use to fulfill those lofty strategies.

Your marketing plan is the forest. Your action 

plans are the trees.



Review Your B2B Marketing Plan
More Often than Usual Right Now

Since your marketing plan is meant to set out 
long term strategies, you don’t want to change it 
too often or add so much detail that it will soon 
be out of date. Save the details for your action 
plans.

How often you need to review your market-
ing plan will vary. Before the pandemic, a new 
business might have reviewed their marketing 

plan quarterly or possibly a little more often if 
they were still tweaking it. Established business-
es rarely looked at them more than once a year.

But with business and societal norms in up-
heaval, it is critical that B2B businesses review 
their marketing plans more than usual in order 
to keep up with rapidly changing trends.

Review Your Target Markets

Whenever you review a B2B marketing plan, you 
want to pay attention to your target markets. 
This is particularly true now. Target verticals that 
made sense in the past might now be struggling 
due to the pandemic while others may be en-
joying increased sales and growth.

Regularly take the temperature of your target 
verticals and consider new ones. Can you ex-
pand into selling to other up-and-coming in-
dustries, even if it means you need to make 
some minor product modifications?

On the other hand, if you sell products that ap-
peal to a wide spectrum of businesses, but your 
brand is having trouble gaining traction, narrow-
ing your focus to specific verticals for a period of 
time can help. 

It is easier and cheaper to generate buzz within 
a specific vertical than to generate buzz in all 
industries. Then you can build on that.



Ramp Up Your Content Marketing

Content marketing was getting a lot of attention 
before the pandemic, but the pandemic has giv-
en it a boost in the face of fewer direct sales op-
portunities. In 2021, 43% of B2B companies said 
they increased their content marketing budget 
over the previous year.

The 12th Annual B2B Content Marketing Bench-
marks, Budgets, and Trends Report produced by 
MarketingProfs and Content Marketing Institute, 
lists the marketing content that showed the best 
outcomes over the course of 2021. They are

• Virtual events, webinars and online courses
• Research reports
• Short articles and posts
• Ebooks and white papers

Be sure to look closely at the success and fail-
ures of your content marketing e�orts last year. 
Compare them to the e�orts of your competi-
tion. Are there areas where it would make sense 
to expand your e�orts or allocate a larger bud-
get?

Consider Expanding Your Events

Events could be considered part of content mar-
keting (see above), but we would like to draw 
attention to them separately. Now that there are 
COVID vaccines, 52% of B2B marketers indicate 
their companies will be increasing their in-per-
son events such as seminars and conferences. 

That doesn’t mean they will be ignoring virtual 
events such as webinars in 2022.  Marketers ex-
pect their companies to increase spending by 
33% in digital events and 39% on hybrid events.

https://www.marketingprofs.com/charts/2021/45972/2022-b2b-content-marketing-report-benchmarks-budgets-and-trends
https://www.marketingprofs.com/charts/2021/45972/2022-b2b-content-marketing-report-benchmarks-budgets-and-trends


Consider Outsourcing Some or All of Your Marketing

Two important parts of any B2B marketing plan 
are

• What areas of marketing and channels do 
you plan to use?

• Who (in the general sense) is going to imple-
ment your campaigns?

In other words, your marketing plan should in-
dicate what percentage of your budget you will 
invest in social media, online advertising, web-
site development, events, email campaigns, 
public relations, blog writing, review generation, 
cashback promotions and so on.

The more ways you can reach prospects, the 
more likely it is they will hear your message and 
convert.

But it takes trained sta� and time to reach people 
across multipole channels. And 67% of market-
ers in a recent survey said they had been asked 
to do more in 2021 with the same resources.

One way to answer the desire for increased 
marketing while not increasing sta�ng is to out-

source to a good marketing agency. At the be-
ginning of the pandemic, outsourcing took a dip 
when businesses were not sure how to react. A 
couple years ago, 

A couple years ago, 71% of businesses out-
sourced some of their marketing and that num-
ber dropped to 61% a year later.

But now outsourcing is again on the rise, and 
75% of marketing departments outsource. The 
companies that outsource tending to be larger 
and more successful.

The primary challenge in outsourcing? In the 
MarketingProfs report cited above, most mar-
keting departments found it challenging to find 
outsourcing partners with topical expertise.

You can outsource any marketing activity, but 
some common areas to outsource include SEO, 
website development, email campaigns, social 
media campaigns, public relations, design, and 
aspects of content marketing such as writing 
blogs and developing webinars, presentations 
and videos.

https://www.marketingprofs.com/charts/2021/45972/2022-b2b-content-marketing-report-benchmarks-budgets-and-trends
https://www.marketingprofs.com/charts/2021/45972/2022-b2b-content-marketing-report-benchmarks-budgets-and-trends


Monitor and Course Correct

Your business can never reach its potential if 
you are not monitoring and measuring the per-
formance of your marketing campaigns and 
your marketing content. And that doesn’t just 
mean your Pay Per Click ads. You want to mon-
itor everything down to the popularity of each 
blog posts.

You don’t need to include every analytics tool 
you plan to use in your marketing plan. Leave 

that for your action plans. But you do need to list 
what areas you want to measure – and why.

If analytics isn’t an area where your company 
excels, make a plan to outsource it to a market-
ing agency that specializes in that area. The days 
of making key marketing decisions based solely 
on your gut are gone.

Don’t Put Off Updating Your B2B Marketing Plan

Marketing changes much faster now that so 
much of marketing is digital. Add to that the ex-
traordinary times in which we live, and it’s hard-
er than ever to keep up with important market 
trends.

It’s easy in the day to day of running a business 
to get stuck in the weeds. But you need to find 

the time to regularly step back and check your 
strategies against the realities of the changing 
world. 

If you yourself don’t have the time, you can out-
source to experts. But you still need to keep your 
finger on the pulse of where your company is 
headed if you want to reach your destination.



Understanding and Optimizing Your PPC

Conversion Rates
As you probably already know, Pay Per 
Click (PPC) advertising is when you only 
pay when a prospect clicks on your ad. 
PPC is a great way to get tra�c to your site 
without paying for those who only view 
your ad. But if your goal is to make sales 
not just generate tra�c, that’s not enough. 

Once a potential customer is at your site, 
it’s up to you to close the sale. Typical-
ly, the amount you pay per click is very 
low. Your PPC might be $2. If a customer 

spends $100 on your site, that price was 
well worth it.

But what if you are driving a lot of tra�c 
to your site through PPC ads, but they just 
aren’t buying? 

You need to know your PPC conversion 
rate, the rate at which people who click on 
your ads are taking the action you desire 
on your site, which of course in most cas-
es is buying. 



How to Measure PPC Conversion Rates

A PPC conversion rate communicates the success of your advertising dollars. The 
formula for this is as follows:

(total attributed conversions ÷ total number of clicks or visits) x 100

Example: In the month of December, your Google ads  resulted in 1,000 clicks. 
From those that visited your website, 100 people placed an order. Your PPC conver-
sion rate is 10%

What Makes a Good PPC Conversion Rate?

When advertising, it is important to define success. How else do you know whether 
your advertising dollars were worth it? Defining a good PPC conversion rate is the 
first step to assessing the success of your marketing campaign.

The average PPC conversion rate on Google is 3.17% for search across all industries. 
That being said, the industry averages vary drastically — some industries averaging 
as high as 9% and others as low as 2%. How do you know what a successful conver-
sion rate is for you? And what can you do to improve it?

https://www.wordstream.com/blog/ws/2016/02/29/google-adwords-industry-benchmarks


How to Measure PPC Conversion Rates

A PPC conversion rate communicates the success of your advertising dollars. The 
formula for this is as follows: take your total attributed conversions divided by the 
total number of clicks (or visits) and multiply that result by 100. 

Example: In the month of October your google ads resulted in 1000 clicks. From 
those that visited your website, 100 people placed an order. Your PPC conversion 
rate is 10%

What Makes a Good PPC Conversion Rate?

When advertising, it is important to define success. How else do you know whether 
your advertising dollars were worth it? Defining a good PPC conversion rate is the 
first step to assessing the success of your marketing campaign.

The average PPC conversion rate on Google is 3.17% for search across all industries. 
That being said, the industry averages vary drastically — some industries averaging 
as high as 9% and others as low as 2%. How do you know what a successful conver-
sion rate is for you? And what can you do to improve it?

Tip #1: 

Know Where You Stand (and Where You Want to Go)

The first step to optimizing your PPC conversion rate is to know where you are now and where you 
want to be. Review the industry standards to find the average conversion rate for your business. 
Review where your conversion rate is now. Is it lower than your industry’s average? If so, by how 
much? 

Next, consider where you want to be. What does success look like for you? Is it to meet or exceed 
the industry average? If there is a large gap between where you are now and where you want to be, 
consider defining what a small step of improvement would be. Wherever you set your goal, make 
sure it is attainable and realistic.

The most important thing to remember when 
using PPC advertising is this: you are paying for 
visits to your site. Therefore, there are two main 
factors that influence the e�ectiveness of your 
ads. The first is writing relevant and exceptional 
ad copy, since this is what will get their atten-
tion and convince them to click in the first place. 
The second is to make your website so engag-
ing and persuasive, they will make a purchase 
instead of leaving. 

When you use PPC advertising on search en-
gines, the copy of your ad is everything. When 
you make a Google search, there are no fancy 
fonts, colors, or pictures to rely on like in other 

advertising. PPC search ads are not about de-
sign. They are about words.

Your copy should be clear and concise. Remem-
ber, your search result shows them who you are 
and if you can answer their question. You have 
less than 100 words and just a few seconds to 
prove yourself worthy of being clicked on. 

What is your hook? What incentives do they 
have to choose you? Highlight what makes you 
special or a deal they should take advantage of. 
Remember the purpose of the ad copy is not to 
get them to buy right then. You just need them 
to visit your website. Take it one step at a time.

Tip #2: 

Improve Your Ad Copy

https://www.wordstream.com/blog/ws/2016/02/29/google-adwords-industry-benchmarks
https://www.wordstream.com/blog/ws/2016/02/29/google-adwords-industry-benchmarks


Once a customer has clicked on your website, 
they have left the search engine and entered 
your house. It’s up to you to introduce yourself, 
answer their questions, and prove that you are 
the valuable solution to their problems. In other 
words, your landing page is everything at this 
point in the journey.

If your website is slow or not engaging enough, 
a consumer will leave. If your website doesn’t 
answer the question they searched for, they will 
leave. Even if your website is engaging and an-
swers their questions but does not call them to 
make a purchase, they may stay a little while. 

But they will not buy, and in marketing terms 
your campaign has failed. (With one exception 
— you may have them in a funnel for future ad 
targeting.) 

Design stellar landing pages that engage with 
your ideal customers. Consider running an A/B 
test for your landing pages to find the best de-
sign. Answer their questions, provide value, and 
walk them through why you are the product or 
service they have been looking for. Most impor-
tantly, have a clear call to action. Ask for the sale. 
In other words, once you have them, don’t let 
them go.

Tip #3: 

Design Stellar Landing Pages



If you have worked on your landing pages and ad copy but still aren’t reaching your goal for your 
PPC conversion rate, you may need to work harder on your audience segmentation. 

Unfortunately, defining your target audience is easier said than done. You will also need to go 
through some trial and error to find the perfect keywords to use. Consider doing some market re-
search to study what your competitors are doing. Once you find the right keywords for your target 
audience, plan to review and revise them regularly as needed.

Tip #4: 

Find Your Ideal Audience

GOING FORWARD

PPC advertising both in search engine results and display ads can be a profitable way to market 
your business. But once prospects come to your site, it’s up to you to prove you are capable of 
solving their problem. This begins with clear and concise ad copy to grab their attention from the 
beginning. Once a prospect clicks, they are on your website.  Closing the sale comes down to an 
engaging landing page with a clear CTA. 

With these improvements, your PPC conversion rate is sure to meet or exceed your industry’s 
standard. And remember. Umbrella Local is always standing by to help.

http://
http://
https://resultspathfinder.com/


If you want to beat your competition, you need to know them. It’s not enough just 

to know your ideal clients.  

You also need to ask (among other questions)

• How does your business compare to similar businesses?

• What is your competition up to?

• What is working for your competition and what isn’t?

In other words, to understand your competitors, you must develop a competitor 

analysis.

COMPETITION
K N O W  Y O U R 

HERE’S HOW



What Is a Competitor Analysis?

In a competitor analysis, you compare yourself to your competitors. There are many 
ways to do this, but we will be covering some of the most popular and e�ective. All 
competitor analyses focus on generally the same elements, but use di�erent ways to 
display the data. Choose what works best for your business.

Why Do a Competitor Analysis?

To be successful as a business, you must understand your competition. Perhaps their 
weakness is your strength. You can highlight that in your marketing. Maybe some-
thing they’re doing is working well. You can take that strategy and put your own spin 
on it. The information from a competitor analysis will give you an edge in marketing 
and help you decide where to take your business next. 

https://blog.alexa.com/marketing-research/competitive-analysis/


SWOT Analysis

S W O T
STRENGTHS

What is this business 

really good at? What 

gives them an edge 

over everyone else in 

the industry? 

Examples: The com-
pany may have great 
brand recognition, 
unique products, 
extremely professional 
customer service or op-
erational e�ciency.

WEAKNESSES

What is this business 

bad at? What makes 

them weaker than 

other businesses in 

the industry? 

Examples: The 
company may have 
no brand recognition, 
products that aren’t 
unique, poor cus-
tomer service or slow 
operations. 

OPPORTUNITIES

These are positive like 

strengths, but relate 

to outside factors in 

the world instead of 

within the company. 

What in the world is 

happening that puts 

this business in the 

perfect place to grow?  

Examples: Society’s 
desire to reduce 
pollution makes 
electric cars attractive. 
The global pandem-
ic made video call 
technology like Zoom 
a necessity for every 
household.

THREATS

Consider outside 

factors as we did with 

opportunities, but ask 

what negative exter-

nal factors threaten 

this company’s suc-

cess? 

Examples: Society’s 
desire to reduce pollu-
tion may make some 
cars less desirable. The 
global pandemic pre-
vented people from 
spending money in 
the travel industry.

One of the most popular competitor analysis methods is the SWOT Analysis. The acro-
nym SWOT stands for Strengths, Weaknesses, Opportunities and Threats. It requires you 
to consider the following for each competitor you analyze.

A SWOT analysis is an e�ective way to quickly assess the state of your competitor and 
how you compare. You can even choose to do a SWOT analysis based on segments of 
the company instead of the company as a whole. For example, focus just on how your 
competitors use marketing tools. A SWOT analysis is a great tool to guide a competitor 
analysis discussion with your team.

https://www.investopedia.com/terms/s/swot.asp


Perceptual Mapping

Sometimes, viewing graphs and other data maps help you understand the state of a business 
better than words can explain. Most of these tactics can be drawn in a visual graph somehow. 
But perceptual mapping is specifically made using a graph. And this tactic focuses specifically 
on customer perception of a factor compared to the reality of that factor.

How it works: Choose the businesses, including yours, you want to compare. Next, pick two 
factors to compare and set them up on a graph. For example, the first could be the perceived 
price of services from low to high on the x-axis. The second could be actual pricing quality from 
low to high on the y-axis. 

Graph each business on a point using your chosen factors. Step back to view the graph. Where 
do you fit on the graph in comparison to your competitors? Is the way you are perceived in 
line with what you o�er? Are you where you want to be? If not, how can you change that? 
Perceptual mapping is a great visual to present to a marketing meeting to begin a discussion 
on where to improve your customer perception.

https://courses.lumenlearning.com/boundless-marketing/chapter/competitive-perceptual-positioning/


Customer Journey Map

Every marketing department should have a cus-
tomer journey map, also known as a user jour-
ney map. This tactic is valuable to your company 
as much as it is to compare your competitors. 

How it Works: List out every way a custom-
er interacts with the business. You can do this 
for your own company and also for competitive 
companies. For example, you might list com-
pany websites, social media platforms, physical 
stores if applicable, advertising channels, email, 
phone or any other mode of communication. 

Analyze the journey a customer may go through 
from never hearing about the brand through 
making a purchase. Is there any crucial com-
munication getting skipped in your company? 
In your competitor’s company? 

You can also use this method to map out what 
you want your customer journey to look like in 
the future.

Porter’s Five Forces

This next tactic allows you to focus on a broader scale. Instead 
of looking at individual businesses, Porter’s Five Forces exam-
ines the whole industry or segment within an industry based 
on the following:

1. Intensity of competitive rivalry
2. Threat of new entrants
3. Bargaining power of new buyers
4. Bargaining power of suppliers
5. Threat of substitutes

This strategy is perfect for assessing the current state of an in-
dustry. It allows you to consider long-term challenges or op-
portunities that may arise for you and your competitors. Predict 
the industry’s profitability as a whole, and then consider how to 
strategize your piece of the pie.

https://www.lucidchart.com/blog/how-to-build-customer-journey-maps
https://www.lucidchart.com/blog/how-to-build-customer-journey-maps
https://www.investopedia.com/terms/p/porter.asp


Find What Works

Successful businesses know who their com-
petitors are, what they are doing and how 
they compare. There are many tools out 
there to help you assess this. Each one mea-
sures a slightly di�erent aspect of the busi-
ness or industry. 

A SWOT analysis gives you a quick over-
view of all internal and external strengths 
and weaknesses. Prefer to discuss the state 
of your industry or niche as a whole? Porter’s 
Five Forces is the tactic for you. Perceptual 
mapping and customer journey maps put 

you in the mind of the customer. 

The variety of tactics means you can choose 
what you want to improve first. Then find the 
tactic that is best suited to measure this. Strat-
egize with a purpose using already perfected 
tactics. And use the knowledge you gain to 
come out above your competitors. 

Call Umbrella Local for a free consultation if 
you would like to help learning more about 
your competition and strategizing how to 
gain more market share.

tel:+18335181181


DID YOU KNOW...

Websites in the US must be
accessible to the disabled under the
Americans with Disabilities Act.
Over 60 million Americans are hampered by some sort of disability.

Many of these people have trouble using the Internet.

If you make your website more accessible, you will instantly make 
it available to more customers!

At Umbrella Local, we are so confident 
with our services that we’ll cover you from 
any lawsuits related to website accessi-

bility with a whopping

AVOID LAWSUITS AND REACH MORE CUSTOMERS WITH CONFIDENCE!

$1 MILLION

DON’T RISK BEING SUED! 
BECOME WCAG COMPLIANT TODAY

AND REACH MORE CUSTOMERS!

Contact our friendly experts for FREE today, and make your website accessible.

(833)518-1181

WARRANTY!

Results Pathfinder at Umbrella Local 

https://umbrellalocal.com/
tel:18335181181
www.resultspathfinder.com

