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About Overdrive Interactive

▪ Overdrive helps companies 

compete and win in today’s digital 

marketplace

▪ Integrate:

▪Search marketing (seo/sem)

▪Account based marketing

▪Marketing automation

▪Social media marketing

▪Online media (banner/display)

▪Content and creative

▪Website and application 

development

MITX 
Interactive Agency of the Year
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Optimize
Track, Report and Respond

Brand

Search Engine 
Marketing

▪ Organic

▪ Paid

▪ Online PR/Linking

Online Media

▪ Sponsorships

▪ Banner Campaigns

▪ Product Listings

▪ Email/RSS Feeds

▪ White Paper Syndication

Social Media

▪ Social Networks

▪ Content Channels

▪ Blogs

Drive

Call Centers

Webinars/
Trade Shows

Site Network
Main and Mini Sites

Landing Pages
Data Capture
Applications and 
Incentives

Capture

Sales
Materials

Database
Marketing Automation/Nurture

CRM/Lead
Database

Telemarketing

eAlerts

Social/Viral

Direct Mail

Sales
Team

Convert
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Search is Primary Research Resource 
During All Phases of Purchase Funnel
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Industry 
Information

TechTarget/Google
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Paid Search Management Process
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Keyword Ad Copywriting: Benefits and Offers

Source:  Google/Millward Brown white paper, September, 2005

Ads must point to conversion pages that deliver on ad copy offers.

Sample best practice 

ads from Google 

white paper.
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Keyword Ads Benefit & Offer Matrix

Product Name Product Benefits Offers

Adaptive 

Authentication

• Lowest impact on genuine 

users.

• Proven, real time risk 

reduction.

• Minimal total cost of 

ownership.

• White Paper: The Impact of 

Strong Authentication on 

Usability

• Solution Brief: Adaptive 

Authentication for Web

• Solution Brief: Complying with 

FFIEC Guidance

• Demo/Quote Request

AAA

FraudAction

• Anti-phishing solutions that 

work.

• Prevent 95% of network 

attacks

• Decrease fraud losses by 

50%.

• White Paper: Phishing Special 

Report: What We Can Expect for 

2014

• Solution Brief: AAA FraudAction

• Demo/Quote Request
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CAMPAIGN: UNI:Backup-Branded UNI:Backup-Branded UNI:Backup-Branded

AD GROUP Netware Backup Length Other Physical Backup Length SharePoint Backup Length

Headline - 25 Characters Unitrends Recovery-Series 25 Unitrends Recovery-Series 25 Unitrends Recovery-Series 25

Description Line 1 - 35 Characters Unitrends® Backup Appliances can 32 Unitrends® Backup Appliances can 32 Unitrends® Backup Appliances can 32

Description Line 2 - 35 Characters Protect Your Data. Try it for Free! 35 Protect Your Data. Try it for Free! 35 Protect Your Data. Try it for Free! 35

Display URL - 35 Characters www.unitrends.com/Backup-Appliances 35 www.unitrends.com/Backup-Appliances 35 www.unitrends.com/Backup-Appliances 35

Destination URL - 1050 Characters http://www.unitrends.com/ppc/unitrends-appliance?utm_source=Netware Backuphttp://www.unitrends.com/ppc/unitrends-appliance?utm_source=Other Physical Backuphttp://www.unitrends.com/ppc/unitrends-appliance?utm_source=SharePoint Backup

Headline - 25 Characters Unitrends UEB Backup 20 Unitrends UEB Backup 20 Unitrends UEB Backup 20

Description Line 1 - 35 Characters Unitrends® Enterprise Backup can 32 Unitrends® Enterprise Backup can 32 Unitrends® Enterprise Backup can 32

Description Line 2 - 35 Characters Protect Your Data. Try it for Free! 35 Protect Your Data. Try it for Free! 35 Protect Your Data. Try it for Free! 35

Display URL - 35 Characters www.unitrends.com/Enterprise-Backup 35 www.unitrends.com/Enterprise-Backup 35 www.unitrends.com/Enterprise-Backup 35

Destination URL - 1050 Characters http://www.unitrends.com/ppc/unitrends-enterprise-backup?utm_source=Netware Backuphttp://www.unitrends.com/ppc/unitrends-enterprise-backup?utm_source=Other Physical Backuphttp://www.unitrends.com/ppc/unitrends-enterprise-backup?utm_source=SharePoint Backup

Headline - 25 Characters Unitrends Recovery-Series 25 Unitrends Recovery-Series 25 Unitrends Recovery-Series 25

Description Line 1 - 35 Characters Better Enterprise Data Protection. 34 Better Enterprise Data Protection. 34 Better Enterprise Data Protection. 34

Description Line 2 - 35 Characters Sign Up for a Free Eval Unit Today! 35 Sign Up for a Free Eval Unit Today! 35 Sign Up for a Free Eval Unit Today! 35

Display URL - 35 Characters www.unitrends.com/Backup-Appliances 35 www.unitrends.com/Backup-Appliances 35 www.unitrends.com/Backup-Appliances 35

Destination URL - 1050 Characters http://www.unitrends.com/ppc/unitrends-appliance?utm_source=Netware Backuphttp://www.unitrends.com/ppc/unitrends-appliance?utm_source=Other Physical Backuphttp://www.unitrends.com/ppc/unitrends-appliance?utm_source=SharePoint Backup

Headline - 25 Characters Unitrends UEB Backup 20 Unitrends UEB Backup 20 Unitrends UEB Backup 20

Description Line 1 - 35 Characters Better Enterprise Data Protection. 34 Better Enterprise Data Protection. 34 Better Enterprise Data Protection. 34

Description Line 2 - 35 Characters Download a Free Trial Copy Today! 33 Download a Free Trial Copy Today! 33 Download a Free Trial Copy Today! 33

Display URL - 35 Characters www.unitrends.com/Enterprise-Backup 35 www.unitrends.com/Enterprise-Backup 35 www.unitrends.com/Enterprise-Backup 35

Destination URL - 1050 Characters http://www.unitrends.com/ppc/unitrends-enterprise-backup?utm_source=Netware Backuphttp://www.unitrends.com/ppc/unitrends-enterprise-backup?utm_source=Other Physical Backuphttp://www.unitrends.com/ppc/unitrends-enterprise-backup?utm_source=SharePoint Backup

Keywords Type Type Type

backup netware Phrase Active directery Backup Phrase backup sharepoint Phrase

backup netware 5 Phrase Active directery Windows Server Backup Phrase backup sharepoint 2007 Phrase

backup netware 6 Phrase Backup Active directery Phrase backup sharepoint 2010 Phrase

backup netware linux/suse Phrase Backup Active directery Windows Server Phrase backup sharepoint 2013 Phrase

backup netware netware oes Phrase Backup FreeBSD Phrase sharepoint 2007 backup Phrase

backup netware oes11 Phrase Backup HP-UX Phrase sharepoint 2010 backup Phrase

netware 5 backup Phrase Backup Lotus Notes Phrase sharepoint 2013 backup Phrase

netware 6 backup Phrase Backup MacOS Phrase sharepoint backup Phrase

netware backup Phrase Backup MSDE Phrase

netware linux/suse backup Phrase Backup MSDE 2000 Phrase

netware netware oes backup Phrase Backup MySQL Phrase

netware oes11 backup Phrase Backup Oracle Phrase

Backup Paradox Phrase

Backup PostGres Phrase

Backup Progress Phrase

Backup SCO OpenServer Phrase

Backup SGI IRIX Phrase

Backup Unixware Phrase

FreeBSD Backup Phrase

HP-UX Backup Phrase

Lotus Notes Backup Phrase

MacOS Backup Phrase

MSDE 2000 Backup Phrase

MSDE Backup Phrase

Paid Search Master Plan

See Sample

Post2/Master-Plan-Unitrends - Proposed Plan - 412015 - SM_Edit.xlsx
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Google Display Network & Retargeting
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Google Content Network Retargeting
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Retargeting Growth (Community of Customers and Prospects)
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Keyword Selection

No Magic Algorithm for B2B SEM 

▪ Unlike ecommerce sites with thousands of SKUs and unlimited search 
terms, SEM for B2B is typically limited to a small group of terms that 
drives the majority of search volume*

▪ You need to be at the top for this small universe of terms – bottom 
feeding puts your brand at the bottom

* Not always the case and we are not saying don’t build out a long list of exact match terms
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Keyword Search Volume for “ERP”

▪ Top 187 terms get over 
9.1 million searches per 
year according to 
Google

erp 6,600,000                                                                        

erp software 594,000                                                                            

enterprise resource planning 266,400                                                                            

erp systems 217,200                                                                            

what is erp 217,200                                                                            

open erp 217,200                                                                            

open source erp 79,200                                                                              

erp open source 52,800                                                                              

erp implementation 43,200                                                                              

cloud erp 43,200                                                                              

Top 10 8,330,400         91%

Bottom 167 821,760            9%

Top 10 ERP Terms

See full report

Post2/ERP_KFSA.xlsx
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“erp”

6,600,000 searches per year

You need to be here.
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“erp software”

594,000 searches per year

You need to be here.
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Mobile Results – Only Top or Bottom

Top Middle Bottom
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The big question is: 

How can I afford to be at the 

top for the top searched terms 

in my space?
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Battle is Won on The Landing Page

Old Environment New Environment

Old Environment New Environment % Change

Conversion Rate 1.07% 14.46% 1,251%
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Landing Page Anatomy

Humanized image 

to create 

connection and 

communicate 

confidence while 

providing 

contextual 

relevance

Copy and imagery 

are focused on 

selling the action 

and driving 

conversion

Copy strikes an 

immediate 

emotional chord 

w/ the target by 

addressing pain 

point and benefits

Action arrow 

guides user’s eye 

to desired action 

on the page

Short form with 

action oriented 

button. 
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Thank You/Engagement Page Anatomy

Action is 

immediately 

confirmed and 

user is presented 

with an instant 

download link. 

Download link 

also sent via 

email.

User is presented 

with relevant 

content for post 

conversion 

engagement.
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A/B Split or Multivariate Testing Engine

A

B

Conversion

Rate

7.8%

(Loser)

Conversion

Rate

12.8%

(Winner)

Online Media 

Site/Creative Impressions Clicks Click Rate CPM Cost Cost

Cost Per 

Click Actions

Conversion 

Rate

Cost Per 

Action

Site 1 20,000,000 81,000 0.41% $4.00 $80,000.00 $0.99 3,047 3.76% $26.26

Site 2 30,000,000 101,250 0.34% $3.50 $105,000.00 $1.04 3,784 3.74% $27.75

Network 1 40,000,000 127,000 0.32% $0.80 $32,000.00 $0.25 3,575 2.81% $8.95

Online Media Totals 90,000,000 309,250 0.34% $2.41 $217,000.00 $0.70 10,405 3.36% $20.85

Keyword Media 

Engine/Keyword Impressions Clicks Click Rate CPM Cost Cost

Cost Per 

Click Actions

Conversion 

Rate

Cost Per 

Action

Google 4,026,586 79,749 1.98% $8.84 $35,585.89 $0.45 3,441 4.31% $10.34

Yahoo! 2,568,842 57,918 2.25% $8.65 $22,208.10 $0.38 2,476 4.28% $8.97

MSN 345,153 7,724 2.24% $6.97 $2,405.99 $0.31 263 3.40% $9.15

Search Media Totals 6,940,581 145,391 2.09% $8.67 $60,199.98 $0.41 6,180 4.25% $9.74

Campaign Totals 96,940,581 454,641 0.47% $2.86 $277,199.98 $0.61 16,585 3.65% $16.71

Results Report

A/B Splitter

50%

50%
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Lead Quality Optimization
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▪ Informational CTA

▪Asset download

▪Higher conversion rate

▪Lower quality leads
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▪ Contact CTA

▪Quote request

▪Lower conversion rate

▪Higher quality leads
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Sample Paid Search Topline (see sample dashboard)

Post2/Sample-Report-2015.xlsm
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Reveal the Full Value

Keyword Level Call Tracking & Click to Call
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Reveal the Full Value

Brand Tracking via Reverse IP/Visitor Track

Company Name Unique IP Addresses

Abbott Laboratories 1

Accenture 1

Advocate Health Care 1

ALLIED HEALTHCARE FEDERAL CREDIT UNION 1

Allstate Insurance Company 1

AMD INDUSTRIES 1

American Airlines, Inc. 1

American Association of Retired Persons 1

American College of Cardiology Foundation 1

American Medical Association 1

APPLE INC. - 10G ASHBURN IDE 1

ARCHER DANIELS MIDLAND 1

Bank United - MIA 1

Baylor Health Care Systems 1

Best Buy Co., Inc. 1

BLACK DECKER 1

BlueCross BlueShield of Illinois 1

CBS Corporation 2

CDM Media 1

Central Intelligence Agency 1

Chicago Mercantile Exchange 1

CITY AND COUNTY OF DENVER 2

City of Los Angeles 1

Visitor Track Report - November 2014



31

.

Search Marketing Brand Report

▪ DATE RANGE: 
02/2015 – 10/2015

▪ IMPRESSIONS: 
1,134,567

▪ CLICKS:
22,691

▪ ACTIONS: 
680

COMPANIES VISITING ERP-Net VIA PAID SEARCH

▪ SAMPLE TERMS:

• ERP

• ERP Software

• ERP Solution

• Enterprise Resource 
Planning

• ERP Integration

Companies identified through reverse IP lookup

ERP-Net
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Branding Budget Allocation/Handicap

▪ Spend:

▪$79,418

▪ Impressions:

▪1,134,567

▪ Clicks:

▪22,691

▪ Conversion

▪680

▪ CPL

▪$116.79

▪ Handicapped CPL:

▪ $77.78

67%

33%

Branding vs. Lead Gen

Lead Gen Branding
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SEM + Marketing Automation
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Connect SEM to a Nurture Track

660 Days

Intro Intro

Pres
Case

Asset

Free

Training

SEO/MA

Audit
Case

Asset

Webinar

Video

SEO/MA

Audit

Free

Training

Tech/B2B

Case/Images
Sales Rep

Call or Email

Outbound

Nurture

Website

Nurture

Media

Nurture
Thought

Leadership A
Thought

Leadership B

Thought

Leadership C
Thought

Leadership D

Thought

Leadership E
Thought

Leadership F

Tech/B2B

Case/Images

Tech/B2B

Case/Images

Tech/B2B

Case/Images
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SEM

+

ABM
(Account Based Marketing)
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Retargeting Growth (Community of Customers and Prospects)
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Segmented Retargeting Cookie Pools

SEO SEM
Lead 

Gen

Social ABM
Marketing

Automation
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Create ABM Cookie Pool via Google Analytics 
▪ Add ABM labeled Google Analytics UTM code to all ABM emails and ads

▪ Segment out ABM cookie pool in GA and target aggressively with display

▪ Build a powerful segmented ABM cookie pool 
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Add ABM Tag to All ABM Links (Email and Media)

ABM TAG
Higher Bids!

Branding Metrics
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ABM Retargeting
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Google Analytics ABM Report



42

.

▪ DATE RANGE: 

January 1, 2015-July 31, 2015

▪ NEW ABM CONTACTS

16,322

▪ ABM COOKIE POOL: 

48,749

▪ ABM ENGAGEMENTS: 

89,886

▪ PIPELINE INFLUENCE: 

$145,800,000

Companies identified through reverse IP lookup

REFERRING SITES

ABM Engagement Report



43

.

▪ Staying in front of the right people

▪ Driving targeted site visits

▪ Driving qualified leads

▪ Encouraging content consumption

▪ Lead score and sales escalation

▪ Contact and dialogue

▪ Increases sales

ABM Retargeting is Not Just About New Leads, 

It’s About Increasing Targeted Engagement
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So remember….

▪ Learn to win with the head terms – fish where the fish are

▪ Establish your benefits and offers – content and contact

▪ The battle is won on the landing page – optimize for quantity and 
quality

▪ Connect to the full journey – convert, trigger, nurture and engagement

▪ Reveal the full value – calls, leads, branding and engagement
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Thank You & Any Questions?

Harry J. Gold

CEO/Managing Partner

Direct 617-254-5000  x 1100

hgold@OverdriveInteractive.com

Twitter.com/HarryJGold

Twitter.com/ovrdrv

Facebook.com/OverdriveInteractive

MITX 
Interactive Agency of the Year

mailto:hgold@OverdriveInteractive.com

