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Dear Reader,

Happy New Year! Welcome to Performance Marketing,
the monthly newsletter for online marketers looking for

ach|S|t|on of CIearGauge a B2B online marketing services and
consulting firm based in Chicago, lllinois.

For over 10 years, ClearGauge has delivered sophisticated
approaches to interactive marketing and analytics to companies in
the technology, business services, healthcare, and manufacturing
industries.

| am excited to bring you the focused B2B expertise of the
ClearGauge team, led by Karen Breen Vogel, former CEO of
ClearGauge and our new B2B thought leader and vice president of
business development.

This expertise significantly strengthens LSFinteractive's B2B offering
and enables us to expand our integrated performance marketing
services for B2C and B2B companies around the globe.

To kick off our new partnership, in this issue we define the
"considered purchase" - products and services that require longer
sales cycles, more complex decision-making, and higher risk. | hope
these insights will help your results whether you're a B2B or B2C
marketer.

All the best,

Daniel Laury

Founder, President and CEO
LSFinteractive
dlaury@lsfinteractive.com

Feature Article: 6 Marketing Insights for the Considered
Purchase

We typically think of the difference between B2B and B2C as a
difference in purchaser: businesses versus consumers. But instead
of this distinction, most businesses today operate on a continuum. At
one end are companies selling low-priced, low-risk products to
individuals (lipstick for example) and at the other end are
organizations selling high-ticket, high-risk offerings to organizations

(enterprise software for instance). Many businesses fall at one end or

the other of the spectrum, but some have both types of offerings.

The high-ticket, high-risk end of this continuum can be called a
"considered purchase." This refers to the number of people involved

in the decision; the nature of the product or service being considered;

Stat of the Month

Nearly two-fifths of smartphone owners reported having bought
something non-mobile over their mobile phone in the past six
months, though many still report frustration with mobile site
functionality. The top shopping-related smartphone activities are
still research-based.

Source: eMarketer 1/11/10
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integrated online revenue solutions

Find us on
Facebook

Join the LSFinteractive Group on Facebook!

LSFinteractive On the Move

Come hear LSFinteractive's Vice President, Business
Development Karen Breen Vogel at these venues:

February

Digital Media Class
DePaul University
DePaul, IL

February 10-12

iMedia

University of Wisconsin
Madison, WI

LSFinteractive clients receive a 15% discount. Contact Karen
Breen Vogel for details.
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the degree of complexity in making a decision; and the risk
associated with a poor decision.

Most B2B sales are "considered purchases" although there are
exceptions. Some B2B sales, such as repeat or commodity
purchases, are motivated by price or availability alone, and there are
B2C scenarios - like car sales -- that are clearly highly considered
purchases.

Instead of simply designing your marketing strategy and initiatives
based on whether your business is B2B or B2C, you may get better
results by incorporating the elements of a considered purchase. Here
are 6 insights for marketing the considered purchase.

1. Complex Buying Decision

The considered purchase is typically a long, complicated process.
Take a closer look at how complex your customers' decision-making
process is. For example, how many people are involved? What kind
of budget cycle do you need to take into consideration? The level of
complexity will determine your marketing and sales approach. Avoid
"one-size fits all" campaigns by crafting offers and messages that are
relevant to each step of the process.

2. Educated Buyers

All types of consumers do research online and considered purchase
buying groups are no exception. A good marketer will take
advantage of this with online strategies that meet the information
needs of each member of the decision process at every point along
the way and create conversion opportunities.

3. Multiple Decision Makers

Considered purchases are typically made by teams composed of a
variety of individuals with different levels of influence and different
needs. Create a list of who is involved in the purchasing decision -
either by title or functional area. Then list the steps that the buyer
group goes through in order to make a decision to purchase your
offering. Be sure to gather insights from experienced sales people,
recently acquired customers, and your customer service personnel.

4. Long Sales Cycle

A considered purchase requires an extended decision-making
process -- from 3 to 12 months or more. Marketing efforts for
considered purchases typically start well before that with campaigns
to increase awareness, build demand and generate leads. Sales will
then nurture qualified leads through the pipeline to purchase. Make
sure you're taking this extended cycle into consideration.

5. High Cost-Per-Acquisition

In most considered purchase situations, sales budgets, including
personnel, sales tools, and expenses, are large to take into account
longer sales cycles, and marketers usually pay a higher CPM, CPC,
or CPL. This higher cost of customer acquisition is balanced by
greater revenue downstream.

6. Granular Online Strategies

Because of the variety of individuals involved and the complexity of
the buying process, the Internet -- and performance marketing in
particular -- are powerful tools for companies on all points of the
considered purchase spectrum. Leveraging the web enables
marketers to implement their marketing strategies at an efficient
granular level and capitalize on active, educated buyers for customer
acquisition and long-term growth.
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Visit New Media Chatter to get tips and tactics for social media
marketing from Dave Peck, our New Media Strategist.

Dave reached out to his community to find out the Top Moments
for Social Media in 2009. Was it Twitter in Iran or Michael
Jackson's death?

What is Performance Marketing?

To achieve this growth in this economic climate many marketers
are turning to a model called performance marketing.

Payment for Results

Performance marketing is the fastest growing segment of Internet
marketing. Simply, agencies that offer performance marketing
only get paid when they produce results.

A Different Model

It is a beneficial model for online marketers, whether you are
promoting your product or service through email marketing,
search engine marketing, display advertising, social networks,
mobile or affiliate networks.

High Quality Traffic

Because performance marketers are only paid for completed
transactions, these agencies focus on driving high quality traffic
through strategically designed campaigns that fit your target
audience.

Partner Wisely

Choosing a knowledgeable and nimble performance-marketing
agency is vital. For more information about performance
marketing, visit www.L SFinteractive.com.

Contact Us

To find out more about how performance marketing can help your
business, call 1.877.616.8226 (U.S.) or +33.1.5805.1158
(Europe).

Email: dlaury@lsfinteractive.com

For sales inquiries, contact:
Juliet Dilorio

Director, Sales
312.622.3737
jdilorio@lsfinteractive.com

Michael Balducci

Director, eBusiness Development
650.616.3912
mbalducci@Isfinteractive.com
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Performance Marketing: Previous Issues

Calculating Social Media ROI: 10 Steps
Facebook Landing Pages: Dos and Don'ts
Top 11 Ways to Improve Holiday Campaigns
Craft a Better Offer: 9 Tips

Get the SEM You Deserve

Visit LSFinteractive for a complete list of articles.

About LSFinteractive

LSFinteractive is a full service global interactive marketing agency
that leverages all Internet channels, including Search Engine
Marketing, Search Engine Optimization, Social Media, Display, Email
and Affiliate program management, and focuses on conversions, to
help companies acquire new customers, qualified leads or traffic and
increase their online revenues. The company employs 90 people
worldwide, is headquartered in San Francisco, CA, and has offices in
Chicago, IL, Boston, MA, Paris, France, and Hyderabad, India.

Questions? Call 877.616.8226

Anne Dautun
Vice President, Client Services
650.616.3183

adautun@lsfinteractive.com

Tell a Friend

You're receiving this newsletter as a friend of LSFinteractive. For
more details, see the bottom of this email. If you would like to
share it with a colleague, forward this message. To subscribe

visit www.LSFinteractive.com.
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LSF Interactive
395 Oyster Point Boulevard, Suite 110
South San Francisco, CA 94080



http://www.lsfinteractive.com/calculating-social-media-roi-10-steps.php
http://www.lsfinteractive.com/facebook-landing-pages-dos-and-donts.php
http://www.lsfinteractive.com/top-11-ways-to-improve-holiday-campaigns.php
http://www.lsfinteractive.com/craft-a-better-offer-9-tips.php
http://www.lsfinteractive.com/sem-deserve.php
http://www.lsfinteractive.com/newsletter.php
http://www.lsfinteractive.com/
mailto:adautun@lsfinteractive.com
http://oi.vresp.com/f2af/v4/send_to_friend.html?ch=d2253b4094
http://www.lsfinteractive.com/newsletter.php
abinash
Text Box
LSF Interactive
395 Oyster Point Boulevard, Suite 110
South San Francisco, CA 94080


	verticalresponse.com
	VerticalResponse




