Getting your
B2B ads to work.
Finally

How to 3x your return on ad spend.
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Chapter 1:



Why are ads such
a tough game for
SYARISY



Let’s face it, there can be a lot of
bumps on the road when it comes
to converting a prospect into a
customer.

Hardest of all is assessing how well or badly your efforts,
in this case your ads, are performing. And when you can’t
measure performance, you can crack the ads nut. Oh,
and when we say ‘performing’ here, we mean performing
by the measures that really matter: revenue and pipeline

generation.

The reason for this is that the B2B customer journey is long

and complex. In fact, there are four distinguishing features:

1. The multiplicity of touchpoints

A customer on the B2B buyer journey frequently interacts
with a minimum of six channels throughout the journey,
making it difficult to find out which paths actually led to a

sale and how you can repeat that success.



2. The customer is not a single
individual but an account (company)

Unlike B2C, the “customer” in B2B is not a single person, but
rather a group of people representing the company (also

known as an account).

Multiple persons (and their opinions) need to align and agree

on buying into your company’s product or service.

3. A long buyer journey

The buyer journey in the B2B SaaS world is counted in months
and not days. In fact, at Dreamdata we have found that the
average B2B SaaS journey, from the minute a user clicks on
an ad to the minute the deal is closed as won, is 9 months

in length.

4. The deal is closed by a team effort

In the same way as there are multiple stakeholders on the
buyer side, the typical B2B deal is closed by a team effort
spanning marketing, sales, and even customer success

teams.



Your Ad platforms
aren’t set up for the
B2B customer journey

To make matters worse, your Ad platforms don’t adequately

accommodate these B2B-specific conditions.

With over 86% of the global ‘search’ market share, Google

Ads is a perfect example. So let’s take a closer look.

For starters, there’s the oft-repeated mantra that Google is
in it for the clicks, not the revenue. Meaning that everything
about the Google Ads platform is guided towards showing
how valuable your Google ads have been in generating

traffic and clicks metrics.



But beyond just metrics, Google Ads has three important

limitations for the B2B marketer:

1. Data is tracked for no more than 90
days

Google Ads (and by extension Google Analytics) only tracks
customer ID data (Google Click Identifyer, or GCLID) for a

maximum of 90 days.
Not exactly ideal for the B2B user, right?

From our own customer data, we've found that the average
B2B buyer sits in the pipeline between 6 to 12 months - from

the first touch to the deal being closed as won.

So tracking this vital data for no more than 3 months means
most B2Bs are unable to ever see the true impact of their ad

campaigns.

2. Tracking individual users and not
multi-stakeholder accounts

Even if for a maximum of 3 months, GCLID does a great job in

capturing the user behaviour behind events.



But again, this paints only part of the B2B picture.

A single user in the B2B setting is just one in a team

participating in the B2B buying journey.

The typical B2B customer is not a single individual but a
company (account) consisting of multiple stakeholders with

different touches throughout the journey.

3. Only Google data is incorporated
into the Google Ads mix.

I know I'm stating the obvious here, but GCLID, by definition,
only takes into account information from Google ads. Which
leaves the rest of your paid (and non-paid) activities to be

tracked and measured independently, if at all.

The fact is, Google does tracking well, and it does it
automatically. Because of this, and because it’s typically the
paid channel that takes the lion’s share of the attention (and
budget) other activities are tracked much more loosely, if at

all.

Ideally, you want to be in a position where you're tracking
(and storing) all your activities with the same vigour and

accuracy.

The thread running through each of these limitations is that



the Google Ads setup paints only part of the B2B customer

story.

It’s like one of Da Vinci’s great unfinished works. A beautifully

detailed corner on an otherwise empty canvas.

Meaning that while GCLID is effective in tracking and
measuring info for the digital marketer to optimise his
Google Ads campaigns, it is limited in how effective it can be

in truly revving up the whole B2B revenue-generating engine.

The Limits of your
CRM’s Original Source
field



“Why not use your CRM’'s Original
Source to connect your acquisition
with deals and revenue?” you may
ask.

Well, the original source does little to offer much clearer
insight into the customer journey. While it does resolve the
longevity question through storing the data, and the Google-

only factor, it falls short in a number of other important ways.
Let’s unpack.

The original source, which is also known as the “lead” or
“primary” source, is a field within CRMs that identifies the
origin of a given customer. In other words, it shows where
the customer started her journey. The source can either
be identified automatically from the CRM’'s on-site user

tracking, or introduced manually by the user.

Hubspot defines the original source’s parameters as follows:
“the Original source property will
be updated to reflect the source

of the contact’s earliest visit to
your site.”

The definition reveals three important elements:



- Single-touch: it takes into account the impact of just one

touch.

- First-touch: it places all value for the conversion to the

“earliest visit”.
- Single source: it factors in just one source.

As we mentioned earlier, the B2B customer journey
is characteristically long and complex; with multiple

touchpoints and stakeholders in deals that can span months.

What’s more, according to this research:

“[B2B SaaS] buyers are completing a little over 60% of the

buying process before engaging a vendor”.

Meaning that relying on a CRM’s “original source” field to
describe the initial stage of the already complex B2B buyer
journey, can only ever deliver but a fraction of what’s actually
taking place.The consequences of this are not insignificant,

especially to a B2B in growth mode.

As we will further elaborate below, without taking all touches
into account as a holistic customer journey, it'simpossible to
know what your ROAS, ROl or LTV is on all your ads, campaigns
and activities. Which in turn means it is impossible to start
making data-driven decisions on what's working and what

isn't.


https://www.gartner.com/en/articles/the-saas-buying-experience-mapping-how-businesses-buy-software

Chapter 2:



Overcome the
challenge: connect
spend to revenue



It's clear that the disconnect
between ad spend and revenue
on all touches presents B2B
marketers with their biggest
obstacle to success.

After all, sustainable growth comes from channels,
campaigns and experiments that cost less than the revenue

they generate.

For this reason, B2B marketers need a solution that
connects ad spend to revenue. That is, which bridges the
chasm between a potential company’s first visit to your
site through the multi-stakeholder process until that B2B

customer becomes a nice $-sign in your CRM.

Such a solution not only gives unprecedented clarity of
the customer journey, but in doing so enables data-driven,
accurate decision making on what activities to build and

scale, and which to divest or scrap altogether.

The name of the solution: Attribution



Multi-touch attribution

It's clear that single-touch, single-source attribution leaves
critical gaps in the B2B customer journey. Stopgap tools
such as Google Analytics offer some relief. But, as Chapter 1

above showed, these too are limited for the B2B user.

Left unaccounted for, these gaps keep marketers and growth

leaders in the dark as to the impact of their activities.

But how can a business realistically allocate credit to deals
when there isn’t a complete, connected and transparent

overview of customer journeys?



They can’'t. To fill these gaps, B2B marketers and growth
leaders need to be factoring in all the touchpoints by all the
stakeholders within the accounts. In other words, they need
to be looking at doing multi-touch attribution across the

entire buyer journey.



Getting the complete
customer journey

The central element of multi-touch attribution is taking into
account every one of the touches that happen across the

customer journey.

If we take the example scenario above, multi-touch
attribution allows marketers to see the impact of all the
events that took place, and not just the arbitrary ‘original

source’ selected by the CRM.

By offering a holistic picture of B2B’s long and complex
customer journeys, multi-touch attribution ensures data-
driven marketers can do attribution across the pipeline,
learn the LTV of ads, measure content ROI, benchmark

growth, predict revenue, and plan what efforts to scale next.
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Marketing vs. revenue
attribution

Attribution, the label, is used loosely to describe its use
across all contexts. Yet in reality, there are two broad

categories: revenue attribution and marketing attribution.

Revenue attribution tools bring together data from across
all revenue-related activities, from marketing, to sales, to
customer success. The reasoning behind this being that all
touchpoints matter. You need to understand the full journey

of an account.

Revenue attribution tools are able to apply attribution
across all these touchpoints. Some tools are even able to
apply attribution to specific parts of the pipeline - more on

this a little further down.

Marketing attribution tools focus exclusively on marketing-
related touches. This means that they focus on unpacking
marketing channels and campaign performance, e.g.
Google Ad words, Facebook, Linkedin. In this way, marketing
attribution tools are generally primed for B2C business

models, where marketing alone converts customers.

In excluding vital parts in the B2B sales cycle, e.g. meetings
with the Sales team or a call with Customer Success, these

tools do not encompass the full road to revenue.



How does revenue
attribution do this?

- Introduces a tracking script on your website to track all

anonymous_id/user_id and url (more on Dreamdata’s

tracking script here).

- Makes sure auto-tagging and tagging on your channel

platforms, such as Google Ads, is on.

Fetches reports from your channels, such as Click
Performance Report from Google Adwords API to link the

GCLID with the relevant campaign, ad group and ad

- Connects this data with data from across your ecosystem

through integrations, such as Hubspot CRM.
- Stores all this lead and customer data in a data warehouse

- Merges and cleans the data to make sure there’s no

duplication, empty values, etc.

Runs multi-touch attribution modelling on the data,
including running reports by pipeline stage as well as by

revenue generated.

Displays analytics and reports on dashboards. Or
alternatively, invites customers to pull their clean, modelled

data, to their own preferred dashboards!

21


https://dreamdata.uk/tracking-customer-data
https://dreamdata.uk/tracking-customer-data
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Ideally, there should be multiple models in place as you want

to be able to apply more than one model to the pipeline.
This will allow you to compare how certain activities are

performing at different stages.

For example, First-touch will reveal how your paid campaigns
are performing in generating leads that convert to closed-
as-won deals. Linear, will reveal how activities across the

pipeline have performed.
here for more on B2B attribution m |

An off-the-shelf multi-touch attribution platform like
Dreamdata will handle the complete process, from gathering
and cleaning the data to offering any attribution modelling

that meets your business needs.


https://dreamdata.uk/revenue-attribution-models

Understanding the
business value

While the pain of not having a complete, transparent
and detailed picture of the customer journey is felt most
intensely in marketing departments, there are critical
business-wide pain-point$s which multi-touch attribution

helps overcome.

Unfortunately, this wider business value is too often
overlooked when the case for multi-touch attribution is

being made - especially internally.

In fact, most marketers and growth professionals are already
familiar with the benefits, but are unable to translate these

into high level value for the company.
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Part of the fault lies in the oft-cited definitions of attribution.

Take these two examples, where attribution is defined as:

“[understanding] the means by
which the customer came to know
and buy your product or service”
(Salesforce).

“a reporting strategy that allows
marketers and sales teams to see
the impact that marketers made on
a specific goal, usually a purchase
or sale.” (Hubspot)

While they are technically accurate, insofar as they spell out
what attribution does, they omit, frustratingly, the business
value attribution brings. This is why ‘revenue attribution’ has

become the preferred label across tool providers.

Here are some examples of business pain points which we
at Dreamdata have seen our customers overcome through

revenue attribution.



Inability to scale

Mentioned throughout this piece, the ability to scale what
works is the core component of any growth journey. Through
revenue attribution, marketers are able to pinpoint which
campaigns and activities are performing and which ones

aren’t.

Which means that when the c-suite presses for growth,
marketers can turn on the taps across all the best

performing activities in the pipeline.

Inaccurate forecasting

Without a complete picture of what’s working, the task of
forecasting is bound to suffer from inaccuracy. As the core
elements of the average customer journey become clearer,
and performance of each revenue-generating activity is

better understood, forecasting becomes more accurate.

Missed revenue goals

Persistently missing revenue goals can stem from two

factors:
- Revenue-generating activities are not performing.

- The goals that have been set are not aligned with the data
of what is realistically attainable. In other words, the data

behind setting the goals is inaccurate.
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Both of these are symptoms of an incomplete data set
of what is happening as customers are making their way

through the buying cycle.

By fully mapping the customer journey and attributing
revenue back all the activities being run, the data for setting
revenue goals is much richer. Meaning setting and attaining

these goals becomes

Declining/suboptimal ROI

A declining ROl is typically the result of weak performance on
your activities or an attempt to scale activities which aren’t

impacting revenue.

However, this analysis is dependent on how accurately

you're measuring and attributing revenue on your activities.

Without a complete picture of how all campaigns and
activities are impacting revenue, it will be difficult to

accurately measure and then improve ROI.



Bringing down the
silos: marketing and
sales in one

As mentioned above, the single-touch, single-source
attribution models serve to reinforce the marketing and

sales silos.

These silos however don’t really represent the nature of the
B2B deal which is closed by a team effort involving marketing,

sales and customer success.

Too many organisations remain entrenched in a “binary” way
of thinking, where only some activities get credit for closing

adeal.

With multi-touch attribution the opposite is true. As can be
seen from the above, multi-touch attribution helps B2Bs
move away from these silos (and thus binary thinking) by
offering a holistic view of the customer journey - with all the

touches.

Once this clarity exists, the binary decision making becomes
redundant. With every touchpoint revealed, proper
attribution can be applied across the entire pipeline -
without prejudice! As a B2B company you need to be looking

at a revenue attribution solution.
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Chapter 3



Running the
attribution magic on
your ads and make
them work!
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We’'ve now got a clearer picture of
how and why attribution matters
(alot) in understanding the true
value of your activities.

This means that we're now ready to see how this can be
used to make your ads work in practice. In this chapter, we're
going to walk through a 4 step guide for scaling ads using a

B2B revenue attribution tool.

1. Get your channel performance
overview

A good place to start is to compare the performance of

your paid channels.

As a first step you want to be thinking about the model you'll

be running, and for what time span.

For paid channels, you'd normally want to be using a first-
touch model, as these are typically used for acquisition.
Alternatively, as we have done here, a W-shaped model also

works for picking up any re-targeting activity.

You can then decide to what pipeline stage you want to be
attributing: MQL, SQL or to New Bizz - we're working with the

latter in the below examples.



In terms of time span, you want to allow a few months to
make sure the data is rich enough to base decisions on.
This of course is influenced by the average length of your
buyer journey - incidentally, a metric you can only get when

connecting all the dots on your customer journey as we

explain in this post.

In our example, we're using 6 months.

Immediately, and thanks to having all channels connected

to revenue and pipeline generated, we're able to get a
snapshot of cross-channel performance (see here for
more on multi-channel attribution). Although in this case,

we're only looking at the output (deals and revenue) and

not factoring in cost.
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https://dreamdata.uk/blog/time-to-revenue-b2b
https://dreamdata.uk/blog/multi-channel-attribution-for-b2b
https://dreamdata.uk/blog/multi-channel-attribution-for-b2b
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This helps us narrow down on the channels generating
the most revenue, and so, in theory, carrying the greatest

potential for scaling.

In our example, Google stands out as the obvious

candidate.

2. Deep dive into your Google Search
Ads performance

So let’s deep dive into our Google Search Ads performance.

On the left side of this report, you see the live Google Ads
campaigns, with some of the ‘standard’ metrics which help
answer the more basic questions like: What did they cost?
How many clicks did you buy? How many visitors did you get?

What’s the CPM price?

But also, as you can see on the columns on the right-hand
side, the attribution metrics: how many deals did you get
from the campaign? How much revenue did you get? What
was the cost per acquisition? What’s the return on ad

spend?



Note, all the results are based on the pipeline stage and
attribution model that’s been set - in our case, W-shaped
model to New Bizz. Changing these, according to your
specific requirements, say to First-touch and to SQL

pipeline, will obviously display results relevant to that query.

With this, we've taken a (big) step away from Google
Analytics and the CRM Original Source. And, have picked
up all the essential ingredients for making data-driven

decisions on what’s working and what isn’t.

But we can take this further. We can identify can now zero in

on which campaigns we can scale.

3. Find potential with Search
Impression Share and scale

To identify which ads have the potential to scale we can
check the Search Impression Share metric on the best

performing campaigns.

The Search Impression Share metric gives the percentage
of impressions that your ads receive compared to the total
number of impressions that your ads could get. In other
words, how many times your ad appears against the number
of times people search the keyword of your campaign. You

can find a more complete definition here.
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This means that when your campaign impression share is
low, your campaign is not shown as frequently as it should
be.

But the real magic happens when you contrast your
campaign’s search impression share against the attributed

revenue.

Here, you want to have picked out the campaigns that are
performing well, i.e. have a good ROAS, or meet the CPA
benchmark you've set. Once you've shortlisted these, you
simply have to check their Search Impression Share and

identify all those which have a low percentage.

If your campaign is generating revenue but your search
impression share is low, you know you can scale by
increasing the bid (and thus getting a higher impression

share).



A good example in our report is the campaign “UKIE | Search
| Competitor”. The campaign is generating an incredible
ROAS yet we're only buying 22% of the available traffic on
this search term. The potential for buying quality traffic is
evidently (very) high, marking this as an ideal candidate for

scaling.

4. Repeat

You can then make your way down the list identifying all

candidates with high ROAS and low Search Impression Share.

It's worth noting that the higher the Search Impression
Share, the greater the law of diminishing returns has a
bearing on the campaign. That is, if you're already at 83%,

it'll be harder to easily (and cheaply) scale.

What’s more, this analysis isn’t exclusive to Google Ads,
once you've connected the dots across the customer
journey (as set out in the previous chapters), you can

run this analysis on all your channels - whether paid (see
Capterra ads attribution video here), or unpaid (check out

this article on B2B content ROl with attribution).
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https://dreamdata.uk/blog/b2b-content-roi
https://dreamdata.uk/blog/b2b-content-roi

Chapter 4



Determine whether
you need a B2B
Revenue Attribution
tool
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It is little surprise then, that
attribution has seen a significant
expansion over the last few years.

With the cost, complexity and effort of setting up in-house
attribution being so great, and the capacity of ad platforms
and analytics tools being so limited, it is to no-code
attribution tools that companies have turned to for their

solution.

But how do you know at what point attribution becomes
business-critical? What do you need to look for in an

attribution tool? Where do you even start?
Well, a good place is right here.

We’re now going to walk you through the factors you need to
consider when assessing whether you need a B2B revenue

attribution tool or not.

B2B revenue attribution tools deliver the biggest impact to
businesses with long customer journeys and with multiple

stakeholders involved in the cycle.

So, to measure whether you need a B2B attribution tool,

we’re using these two factors:

- Time: the length of time your average customer journey

takes.



- Stakeholders: the number of stakeholders involved in the

deal.

With these you can now assess where your needs fall on the

spectrum.

B2B Revenue
Attribution Need:
Critical

Your B2B revenue attribution need is business-critical when
your buyer journey stretches beyond 3 months and is shaped

by multiple internal and external stakeholders.

Within this category B2Bs are typically struggling with

the following pain points: inaccurate forecasting, missed
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revenue goals, weak lead generation, declining/suboptimal

return on investment (ROI).

The right B2B revenue attribution tool will decloak your
customer journey and improve your capacity to track and
generate revenue. With this clarity, B2B decision-makers will

be empowered to overcome business-critical pain points.

There are a number of common characteristics shared by

entities within this category. These include:
A buyer journey of 3+ months;

A buyer journey with multiple individuals from the same

account forming part of the deal;

A sales cycle stretching across Marketing, Sales, and

Customer Success teams;

A techstack consisting of a two or more of the following:
CRM (e.g Salesforce, HubSpot, Pipedrive), Tracking (Google
Analytics), CDP (e.g Segment), Customer success (e.g

ZenDesk);
An average of over 50 deals a month; and,

A primary allocation of budget for digital marketing ad spend.



What a Revenue Attribution Platform
can do for you

If your company profile matches the characteristics above,
a revenue attribution platform is the best solution to

overcome your business-critical pain points.
A revenue attribution platform will enable you to:

Track and identify anonymous and known users, and enrich

user profiles.

Do away with unhelpful siloed models by collecting and
sorting data from your CRM, Automations, Customer Success

tools, and site, under one roof.

Help answer vital B2B marketing questions like, what’s the
return on ad spend (ROAS), the Life-Time Value (LTV) of ads,
which campaigns and channels to scrap or scale, and how

long it takes to acquire new customers.
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Enable demand generation and commercial ops
professionals to focus on which B2B go-to-market (GTM)
efforts are actually paying off, enabling them to repeat

success and stop waste.

Help deep dive into the different points on the pipeline.
Offering detailed granularity on all revenue related activities,

whether marketing, sales, or customer success.

Offer business leaders reports based on concrete data, to

help execute forecasting, plans, and strategies.



Recommendation

When it comes to selecting a B2B revenue attribution tool,
there are some crucial functions that you need to consider

if the tool is to have any real impact.
It's crucial to select an attribution tool that is:
1. B2B specific.

2. Focused on revenue attribution, not just marketing

attribution.
3. Storing data in the EU - so as to be GDPR compliant.
4. Gives free access to raw data to store and query.

5. Factoring in customer success touches, not just marketing

and sales.
6. Able to make a vast amount of data integrations.
7. Using state of the art (and legal) tracking technology.

8. Able to work with historical and after-the-fact data ie.

events, meetups etc.

9. Able to apply attribution across (and between!) every

pipeline stage.
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Chapter 5



See how two Dreamdata customers have used B2B revenue
attribution to build, repeat and scale their paid marketing

SSSSSSSS

Two B2B Revenue
Attribution success
stories
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Success story: How
Byrd bridged the gap
between their Google
Ads spend and revenue

Byrd uses Dreamdata on a weekly basis for better attribution
of MQLs, Opportunities & Deals generated. By doing this,
they're able to attribute deals accurately and connect them

to landing pages, campaigns, keywords, referrers etc.

As a result, this allows David and his team to focus on the

things that work well for them, and scale accordingly.

(Or, as we always love to say here at Dreamdata: repeat

success and stop wasting money!)

Over the first six months, Byrd was able to improve their ROAS

per MQL by close to 3x

This has brought changes to internal processes too. On a
monthly basis, Byrd now analyzes the paid performance of
their campaigns and is able to make decisions based on the

data and insights from the Google Search Ads reports.



They're able to pull all the relevant campaign data (tracked by
Google’s Click ID) and tie it to the entire (multi-stakeholder)
customer journey. From the minute an account’s first user
clicks on an ad to the point when the account is closed as

won.

And it's because of this Byrd now benefits from accurate
ROAS, deals and revenue generated metrics in our Google

Ads dashboards.

“For example, we are easily able to identify the most efficient
campaigns to scale by finding those showing the best ROAS

but with lower Search Impression Shares,” says David.

So, if you're sitting with Google Ads campaigns and are
staring yourself blind on numbers that don't make a lick of
sense, remember this: clicks don’t pay the bills, revenue

does.

Read the full Success Story here
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https://dreamdata.uk/blog/success-story-byrd
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[ gorgias

Success story: How
Gorgias transitioned
from single-touch to
data-rich multi-touch
attribution using
Dreamdata

Gorgias’ Growth Ops Team was impressed with Dreamdata’s
rich selection of revenue attribution models, which made it

possible for them to find a solution tailored to their needs.

Gorgias used first touch attribution before Dreamdata,
which failed to give an accurate view of their data and didn’t

properly acknowledge all touchpoints.

They’re able to select the attribution model most suited to
their setup, which in their case is the W-shaped attribution
model. “We can’'t wait to see the upcoming improvements
with the release of a Non-Direct W-shaped model, neglecting
all direct touchpoints, namely all touchpoints that are not

classified to an attributable channel,” says Noémie.


https://dreamdata.uk/revenue-attribution-models

Another main perk is that Gorgias is able to set up a
Dreamdata database directly in their own Big Query data

warehouse.

This allows their Growth Ops Team to have direct access to
Dreamdata’s insights on custom Sisense dashboards for any
given deal or channel of acquisition. “The data is very well

structured, clean and easy to use.”

They're even able to create their own custom model.
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“It's a real strength to have
accurate data being refreshed
every day with all the touchpoints
of any given deal, prospect,
before and after deal creation,
with numerous additional insights
in terms of revenue model or
attribution model,” Noémie Happi.

Future plans

Gorgias is currently in the process of revamping their general
reporting in terms of performance and ARR closed, as well as
updating all of their main growth dashboards and tables to

incorporate Dreamdata’s insights.

“Indeed, we're transitioning from a one-source attribution
to a multi-touch attribution, to enhance and empower

collaboration between the teams,” says Noémie.



Gorgias’ advice to companies who
want to switch to multi-touch
attribution

Any event needs to be correctly tracked and associated
with the right user in your CRM to get the most accurate
insights. Which is exactly what motivates Gorgias to follow

best practices in terms of data management.

“Having clean, accurate data
combined with solid tracking
processes is mandatory when
switching to multi-touch
attribution,” Noémie advises. “It
may seem like a pain point during
the setup as it definitely costs

in time to clean and update our
processes, but it results in a solid
and robust growth stack that
enables high-quality multi-touch
insights in Dreamdata that are
actionable.”

Read the full Success Story here
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https://dreamdata.uk/blog/success-story-gorgias
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