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Discussion Points

1. Understand business buyers’ behavior across 
the purchase cycle.

2. Offer “action options” to appeal to prospects at 
all phases.
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3. Test simplified registration forms.



Online Activity by Buying Phase
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Search Activity by Buying Phase

Opportunity:  

Reach 

prospects 

throughout 
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throughout 

the entire

buying 

process.   
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Online Research, by Price

% Buyers Conducting Online Research
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What B2B Buyers Are Looking For...
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Buyer Needs, by Phase

PHASE NEED VALUABLE
INFORMATION

Awareness Basic education regarding 

problem or opportunity.

• General information
• Market trends

• Research studies

Research Formalize needs. Considerer • Purchase considerations
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Research Formalize needs. Considerer 

alternatives. Identify market 

providers.

• Purchase considerations
• Buyer guides

Negotiation Vendor evaluation based on 

risks and consequences.

• Comparison charts
• Customer reviews

• Purchase check-lists

Purchase Partner selection and 

contract.

• Discounts

• Availability
• Contract terms



Conversion TIP:  Offer Action Options
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Primary 

Conversion

Secondary 

Conversions



Secondary Actions Increase Inquiries

Conversion 

Rate

# 

Conversions

PRIMARY Conversion:

Software Download

15.5% 2,325 Increased total 

volume of 

9

Software Download

SECONDARY Conversions:

Webinar Registration

Product Tour

4.8% 720

volume of 

inquiries by 30% 

by adding a 

secondary 

action



TIP: Simplify Registration Forms

A Typical 
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A Typical 

Registration 

Form



Registration Form, continued...
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... and continued!

Only 18% of people 

who start this form 

actually click 

submit.
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submit.

Problem: effort 

required is too high 

for perceived value.



Test a Simplified Form
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Only 2 required

fields to download 

the software.



Make Some Fields Optional
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72% of registrants complete 

some optional fields.



Simplified Forms Increase Conversion

Conversion 

Rate

Original Registration Form 

15 fields
5.5% Balance  volume

of inquiries with 

15

15 fields
Registration Form Test #1 

5 fields
9.8%

Registration Form Test #2 

2 required fields, 5 optional 
fields

15.5%

of inquiries with 

degree of 

qualification.



Summary

1. Business buyers and decision makers ARE 
online, using search engines.

2. They rely on search early and often throughout 
the entire buying cycle.

168/26/2010

3. Marketers must align messages/offers with 
needs at each phase.

4. Testing is the key to improving conversion rate 
and ROI.
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Thank You!
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