CASE STUDY
PAID SEARCH CAMPAIGN
SOARS ABOVE
EXPECTATIONS
A division of the well-known Underwriters Laboratories, UL EHS Sustainability helps more than
2,000 companies worldwide protect the well-being of workers, reduce risk, improve productivity,
enhance compliance, and drive business improvement. At the core of these capabilities are the
company’s platforms for employee health and safety, occupational health, environmental, supply chain,
sustainability, and corporate social responsibility.
Many customers looking for such services start by searching online, and UL EHS Sustainability had
been running paid ads on Google AdWords for some time.
POOR QUALITY LEADS The PPC campaign initially delivered impressive numbers – up to 200 leads
per month at its peak. But while the volume was on target, many of the leads were not a great fit – UL
EHS Sustainability was looking to target larger enterprises, not SMBs – and the Sales team struggled to
close deals from these web leads. Disenchanted with the results, UL EHS Sustainability eventually shut
the PPC campaign off altogether.
HOW WE DID IT
As confirmed believers in the value of online search for BtoB lead generation, Arketi Group jumped at
the opportunity to revive and reconfigure UL EHS Sustainability’s dormant paid search effort.
Our search team started by adjusting campaign keywords, editing ad copy and updating landing page
layouts and copy. We also tweaked bidding strategies and built out a list of negative keywords to help
eliminate irrelevant clicks.
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Even these minor interventions had an immediate impact: the number of conversions dropped
significantly, while the quality of the leads that did convert improved dramatically.
Encouraged by these early results, UL EHS Sustainability directed Arketi to undertake a top-to-bottom
campaign overhaul. Our search team reworked ad groups to narrow their focus, while every one of
the 100+ ads was rewritten with calls-to-action explicitly targeting an enterprise audience. The landing
pages were rebuilt from scratch to incorporate best practices, optimized copy and responsive design.
THE RESULTS WE ACHIEVED
Within the first month, the new approach started paying off. Lead flow swelled as conversions more
than tripled, while cost per conversion dropped by 68%.
COST PER CONVERSION And these results were sustained. Over a four-month span, conversions
grew to more than 700% of the baseline, while cost per conversion plummeted to less than 17% of
what UL EHS Sustainability had originally been paying per lead.

“To help us re-engineer our paid search efforts, Arketi walked us
through their process and launched campaigns that continue to drive
significantly more qualified leads into the pipeline – at a lower cost
and higher likelihood to close.”
JENNIFER MEISTER
DIRECTOR OF MARKETING – UL EHS SUSTAINABILITY
LEAD QUALITY Most importantly, quality improved significantly. UL EHS Sustainability’s Sales team
was more than satisfied with both the volume and quality of the leads received from Marketing.
Of course, nothing stands still, especially in online marketing, so we continue to monitor, test and
optimize this winning campaign to ensure the lead flow continues.
Quantity vs. quality – when it comes to leads, most Sales teams will say they want both. The results of
this campaign show that, sometimes, you don’t have to choose between quantity and quality.

For more examples of how Arketi Group helps B2B technology companies
generate revenue and accelerate growth, visit arketi.com/results

