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An integrated paid media strategy helped an energy software provider ac:l'lia\vaa

100% lead-to-account conversion rate and 30% product activation rate
among verified Google Ads leads in the first 60 days.

The challenge was 1o reach = highly specialized audience of
technical buyers and enginesrs who were already familiar with
lished eoftware solutions. We needed to look beyond
clicks, form submissions, and platform-reported conversions 1o
understand how marketing-generated leads progressed into

actual product engagement

OUR APPROACH

We developed s muliichannel paid media strategy designed to
capiure existing demand while building 2wareness amaong
prospective users

Google Search campsaigns targsted professionals actively
=ezrching for specialized software solutions, connecting the
client with potential users already demonstrating interest in the

capabiliies its platform offers

Linkedln campaigns supported broader visibility through
targeted awareness, lead generation, remarketing, 2nd webinar
promotion

Just es importantly, we connected advertising performance with
the client's CRM and product u usage date to eveluate what
happened 2fier 2 lead was generated

gnd Linkedin edvertising generated more than 133.000
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Cwring the first 60 days of the paid mediz campaign

Mare importantly, the chent’s vernfied data revesled a swrong progression from lead generation to prodect adoption amon
GZoogle Ads leads.
Eech of the confirmed Ieads generated in the first 60 days from Google Ads created an account, represanting &

CEmpaign also achieved & demonstrating T‘iEE"!I'I;fh' platform Enga
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By connecting paid media performance with verified CRM and product deta, we identified which

= 1 I
users who took meaningful steps toward adopting the software



