
Cloud Spectator, a consulting and benchmarking agency focused on 
IaaS performance, helps Cloud providers understand their market 
position and assists enterprises to make informed decisions about 
Cloud purchases. Cloud Spectator is a respected industry leader, 
providing independent Cloud benchmarking services around the 
globe. They emphasize a data-driven approach to help shape and 
standardize services in the Cloud industry.
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C H A L L E N G E :
When Cloud Spectator approached our team at Total Product Marketing late last year, they wanted 
help raising awareness of their services and generating more qualified leads for their sales team. 

Cloud benchmarking, while useful, is not exactly a mainstream service. Before our campaign, 
Cloud Spectator’s potential clients were not only unaware of their need for Cloud benchmarking; 
many didn’t even know the service existed. Competition in the hosting services market is fierce, 
and being highly ranked in Google search results is vital for success. In a market where a buyer 
consumes an average of 14 pieces of content before committing to a purchase, it was vital that 
Cloud Spectator’s content was visible during the typical buyer’s journey.

Our task was to develop awareness of the benchmarking consulting services offered by Cloud 
Spectator, and to construct an organic lead generation engine.

60% of all organic clicks go to the  
top three search results on Google.

- Marketing Sherpa, 2007
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S O L U T I O N :
Cloud Spectator was preparing to release their annual benchmarking report when they 
approached us, and our team focused on that release to generate the organic leads they needed. 
Cloud Spectator had a huge advantage in that they were in the business of generating reports – 
they were already creating content as part of their business. Now we just needed to help them to 
generate leads through these reports and let the market know the content was there.
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Step  1 : Understand  Unique  Va lue  Propos i t ion : 
Our first step was to understand what Cloud Spectator offered their customers. 
We read their annual report and educated ourselves about their benchmarking 
services to gain a clear understanding of exactly who they were and what 
benefits their potential clients could gain from their services.

Step  2 : Ident i fy Buyer Personas
The next step was to identify exactly who those potential clients were. While a 
range of customers could benefit from the services offered by Cloud Spectator, 
we focused on three key targets - Hosting Provider CEOs, Consultants and 
Enterprise CIOs or IT Directors. These three groups stood to gain the most from 
discovering and understanding Cloud benchmarking services.

Step  3 : Understand  Your Buyers ’  Journey
Once we had identified the buyers we would focus on, we had to understand 
their journey. Most of our Provider CEOs were already aware of Cloud bench-
marking, but could use Cloud Spectator to see how they stacked up against their 
competition. For Consultants and Enterprise CIOs, Cloud benchmarking offered 
a useful tool for Cloud migration or expansion projects.

A study by the Pew Research Center in 
2012 stated that 86% of consumers say 
using a search engine allowed them to 
learn something new or important that 
helped increase their knowledge.

We employed a simple six step process to position Cloud Spectator’s annual 
report in front of the eyes that needed to see it - their potential clients.



Step  4 :  Keyword  Ana lys i s
With our buyers and their journeys identified, we began researching and 
analyzing potential keywords, debating which terms would perform best for 
volume and competition in Google search results.

Step  5 :  Keyword  Intent
We also analyzed the intent of users who would use our keywords in a Google 
search. Would Cloud Spectator’s annual report be what they were looking 
for? Would it meet their expectations? We settled on the long tail key term 
“Cloud vendor benchmark 2015 PDF download”, which had a high level of 
intent and also included shorter terms like “vendor benchmark”, “Cloud vendor 
benchmark”, and “Cloud vendor benchmark 2015”.

Get to Know Your Buyer Personas

Provider CEO
Paul

Consultant
Charles

Enterprise CIO
Richard

Leads, Leads, Leads. An Inbound Strategy for Cloud Comp...



With Cloud Spectator’s report online, we promoted it with samples to bloggers and respected 
media, a message to the company’s email subscribers, and posts on social media to get traffic 
heading in the right direction. We then waited for the seeds of our organic lead generation 
engine to grow and bear fruit.

From the chart above, you can see that the traffic, in the early stages, was from Referrals 
(yellow bar) - largely blog sites and publications. 

But as the months passed this would soon change.

Results for 
January 2015

848
Total Views

364
Submissions
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Step  6 :  Create Useful Content to Address    
          Buyers’ Pains

The final step was to provide content that searchers would find useful. We 
enhanced Cloud Spectator’s report cover to appeal to a broader audience  
and launched it on the first Monday of January 2015, to ensure it was first  
to market in Google search results.



R E S U L T :
Total Product Marketing’s campaign for Cloud Spectator has been hugely successful, greatly 
increasing the number of qualified leads for their Sales Team. Before our efforts, they averaged 
slightly less than 30 leads per month, and as of May 2015, 20 weeks after our launch, they now 
average around 120 leads per month.

The landing page for the report had 
3,430 unique views in the first 20 
weeks of our campaign, and received 
919 submissions to download - a 26.5% 
conversion rate, well above the industry 
average of 10% to 15%.



From February to late May, the organic 
traffic was greater than traffic from all 
our other sources combined - and it 
still continues to grow.

Organic traffic to the page continues to grow
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Early results from referral links had a very high conversion rate - around 45% - but referral leads 
dried up within three days of the report launch. Organic leads, on the other hand, have grown 
substantially as the report climbed Google search result rankings. In the first month of our 
campaign, organic leads accounted for only 18% of the site’s traffic, but as of May, 77% of the 
traffic on Cloud Spectator’s site comes from organic leads.
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Twenty weeks after the report launch, Cloud Spectator remains the number one Google hit for 
a number of key search terms, including our long tail key term “Cloud vendor benchmark 2015 
PDF download”, as well as “Cloud benchmarking” and “Cloud benchmarking 2015” - comfortably 
displacing their competition from the top spot in Google search results. 

A follow up email campaign tailored to our three key buyer personas has had very high open 
rates, ranging from 38% to 47% among the different groups. Cloud Spectator now has a healthy 
amount of qualified leads, and organic traffic to the site continues to grow.

If you are interested in implementing a lead generation strategy for your company, 
contact us to discuss how we can make our Inbound Marketing Strategy work for you.

1.855.646.8662 (Toll-Free)

info@totalproductmarketing.com

Suite 300 1090 Homer Street Vancouver, BC V6B 2W9

We’d love to chat and if we can’t help you, we can  
certainly introduce you to somebody who can.
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