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IHS Case Study

The Source for Critical Information and Insight ™

Product Lifecycle — design Security - risk assessment
engineering to maintenance to supporting military operations
and disposition + B&D and procurement

+ Best practice and design
methodologies

+ Standards and regulations

+ Parts and logistics

+ Military force projection
+ Intelligence and insight
+ Asset and risk analysis
+ Operational and strategic

planning
Product

Lifecycle

Energy X[ i
to sumpt
+ Oil and gas

+ Coal and nuclear
+ Renewables

1al measurement + Pipelines

+ Incident recovery
+ External reporting
+Inte

+ Management tools + Electric power

+ Regulations + Capital and operating costs
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Program Overview

Online Lead Generation
The program uses SEO content
to drive leads to an experienced

Inside Sales Team. Marketing
Timing IS
Nurturing everything.

Prospects l l

Searching
for answers Indexer Website Systems Sales Accounts

Meet at the
. Prospects o Sales
point of self qualify Filtering Process Revenue

Company interest

Offering

answers

\ Reporting

Searchers are
looking for you!
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Online Lead Generation
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appeal to multiple audiences
along the road to success.
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@ Optimize the
entire process
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Indexer

How to please the Indexer
Role: Judge the value of your site

Three things you can
A Design for the crawler first
A Add valuable content
A Start tracking trends

The Web Crawler is your
most important visitor.

Over doing it: Black Hat City




