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Kieran Flanagan 
@searchbrat 
“Highly motivated 
marketing geek high 
on data crack.” 



Our Inbound Marketing 
Methodology 

Source - http://www.hubspot.com/products/inbound-
marketing/ 



for how your customers 

buy today 



5 

meet  
your buyer 

Dave 



Dave has a need 

so he starts his search with Google 



65% of European 
consumers do 
research online 
before purchasing. 

Source: eConsultancy Digital Marketing Trends 



Dave wants to ask his network 



He likes to educate himself 

rather than speak with a sales 
person 

60% of the sales 
cycle is over – before 
a buyer talks to your 
salesperson.  
 
Corporate Executive Board: bit.ly/zub217 



and converts when his ready 



Your consumer has changed, 

Dave is in 
control. 



HOW CAN YOU 
DO MARKETING 
THAT DAVE WILL 
LOVE? 

? 



@Searchbrat 

Inbound Marketing 
is the art of 
creating persona 
driven marketing. 



INBOUND MARKETING = 
CONTENT + CONTEXT. 



INBOUND MARKETING = 
CONTENT + CONTEXT. 

Content 



BUILD MARKETING ASSETS. 

 Blog & eBooks Tools Photos Videos & Podcasts Presentations 



THINK LIKE A MEDIA COMPANY. 



IMPACT OF WEBSITE CONTENT  
ON INBOUND LEADS. 



IMPACT OF TOTAL PUBLISHED 
BLOG POSTS ON INBOUND LEADS. 



INBOUND MARKETING 
= CONTENT + 
CONTEXT. 



CONTEXT IS PERSONAL. 



NOT ONE SIZE FITS ALL. 



CONTEXT IS 
PERSONAL,  
NOT ONE SIZE FITS ALL. 



Complete 360°  
View of Contacts 

Segmented & 
Personalized Email 

Dynamic Personalized 
Website Calls to Action 

CONTEXT MARKETING 
W/HUBSPOT. 



Let’s Discuss your …… 

Inbound Marketing Super Powers 



1 BUYER 
PERSONAS 
KNOW YOUR 

BUYER 
PERSONAS 1 



#inbound12 

White 

Buyer Personas 

Building Buyer 
Personas tell us who 
we are creating 
content for and why 
they will buy from us. 



 
What is a Buyer Persona? 



Semi- fictional representations of your ideal 
customer based on real data and some select 

educated speculation about customer 
demographics, behavior patterns, motivations,  

and goals. 

 
What is a Buyer Persona? 



MARKETING MARY 
• Professional marketer (VP, Director, Manager) 
• Mid-sized company (25-200 employees) 
• Small marketing team (1-5 people) 
• BComm (BU), MBA (Babson) 
• 42, Married, 2 Kids (10 and 6) 
 
Goals: 
• Support sales with collateral and leads 
• Manage company communications 
• Build awareness 
 
Challenges: 
• Too much to do 
• Not sure how to get there 
• Marketing tool and channel mess 

Loves HubSpot because: 
• Easy to use tools that make her life easier 
• Learn inbound marketing best practices 
• Easier reporting to sales and CEO 



Researching Your 
Personas: 
Know What To Ask. 1 



Persona Profile Checklist 



Researching Your 
Personas: 
Know Who To Ask. 2 



Interview current 
customers 



 
Research your  

customers 



 Lead 
Intelligence 



 
  Form fields 

Woah! 

Wow! 

Cool! 

Good to 
know! Yes! 

Awesome! 

Great! 



 
   Talk to sales The biggest 

problem our 
prospects have 

is… 
 



3 
Create 

Marketing 
Assets 

Create 
Marketing 

Assets 2 



@Searchbrat 

Your Marketing 
team should be 
creating assets that 
add real value to 
your business 



HOW DO YOU DEFINE A 
MARKETING ASSET? 

increase 
in web 
traffic 

Social  
PR 

generates 
Inbound 

links 

generates 
leads 

creates 
sales 



ASSETS CAN BE BIG 



Free Interactive Tool 
4 million users 
Great PR coverage 
500,000+ opt-in 
emails 

THEY CAN REALLY IMPACT GROWTH 



They educate 
and talk to your 
customers pain 

points 



TAILORED FOR BUYER PERSONAS 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 

Enterprise Erin Owner Ollie 



ATTRACT QUALIFIED VISITS 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 



CONVERTS INTO QUALIFIED LEADS 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 



CLOSES ACTUAL SALES 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 



DELIGHTS YOUR CUSTOMERS 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 



ASSETS MEAN YOU OWN YOUR 
MARKETING 

Vs 
70% 

of our blog 
leads are from 
OLD articles 



4 MEASURE LIKE 
a BOSS 

MEASURE LIKE 
a BOSS 3 



ATTRACT MEASUREMENT 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 

- Number of Visits it’s attracting 
- Next Step CTA % 



CONVERT MEASUREMENT 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 

- Number of Submissions 
- Submission % 
- % New Contacts 
- New Opportunities 

 



CLOSE MEASUREMENT 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 

- Number of Customers Created 



DELIGHT MEASUREMENT 

Attract Convert Close Delight 

Strangers Visitors Leads Customers Promoters 

- NPS Score 



KNOW HOW 
YOU ARE 
PERFORMING 
ACROSS THE 
ENTIRE FUNNEL 

 
Visits 25,199 

Prospects 7,458 

Opps Created 1,828 

Demos Delivered 
681 

Customers 
248 



Align Your Marketing & Sales 

€ 

Demo 

€ 

Trial 

€ 

Contact 
Sales 

€ 

IMA 



Measure daily, Evolve Fast 



WHAT ABOUT 
EUROPE?. 
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Yes No Don’t Know 

Inbound Marketing Reaches Majority Adoption 
in Europe 

58% of European marketers implemented 
inbound marketing strategies for 2013. 

US  
Europe 
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US Europe 

European Inbound Marketing Spending 
Outpaces Outbound 

European marketers spend 76% more on 
inbound efforts than outbound. 

Inbound spending   
Outbound spending 
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A/B Testing Multivariate Testing A/B Testing and 
Multivariate Testing 

We Do Not Test 

Few European Marketers Make Testing Central 
to their Inbound Strategy 

Nearly half of European marketers do not test 
their inbound efforts. 

US 
Europe 



 
Questions ? 
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