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Dave has a need

GOLJSI.E' | how dp | get more inbound leads

Web Images Maps Shopping More - Search tools

About 15,900,000 results (0.23 seconds)

Help! My Sales Team Thinks Our Inbound Leads Suck
blog.hubspot.com/.../Help-My-5ales-Team-Thinks-Our-Inbound-Lea...

Feb 12, 2013 — Look ... not every inbound lead is going to be a C-level executive. In
fact, very few of them will be. You're much more likely to get a mid-level ...

93% of Companies Using Inbound Marketing Increase Lead - HubSpot
blog.hubspot.com/.../93-of-Companies-Using-Inbound-Marketing-in...

Feb 26, 2013 — Most people will be attracted to inbound marketing to increase their
traffic and leads. But who knew it could also optimize your lead-to-sale ...

How Your Sales Team Should Handle Inbound Leads | Demand Drive
demanddrive.com/how-your-sales-team-should-handle-inbound-leads/

Mar 5, 2013 — More and more companies are beginning to embrace the power of
inbound marketing. I've covered some of the main points for using lead ...

so he starts his search with Google




of European
consumers do
research online
before purchasing.



Dave wants to ask his network

Linked ifi Ashlee Shultis v Add Connections

Home Profle Contacts Groups Jobs Inbox2 Companies News More People ~

Now Hiring At Inflection! - Innovative, breakout company seeks talente am members. Apply today!
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He likes to educate himself

rather than speak with a sales
person



and converts when his ready

Try HubSpot's Marketing Software: Free 30-Day Trial

Optimize website 1o gat found by more prospects and convert mone of them into leads and
paylng customars with HubSpot's alkin-one marketing software.

With your free trial, you can start using HubSpot's tools right now to:

DC.: N én
Craft blog posts with tips optimizing as you type
which sources ame driving the most tratfic and

- | -
:II-I-__
—
u[u{=}u[ut=]

packags. e

With your free trial, you'll get full access to all of HubSpot's tools and customer-only resources.
There's no risk, no obligation, and no credit card required.

Tao leam more about HubSpot's software, check out the video below:

Start Your Free Trial Now

First Mama *

Kiaran
Last Mame *

Flanagan
Email (prr

kigran.flanagan@gmail.com
Website UHL *

hitp:/hwww. thisisnotalead.com
Empk

1

Start Your Free Trial




Your consumer has changed,

Dave IS In
control



HOW CAN YOU
DO MARKETING
THAT WILL
LOVE?



Inbound Marketing
IS the art of
creating persona
driven marketing.

ij @Searchbrat



INBOUND MARKETING =
CONTENT + CONTEXT.



INBOUND MARKETING =
CONTENT + CONTEXT.



BUILD MARKETING ASSETS.

B X G W

Blog & eBooks Tools Photos Videos & Podcasts Presentations



THINK LIKE A MEDIA COMPANY.



IMPACT OF WEBSITE CONTENT
ON INBOUND LEADS

1,600
1,400
1,200
1,000
NEW
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INDEX
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IMPACT OF TOTAL PUBLISHED
BLOG POSTS ON INBOUND LEADS

BO0
BO0

A

NEW
LEADS 300
INDEX



INBOUND MARKETING
= CONTENT +
CONTEXT.



I INSIDE! ol | i to LOOK INSIDE!

The W
Happiest Toddler
poa the Block

CRELLY

Programming Python The Happiest Toddler on Goodnight Moon Learning Python: Powerful
[Paperback] the Block Margaret Wise Brown Object-Oriented
Mark Lutz Paula Spencer 12229 °¢ Programming
Aodoiol (499) Yohododeds (194) VRS Mark Lutz
aperback aperback : 5$28.00
0$16.11 $26.00 $16.59 Why recommended?

» See all recommendations in Books

CONTEXT IS PERSONAL




virTIniNG
| Ewow Arout
BUSINESS

| LEARNTE FADM THI

GRATEFUL

SHOULD KNOK & 9
BEFORE THEY
Die

A Long Strange Trip: The 100 Things Red Sox Fans Venture Deals Everything | Know About

Inside History of the Should Know & Do Before Brad Feld Business | Learned from the
Grateful Dead i Fodcdodede (90) Grateful Dead

Dennis McNally N'df Lafar@n ardc Barry Barnes

Yooty (499) - _‘ 2 - ¢ (39)

Paperback Why recommended?

> See all recommendations in Books ~ Why recommended?

NOT ONE SIZE FITS ALL




O INSIDE!

HARVEY KAR:

BUSINESS

b rrom

GRATEFUL

CONTEXT IS
PERSONAL,
NOT ONE SIZE FITS ALL




CONTEXT MARKETING
W/HUBSPOT.

Complete 360° Segmented & Dynamic Personalized
View of Contacts Personalized Email Website Calls to Action

Download the Free Template!
Sign Up for the Webinar!
Get Your Free Assessment

Get a Customized Demo!







KNOW YOUR
BUYER
PERSONAS




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

inbound






d speculation about customer
\avior patterns, motivations,



MARKETING MARY

» Professional marketer (VP, Director, Manager)
 Mid-sized company (25-200 employees)
« Small marketing team (1-5 people)

« BComm (BU), MBA (Babson)

o 42, Married, 2 Kids (10 and 6)

Goals:

o Support sales with collateral and leads
« Manage company communications

e Build awareness

Challenges:

e Too much to do

« Not sure how to get there

« Marketing tool and channel mess



Researching Your
Personas:



Persona Profile Checklist

What is your job role? Your title?

How is your job measured?

What is a typical day?

What skills are required?

What knowledge and tools do you use?
Who do you report to? Who reports to you?

Company What industry or industries does your company work?
What is the size of your company (revenue, employees)?

Goals What are you responsible for?
What does it mean to be successful in your role?

Challenges What are your biggest challenges?

Watering Holes How do you learmn about new information for your job?
What publications or blogs do you read?
What associations and social networks do you belong?

Personal Background Age, Family (married, children}, Education

Shopping Preferences  How do you prefer to interact with vendors? (email, phone, in person)
Do you use the internet to research vendors or products? If yes, how

do you search for information?




Researching Your
Personas:
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October
[E 5 Website Visits
= 4 Syncs

-= 2 List Memberships

September
B 4 Emails
= 2 website Visits

-= 3 List Memberships

August

B 5 Emails

= 4 Website Visits
2 3 5ynos

‘= T List Memberships

& Allin-One Marketing Software | Inbound Marketing with HubSpot and 2 other Standard Page
pages Fage Type

Show Pages Viewed - Sun Oct 7, 2012 at 8:32pm

Blog Post
Page Typs
Wlarketing - MOFU Campaign Landlng PBQE
Fage Typs
Show all 11 interactions from Cclober
@ o (T o
Thu Sep 13, 2012 : Opened
= [N N .
Clicked
gz [Mew Webin & Science of Facebook Marketing T

Show all 9 interactions from September

B3 The State of SEC and Internet Marketing in 2012
Mon Auwg 27, 2012 at 11:38am

Lead

AT

gz [Mew Templat
Wed Aug 22, 20

TE—— Intelligence

Show all 19 interactions from August
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Greot!

Form fields

Start Your Free Trial Now

Step 1. Enter your information

First Mame *
LastMame *

Email (privacy poli
email.) *

Phone *

&

Company *

Step 2. Provide your URL

HubSpot will analyze your website and
provide valuable, custom information for
your business.

Company Website *

Step 3. Tell us a bit about your
business

Does Your Business Primarity Sell to Other
Buzinezzes (BZ2B) or Consumers (B2C)7 ®

- Please Select - (=]

Mumber of Employees *

- Please Select -

our Role at Company *

- Please Select - (=]

Are you a marketing consultant or agency (primarihy
providing services such as PR, SEQ, Web Design or
other e-Marketing)? *

- Please Select - (=]

What iz Y our Biggest Marketing Challenge?

Start Your Free Trial Now



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

E @Searchbrat



HOW DO YOU DEFINE A
MARKETING ASSET?

Increase
In web
traffic

Social
PR

generates
Inbound

links

generates
leads

creates
sales

Q



ASSETS CAN BE BIG

HubSﬁ;’)t’s Marketing Grader =~

7 4 www.searchbrat.com

[ Last updated 3/22/13 - Update now

Overall
Blog
hitp:/fwww.searchbrat.com Tnp of the Funnel
x + Top 3 Action ltems
RSS Feed

http:/fwww.searchbrat.comfeed/

Middle of the Funnel
+ Top 3 Action ltems

=

Facebook Page

MNoms

. Analytics
Twitter + 1 Action Hem
searchbrat

=

Grade Another Company

Get updates to your marketing grade in your
inbox every Monday moming.

www.searchbrat.com

65 %

33%

100%




THEY CAN REALLY IMPACT GROWT

HubSpdt's Marketing Grader =

7 4 www.searchbrat.com

Overall

Blog

[ Last updated 3/22/13 - Update now

http:/fwww.searchbrat.com

RSS Feed
http:/fwww.searchbrat.comfeed/

Facebook Page

MNone

Twitter

searchbr

at

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

Top of the Funnel
~ Top 3 Action ltems

Middle of the Funnel
~ Top 3 Action ltems

Analytics

~ 1 Action ltem




/ & &
Content Options Publishing

Title
How to Survive Google's Pending Panda Update

blog/tabid/6307/bid/34270/How-to-Survive-G¢

= e [ hey educate
and talk to your
customers pain

points

It appears the Google search spam team has a busy year planned. Ma
and gave details on what updates they have planned for 2013. And gues Va

both Google Panda and Penguin this year. [
Surprised? Probably not. Google's updating their algorithm all the time (‘ Q
__

of course. What's the result? An unnerving feeling that your SEQO standa
up to date, because you're not sure if you are totally up to date on all t




TAILORED FOR BUYER PERSONAS

Delight

Enterprise Erin ~ Owner Ollie (@




QUALIFIED VISITS

Convert

Why the Enterprise Should Take a Lean, Process-Based
Approach to Marketing

Does Google Hate Small Businesses?

Posted by Corey Eridon

d, Nov 28, 2012 @ 08:00 AM

Posted by John McTigue

Tue, Nov 20, 2012 @ 01:00 PM

@ n1RODUCTORY

Qooh _.. provocative, right? 80% O_F 5000655

So | don't think Google really
"hates” anyone, but | think over i5 5howin9 UP
the years they've unintentionally

made things a little bit more

difficult for small business v On &oogle‘ .
owners. Not because small
- .é'/

Inbound marketing has reached a
tipping point. Today, large

organizations are increasing their
investments in content-driven lead

generation and nurturing activities
While that doesn't mean the basic

concepts are changing. it is pushing business awners aren't good

these strategies and tactics into a marketers, or don't have good — 0
v 9

new phase, something we're calling marketers on staff - but because w

"enterprise inbound marketing they have fewer resources and —

less time than companies with
large marketing departments. So while Google has continued to improve upon its user experience, in

Enterprise inbound marketing
addresses the needs of larger

Wi

companies. While smaller businesses are primarily focused on brand awareness and search visibility

opinion, those improvements have also put a lot of small business owners at a disadvantage if they'if

most enterprises have been building their brand for years and are looking instead to improve the ROI of their to use Google for marketing

marketing efforts. They see content as a key dnver of both their lead generation campaigns and their lead
nurturing campaigns so they can deliver more — and better qualified - leads to their sales teams

This isn't to say small businesses should stop focusing on Google as a marketing engine - it ju
theyll have to work a little harder. Here's what | mean when | say Google's makin® it tough for SME
succeed there for marketing

A second differentiator of enterprise inbound marketing is an increased level of review required for an equally

inrreacaed content nradiirtion erhedinle | enal ealee aradinect mananament and cninenrt all have an



INTO QUALIFIED LEADS

Attract Delight

HubSppt

Special Kit: Online Marketing for Small Businesses

cutive Guide to Enterprise Inbound Marketing Download This Free
s, Trends & Best Prac for Tod

Multimedia Guide to Growing

Your Business Online Dig in to some of HubSpot's best tutorials to help you successfully use online and inbound
. marketing tools to generate leads and sales for your small business
This Small Business Kit Includes:

s Entery

First Mame *

Chief marketers are more accountable for revenue
generation than ever before. Increasing sales-ready
leads and ROI - all while aligning sales and marketing IHE EXECUTIVE GU

mike )
 Video: How to Grow Your Business Online

IDE TO

functions - is crucial for today's enterprize CMO ENTER PRISE Last Mame *

+ Video: Small Business Guide to Social Media Marketing

« How-To Report: 2010 Online Marketing Blueprint: A Multimedia Guide to Growing

ewing
‘Your Business Online

One of the most promising new approaches is Enterprise INBOUND MARKET'NG
Inbound Marketing — digital marketing techniques and
strategies to attract more qualified prospects and convert O oo G |
them into sales-ready opportunities

Biggest Marketing Challenge « Report: Small Business Social Media Marketing Case Studies

« Bonus Video! Website Redesign for 2011

Download this 11-page guide to lsarn

= | JuE [7] Please have someone call me abaut HubSpot's Download the Small Business Marketing Kit

Biggest challenges for today's CMO 3 software.

An overview to Enterprise Inbound Marketing
Download Guide Now

Four Small Businesses Share
Their Social Media Secrets First Name *

Strategies, processes and tools

Biest practices for Persona Development, Lead
Generation & Nurturing, Sales & Marketing Alignment
and mare

HOOEO

LastName *

Small Bus

Email (privacy policy) *
Haospie



ACTUAL SALES

Attract Convert Delight

Hubsaﬁt HubSpht

Nurture Your Leads Mare Intelligently with Hut [Exclusive Webinar] How to Grow Your Business in 2013

Request a Free Demo

First Mame *
As a marketer, your most valuable asset is D00 mike
vour marketing database. But your e Last Name *
database is only as powerful as you )
make it. ewing
HubSpot's software makes it easy to build Ernail *

targeted segments and workflows based on

your prospects’ contact information, E R 7 61

sHnting Cuaktied t

lifecycle stage, and hehavior - which lets o Website *
you focus on their needs, and nurture them LK : iz e o

. . Block Off these Dales and Register!
more effectively L z w—— . http: fwwnw. inboundcommerce. com

1. First Webinar Gro

Get a free demonstration of HubSpot's When are you available for a demonstration? =

tools to learn how you can:

+ Nurture Your Leads: Automatically
trigger timed follow-up emails based on your leads' behavior. Show Me HubSpot!

2 Anend the second webin,



YOUR CUSTOMERS

Delight

Promoters

W Marketing Library

% Inbound Marketing v All content types
Inbound Marketing

7 THINGS A GHLINE AGENI 02

MARKETING ' -
AGENCY FROM o=
THE FUTURE ( »

woulD[EE]

ide of Online

E{lgﬁugn MARKETING TO
LArE that
MEANS SOMEiHING
(5 R B




ASSETS MEAN YOU OWN YOUR
MARKETING

of our blog
leads are from
OLD articles

Q



: MEASURE LIKE
. aBOSS




ATTRACT MEASUREMENT

Attract Convert




CONVERT MEASUREMENT

Convert




CLOSE MEASUREMENT

Convert




DELIGHT MEASUREMENT

Convert




KNOW HOW
YOU ARE
: PERFORMING
: ENTIRE FUNNEL




Align Your Marketing & Sales

Demo Trial Contact
Sales




Measure daily, Evolve Fast

ﬁ Eﬂq.-"".'l |
[+
o]
=
@ 60% -
@ = Actua
E or | (508l
o 40%
P
20%
0% -

21 20 189 18 17 16 12 14 13 12 11 ¢ & & 7 & O 4 3 2 1 4

Business Days Left in Month



WHAT ABOUT
EUROPE?



Inbound Marketing Reaches Majority Adoption
In Europe
58% of European marketers implemented
iInbound marketing strategies for 2013.

70%

60% 59% 58%

50% +——

40%

us

30% +——— ® Europe

22% 21% - 21%
10—

10% —

0%

Yes Don’t Know



40%

35%

30% -

25% -

A

15% -

10% -

5% -

0%

European Inbound Marketing Spending

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

Outpaces Outbound

33%

21%

37%

Europe

21%

Inbound spending
® Outbound spending



60%

50%

40%

30%

A

10% -

0% -

Few European Marketers Make Testing Central
to their Inbound Strategy

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

49%

44%

24%

22%

A/B Testing

10%

2% 2%
|

3%

Multivariate Testing

A/B Testing and
Multivariate Testing

We Do Not Test

us
® Europe
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