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What Is Inbound Marketing?
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Hi, I'm

\

@Svaughaninbound

#InboundDay2015



| HAVE A CONFESSION

| used to sell through cold
calls.



The world Is
changing

fast.
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Now, 75% of us use a DVR.
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Now, we have

facebook
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Now, a
prilliantly
obvious .
observation...g




Most companies
are stuck and

frozen in time.






ROI =0



ROI <0









The Most Overrated Marketing Tactic




R

86%

skip TV ads

THE OLD

MARKETING PLAYBOOK

BROKEN.

(e

91%

unsubscribe
from email

e

L

44% 200M

of direct mail is never  on the
opened Do Not Call list




They like to educate themselves

rather than speak with a sales person



Your Con.sumer has changed, Th ey
are in control



Inbound updates the playbook based on the way
people buy today.

Get Found Online:

* Website pages

* Blog articles

« Social media messages

« All optimized to drive qualified
constituents to your site.




Inbound updates the playbook based on the way
people buy today.

Understand Your Buyers:

« Personalize your marketing

 |dentify buyer needs

« Understand what content
pulls constituents through
sales funnel

Get Found Online:
* Website pages
Blog articles
Social media messages
All optimized to drive qualified
constituents to your site.




Content + Context =

THEN NOW
THERMOSTAT NEST

RADIO PANDORA
CABLE TV NETFLIX

MAP WAZE

STORE AMAZON
ADVERTISEMENT ADWORDS
RESUME LINKEDIN
TRAVEL GUIDE TRIPADVISOR
TAXI UBER

NEWSPAPER TWITTER amazoncom =






ATTRACT CONVERT CLOSE DELIGHT

Promoters

Blog Forms Email Events
Keywords Calls-to-Action Signals Social Inbox
Social Media Landing Pages Workflows Smart Content

»y HUbSpDHt
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1 . Define your Persona.
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emographics, beha



Buyer Personas ARE

DREAM customers

—

@HubSpot



CORPORATE CATHY

« Director of Marketing Operations
(VP Marketing , Product Marketing)

« Large company (500-2,000 employees)
« Marketing team of 15+

Goals:
« Demand/pipeline generation
« Campaign execution and coordination

Challenges:

« Working with sales

« Data & technlogy overload
« Selling to IT, Sales, Execs
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. L
e ' M -

| Profssional roles

\

';‘



L T

Buyer Personas ARE...

Common behavior patterns
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Buyer Personas ARE ...

Universal goals, wishes, dreams



General demographic and biographic
Information



Buyer Personas ARE ...

Not just fluff!



Not optional,
very

necessary!
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of European marketers are

2 3% focused on reaching the right

. and them
Into leads.

Resource: http://offers.hubspot.com/2013-state-of-inbound-marketing-europe



makemypersona.com

MakeMyPersona wHubSﬁét Share: '8 £ in| | Feedback? PrivacyPolicy  Terms of GEFVIGE]

Start Making My Persona!
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YOUR CONTENT TYPES




YOUR CONTENT TYPES
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What You Need to Know This Morning:
June 5, 2013

by Dan Lyons

@ June 5, 2013 at 6:00 AM

Happy Wednesday, marketers. Thanks to your
overwhelmingly positive response yesterday,
we're going to keep this post theme going.

A lot has happened in the last 24 hours, and
not all of it has to do with people being
shocked by whatever is happening with Game
of Thrones. So sit back, sip your coffee, and
catch up on the news.

Curating Industry News
1) Amazon Ad S



YOUR CONTENT TYPES
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STATE
INBOUND

HUBSPOT'S 7TH ANNUAL REPORT ON INBOUND MARKETING AND SELLING

Thought Leadership



YOUR CONTENT TYPES
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Blog & eBooks Tools Photos Videos & Podcasts Presentations



YOUR CONTENT TYPES




Free Workshop: How to Master Linke

LinkedIn is 277% better for lead generation than other social networks. Wow
runs on lead generation, you've got to be using Linkedin to its fullest potential.

View our three-part series to leamn how you can leverage LinkedIn to attract new leads for your

business. Leam from experts at Linkedin and HubSpot in this three part on-demand webinar series:

eTﬂPIG: How to Use Linkedin Company Pages and Groups

Think
Partnerships

Last Name *

Email (privacy policy) *

Phone Number *

Company Name *

Website URL *




ASSETS MEAN YOU OWN YOUR MARKETING

70%
of our blog leads are
from OLD articles

\VAS







PERSONALISE YOUR MARKETING

Attract Convert Delight

Corporate Cathy



ENTERPRISE

INBOUND MARKETING
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TO PERSONALISE

I'm a new
visitor

Free Ebook: The Executive Guide
to Enterprise Inbound Marketing

Learn how to implement an effective enterprise
inbound marketing strategy that increases
sales-ready leads and ROL.

Download Ebook Now (B

ssiiliiiiph

FREE INBOUND MARKETING
ASSESSMENT

How's your marketing? Get customized feedback on
how to improve your website & marketing strategy.

Get a Free Assessment (b



TO SELL MORE

| am ready to
be called

ING ALER 1] yyun nact.firstnamel} {contact. lastname}} has view 41 Subject Line Personalization

Body Text

Edit Insert View Style Table Tools

@ =+ | «</> HBL | Formats

4] SALESFORCEOWNERNAME }

One of your leads has viewed the pricing page.
Looks like they may be interested in purchasing HubSpot!

First name: § /-3, 1" 13
Last name: . 4,173

Phone: [+ ]
Salesforce record: https:a'?"hubspc:t.my.salesfurce.cum

HubSpot record: 1] e g N T Vo s oy 1| N o

Thanks,
lan




TO DELIGHT CUSTOMERS

I'm already a
customer

Why the En orise Should Take a Lean, Pro
Approach to Marketing

Po
Tue, Nov 0 01:00 PM

@ 'NTRODUCTORY

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
these strategies and tactics into a

new phase, something we're calling

Enterprise inbound marketing .
addresses the needs of larger

companies. While smaller businesse Boston. N1A AUQUS' 19- 22 2013

most enterprises have been building t

marketing efforts. They see content a

nurturing campaigns so they can deliy LeOrn frOrn !ndustrg thought leoders’
A second differentiator of enterprise ir Chot 1-On-1 W|th the experts' Ond
increased content production schedul exper'ieﬂce Hubspotvs ﬂewest feCltUl’eS

interest in marketing activities and a ¢
quality content quickly and improving
activities: Lean digital marketing

WHAT WILL YOU
LEARN AT INBOUND?

What is Lean?

Lean processes involve continuous im|
more efficiently and instills a sense of

process in everything from manufactu
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"Act like a Sales team




Align Your Marketing & Sales

Demo Trial Contact Sales






A Few Statistics...(not from HubSpot)

v Inbound leads cost 60% less than outbound leads

v" Websites that blog generate 67% more leads per month than those
that don't

v 80% of decision-makers prefer to get company information in a
series of articles versus Iin an advertisement

v Blogs give websites 434% more indexed pages and 97% more
Indexed links

Sources:
http://socialmediab2b.com/2012/03/b2b-social-media-leads-infographic/
http://www.contentplus.co.uk/

http://www.searchenginejournal.com/
http://contentmarketinginstitute.com/what-is-content-marketing/



http://socialmediab2b.com/2012/03/b2b-social-media-leads-infographic/
http://www.contentplus.co.uk/
http://www.searchenginejournal.com/
http://contentmarketinginstitute.com/what-is-content-marketing/

Average Customer ROI after using % Software for 1 Year

Attracting Visitors
@ Average Increase in
Monthly Website Visitors

Converting Leads

e Average Increase in Monthly Leads

Closing Customers

@ Report Growth
in Revenue



HubSpot customers see early results grow over time

Increase in monthly leads

6 months 9 months 1 year 1.25 years 1.5 years 1.75 years 2 years

Months after implementing HubSpot software

Source: MIT Sloan graduate student study available at HubSpot.com/ROI






using outbound marketing







Build a culture of experimentation



Inbound marketing moves
at a very fast rate.

— Just buy links
— Just have a blog
— Just guest post

— Put a big subscriber pop
up on your blog!



Get stuff out the door




Get buy In from your team

[‘ i STAY L4




Are you the executive sponsor?

Top Marketing Challenges Year Over Year

rt and team trainir

my learm my W




AT THE END OF
THE DAY...



Don't be Are you too busy to improve?

this kind of
company We are

too busy
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Hakan F&fss @hakanforss http://hakanforss.wordpress.com

This illustration i,}si;jhspired by and in part derived from the work by Scott Simmerman, “The
Square Wheels Guy” http://www.performancemanagementcompany.com/
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InsideFacebook.com

Kind of

400,000,000
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