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Relative Cost/Lead for SMBs

Estimated Relative Cost/Lead/Channel

PPC

SEO

Blogs/Social Media
Telemarketing
Email Marketing
Trade Shows

Direct Mail

0% 20% 40% 0% 80% 100%
M Below Your Average M Near Your Average M Above Your Average

Source: Survey of 100’s of SMBs - www.HubSpot.com/ROI



HubSpot Background

* Founded: 2006

1,500+ Customers

Team: 95 (15 MIT)

A: S5m General Catalyst

B: S12m Matrix Partners

Outside Director:

Gail Goodman, CEO © &
Constant Contact (CTCT) &
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Proven ROI of Inbound Marketing

Cilk Arts Increases Leads 500%

= Makana Solutions 3x Leads, 2x Conversions

. Vocio Pays for HubSpot 30x Over with New Leads
Objective Management Group Grows Leads 360%

Bridge Group Doubles Online Leads

Source: www.HubSpot.com/ROI



HubSpot Inbound Marketing

Process

Get Found
* Publish
*  Promote
*  Optimize

Convert

e Test

* Target
* Nurture

Tools

Get Found

* Content Mgmt
* Blogging

* Social Media
e SEO

* Analytics

Convert

o Offers/ CTAs

* Landing Pages

* Emall

* Lead Intelligence
 Lead Mgmt

* Analytics



Sales vs. Marketing?




Overheard In sales...

 All the leads suck.

* We don’t get enough leads.

* None of the leads close.

» Marketing is a waste of money.



Challenges

* Lead Volume

* Lead Quality
 Communication
* Measurement



Making Sales Love Marketing

* Increase Lead Volume

* Improve Lead Quality

* Provide More Lead Info
 Measure Lead Close Rates



How to Increase
| ead Volume



Inbound Marketing

Search Engines Blogs Social Media
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What to Publish?

HubSpot's Inbound Internet Marketing Blog

iTunes

* Blog
* Podcast 95:
* Videos

* Photos

* Presentations
* eBooks

* News Releases [ 1
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Home

Home My Slidespace Upload Community Tags Widgets
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Slideshows 7 (7 public)

HubSpHt

HubSpot Marketing
ino Celebratin 2 5 s e
intefligend  HubSpot - L ags: inbound !'narketlng. malrketlng:
custarmer internet marketing, SEO, social media, 5 Tips To Turn Your Deing a Web Rethinking Your Marketing
customer blog, blogging, enling marketing, site into a Mar.. for Marketing.. Strateqy

3513

s, 1 comment

3go

1

s, 0 comments

z Post on HubSpot's wall

G,) Send 3 private message




Optimize Your Content

BETA

Page Grader Detail

W hubspod.corndbroducts,,

FAGE GRADE TOP 100 KEYWORD RANKS INTERMAL LINKS VISITS
4TH MOST POWERFLUL PAGE 0 IM THE TOF 10 40 CUTBOUND LINKS J0FTH MOET TRAFFICKED PAGE

On-Page SEO

ITEM STATUS =
Page Title Internet Marketing Software Products o
Meta Internet Marketing Software from HubSpot to generate mare leads from your website using SEC and other Internet _
Description marketing techniques for search engines and website promotion -

“v ¥our meta description is longer than 150 characters. Descriptions in excess of that length are often truncated by search engines.
YWea recommend shortening your description to avoid this possibility,
Your meta description is not unique across all pages that PageGrader has indexed. We recommend that you try to give each page
a distinct description,

Maore Info..,
Meta . .
product, hubspot, lead software, Internet marketing software, products, marketing saas o
Kewwaords
Lirl http: /fwww hubspot. com/products/ o
H1 There are 1 hl tags on this page. 4
Images Check below for page improvements yvou can make regarding images on this page. £



Optimize Your Content

Current articles | F:j BSS Feed

Create Article | Drafts and Pending | Options

Preview Save Draft
Article Adwvanced
*Title
You Are Not Born Digital Native, You Become Digital Native
* Article Body
B 7 U == &:’giz %E?YHTmLm’?re
While vou are still trying to figure out the Broadeast Yourself A

concept, your 8-yeard-old niece is probably making her own B
YouTube videos, "The changing nature of human relationships is
second nature to some, and leamed behavior to others," wrote

John Palfrey and Urs Gasser in Born Digital: Understanding the

First Generation of Digital Matives, If new technologies are second
nature to you, will you ever express yourself as well as a Digital

MNative can?
- a

In his 2001 article

Mimital Matives

14

&, Title Missing Keyword
The title should contain at least one of the keyword phrases that you've entered in Keyword

Grader, Place your keyword as early in the title as possible,

%, Article Body Contains Nonstandard Images
The blog post contains images unrecognized by some browsers, Please convert your images
to either .jpg, .gif, or .png.

*. Too Few Meta Keywords
Tour meta keywords should be a comma-separated list of your targetted keyword phrase and
its wariants (plurals, misspellings, conjugations).

*, Meta Description Missing Keyword
The meta description should contain at least one of the keyword phrases that you've entered
in Keyward Grader. Including keywards will also encourage Google to use your description in

search results.



Publish Content to Social Media

HubSppt

-El | Best Articles Free Ma

HubSpot's Inbound Internet Marketing Blog

m] StumbleUpon
O

VEF new sites

Current Articles | B RSS Fead

del.icio.us

your bookmarks

You (T

Broadcast Yourself

flickr

facebook

Launching A Business Blog? Avoid This Commeon URL
Mistake at Blogspot and Typepad
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Possibly the most frequent guestion people ask me when it comes to setting up a business
blog is w
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Publish Content to Social Media

m Haome Profile Find People Settings Help Sign out

Wire Fence Company Uses Social Media .

to Get 850% More Leads http://hub.tm

/?2ZJNpi

2:00 PM Jul 2oth from HubSpot

Mike Yolpe Vwhy vou Don't Date Outbound Marketers [Cartoon]

YWhy You Don't Date Outbound Marketers [Cartoon]

'35 10 howrs ago - Comment © Like © Read Whey Yoo Don't Date Qutbound Marketers [Cartoon]
|
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il

How To Promote An Event With Inbound Marketing - On Video!
Posted by Elifle Mirmmarn on B, Jun 12, 2009 @ 058:00 AM

/
< % digg it w delicious D stumbleUpon B Facebook B Twitter @ Linkedin >
\

Yesterday [ did a presentation on How to Promote an Event with Inbound Marketing for the Lower
Colarado River Authaority (LCRAY Social Media Marketing conference. Since I'm here in Massachusetts, and

HubSpt




How to Improve
Lead Quality



Improving Lead Quality

» Drive more inbound leads

¥ Attract the right website visitors

¥ Nurture leads to the next step



Attract the RIGHT visitors

Leads from Social Media
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Attract the Right Visitors

REFERRER VISITORS ™ LEADS CONV. %  CUSTOMERS
Google [search] 5,432 311 4.84% 6
blog.hubspot.com 5,838 832 14.25% 8
twitter.com 1,176 78 6.63% 0
linkedin.com 881 a4 10.67% 0
facebook.com 664 85 12.8% 1

indeed.com 533 2 0.38% 0



Lead Nurturing

Get leads to take the next step

it | Help Camimuraly | SEMmngs | LogalT

HUbSPPE e —_—

Dashiboard = z FromoTe FEDars

m Welcome Campaign Enabled Total Campaign B

Urngue Chcks: 0%
unsubsmbes: 0%

o

¥ Unique Clicks: 0% Unsuscrbes: 0% See your most important email-level
and campaign-level stats:

Unigue Clicks - How many redpients

| 2 Day Email
) - Ty i "_ ) ) dickeed an a ink in your emal?
& Unigue Clicks: 0% Unsuhscrbes: 0% Unsubsoribes - How many recpients

unsubscnied from fulbure amail
cammuracation?
Aty don't Lses my goen rate

'i.'i!i 5 Day Email
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How to Provide
More Lead Info



Provide More Lead Information

¥ Glve sales a more complete picture

¥ Show the activity on each lead

¥ Customize follow-up to activity



ead Detalls

Analytics

e Conversicns Graph

[=ad Detail

Lead Summary  Activily Dotadls | Forms Submitted | Lead Details  Geographis Details  Salesferce.com

Bill Smith Aetivity Summary
Coenpany 480 dhifigE - Ferara
Bernithgdabe com Giearch Marketiong Analytics skt

Camntridee, Massachusetts 02142 Wi Conwersians Gragh

£17-555-2446 (phone)

Lead Detall

[zt |ead datail:]
Imad Bummary  Artipty Details  Porms Seheitted  Lead Detadls Geographae Details  Salesforce, cam
Pages Visited
Page Date
Hiome 02-01-2008 @ 12:51 PM
Eome 03-01-2003 & 01:43 P
Home 02=01-2000 @ 01: 52 PM
e Pracycts 02=01-20080 § 0548 PM
HubSpot Saftwane 02-01-2002 £ 0548 Fr
Home 02-01-20080 @ 0543 PM
3 I [ r P 5 Pradacts D02-01-Z003 & 0543 P
tiiSpet Softwarg 02-01-2003 @ 0543 F
Hiew's 0Z-08-2003 O D1:41 &AM
MNews Covarans OZ-08-2303 £ 01:41 &AM
Herng 02-06-2008 § 61: 57 &M
SEO 101 Wakinar OZ-06-2003 & D157 AW

Feietiari




Salesforce.com or Other CRM

Found Site Via  Google Search for online Webszite Vigits 3
marketing webinars
First Visit  4/28/2008 Average Page 5§
Views
Recent Visit 582008 Total Page Views 16
IP Location  Country: UNITED STATES Unigue Pages 15
Region; FLORIDA Viewed

City: JACKSONVILLE
Zip Code: 32099

12P: FON.COM
Domain: FON.COM
Timezone Cornversion Events 2
Lead Detail  hitp Vstats hubspol com First Conversion = 4/28/2008
[app=Opent eadDelailsas . i
First Conversion  Form: Webinar Download
Event

Recent Conversion 852008

HubSpDt

MARKETER Dashboard Search Marketing Analytics Webhsite
Wigw Conversions Graph Lead Funnel Companies Lead Murturing™ "
Lead Detail

Lead Summary  Activity Details Forms Submitted Lead Details Salesforce.com

YMiew Salesforce.com Opportunity

Status: Closed Wan
Converted to an Opportunity on 11/18/2008
Cpportunity closed on 11/20/2008

Lead Owner: Buck Flather (bflather@hubspot.com)




How to Measure
Lead Close Rates



Closed Loop Marketing Measurement

¥ Track leads all the way through sales

¥ Tie website visitors to closed deals

¥ Tie closed deals to lead sources or
campaigns



Measure the Lead Funnel

— 11054 Visitors

1200 Leads

53 Opportunities

7 Customers

Type Count Conv. %
Visitors 11,054

Leads 1,200 10.86 %
Opportunities 53 4.42 %
Customers 7(13.21 %



Track Visitors, Leads, Sales

[ B Views [ B MewVisitors | = Repeat Visitors [ Il Leads (in hundreds) v B Customers
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Track visitors. Track leads. Track customers.

HubSpt



Measure Campaign Effectiveness

Visits from All Campaigns
R E [ ol Campaigns

160,000 A E. I organic Search

Referrals
140,000 4 — :
Marketing Events [ % |
I Paid search

1=0,000 7 E Should go to pingomatic Mar 31, 2009 7:11:00 PM

Direct Traffic
Pingomatic usage! Mar 31, 2009 7:15:00 PM

b 100,000 7 . Email Marketing
o First blog post ever! Mar 19, 2009 6:24:00 &AM
== . .
&0,000 Test Article To Be Sent To Facebook  Mar 9, 2009 9:25:00 AM I Social Media
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Which Offers Convert Better?

HubSpDLt

MARKETER Dashboard Create Cptirmize Fromote Convert Feports

Landing Pages

Build and analvze landing pages

200 820,024 226,028 27.67%

MUMBER OF LANDING PAGES TOTAL PAGE VIEWS TOTAL FORM SUBMISSIONS TOTAL CONVYERSION RATE

Create New Landing Page

PAGE MAME PAGE WIEWS SUBMISSIONS CONVERSION RATE

Marketing Analytics 101 Webinar ZEE1 1297 50.84% Duplicate Get URL View/Edit Page
Marketing Detox: Getting Off Google AdWaords PPC Cr 6399 2614 40.85% Duplicate Get URL View/Edit Page
Marketing eBook 523 34 6.5% Duplicate Get URL View/Edit Page
Marketing in a Recession \Webinar o092 3200 E2.53% Duplicate Get URL View/Edit Page



Analyze Each Channel

Visits from All Campaigns
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Analyze Each Channel

Leads from All Campaigns
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Analyze Each Channel

Customers
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Analyze Each Channel

Yisits
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Analyze Each Channel

Leads from Social Media
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Traditional Marketing

Marketing - Sales

Problems:

* Duplicate leads

* Limited lead information
* No feedback from sales



HubSpot Closed Loop Marketing

e de-duplicate leads

e Import to CRM
r\- lead intelligence

Marketing Sales

U/

. contact info & status updates
e closed loop data to analyze




HubSpot Closed Loop Marketing

* Improve Marketing
* Increase lead gquality

« Learn which marketing programs are working
and which aren't

 Increase marketing ROI

* Improve Sales
* Help sales prioritize leads
* Help sales make warmer calls
 Increase sales close rate
* Increase sales ROI




www.HubSpot.com/Free-Trial
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