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INTRODUCTION 



As the Internet age continues to expand, so too does the average consumers 
aversion to traditional marketing. With products such as satellite radio and 
DVR making offline efforts easier to ignore, consumers no longer have to 
tolerate frustrating and interruptive marketing tactics. Consumers now rely on 
the Internet to do their research on products and services; they actively seek 
out products and services that they need, rather than passively interact with 
products outbound marketing platforms point them to. !
!

It is imperative to develop an inbound marketing process for your clients that 
capitalizes on these new trends in consumer behavior. An effective inbound 
marketing process will provide your clients with a cheaper, more efficient, and 
more compelling way to grow traffic, generate leads, convert leads into sales 
and analyze data in a way that guarantees repeatable, continuous success.	
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INBOUND: 
AVG COST/LEAD: 
$143 SOURCE: HUBSPOT, 2011 

 
OUTBOUND: 
AVG COST/LEAD: 
$373 

Inbound marketing costs 62% less  
per lead than traditional, outbound marketing.!

Introduction	
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CHAPTER 1 

SHIFT FROM OUTBOUND 
TO INBOUND 
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B2B marketers are shifting their budgets toward inbound marketing. "

“I WILL INCREASE MY INVESTMENT  
IN THIS MARKETING TACTIC THIS YEAR.” 

INBOUND 
OUTBOUND 

More than half of marketers increased their inbound marketing budget in 
2011. The average budget spent on company blogs & social media has 
nearly doubled in last two years. The numbers do not lie. Marketers are 
moving away from “interruption-based” forms of traditional marketing. !
!
	
  

SOURCE: MARKETINGSHERPA, OCTOBER 2010 

Inbound marketing tactics like SEO, blogging, social media, website lead 
gen and lead nurturing are more cost-effective than traditional forms of 
outbound marketing. Marketers are shifting their budgets, and seeing 
results. These tools and strategies will be on the mind of SMB marketers 
you talk to. Use the following assessment structure and conversation guide 
to accurately diagnose prospect need the for your inbound marketing 
services, and in doing so, qualify yourself as an expert ready to help. 	
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Shift from Outbound to Inbound"



The needs of your clients and prospects 
are likely simpler than their own self-
diagnosis. They don’t need a social 
media strategy – they need more traffic. 
They don’t need a redesign to attract 
more customers  – they need landing 
pages to generate leads. !

Traffic Generation"
We need better SEO in place on our website.!
We have no social media presence.!

Website Lead Generation"
Our bounce rate is too high.!
We need to redesign our site to appeal more to our customers.!

Turn Website Leads into Customers"
We’ve got a spam problem.!
Our newsletters are not productive.!

Website and Campaign Analysis"
We don’t have any benchmarks in place.!
We need to do a audit of our site to fix what’s not working.!

Below are the four core services of inbound marketing, and the client/
prospect statements that frequently ladder up to larger needs. These are 
what you’ll need to be able to discuss, offer and deliver in order to be 
relevant as an agency in the inbound marketing space. !
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Shift from Outbound to Inbound (cont)"

Y 
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CHAPTER 3 

THE STORY OF YOUR 
VALUE-ADD 



A p r o p e r i n b o u n d m a r k e t i n g 
assessment is  part education, part 
opportunity identification. For this 
conversation to go well (and we are 
suggesting it is a conversation), you will 
need to combine these two elements. 
Doing so wil l help your prospect 
understand their needs and see you as an 
expert equipped to help them seize the 
opportunities they just learned about.!

First, assess their current online 
marketing activities and second, 
based on what they may or may not 
be doing, help them understand how 
the inbound marketing methodology, 
along with your services and 
expertise, can help turn challenges 
and shortcomings into opportunities 
and points of leverage for their 
business. !
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The Inbound Marketing Assessment"

W 
2 
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CHAPTER 4 

THE KEYS TO AN EFFECTIVE 
DIALOGUE 



!

Ask Questions"
Probe as often as you can, and get them talking. Pain is 
greater when self-diagnosed.!
 

Provide Value"
Know statistics. Have some best practices ready. Once 
you identify a need, teasing a strategy out with your 
prospect on the fly will position you as a credible expert 
ready and equipped to help.!
	
  

Paint a Picture"
Inbound marketing is a process, and auditing their 
online marketing strategy and website in a logical order 
will establish that you know how to make all the pieces 
work together. Start with expertise and end with their 
goals. !
	
  

!

Know Their Goals"
Do not start this process without knowing their goals. 
Whether growth-minded and part of a larger strategy, or 
just marketing-focused, knowing your client or prospects 
goals will help you give inbound marketing and your 
expertise a powerful context.!
 

Keys to an Effective Dialogue"
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CHAPTER 5 

GAMEPLAN FOR A  
SUCCESSFUL MEETING 



Generating a higher volume of traffic for a website is like baking: your client 
or prospect will need lots of complimentary ingredients to get a good result. 
Meaning, there is no one tactic that will produce results on its own; rather it’s 
a set of tactics and tools working together.  While “yes” to one or two of the 
questions in the following pages could indicate some degree of online 
marketing savvy-ness – true ROI comes from all the pieces working together. !
!
3 Key Components of Traffic Generation "

Social media is an effective way to not only create 
exposure and drive traffic for a business online, 
but it is a proven way to engage with prospects 
and generate leads.!
	
  

If a business is not ranking well for the words that 
describe their products and services, then they are 
not going to get found for those words by potential 
customers either. !
	
  

Prospects, customers and search engines all love 
the content generated through blogging: 
prospects because it helps them understand what 
a business does; customers because it helps 
them stay up to date, and search engines 
because each post represents another page that 
they can index for a specific topic.!
	
  

Website Traffic Generation"
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SEO 

BLOG 

SOCIAL 



What to Ask:"
• Do you have an SEO Strategy?!
• Do you currently rank well for key industry terms, and how do you 
maintain that ranking?!
• How often do you perform keyword research?!
• How often do you analyze your websites pages to identify whether 
they're optimized effectively?!
!

What to Look At:"
• Do their page titles have keywords that reflect what they do?!
• Does their site architecture give proper long tail 
acknowledgement to their unique services and industries?!
• Ask them what they do, in 4 words or less, and see how they 
rank for that phrase. !
• How do their competitors rank for that phrase?!
!

Search Engine Optimization 
Maybe your prospect knows about SEO, maybe not. Regardless, use the 
questions and information below to convey how mission-critical good rankings are 
to online marketing. 
 
!
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Questions to Ask:"
•  Do you have a blog?  !
•  How often do you post blog articles? !
•  What percentage of your employees post blog articles to your blog?!
•  Are your blog posts optimized for search engines? !
!

What to Look At:"
• Do they have a blog?!
• Does that blog reside on their website?!
• How often do they post?!
• Who in their company posts articles?!
• Are their posts keyword centric and optimized?!
!
!

Blogging 
Is your prospect blogging? Maybe they are, but they’re not doing so frequently 
enough or in a way that maximizes SEO. Or maybe they’re not blogging at all 
because time is an issue. No matter the reason,  the questions and data below 
will help you convey that a website without a fully-optimized blog is poorly 
positioned to drive traffic and leads. 
 
 
 
 
"
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What to Ask:"
•  Is your company using social media to build brand awareness, 

engagement and traffic? !
•  Are you driving and tracking leads generated in social media?!
•  Do you have a company Twitter account? !
•  Do you have a company Facebook page? !
•  Do you have a company LinkedIn page? !
•  Do you monitor social media for mentions of your brand name, important 

keywords and competitors? !

What to Look At:"
•  Do they have social media icons on their website?!
•  Do they have a Facebook account? If so, how many fans to do they 

have? Is there good engagement on their page?!
•  Do they have a Twitter account? If so, how many followers do they 

have? Does what they share get retweeted?!
•  Do they share their website content and expertise in industry-relevant 

LinkedIn groups?!

Social Media  
Your prospect having active social media accounts on platforms like 
Facebook, Twitter and LinkedIn is no longer a ‘nice to have’ – it’s a ‘must 
have.’ The questions below and data will help you convey not only how 
important social media is, but also how it folds into the larger strategy of 
inbound marketing. 
!
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CONCLUSION 

PITCH STRATEGY+REPORT 
RESULTS, SOFTWARE    
CAN HELP 



Website Lead Generation"
!
!
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M 
Two things should be implied and 
discussed here: first, that an effective 
marketing website should be generating 
leads on a consistent basis, and second, 
if a site does in fact generate leads, the 
rate at which leads are generated should 
be improving each month. So while a 
prospect of yours might be able to quote 
a historic figure, or point to an offer or 
two they have live, can they show 
month-over-month ROI on those offers? 
Can they chart improvement over time? 
Likely not. And of course, if they can’t 
say that either of those things are 
happening for their website, then it is a 
stagnant, unproductive entity. Prime for 
the loving touch of an experienced 
inbound marketer. !
!
Use the following questions, statistics 
and talking points to probe and create 
the need for your websi te lead 
generation services. !



Key Questions:"
• Do you generate a larger number of leads via your website in most months? !
• What percentage of your website visitors convert into a lead?               
(Typically: 0 - 7%)!
• How many offers (eBooks, whitepapers, webinars) do you have available on 
your website?!
• How many active landing pages do you have on your website? !
• How often do you build and launch new calls to action to drive traffic to your 
landing pages? !
• Do you generate inbound sales leads directly from organic search engine 
traffic? !
• Do you generate inbound sales leads directly from social media traffic? !
• Do you generate inbound sales leads directly from your blog traffic/readers? !
• Do you generate inbound sales leads directly from pay per click traffic? !
!
!

What to Look At:"
• Are there content, webinar or consultative offers being made on the home 
page? Being offered on child pages, or elsewhere?!
• Do those offers begin downloading immediately, or does clicking take you to a 
landing page with a form?!
• Are these offers compelling?!
• What other types of forms are on their site?!

20 
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CONCLUSION 

PITCH STRATEGY+REPORT 
RESULTS, SOFTWARE    
CAN HELP 



Turn Website Leads into 
Customers"
!
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;
 

If the traffic they are driving to their site isn’t 
qualified, you can bet that the resulting leads (if 
any) will be junk. How will they be able to tell 
this? Feedback from their sales folks most likely.  
If the traffic is good, and they are still not 
converting website leads into customers, than 
something is fundamentally wrong with the top of 
their online marketing funnel, and the offers and 
email nurturing processes that comprise and 
support it. It’s likely that more lead nurturing is 
required. !
!
Drip email campaigns should be deployed in 
these instances to continue educating leads 
around their needs and how your prospects 
products or services fulfill those needs. 
HubSpot’s data shows that little of this is done, 
and for those that do it, the sequences and 
content of the campaigns very seldom line up 
correctly with the leads point of origin.!

;
 ;
 



Top of the Funnel (TOFU): "
Something educational and related, but !
not directly about your product/service"
Examples: Whitepaper, Contest, eBook, Give 
Away!
!
!
!
Middle of the Funnel  (MOFU) : !
Something that both educates and introduces 
the product/service"
Examples: Webinar, Case Study, Product Fact 
Sheet!

!
!
!

Bottom of the Funnel: "
Something that gets a lead on the phone with a 
sales rep"
Examples: Demo, Consultation!

What to look for:"
•  Do the website offers they have indicate a sales funnel?!
•  If you have downloaded some of their content, are you receiving 

automated emails and followup? !
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Key Concept: The Online Sales Funnel"



What To Ask:"
• What percentage of your website leads convert into customers?             
(Typically: 0 - 25%)!
• How often do you send email marketing messages? !
• Do you segment your email marketing lists and send different messages to 
different segments? !
• Do you use automated lead nurturing? !
• How many different lead nurturing campaigns do you have setup? !
• Does your web analytics notify you/your sales team when a lead is visiting 
the website? !
• Does your website analytics track which pages your individual leads view? !
• Does your website analytics track the traffic source/marketing activity/
campaign for each lead? !
• Have you defined the profile/demographics/characteristics of an ideal lead? !
• Do you have a service level agreement between marketing and sales that 
governs the quantity and quality of leads you need to generate each month? 
If marketing/sales aren't separate people/teams, do you have a lead quality/
quantity goal?!
• Does your sales team connect with your leads via their social media profiles 
on Twitter, LinkedIn & Facebook? !

24 
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CONCLUSION 

PITCH STRATEGY+REPORT 
RESULTS, SOFTWARE    
CAN HELP 



Growth implies consistent improvement, 
and any executive or business owner 
wanting to embrace inbound marketing as 
a way of achieving growth needs to 
understand that it is, like everything else, a 
process. By covering all the preceding 
opportunities, you’ve positioned yourself 
as the expert that will guide them and their 
team through that process. Make it clear 
that finding the pieces of the strategy that 
w o r k b e s t t o g e t h e r w i l l r e q u i r e 
e x p e r i m e n t a t i o n , a n d t h a t s o m e 
experiments will be homeruns, and others 
won’t. !
!
Explain that the continuous analysis of all 
i n b o u n d e f f o r t s , n o t t o m e n t i o n 
understanding of relevant inbound and 
industry benchmarks, will enable fast 
failure and concerted efforts focused on 
what is proving effective. They won’t reach 
their goals overnight, but regular reporting 
and application of insights and lessons 
learned by an inbound expert will get them!
!

Website and Campaign Analysis"
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What to Ask:"
•  Do you track your traffic sources? !
•  Do you track which traffic sources convert into leads? !
•  Do you track which leads convert into customers? !
•  Do you track the traffic source/marketing campaign for each visitor, lead 

and sale? !
•  SEO - down to keyword!
•  PPC - down to campaign/keyword!
•  Email - by campaign!
•  Social Media - by site!
•  Other campaigns (Online banner, email sponsorships, etc) !
•  Do you track your social media follower counts/reach on Twitter, Linkedin, 

Facebook, Youtube? !
•  Do you track comments, inbound links and page views for each individual 

blog post you publish?!

27 
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CONCLUSION 

PITCH STRATEGY+REPORT 
RESULTS, SOFTWARE    
CAN HELP 
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Conclusion"
Make these points. Ask these questions. Doing so will educate your 
prospects and get them thinking about how they're going to really leverage 
their website and internet marketing most effectively to grow their business. 
In the process, by articulating best practices, you will establish your own 
credibility in three ways. !
!
One, because you have a process. Most agencies do not have a process. !
!
Two, because you are asking them questions they have never been asked 
before. How do you track ROI? How are you going to generate leads? Most 
likely, the web design firm, their PR firm, those folks have never asked 
these questions. By asking, you separate yourself from the pack. !
 !
Third, and probably most importantly, you are setting yourself up to close a 
retainer. Once they see the amount of effort, technical expertise, and 
marketing expertise required to execute on an inbound strategy, they will 
want to hire you for an ongoing engagement. !
 !
Instead of selling yourself, which you are inadvertently, what you really sell 
through the Inbound Marketing Assessment is the value of a proven 
process. Your process, and the value your process will deliver. These 
elements combined will clearly portray you as a thought leader in the 
space, and a qualified resource for inbound marketing campaign execution. !
!
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Learn about our Agency Partner Program 

 
     hubspot.com/partners 


