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How Can Your Services Impact Your Client’s Business?

Inbound Marketing Traffic Calculator
Enter your inputs ca|cu|at°r results appear Note: Achievement of desired results is dependent on your company's
. . . implementation of the full HubSpot Inbound Marketing Methodology over a
n belge shaded in orange shaded boxes period of time. Use this calculator to set goals.
Enter your monthly revenue goal.
er How much new monthly booked revenue do you plan to generate from Inbound Marketing? h
4
New monthly revenue: $25,000.00 IEnter as 3 whole number. Example: 5000
Enter the % of new revenue needed from inbound marketing.
OQ'\' What Percentage of this revenue do you need to book from Inbound Marketing 35 opposed to other sources of leads & new customers?
What's your average revenue per new customer or new account? h
] .
‘}eﬂ Avg revenue per client: $12,000.00 Enter 35 3 whole number. Example: 750
Monthly New Customers: 1i5
Calculate number of monthly leads needed to support new customer goal.
What's your lead-to-customer conversion rate? What's your Goal? A
eQb Current Goal
& Lead-to-customer rate: 1.0% 2.0% Enter as a decimal. Example: 5% =.05
Monthly Leads Needed*:| 146 | 73 | *Depends on Conversion Rate
Calculate monthly traffic needed to generate required number of leads.
What's your visitor-to-lead conversion rate. What's your goal? A
Q‘o Current Goal
< - .
3 Visitor-to-lead Conversion: 1.0% 5.0% Enter as a decimal. Example: 4% =.04
Monthly Visitors Needed"‘:| 14,583 I 1,458 I *Depends on Conversion Rate

Credit: GregElwell of B2B Inbound
& Peter Caputa of HubSpot

Download:
http://www.hubspot.com/partner-program--inbound-marketing-calculator
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How Can Your Services Impact Your Client’s Business?

Traffic Blogging

Leads Offers, Landing Pages, CTAs

Sales Automated Lead Nurturing
Improvement Over Time Closed Loop Marketing Analytics
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Why Blogging is So Critical to Growing Traffic

55% More Website Visitors for
Companies That Blog

2,500

97% More Inbound Links for
Companies That Blog
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Blogging = More Indexed Pages = More Traffic

Visits vs. Indexed Pages

1-20 21-50 51-100 101-200 201-500
Indexed Page Count
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More Offers + More Landing Pages = More Leads

Leads vs Landing Pages

||I|||”|||"

1 2 10 11 14 15 17 18+
Number of Landlng Pages
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Better Email Marketing + Lead Nurturing = More Sales

* According to an MIT Study with InsideSales.com, 78% of
sales that start with a web inquiry go to the company that
responds FIRST!

* According to Focus, it is only in the last third of the
buying process that prospects actually want to engage
with a sales representative.

» Of those surveyed by sales lead expert Mac Macintosh,
23% had bought the product or service they were
iInquiring about within 6 months. The other 67% still
Intended to purchase, but were not yet ready.

* According to DemandGen Report, nurtured leads
produce — on average — a 20% increase in Sales
Opportunities versus non-nurtured leads.
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Closed Loop Marketing Analytics = Improved Marketing

Effectiveness

Visits for All Sources

See how different sources have driven visits, leads, and customers to your site

Select date range: 1w 2w 1m 3m 6m 1y custom¥ Mar 1, 2010 - Mar 11, 2011

[ organic Search

500,000 5 Referrals

Paid Search

400,000 -
Direct Traffic

Email Marketing
300,000

Visits

Social Media

200,000 Other Campaigns

| Visits v

- Visit to Lead
(e Marketing events

100,000

0 - | Add Marketing Event |
Mar 2010 May 2010 Jul 2010 Sep 2010 Nov 2010 Jan 2011

VISIT

TO LEAD TO VISIT TO
SOURCES VISITS LEAD LEADS CUSTOMER CUSTOMERS CUSTOMER
Organic Search 364,271 3.2% 11,788 1.5% 182 0.05%
Referrals 769,537 7.4% 56,958 0.62% 355 0.05%
Paid Search 300,246 7.4% 22,179 0.48% 106 0.04%
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Closed Loop Marketing Analytics = Improved Marketing

Effectiveness

Select date range: 1w 2w 1m 3m 6m 1y custom¥ Mar 1, 2010 - Mar 11[ 2011

40 - B8 Al sources

[ organic Search
Referrals

30 A i

B Paid Search

[ Direct Traffic

D Email Marketing

B social Media

20 A

Customers

. Other Campaigns

10 4 | Customers v

= Visit-to-Customer

rtial .
(§:talf) (e Marketing events
0 - | Add Marketing Event |
Mar 2010 Apr 2010 May 2010 Jun 2010 Jul 2010 Aug 2010 Sep 2010 Oct 2010 Nov 2010 Dec 2010 Jan 2011 Feb 2011 Mar 2011

Totals for Mar 1, 2010 - Mar 11, 2011

VISIT

TO LEAD TO ¥ VISITTO
CAMPAIGN VISITS LEAD LEADS CUSTOMER CUSTOMERS CUSTOMER CUSTOMERS
email-20100810a-seo 5,171 31% 1,593 1.1% 18 .35% |
email-20100623a-wbw 8,762 32% 2,818 .39% 11 .13% I
email-20100504a 1,540 36% 562 1.6% 9 .58% |

0 HubSpdt
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“You Can’t Have One without the Other”

Blogging

Lead Generation

Lead Nurturing/Email
Marketing

Closed Loop Marketing
Analytics

SEO
Social Media
PPC

Email Marketing

Advanced Content

Website + CRM Integration
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Service Offerings: Tactics vs Process

HubSpot Inbound Marketing Methodology

hradhonal SISl A. Get Found
press

redo .~ GiME e

adverbising” s = S
ww""';;monegbrad \direch.

9nore gon0

presence SOC!d B. Convert
lﬁ’f;:;";:‘Shows %o belemarkeblng
man I. Convert Visitors to Leads (via Landing Pages)
7 evenbs dienb — _cold II. Convert Visitors to Leads (via Website & Blog)
acbion send - barget II1. Convert Leads to Customers
Continue wmmsv
ook leads C. Analyze
ready
i I. Use HubSpot Every Day
1I. Use HubSpot Every Week

III. Use HubSpot Every Month

http://success.hubspot.com
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Service Offerings: Tactics vs Process

kunocreative

B & 5010 voUR BRAND. CAPTURE LEADS.
INBOUND MARKETING | WEBDESIGN | ABOUT US | BLOG

Inbound Marketing Lead Nurtul‘ing Campaigns

Search Engine Optimization X . .
Improve Lead Conversion With Lead Nurturing
Search Engine Marketing
Once you have created great offers, calls-to-action and landing pages, you need to
Content Marketing qualify your captured leads and pull them further through your sales funnel. Lead
Social Media Marketing nurturing gently moves your leads down the funnel by sending them further
information and useful offers periodically via e-mail. Using HubSpot's lead nurturing
Lead Conversion . . . e
tools you can automate the delivery of lead nurturing emails and present additional
Call to Action Graphics offers to your potential customers.
Landing Page Design
Lead Nurturing Campaigns The content of each e-mail needs to be relevant and not too "spammy”. As in a good
landing page, you should communicate the value of your offer and tell them how to get
HubSpot Partner it. Click throughs from your lead nurturing e-mails give you valuable insights into your

Pricing leads' preferences and how to proceed to convert them to customers.

Inbound Marketing
SUCCESS CASE STUDIES!
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Service Offerings Examples from Our Agency Partners

HubSpbt

Do Inbound Marketing for Me

Website Copywriting
Blog Article Writing
Premium Content
Video Production
On-Page SEQ
Off-Page SEO
Social Media
Email Template
Pay-Per-Click

Call to Action
Landing Page
Lead Nurturing

CRM Integration

Home Methodology Help & Support Forums Webinars

Integrate Your HubSpot with CRMs for Closed Loop Reporting
* |ntegrate HubSpot with your CRM so your Marketing and Sales efforts are coordinated and data is shared.

* Hire experts to integrate your HubSpot and CRM. Learn More.

Contact Providers

qhw" Change fste e | 590 Ot | el | Global Search -
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Activities Transactions Reports = Doc

http://services.hubspot.com
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Homework: Did You Complete the Marketing Agency Grader Yet?

Marketing Agency Evaluation

. Your overall grade compares vour current business against the ideal
Overall Grade: inbound rmarketing agency. It evaluates vour own marketing, vour financial
health, growth trajectory vs goals, vour skills and the services vou provide
to clients. The evaluation is size independent. You should work to improve
vour grade over a period of months.

Your Own Marketing Grade:

24 ¢ This is THE Process!

Your Financial Grade: This score v\ pmpares vour cash flow per emplovee against an ideal agency.
Your Sales & Growth Grade: This score tells vou how realistic vour growth goals are based on vour
O historic sales results, and evaluates vour sales process against best
practices.

Service Offerings:

These are THE Service Offerings!

28
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Homework: Did You Complete the Marketing Agency Grader Yet?

Does your website traffic increase in most months?
Is your company using social media to build brand awareness, engagement and traffic?
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, impg
Do you have a blog?

nt keywords and competitors?

How often do you post blog articles? . ThlS iS THE PI’OCGSS!
What percentage of your employees post blog articles to your e
Do you have an SEO Strategy?
How often do you perform keyword research?
How often do you analyze your websites pages to identify whether they're optimized effectively?
Do you track your inbound links?
Do you put effort into improving your current inbound links?
Do you actively build inbound links to specific pages with specific keywords as anchor text?
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%)

Service Offerings Evaluation

For each service below, enter the number of active retainer clients you're providing this service on an ongoing monthly basis.
On Page SEO
Off Page SEO
Blogging/Content Creation




Homework: Do You Want our Help?

* Write down your goals, plan,
challenges, timeline

» Complete the Marketing Agency
Grader

» Study the Methodology:
http://success.hubspot.com

* See you Monday.
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