Inbound Marketing Workbook

Company:




Workbook Instructions for Marketing Agencies

This workbook is designed to help you identify your prospect’s sales and marketing challenges as well as their revenue growth goals.
Once you’ve identified those, this document will also help you co-create an inbound marketing proposal with your prospect.

By leveraging this workbook to conduct a thorough qualification, goal setting and planning process with your prospect, you should be
able to produce a proposal that is appropriate for each prospect, given their skills, resources, budget and goals.

To master this consultative sales and inbound marketing planning process, you'll also need to develop new processes, new service
offerings, new skills, as well as knowledge of the inbound marketing methodology and HubSpot software. We highly recommend that
you leverage inbound marketing to build your own business or the business of a current client, where you have the flexibility to learn as
you go.

In order to gather much of the data needed to complete this workbook, you will need to start a HubSpot free trial for your prospect. We
allow marketing agencies to start 30 day trials online: http://www.hubspot.com/partners/free-trial-client/

Agencies who have mastered this process have grown their business significantly, by converting more of their leads into customers and
signing up more clients for longer and larger retainers. hitp://www.hubspot.com/customer-case-studies/?Tag=partner+case+study

For additional training and to ask questions on how to use this workbook in your sales and consulting processes, register and attend a
live weekly question & answer session here: http://www.hubspot.com/partners/training-for-agencies/

If you're serious about adding inbound marketing services to your offerings, would like to earn commission from reselling HubSpot, and
would like assistance from HubSpot in developing your business plan and growing your agency, request a consultation with one of our
experts: http://www.hubspot.com/partners/marketing-agency-consultation-request/

Happy Inbound Marketing!


http://www.hubspot.com/partners/free-trial-client/
http://www.hubspot.com/customer-case-studies/?Tag=partner+case+study
http://www.hubspot.com/partners/training-for-agencies/
http://www.hubspot.com/partners/marketing-agency-consultation-request/

Workbook Instructions

This workbook is designed to help you create an inbound marketing plan that will help you achieve your sales and marketing goals.
Inbound marketing is the process of:

a) Attracting more traffic to your website

b) Converting more traffic into leads

C) Converting more leads into customers

d) Measure & analyzing each step for continuous improvement

Unlike other marketing and advertising expenses, inbound marketing is an investment that produces compounding results over time; As
you create inbound marketing assets like blog posts, landing pages, links and social media followings, they will help you attract traffic,
capture leads and convert leads into customers - every day into the future.

Throughout the document, there are exercises you should complete in order to start applying the inbound marketing strategies to your
business. Don’t be overwhelmed by the size of the workbook and the number of steps involved. Don'’t listen to anyone who says you
have to do this all at once. Depending upon the time you can devote or your budget, implementing everything in this plan may take you
3-months, 6-months or even a year.

If you’re not sure how to proceed while completing this document, seek out assistance from a HubSpot Certified Partner or HubSpot
Inbound Marketing Specialist. If you'd like inspiration or stories about how inbound marketing has been applied to many types of
businesses, review these case studies.

Once you commit full force to inbound marketing, you’ll discover that patience is not only a virtue, but it is also required. Most
businesses won’t get immediate results. This process takes time and you must be persistent. You will be successful if you keep
working at it.

Let’s get started!


http://www.hubspot.com/customer-case-studies/




Aligning Your Inbound Marketing Strategy with Your Business Goals

Your inbound marketing strategy and your website should be designed to help you achieve your business goals.

Below is a list of general goals that apply to most companies. Add any company specific goals to the list that aren’t already listed. Rank
the importance of each goal for your company where 1 is very important and 10 is not important. Also, mark off whether you have a

system in place to effectively track your progress as you improve the metrics for each of these goals.

Business Goals Importance Currently measure effectively?
Build brand or product awareness & buzz 12345678910 n/a -yes -sorta-no
Attract more traffic to your website 12345678910 n/a -yes - sorta - no
Convert more site visitors into leads 12345678910 n/a -yes -sorta-no
Convert leads into qualified sales-ready leads 12345678910 n/a -yes -sorta-no
Convert more leads into sales 12345678910 n/a -yes -sorta-no
Grow email database 12345678910 n/a -yes - sorta - no
Grow online ecommerce sales 12345678910 n/a -yes - sorta - no
Retain existing customers 12345678910 n/a -yes - sorta - no
Upsell or cross-sell existing customers 12345678910 n/a -yes -sorta-no
Other: 12345678910 n/a -yes -sorta-no
Other: 12345678910 n/a -yes - sorta - no
Other: 12345678910 n/a -yes - sorta - no




Benchmarking Your Current Sales & Marketing Metrics

Complete the table below by guesstimating your current key sales, marketing and website metrics. Since most businesses acquire
customers through other channels besides inbound marketing, complete the first column with your key monthly stats — including all

sales and marketing channels. Complete the second column with your website as the key marketing channel. If you do not know the
exact answers, guesstimate them.

Current — All Channels Current - Website

Monthly website visitors N/A

Monthly leads generated

Monthly customers acquired

Average revenue per customer

New monthly booked revenue

If you'd like to measure these metrics precisely, you can set up website analytics, lead tracking and closed loop marketing during a
HubSpot trial. Below is a screenshot of data from HubSpot’s customer acquisition rates and number from April 2009 to June 2009.

Customers for All Sources
See how different sources have driven visits, leads, and customers to your site
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Set Traffic, Lead generation and Customer Acquisition Goals

Next, . The calculator determines your traffic, lead and customer acquisition goals
based on your monthly new revenue targets. You'll plug in your revenue goals and your current stats (from the previous page) into the
calculator. The calculator will tell you how much traffic and how many leads you need to generate in order to hit your revenue goals. Itll
also help you evaluate which inbound marketing activities to implement first by letting you vary your lead to customer and visit to
customer conversion rates to determine your traffic and lead requirements. For example, if you improve visit to lead conversion rates,
you’ll need less traffic to hit your revenue targets: Therefore, it would make the most sense to create more offers, build landing pages
and prominently place calls to action on your website in order to convert more visitors to leads. With diligence, it is possible to increase
your visitor to lead conversion rate to 5+%. Most websites convert traffic into leads at 1-2%.

Inbound Marketing Traffic Calculator

Enter your inputs in | Calculator results appear in |Note: Achievement of desired results is dependant on your
. company's implementation of the full HubSpot Inbound Marketing
beige shaded boxes orange shaded boxes

Methodology over a period of time. Use this calculator to set goals.

Enter your monthly revenue goal.
~,  How much new monthly revenue do you plan to generate from inbound marketing?

New monthly revenue:l SlO0,000.00lEnter as a whole number. Example: 5000

Determine number of new customers needed to achieve monthly revenue goal.
a What's your average revenue per new customer or new account?

oy Avg revenue per client: 550,000.00|Enter as a whole number: Example 750
Monthly New Customers: 2

Calculate number of monthly leads needed to support new customer goal.
What's your lead-to-customer conversion rate? What's your Goal?

@Qﬁ Current Goal
K Lead-to-customer rate: 0.05 0.06|Enter as a decimal. Example: 5% =.05
Monthly Leads Needed*: 40 33|*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?
Qb' Current Goal
)

Visitor-to-lead Conversion: 0.02 0.06|Enter as a decimal. Example: 4% = .04

Monthly Visitors Needed™*: 2,000 556|*Depends on Conversion Rate

These traffic, lead and conversion targets will help you
decide the appropriate amount of resources (ie time and
money) to commit to inbound marketing activities. Since
inbound marketing is infinitely measurable and
somewhat predictable, setting goals now will also help
you to measure your monthly results against your goals,
allowing you to improve key metrics over time.


http://www.hubspot.com/Default.aspx?app=LeadgenDownload&shortpath=docs%2f2010-07-13-inbound-marketing-traffic-calculator-VV.xlsx

Define Your Ideal Lead or Customer

Define the criterion that helps you determine an ideal lead from a so-so or bad one. If you market and sell to other businesses, describe
the type of company. If you market and sell to consumers, define criteria that describe the individual. You may have multiple client
profiles that are ideal. If you do not know what these criteria are, you should take educated guesses. Over time, you will be able to
refine your profile based on data.

Example Descriptors Option 1 Option 2 Option 3 Option 4 Option 5

Industry

Sells to?

Number of employees

Location

Years in business

Job Title

Other:

Other:

Other:

Other:

Here’s an example of what your ideal lead profile might be after you’ve completed the table. This is data that HubSpot collects to qualify
a lead.

Example Descriptors Option 1 Option 2 Option 3 Option 4 Option 5

Industry Technology Manufacturing Professional Services Consumer services Marketing services
Sells to? Other businesses (B2B) Consumers (B2C)

Number of employees 1 2-5 6-10 11-25 25-100

Location North America South America Europe Asia Africa

Years in business <1 2-5 6-10 11-20 21+

Job Title Marketing IT CEO/Executive President




Define Your Buyer Personas

Many companies sell to more than one individual; multiple influencers and decision makers. It’s critical to attract all of the people
involved in the buying decision. For example, if you sell products or services to other businesses, there are usually influencers and
decision makers that have typical roles within your client’s company like CEO, VP Sales or Customer Services Manager. If you sell to
consumers, you might need to market and sell to different members of the family in different ways, such as children, spouses or even
grandparents.

Buyer Personas are your ideal client profile(s). List specific details about the person who will likely make the decision to buy your
product or service. Create a fictional stereotypical profile of this person - complete with name, age, gender, family, title, company role,
interests, skills, goals, and attitude -- the more detailed the better. Add as many buyer personas as needed. Add as many criteria or
descriptors as makes sense. You should review these profiles on a regular basis to make sure that your marketing actions are directed
towards the needs and desires of these personas.

Descriptors Enter Your Persona’s Information HubSpot Persona Example
Buyer Persona Name: Marketer Mary

Age: 30-45

Gender: Female

Family Information: Married. Two kids.

Role in Company: Marketing manager
Hobbies: Reading, Tennis

Job Frustrations Sales team is never happy. IT won’t help.
Other:

Other:

Other:




Competitive Benchmarking

Gather data about your competitors in order to uncover successful strategies you can emulate as well as how you can beat your
competition where they’re weak. Are they are using social media? Is their blog effective? How strong is their SEO? In the first row,
enter your own company’s information for comparison. Below that, enter the information for your competition.

Competitor’s Website | Website Search Pages in Traffic Inbound Blog Twitter Grade Facebook
Grade Rank Google Rank Links Grade Grade
Go to HubSpot's free Competitors
WWW-gl’adef-Com tOO'S and How are your competitors doing on key marketing metrics?
start a free HubSpot trial to
H WEBSITE WEBSITE MOZ TRAFFIC BLOG GRADE INBOUNMD DEL.ICIO.WUS GOOGLE KEYWORDS DETAILED REPORT ¥
qUICkly do a Complete GRADE RANK  RAMNK LINKS BOOKMARKS INDEXED IN TOP 100
competitive analysis. Below M PAGES
is an example screenshot @ © @ @ © @ o ©
from Competitor Grader,
avai|ab|e through a free www . kunocreative.com Q7 ) 01,342 96 1,875 6 147 144 Run Mew Report
HUbSpOt trial. www.mccordweb.com a3 5] 230,903 EXa Ie Data 2 Run New Report @
WWW.S00YCO.Com 82 6 7,924,875 p MN/A | Run New Report @




Keyword Research & Selection

Keyword phrases are words that your customers would type into a search engine such as Google or Bing to find a product or service
like yours. These can be very detailed phrases that describe your service or product, or a phrase that describes a problem that your
prospects might have. It's usually better for small businesses to choose keyword phrases that include multiple words. For example,
keyword phrases might contain geographical locations, such as a state or town name. You will use these keywords in a variety of
ways on your site, in your blog, via social media and for your lead generation offers. Use the table below to brainstorm keywords.

View the HubSpot keyword examples below to see how the thought process works.

Inbound marketing

Inbound marketing software

Inbound marketing help

Inbound marketing training

Internet marketing

Internet marketing advice

Internet marketing webinars

Marketing webinars

SEO

Search engine optimization

Search optimization

Search engine marketing

Lead generation

Online lead generation

Website lead generation

Inbound lead generation

Once you’ve brainstormed a list of keywords, you can use Keyword Grader in a HubSpot free trial to evaluate which keywords to focus
on. The ultimate goal of keyword research is to find relevant keywords that have high search volume, but low competition. You may

also choose keywords if you already generate traffic or rank well for them. The trial will help you identify these keywords.

If you’re having difficulty brainstorming, you can also use the HubSpot free trial to help you identify other keywords. You can enter your

competitors’ sites or a keyword, and the tool will suggest other keywords to consider.




Search Engine Optimization Checklist

Search Engine Optimization consists of 2 parts:

1. On-Page SEO is done as the website is built and may be modified over time if necessary to improve search engine results. Use
the checklist below for guidance as you implement your on-page SEO.

2. Off-page SEO involves getting other websites to link to your website. This is done after the website is live and should be an on-
going task. Follow these suggestions as you create your link building strategy.

On-Page SEO: Modifications to the pages on your website

O OoOoOoooo Od

Review web page components to ensure that the keywords are being used in the page title, headings, anchor text, alt text and body
copy.

Make sure the title is unique on every page and is 70 characters or less.

Make sure the meta-keywords tag focuses on the important keywords for that page. It should contain 10 keywords or less.

Your meta-description tag should contain marketing text with keyword phrases embedded. It should be 150 characters or less.

Add a Google xml site map.

Add HubSpot analytics tracking code to your website for benchmarking statistics. You will review them monthly.

Add a permanent redirect for domainname.com to www.domainname.com [This can mess up your web site if you do it wrong! So
please call a techie friend for help if you are unsure how to do this step!]

Make sure you use keywords in the link text when linking to pages within your own website.

Off-Page SEO: Links from external sources

o0 OoOooOood

Make sure all of your web pages are indexed in Google

Make sure your website is listed in free directories like DMOZ, and Zoominfo

Consider reputable paid directory Llistings, such as Yahoo!, Business.com or industry-specific directories

Using HubSpot’s Link Grader, see who links to your competitors and ask them to link to your website too

Organizational Links (.org) are considered to have greater value (i.e. chamber of commerce & other business organizations you
belong to)

Partner Links — exchange links with value-added business partners

Social Media and Social Bookmarking Links



Website Management & Content Creation

Frequently adding new content to your website is a critical component to your Inbound Marketing Plan. More content means more
opportunity to be found online and getting more pages indexed in the search engines for a wider set of keywords. Building your website
using a Content Management System allows you and/or non-technical employees to easily add new content, including new web
pages and a blog.

1. Review your website. Are there any pages you should add? Look at your competitors' websites for ideas.
2. Reference the list below to identify what pages you should add. List additional pages too.
a. About Company

Management Team
Company News
Careers

Resources

-~ o 2 0 T

Customer Testimonials

Partners

> @

Product & Services
Industries Served
j. Other?

k. Other?



Launching & Developing Your Business Blog

Blogging is an absolutely critical component of helping you achieve inbound marketing success. According to HubSpot data,
companies that blog attract 55% more site visitors, 97% more inbound links and 434% more indexed pages. Further, companies that
blog achieve 126% more lead growth than companies that don’t. Here’s a checklist of things to do when starting and planning your

blogging activities.

PwNPE

Subscribe to other industry blogs. Search on http://blogsearch.google.com for ideas, to subscribe and comment.
Make sure your blog is hosted on a domain name you control. (eg http://hubspot.com/blog or http://blog.hubspot.com)

At a minimum, post 1-3 articles per week. It's better to write several short articles than one long article.
Do not promote your product or service. Focus on your buyer personas and lead profiles and write about their needs and interests.

Educate your readers with your blog articles to passively position yourself as the expert

o

6. Listideas for your first 3 articles and then get writing!

Using the HubSpot blogging platform in a trial, use blog optimizer to ensure that your keywords are used in the right spots. Using
the HubSpot blogging platform in a trial, automatically promote your posts in via your social media accounts.

Blog Title/Topic

Author

Publication Date

Specific types of posts such as data,
infographics, how to articles and lists -
usually perform very well. But, you should
test to see which types of articles a) attract
more comments b) attract links c) get
shared via social media d) get the highest
readership. If you have a blog currently,
you can use a HubSpot trial to evaluate

ARTICLE

Google Launches New Search Interface: Google Instant
5 Educational Email Marketing Infographics
60 Proven Ways to Increase Your Online Marketing Influence

Mobile App Downloads Are The New Email Opt-in

Website Redesign SEO Mistakes to Avoid

PUBLISHED AUTHOR. COMMENTS INBOUND LINKS PAGE VIEWS

Today Kipp Bodnar
Today Kipp Bodnar
Today Jeanne Hopkins
Yesterday Kipp Bodnar

Carol

Yesterday Ortenberg

12

5

10

10

7

0

2

3

1

1,355
632
1,062

1,171

1,628

your current blog posts like the table shows.


http://blogsearch.google.com/
http://hubspot.com/blog
http://blog.hubspot.com/

Landing Pages & Lead Generation with Advanced Content

In addition to adding new web pages to your site and committing full force to blogging to attract more traffic to your site, you’ll also need
to create advanced content in order to convert more of those visitors into leads. Examples of advanced content include webinars,
presentations, podcasts, videos, whitepapers and ebooks.

ltems you’ve already created can be leveraged to help you start generating leads right away. A great way to convert traffic to leads is to
offer an item of value (your asset) in exchange for someone’s contact information via landing pages.

Landing pages are critical for turning a website into a lead generation tool. What will you offer to entice people to hand over
their contact information? Brainstorm and list your ideas here, as well as any advanced content assets you’ve already created:

Customer Pain Offer Title Type of Offer | Completion Date

HubSpot Example: Sales & Marketing Don’t Get Along | How to Improve Your Sales & Marketing Alignment Webinar

Pay-Per-Click ads, newsletters, web pages and blogs Canding Pages
can all direct traffic to a landing page. You should have  |sis ¢ anslyzepages with Forms
a different landing page for each offer, in order to 0
measure its effectiveness. See the screen shot below ?EQCF [ T{:{S%?;SS = ﬂ?{éf??m ?jif?f .
for an example of how different HubSpot offers
perform. HubSpot data shows that educational and
non-promotional offers perform better. HubSpot Free Trial 101,480 13,552 12.35% Free Tria
customer data also shows that customers with more
landing pages produce more leads and convert a
higher percentage of visitors into leads. You can use a
HubSpot trial to build and launch |anding pages. Whos Blogging What About Facebook eBook 53,654 27,675 51.58%

Create New Landing Page Search |

PAGE VIEWS ¥  SUBMISSIONS CONVERSION RATE LEAD NURTURING CAMPAIGN

Marketing Charts and Data 80,172 19,392 24.19%

Demo 65,907 2,308 3.5% Demo



http://www.hubspot.com/webinars/marketing-and-sales-alignment-webinar/

Setting up Social Media Accounts & Building a Following

Your intial focus when getting involved with social media should be to build relationships, have conversations, and establish
connections. Once you have a following, you can share links to your own content via your social media accounts, in order to drive
traffic to your website.

Twitter - Go to www.twitter.com, create a username and a very brief profile. Now you are ready to tweet! A few things to note:
1. Tweets are limited to 140 characters and should be meaningful and interesting to your buyer personas.

2. Follow others whose tweets are useful and informative, retweet these to your followers and respond to these comments too.
3. Use free Twitter clients (such as Tweetdeck) to organize who you are following into more meaningful groups.

LinkedIn - Go to www.linkedin.com and create an account. Complete your profile — aim for 100% completion! The more info you give,
the more likely you'll be found by others. Things you can do in LinkedIn to help build business relationships and promote your company
are:

1. Invite Friends / Trusted Colleagues into your network

2. Join Groups (you can join up to 50) — Ask / Answer Questions to show your knowledge

3. Request/write recommendations (remember social media is give and take!)

Facebook - Go to www.facebook.com and create an account. You need to create a personal profile first and then you can add a
business page. As with LinkedIn, the more complete your profile is, the more likely you’ll be found by others. Facebook tends to be a
little more relaxed and personal than LinkedIn, but you can still connect with colleagues, join common interest groups, engage in
discussions & build relationships.

RS Once you’ve set up your accounts, you can enter your accounts

into your HubSpot trial in order to begin tracking your reach.

110,000 I vouTubs

100,000 [ Facebook
I Tvitter
[ Blog

0 Leads

90,000 -
80,000 o
70,000
60,000
50,000 o

Total Reach

40,000
30,000
20,000
10,000 4

04

April May June July August September
(as of 09/08)



http://www.twitter.com/
http://www.linkedin.com/
http://www.facebook.com/

Social Media Monitoring

Once you have your social media accounts setup, you should start monitoring important keywords like your brand and product names,
as well as keywords you’ve identified through your keyword research process. It is important to monitor keywords across social media
platforms including Twitter, Facebook and Linkedin. However, other social media sharing platforms are important too, including Yahoo
Answers, Youtube, and of course, the blogosphere. Because of the number of sites and number of keywords that you should monitor,
you should use software to help you. You can use a HubSpot free trial to identify which words to monitor and begin interacting with the
people who mention them. This interaction should lead to traffic, leads and sales if done right. Enter the 10 most important keywords to
track for your business.

See the image to the right of how the HubSpot social media monitoring tool detects content containing keywords that are important to
HubSpot like “lead generation” and “inbound marketing”.

Social Media

Read the articles below and share those most relevant to your industry in order to become a leader online. Through the tool vou can post directly to Twitter or Facebook or take credit for interacting elzewhers.

Customize Your Keywords

ﬁ I have a client who wants to spend $20k per month on lead generation Social Media Accounts
ads: CPA, CPL, CPC, Co-Reg etc. Looking for a savvy Media Buye... Track Your Reach
2 Days Ago Help! What is Social Media?
Filters
. . . . B All
E Will Inbound Marketing reach a saturation just like Qutbound Marketing
these days ? ' Brand
% Industry
[#4 Blog
E What tools do you use to measure Social CRM efforts? u" Delicious
Digg
[0 LinkedIn
< Reddit
E What Social CRM solutions are there for (associations of) real estate Sphinn
brokers? Lithium? Jive? Other? X
o Twitter

*
£ Yahoo Answers




Social Media Schedule

Just like blogging, you should work social media into your daily schedule. Add it to your calendar and treat it like a meeting that you
absolutely cannot miss! In the beginning, it may help you to create a weekly schedule using the table below so that you can plan
ahead.

In social media, it's key to Do Something Every Day!

When you create a new blog post, tweet about it!

Comment on someone else’s blog

When you attend a live networking event, follow up with someone you met by connecting with them on LinkedIn or Facebook.
Read any interesting blog articles? See a good video on YouTube? Tweet about it. Share it on LinkedIn or Facebook.

Make recommendations on Linkedin.

Post a question or answer one



Email Marketing & Lead Nurturing

Build Email List — smaller, targeted lists is preferred over a large list of people who don’t want your newsletter

Leverage a HubSpot trial to send simple email campaigns to your opt-in list.

Use HubSpot’s integrated landing pages and email marketing database to email your new leads.

Use HubSpot’s lead segmentation to segment your leads according to the criterion you defined earlier.

Use HubSpot’s lead nurturing to automatically send a sequence of emails to send to new leads.

Keep emails or newsletters concise — with links to larger bodies of content on your website or blog. Ideally, promote new offers
and landing pages to get your email subscribers to raise their hand and opt-in to your sales process.

Create valuable newsletter content keeping in mind your business goals and your buyer personas

Create calls to action in your emails that drive traffic to your landing pages.

Make sure the “From” name is one your audience will recognize

Use attention getting subject lines

Test, test, test. Measure click through rates to determine how effective your content and offers are. Track your campaigns ability
to drive signs ups via HubSpot Sources and built in email marketing tracking codes. If you're using a 3™ party email marketing
tool, create tracking codes first and embed them in your emails.

Use this template to outline your first email campaigns and lead nurturing messages.

From: Frequency: (weekly, monthly)
Subject: Send on: (day of week)

Topic Call to Action Link to
1.
2.
3.




Pay-Per-Click Advertising

Organic ranking is greatly preferred over pay-per-click advertising for a couple of reasons. One being that organic ranking is free. Two
is that statistics show that people are more likely to click on organic links than advertisements. PPC advertising does have its merits in
some cases, such as a recent product launch where you need to get found immediately and don’t have the time to wait for organic
results. PPC ads can also be a great way to test out your keywords before implementing search engine optimization for them; you can
figure out which keyword phrases perform better using PPC and then use those phrases in your organic SEO strategy.

When planning ppc and online advertising campaigns, you should group keywords into campaigns and make sure that your landing
pages match your ads and keywords. In other words, ads should include the keywords the user enters into the search engine. Your
landing pages should include these words too. Use the table below to start planning campaigns for the offers you've created.

Ad Campaign/Group Keyword Offer/Landing Page

Be sure to have good analytics in place, so you can calculate the ROI on each ad campaign and keyword. Over time, you should invest
more in campaigns that produce qualified leads and customers and cut budgets for keywords and ads that don’t produce an ROI. View
the data below for a specific campaign with a set of keywords that performed well for HubSpot.

VISIT

TO LEAD TO
KEYWORD WISITS LEAD LEADS CUSTOMER  CUSTOMERS
social media marketing course nj 1 100% 1 100% 1
how to implement social media
. P 1 100% 1 100% 1
marketing
social marketing for business i S50% 1 100% 1

social media marketing facebook 2 S50% 1 100% 1




Measurement & Analysis for Continuous Improvement

There are many statistics that you can measure over time to determine how successful your Inbound Marketing Strategy is, and how to
improve your results. You should be checking your analytics at least monthly and much more frequently when you are tweaking and
improving ongoing activities or campaigns.

Probably the most valuable measure of success is your conversion rates. Your conversion rates indicate the number of visitors to your
website that became leads and the number of leads that became customers. You should measure conversion rates and overall
numbers from each traffic source incuding SEO, blogging, social media, ppc and email marketing. Then, you should evaluate which
activities to continue, tweak or stop based on what’s working and what’s not, as well as what can most easily be improved. Once your
HubSpot trial is fully setup, HubSpot Sources automatically measures and reports this data.

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¥ Jgn 1, 2010 - Jun 30, 2010

400,000 9%
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Skills Required for Inbound Marketing Success

Inbound marketing requires skills that you or your organization may or may not possess. Your organization may also need to develop
new skills. You may be able to achieve your sales and marketing objectives more effectively by outsourcing certain tasks, hiring an
inbound marketing agency to do inbound marketing for you, or hiring a coach or consultant to guide you as you do the work.

For each of the skills listed below, list the person/people in your organization who has these skills. If no one in your organization has
these skills, you should write that.

Skills Primary Resource Resource 2 Resource 3

Writing/Blogging

Analytical Skills/Data interpretation

Design & Layout

Messaging/Branding




Resources Required for Inbound Marketing Success

It should be obvious by now that implementing a successful inbound marketing strategy requires an investment of time and money.
Given your skills and goals, you'll need to estimate how much time you should spend on each activity, initially and ongoing. You may
choose to delay or skip specific activities based on your goals and budget. Consult an experienced inbound marketer to discuss how to
balance your goals with your budget and time. You may find that your goals are too aggressive given your time, or that you might need
to outsource more of your work in order to achieve your objectives.

Activity Initial Setup Time Monthly Time Outsourced Time

Goal Setting

Tracking Results vs Goals

Keyword Research

On Page SEO

Off Page SEO

Website Content Creation

Business Blogging

Social Media

Advanced Content/Lead Generation

Email marketing/Lead Nurturing

PPC




Software Required for Inbound Marketing Success

In order to effectively do inbound marketing, software is necessary. There are a variety of solutions for each of the capabilities listed
below. An integrated toolset that provides all of the capabilities below will enable you to most effectively and efficiently execute your

inbound marketing strategy.

Software/System

Yes — Inadequate - No

Current Tool

Attracting More Traffic

Yes — Inadequate - No

SEO Keyword Research

Yes — Inadequate — No

SEO Link Analysis

Yes — Inadequate — No

SEO Page Analysis

Yes — Inadequate — No

Blogging Software

Yes — Inadequate — No

Social Media Monitoring

Yes — Inadequate — No

Content Management System

Yes — Inadequate — No

Converting Traffic into Leads & Customers

Yes — Inadequate - No

Landing Page Builder

Yes — Inadequate — No

Lead Management Database

Yes — Inadequate — No

Email Lead Nurturing

Yes — Inadequate — No

Prospect Identification

Yes — Inadequate — No

Lead Intelligence/Tracking

Yes — Inadequate — No

Lead Segmentation

Yes — Inadequate — No

Email Marketing

Yes — Inadequate — No

Analysis for Continuous Improvement

Yes — Inadequate - No

Closed Loop Marketing/Website Analytics

Yes — Inadequate — No

Customer Relationship Management System

Yes — Inadequate — No

Blog Analytics

Yes — Inadequate — No

Reach Analytics

Yes — Inadequate — No

Competitive Analytics

Yes — Inadequate — No

Integration Points

Yes — Inadequate — No

Keyword Research and Web Analytics

Yes — Inadequate - No

On Page SEO & Content Management System

Yes — Inadequate — No

Keyword Research and Blogging Platform

Yes — Inadequate — No

Social Media & Blogging

Yes — Inadequate — No

Social Media & Lead Database

Yes — Inadequate - No

CRM Integration with Landing Pages

Yes — Inadequate — No

Landing Pages and Web Analytics

Yes — Inadequate — No

CRM Integration with Web Analytics

Yes — Inadequate — No

List Creation & Landing Pages

Yes — Inadequate — No







About HubSpot:

HubSpot provides inbound marketing software and training that helps small and mid-sized businesses:

Attract more traffic to their site via SEO, blogging and social media

Convert more visitors into leads via landing pages

Convert leads into customers via email marketing, lead nurturing, lead intelligence and crm integration and

Analyze and continuously improve results via lead tracking and website, blog, social media and closed loop marketing
analytics

PwNPE

While this workbook provides a roadmap to help you plan your inbound marketing strategy, you’ll need tools and additional
training and processes in order to implement it effectively. Fully leveraging a HubSpot free trial will help you see this firsthand.

Seek out assistance from a HubSpot Certified Reseller or HubSpot Inbound Marketing Specialist to help you complete this
worksheet and start your plan towards inbound marketing success.

Based in Cambridge, MA, HubSpot is a 160 person company with more than 3,000 customers. Learn more HubSpot.com



http://www.hubspot.com/

