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Report Methodology

* Follow-up to our 2009 report

* 231 new responses

* Diverse range of industries

* Many different size companies

e Full report: http://hub.tm/Inbound2010




Major Findings in 2010 Report

1.

Inbound marketing delivers lower
cost per lead than outbound

marketing

Social media and blogs are
expanding in the marketing budget

Businesses close real customers
with social media and blogs



Inbound Marketing
VS

Outbound Marketing



Inbound 1s 60% Lower Cost Per Lead
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Inbound Marketing i1s More Effective
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Outbound Marketing Is Less Effective

Cost Per Lead Rating

Telemarketing - 2010 38% 28%

Telemarketing - 2009 48% 22%
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Inbound Marketing Is More Important

Sources of Leads That Have Become More Important in the Last 6 Months
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Trends in Budgets
and Spending



Outbound Spending Decreasing

2009 Lead Generation Budget 2010 Lead Generation Budget
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Inbound Marketing Budgets Increasing

2010 Inbound Marketing Budgets Compared to 2009

60%
50%
40%
30%
20%
10%

Percentage of Respondents

0%

HubSppdt

4 51%

37%

12%

.

Higher No Change Lower

Change in 2010 Inbound Marketing Budget

Source: survey of hundreds of businesses: HubSpot.com/ROI



Success Drives Investment in Inbound

Why Businesses Are Changing Inbound Marketing Budgets
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Small Companies Do More Inbound %
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Telemarketing, Paid Search Decrease

2009 Lead Generation Budget
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Changes in
Business Blogging



Blogging More Often Drives Results

Blog Post Frequency vs. Customer Acquisition
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Most Business Blogs Post Weekly
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Changes in
Social Media Marketing



Changes In Social Media Landscape
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Social Media Is for Leads and Sales

Percentage of Companies Using Specific Social Media
Channelsand/or Blogs Who Have Acquired a Customer From

ThatChannel
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Soclal Media is for B2B and B2C

Percentage of Companies Using Specific Social Media Channels
and/or Blogs Who Have Acquired a Customer From That
Channel
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The Best and Worst
from 2009



“Best Things” from 2009
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“Worst Things” from 2009
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How to Put All the Pieces Together?

d.j.k. on flickr




HubSpot Puts the Pieces Together

Get Found Convert Analyze

+ SEO + Landing Pages + Marketing Analytics
+ Blegging + + Lead Tracking & Intelligence + + Competitive Analysis
+ Social Media + Lead Management + Lead Scoring

HubSEHL



What's HubSpot?

 All-in-one Marketing Software
* Over 2,100 customers In 3 years
» 110+ employees, lots of MIT grads

TechCrunch '@Het  @heNautlork@imes  ©Read/WriteWed  [TATTOLID

Grketmgﬁherpa VMarketmngfS The Boston Globe MaShable THE WALL STREET JOURNAL.

NNNNNN -

The Social Media Guide

zﬂ'ﬂﬂ L OEFICIAL 2008 100
Int.era.ctlve HONCREE WHATS NEXT FORUM & Most
s iNER Marketing IPACT AWARD Influential

- Awards = 2009 m}'g%‘,ff " .-..

AWARDS . 0 ;‘!
@ 008 AWARDS
MALIST

Fﬂwmiﬂ] ad’ tech T = & IVEVLY

= R e

MashupAwards



Blog & Social Media

HubSEHt
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Search Optimization

B * Keyword Grader
w= = | e Link Grader
| ——1° Page Grader




Lead Generation

Lead Detail

Lead Summary  Activity Details Forms Submitted Lead Details

|  Landing Pages
* Lead Intelligence

Springfield, Vermont
(802) 363-6772

o ccorCo * L ead Alerts

edit lead details
CIMNotify me about this lead's future visits.

u u |} u
From: notifications@hubspot.com [mailto:notifications@hubspot.com] . V I S Ito r I rOfI I I I l g

Sent: Wednesday. March 04, 2009 5:50 PM
To: Chris Johnson
Subject: Lead visiting the website!

John 2 Gonnabi

John Z Gonnabi from EZ Rider, one of your leads, has just visited your web site again.
View complete details for this lead.

Stop email alerts for this lead.

Stop all email alerts for all of my leads.




Competitor Tracking

MEDIUM pl Dashboard Create Dptimize Promaote Convert Reports

Competitors

How are your competitors doing on ey marketing metrics ?
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Marketing Analytics

HubSppt

MEDIUM Repaorts

raibe Fainll = G
Visits for All Sources
See how different sources have driven visils, leads, and customers to your site

Select date range; 1w 2w 1m 3m 6m 1y custom ¥

Sep 18, 2009 - Oct 2, 2009
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Totals for Sep 18, 2009 - Oct 2, 2009

SOURCES WISITS  VISIT TO LEAD  LEADS  LEAD TO CUSTOMER  CUSTOMERS  WISIT TO CUSTOMER
Organic Search 6,452 3.6% 230 0% [u] 0%

Referrals 12,140 119 1,382 0.229% 3 0.02%

Paid Search 1,611 8.3% 134 0% [u] 0%

Direct Traffic 39,948 1.4% 557 0.54% 3 0.01%

Email Marketing 6,571 149 948 0.11% 1 0.02%

Social Media 1,368 5.6% 76 0% [u] 0%

Other Campaigns 11,392 25% 2,800 0% o 0%

Host | Help & Community | Settings | Logoff

Organic Search
Referrals
W raid Search
Direct Traffic
Email Marketing
B social Media

B other Campaigns

mm ] Yisit to Lead
E [] Marketing events

* Assess the effectiveness of your marketing on a
campaign-by-campaign level
* Optimize resource allocation to maximize sales



Proven ROI by 2,100+ Customers

Cilk Arts Increases Leads 500%

- Makana Solutions 3x Leads, 2x Conversions

- \ocio Pays for HubSpot 30x Over with New Leads
Objective Management Group Grows Leads 360%

Bridge Group Doubles Online Leads

www.HubSpot.com/ROI



Free trial of HubSpot:

www.HubSpot.com/free-trial
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