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AGENDA 

Tool by Tool [30m]  

Goal & Timeline [15m]  

Marketing Report [15m] 

Analytics & Reporting Methodologies [5m]  

Assumptions & Goals [3m]  



ASSUMPTIONS     
& GOALS 
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My Assumptions 

You understand your marketing assets, 
resources & goals 

You spend 5-10 hours a week on 
inbound marketing 

You’ve attended our HubSpot Training 
Classes 1 

2 

3 



Our Goal: 

To learn how to analyze 

your marketing efforts 

& to make smarter 

decisions. 



2 
ANALYTICS 
METHODOLOGIES 



How to Analyze? 

Tool by Tool: day-to-day analysis of 
HubSpot’s moving parts 

Against a Goal & Timeline: stringing 
together strategies and syncing with 
particular analytics 

Create a Marketing Report: taking a step 
back to assess how your strategy is 
panning out 

1 

2 
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TOOL 
BY TOOL 

1 



Tool by Tool 

 Page Manager 

 Landing Pages 

 Blog 

 Keywords 

 Email 

 Calls to Action 

 Social Media 

 Contacts 

 Prospects 

 Lists 

 Workflows 

 Forms 

 You should always think critically about how you’re using 

 each of HubSpot’s moving parts. 

 Sources 

 Page Performance 

 Conversion Assists 

 Competitors 

Content Contacts Reports 
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WHAT QUICK WINS 

CAN I IDENTIFY & FIX 

IN THE SHORT-TERM? 



AGAINST A 
GOAL & 
TIMELINE 2 



Against a Goal & Timeline 

 Are you trying to hit a particular goal in a 

particular timeline? You should be. 



Specific: Significant, Simple 

Measurable: Meaningful, Manageable 

Attainable: Appropriate, Achievable 

4 Relevant:  Results-oriented, Realistic 

5 Timely:  Time-oriented, Time-based 

SMART Goal Setting 
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AM I HITTING 

MY CAMPAIGN GOALS 

ON A REGULAR BASIS? 



CREATING A 
MARKETING 
REPORT 3 



Create a Marketing Report 

 What kind of monthly, quarterly or annual reporting do 

 you do as a marketer? Where does HubSpot fit in? 



HOW IS MY 

MARKETING STRATEGY 

PANNING OUT? 
 

WHERE CAN I IMPROVE? 
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ANALYTICS 
METHODOLOGY: 
TOOL BY TOOL 



Tool by Tool 

 Page Manager 

 Landing Pages 

 Blog 

 Keywords 

 Email 

 Calls to Action 

 Social Media 

 Contacts 

 Prospects 

 Lists 

 Workflows 

 Forms 

 You should always think critically about how you’re using 

 each of HubSpot’s moving parts. 

 Sources 

 Page Performance 

 Conversion Assists 

 Competitors 

Content Contacts Reports 



Analyzing Numbers 

Analyzing Strategy  

1 

2 



 Content: Landing Pages 

 Am I getting enough eyeballs to these pages? 

 What is my submission rate? Shoot for 30-50%. 

 What is my new contact rate? 

 Do I have landing pages that match each stage in the 

buying process? 

What Questions Should I Ask Myself? 



 Content: Keywords 

 Do I have a list of target keywords? 

 What keywords are bringing me traffic each month? 

 What keywords are being recommended to me? 

 Do I understand the ideal ratio of high search volume 

& low difficulty score? 

 

What Questions Should I Ask Myself? 



 Content: Email 

 How do my click-through rates look? [3-5% average] 

 How do my unsubscribe rates look? [under 1%] 

 What links are the most clicked in each email? 

 If I have a recurring email, like a newsletter, how do my 

trending stats look, email by email? 

 

What Questions Should I Ask Myself? 



 Content: Calls to Action 

 Are enough eyeballs seeing my CTAs? 

 How does my data look? 

 Do I have CTAs for each of my landing pages? 

 Am I running any A/B tests? 

 Do I need to set up any “smart” CTAs? 

 

What Questions Should I Ask Myself? 



 Content: Social Media 

 How big is my social media street team? 

 How many people are engaging with my messages? 

 How often am I updating? 

 Am I scheduling out social media messages in 

advance? Am I using HubSpot to suggest times? 

 

 

What Questions Should I Ask Myself? 



 Contacts: Prospects 

 Are there irrelevant Prospects that I need to clean up? 

 How are Prospects reaching my website? 

 Is my sales team using Prospects? 

 Am I using ProspectMAX to create custom reports? 

 

What Questions Should I Ask Myself? 



 Contacts: Workflows 

 Am I hitting my Workflow goals? 

 Taking a look at my Workflow emails, how does 

engagement change as a contact is sent each 

subsequent email? 

 On an email-by-email basis, how are my CTRs? 

 

What Questions Should I Ask Myself? 



 Reports: Sources 

 Do I have bookmark reports set up? 

 What is the ROI of my marketing efforts – in organic 

search, email, social media, paid search, etc.? 

 Am I closing my customers? 

 What specific keywords are bringing me visits? 

 

What Questions Should I Ask Myself? 



 Reports: Page Performance 

 What are the most visited pages on my website? 

 Am I tackling on-page SEO? What needs to be fixed? 

 Do I have CTA buttons on the most visited pages of my 

website? 

 How is my social media activity, page by page? 

 

What Questions Should I Ask Myself? 



 Reports: Competitors 

 What is my Marketing Grade? Is it improving? 

 How do I stack up against my competitors in key 

metrics like Indexed Pages & Linking Domains? 

 Do I need to add any new competitors, or edit the 

information of current competitors? 

What Questions Should I Ask Myself? 



WHAT QUICK WINS 

CAN I IDENTIFY & FIX 

IN THE SHORT-TERM? 
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ANALYTICS 
METHODOLOGY: 
AGAINST A GOAL   
& TIMEFRAME 



  WHAT 

IS YOUR GOAL 

& TIMELINE? 



Inbound Marketing Funnel 

  

  

VISITORS 

LEADS 

CUSTOMERS 
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SMART Goal Setting 



Specific: Significant, Simple 

Measurable: Meaningful, Manageable 

Attainable: Appropriate, Achievable 

4 Relevant:  Results-oriented, Realistic 

5 Timely:  Time-oriented, Time-based 

SMART Goal Setting 
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Sources, the “Hub” of HubSpot 

Check Sources at least once per month. 



Drop in Organic Search?  More Visits 

Low Visit-to-Contact Ratio?  More Leads 

Increase in Contacts, but Contact-to-
Customer ratio is low?  More Customers 

Use Sources to Create New Goals 
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Inbound Marketing Funnel 

  

  

VISITORS 

LEADS 

CUSTOMERS 



AM I HITTING MY 

CAMPAIGN GOALS 

ON A REGULAR BASIS? 



Targeted, Goal-Focused Workshops 

http://academy.hubspot.com/hubspot-marketing-workshop-classes-registration-page/
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ANALYTICS 
METHODOLOGY: 
MARKETING 
REPORT 



PINPOINT 

MARKETING ROI 



Primary Questions to Revisit Each Month 

How are my website visits, source by source? 

How is my contact database growing, source by 
source? 

How are my customers growing, source by 
source? 
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Other Questions to Revisit Each Month 

How is my target keyword list? 

Do I have landing pages mapped to each stage of 
the buying process? 

What are my Visit-to-Contact and Contact-to-
Customer ratios? 

4 How big is my social media street team? 

5 
Are the most popular pages on my website 
optimized for both the users and search 
engines? 

1 

2 
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BUILDING A MARKETING REPORT 

  

 7 NUMBERS TO PULL 



 1: Visits by Source 

Reports: Sources 



 2: Leads by Source 

Reports: Sources 



 3: Funnel Summary 

Reports: Sources (compiled in Excel) 



 4: Paid vs. Organic Leads 

Reports: Sources 



 5: Top Blog Posts (by Page View) 

Reports: Page Performance (compiled in Excel) 



 6: Top Landing Pages (by Lead) 

Content: Landing Pages (sort by Submissions) 



 7: Lead Quality (MQL Count) 

Contacts: Lists 



 

CREATE AWESOME 

MARKETING REPORTS 



HOW IS MY 

MARKETING STRATEGY 

PANNING OUT? 
 

WHERE CAN I IMPROVE? 



We Have an iPhone App! 
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Follow Up in Our Workshop Office Hours 

 Let us review your work! 

 1st and 3rd Tuesday of every month from 3-4pm EST 

 Join here: academy.hubspot.com/workshop-office-hours 

http://academy.hubspot.com/workshop-office-hours
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QUESTIONS? 



THANK  
YOU. 


