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AGENDA

Why use HubSpot's enterprise reporting tools?
How to use the Contacts report
How to use the Companies report

How to use the Attribution Report



WHY USE HUBSPOT’S
ENTERPRISE REPORTING
TOOLS



Marketing is a data driven job.




We are constantly asked
why a particular marketing
effort worked or didn't.




Photo credit: / //



https://www.flickr.com/photos/fauxlaroid/8700179380/
http://foter.com/
http://creativecommons.org/licenses/by-nd/2.0/
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Enterprise reporting helps us solve this problem
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HubSpot Reports.
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Contacts Reports Attribution Reports Companies Reports




HOW TO USE THE
CONTACTS REPORT



View your entire contact database,
or a certain segment, based on the
Information that is most important to you.



228

CONTACTS REPORT



HOW TO CREATE A CONTACTS REPORT

Choose the conversion event that
your contact list completed.

Report on a list of contacts that you
want to learn more about.

Break the report down by a contact
property to see how this property

contributed to the conversion event.

Attach a revenue number to the
property by which you are breaking
down the report.

Count

Build your report

Fhooae o lont

[ First Referring Site - Twitter v “ Create a new list |

. [ Becarme a Marketing Qualified Lead... v l In | This year to date - |

- |On'gina|50urca'l'ypa x v |

81,130 contacts match the selected criteria.

Choose display options
Group contacts by

® Wesk

0 Month

|
—Braak this rapnct doven by the following contacts proparty (224500 @

Calculate the total value of the following numeric contact property (optional) @
‘=——I|ﬁiﬂ
e .




USE CASE #1

‘| want to see all the leads generated whose
first visit was through my blog”



HOW TO CREATE THIS
CONTACTS REPORT

List of leads who saw our blog
before any other page on our site

Show only contacts who became
leads, and in the order they did so

Break the report down by the source
of the leads first visit to our site

# Blog Leads - Month to Date

Count

T A My 2014 Jul 2014 Sep 2014  MNow 2014 Jan 201

Build your report

Fhocan o lies

| First Referring Site, First Page Seen, Original Source contains b... ¥ || breate s new list |

Became a Lead Data *|in is year to date -
il Jin |
363,230 match the criteria,
Choose display options
Group contacts by
Wieak
) Month
ak thi roperty (optional) @
I

Calculate the total valus of the following numeric contact property (optional) @

| A




TAKEAWAYS

How effective is our blog in
driving leads?

hich channel was most effective
riving people to the blog AND
rting them to a lead.

# Blog Leads - Month to Date

o [T o

%8 Mar 30

Ml AEDT Mayit My
Became a Lead Date

Jn®

Jun 22

-
'\Q Fitter table...

Chart Breakdown of Original Source Type Contacts ~  Sum of SLA Value Awg SLA Value
B  organic Search 55,105 171,473.38 311
ﬂ Direct Traffic 22,730 46,5568.01 208
B otrer campaigns 11,125 24,366.32 219
B sociaveda 7,041 20,446.18 2.80
B Retorais 6,213 18,703.42 3.01
ﬂ Emall Marketing 2,653 8,469.92 349
n Offline Sources 2,485 6,506.85 2.64
n Paid Search 14 52.95 378
Total 107,376 296,667.03 2.76

-
|
-

Goal Tracking

Report Actions

Refresh rapart

Edit list

Ermail this report
Export raport data
Export contacts to list
Clone report

Delete raport




/ Blog Leads - Month to Date

v [t | oo

ACTION ITEM

Based on this information you R T (arewe )
should be able to decide what B oomecsom s s an
hannels to use to promote your - i e ol kg
for better lead generation. B ovrcamonore e waes o e C
B sccaiveda 7,001 2084618 250
B otorrais 6,213 18,703.42 3.1 xt;s
[ JET 2,663 8,469.92 a1 Edit st
R s s o B—
B Padsearcn 14 5295 am ZT::::::WW
Total 107,376 206,667.03 278 Delte report




USE CASE #2

‘| want to see where my contacts are in the funnel ”



HOW TO CREATE THIS
CONTACTS REPORT

Build the report using a list of all the

# January Contacts by Lifecycle Stage

Create Date

contacts in your HubSpot account.

¥ Count
Build your report

| il contacts +|| creatmanewist |

Show all contacts by when they

%
were created in HubSpot.

Break down the report by the

88,699 contacts match the selected criteria.

Choose display options
Group contacts by

O Day

O Week

@® Month

Braak this_ranort dosn by the i property {optional) @

| Lifacycle Stage x v |

lifecycle stage of the contacts.

Calculate the total value of the following numeric contact property (opticnal) @

| A




TAKEAWAYS

Find the deficiencies in your
buyer’s journey

# January Contacts by Lifecycle Stage

Standard

Create Date

W

B B8

Curnulative

Subscriber

Opportunity

Marketing Qualified Lead

Customar

Evangelist

Othar

Property not set

Total

68,680

13,544

7,485

5372

2,237

1,415

217

98,962

Edit report

Goal Tracking
Daily
Save goal

Report Actions

Refresh repart

Email this rapart
Export report data
Export contacts to list
Clone repart

Delete repart

Repaort Details




ACTION ITEMS:

Focus your time on building out a
nurturing campaign that is
focused on driving conversion to
the lifecycle stage that is
underperforming.

Evaluate if you have sufficient
content to engage contacts at
stages where you are deficient.

# January Contacts by Lifecycle Stage

Standard Curnulative

Create Date

A

EEBEEBEBEE

Subscriber

Opportunity

Marketing Qualified Lead

Customar

Evangelist

Other

Property not set

Total

Contacts

68,680

13,544

7,485

5372

2,237

1,415

217

98,062

Goal Tracking

Daily

Save goal

Report Actions

Refresh report

Email this rapart
Expaort repart data
Expart contacts to list

Repaort Datails




IF YOU STORE FINANCIAL DATA IN
HUBSPOT

YOU CAN BUILD REPORTS WIT

IT.



INCLUDING REVENUE IN REPORTS

Calculate the total value of the following numeric contact property (optional) @

Total Lifatime Valua

3

Salesforce & HubSpot CRM

Total revenue
Recent deal amount
Associated deals

[+]
EEB8B8A8:

Contacts - Standard Cumulative

Breakdown of Original Source Type

Direct Traffic

Organic Search

Offline Sources

Social Media

Referrals

Total

Became a Customer Date

6,365.20

6,398.40

3,453.80

1,113.34

267.60

17,598.34

= Sum of Total Lifeti...

Avg Total Lifetime...

53.04

68.80

98.68

79.52

83.20

66.41

=
£ s
£
&
E I I I I
|
Sep Bap3 Sep 5 ST Eapd Bep 11 Sap 13 Eep 15 B 17 Sep 19 Eap 21 Bep 23 Sap 2§ Bap 27 Bep M

Report Actions

aaaaaaaaa

mmmmmmmmmmmmm




PRO TIPS.

Goals: If you're in the cumulative view, you can set a
goal line (like in the dashboard).

Contacts reports need to be refreshed either manually
or on a schedule.



HOW TO USE THE
COMPANIES REPORT



COMPANIES REPORT

Like the contacts report but developed for B2B




Figure out exactly how many companies in
your database segmented by any data
stored in HubSpot.



Do you store company data in HubSpot?



HOW TO CREATE A
CO MPANIE S RE PO RT / PM-Companies by Closed Date broken down by Account Name 01/

Report on the respective
‘companies” for a list of “contacts”

Report on contacts who have
completed a specific conversion &
event

| Close Date-Dama * | inf| 01/01/2013 - 12/31/2013 {monthty) -

-

285 companies match the selected criteria.

Break down the report by any Ghoose display options
% Group contacts by
property on the company record o wesk
)
For each breakdown, calculate = F o tmas ot i elowing sumarc cotact praperty GE1ona) ©
I Total Revenue x v

the total revenue. '




USE CASE #1

‘| want to report on the number of companies generated
from my marketing instead of individual contacts”™



HOW TO CREATE THIS
CO M P AN I E S R E PO RT / PM-Companies by Closed Date broken down by Account Name 01

List of all contacts in your
HubSpot database

Plot only contacts by the
property “close date”

I Close Date-Damo * | inf| 01/01/2013 - 12/31/2013 {monthty)

285 companies match the selected criteria.

Break down the report by the
name of the account associated < Gnoose display options

Group contacts by

| Weak

with the contact « bon

Braak this ranart down by the i ies property (opti L]

| Account Name

Ahotodaluslus of the, i ic contact property (optional) @

For each company calculate
the “total revenue”

Tatal Revenue




TAKEAWAYS:

Avoid a situation where a
company with multiple contacts
skews the perceived dollar value

As a marketer stay on top of your
largest accounts

/ PM-Companies by Closed Date broken down by Account Name 01/01/2013 - 12/31/2013 (Demo)

Companies -

40

Standard

Cumulative

a0
w
£
H
g. 20
o
10
o

Jan 2013 Feb 2013

Chart Breakdown of Account Name

SpinWeb

Bluetrain Mobile
e-profit

Horlzon Display
Prince Global Sports
Kyle & Irving

Big Thinkery

ACE Data Group, LLC
new breed marketing

Seon

ﬂ Total

Mar 2013

Apr 2013

May 2013 Jun2013 Jul 2013 Aug 2013 Sep 2013
Close Date-Demo
Companies = Sum of Salesforca...  Awg Salesforce To...
2 11,895.00 5,947.50
2 5,149.00 2,574.50
1 7,017.00 7,017.00
1 7,363.00 7,363.00
1 3,526.00 3,526.00
1 5,077.00 5,077.00
1 5,458.00 5,458.00
1 7,871.00 7,871.00
1 2,664.00 2,654.00
1 9,960.00 9,960.00
279 1,695,980.00 6,078.78

—
Oct 2013 Nav 2013 Dec 2013

a

Edit report
Goal Tracking
Daity -
Save goal
Raport Actions
Refrash report

Emnail this report
Export raport data
Clone report

Delete raport

Raport Details

List: All companies

Date property: Glose Date-Demo

Tirme ranga: 01/01/2013 to 12/31/2013
Last updated: Apr 22 2014 2:34 PM




ACTION ITEMS:

Consider reaching out to these
companies for potential case
studies

Run a referral program for some of
your top performing companies

Run a campaign to encourage
evangelism

/# PM-Companies by Closed Date broken down by Account Name 01/01/2013 - 12/31/2013 (Demo)

Companias -

g
H
E 20
o

10

o

Jan 2013 Feb 2013
Chart Breakdown of Account Name
SpinWeb

Bluatrain Mobile
a-profit

Horizon Display
Prince Global Sports
Kyle & Irving

Big Thinkery

ACE Data Group, LLC
new breed marketing

Seon

“To‘lnl

Standard

Cumulative

Mar 2013 Apr 2013

May 2013 Jun 2013 Jul 2013 Aug 2013 Sep 2013
Close Date-Demo
Companies =  Sumof Salesforca..  Awg Salesforce To...
2 11,895.00 5,947.50
2 5,149.00 2,574.50
1 7,917.00 7,817.00
1 7,363.00 7,363.00
1 3,526.00 3,526.00
1 5,077.00 5,077.00
1 5,458.00 5,458.00
1 7,871.00 7,871.00
1 2,654.00 2,654.00
1 9,960.00 9,960.00
279 1,695,980.00 6,078.78

Oct 2013 MNow 2013 Dec 2013

[Edit report

Goal Tracking
Daily -
Save goal

Report Actions

Rafresh raport
Email this report
Export report data
Clone rapart

Delete raport

Report Details

List: All companies
Date propearty: Close Date-Demao
Time range: 01/01/2013 to 12/31/2013

Last updated: Apr 22 2014 2:34 PM




USE CASE #2

‘| want to evaluate what channel brought in the most revenue
or the most companies”



H OW TO C R EAT E T H IS # PM-Companies by Closed Date broken down by Original Source Ty
COMPANIES REPORT

Count

List of all contacts in your

HubSpot database
Build your report
Plot only contacts by the p e - e
property “close date” Choosa 3 Comversion s and s porod
lG{clsa Date-Dama * | i J 01/01/2013 - 08/31/2013 {monthly) v|
Break down the report by the source
o o o o 5 Choose display options
of the original visit of the first contact € N
associated with your account o M

Break this down by the followi nies property (optional] @
4 Original Source Type x ¥ |
For each source calculate " l—._l e :m]-mrriccmmpmwtv[cpﬁnnauo

the “total revenue”
[ severpor |




TAKEAWAYS:

Understand which sources are

best at acquiring new companies.

Understand if quantity of
companies driven by a source
matches the total financial value.

# PM-Companies by Closed Date broken down by Original Source Type 01/01/2013 - 12/31/2013 (Demo)

Companies v Standard Cumulative
50
= ! =
40 |
-
B 30
g
E 20
10
o
Jan 2013 Feb 2013 Mar 2013 Apr2013 May 2013 Jun 2013 Jul 2013 Aug 2013
Close Date-Demo
Chart Braakdown of Original Source Type Companies - Sum of Salesforce...  Awn Salesforce To... Qa
Email Marketing a0 515,639.00 5,729.32 Elreport
Offline Sources 44 260,000.00 5,909.09 Goal Tracking
Organic Search 41 316,104.00 7,709.85 el M
Save goal
Social Media 29 163,367.00 5,633.34 -
Report Actions
Direct Traffic 27 168,149.00 6,227.74
Refrash report
n Paid Search 15 100,425.00 6,695.00 Email this repart
Export report data
Referrals 8 30,886.00 5,147.67 Clone roport
Delate repart
Other Campaigns 2 14,626.00 7,313.00
Report Datails
v Total 254 1,569,196.00 6,177.94

List: All companias




ACTION ITEMS:

Plan to invest your time and
money as a marketer in the
source(s) that is yielding the
highest financial reward.

7/ PM-Companies by Closed Date broken down by Original Source Type 01/01/2013 - 12/31/2013 (Demo)

Companies v Standard Cumulative

50

= ! =

40 I
w
& a0
[
]
g 20

10

a

Jan 2013 Feb 2013 Mar 2013 Apr 2013 May 2013 Jun 2013 Jul 2013 Aug 2013
Close Date-Demo
Chart Braakdown of Original Source Type Companies *  SumofSalesforce..  Avn Salesforce To... a

Email Marketing a0 515,639.00 5,728.32 Edi report
ﬂ Offline Sources 44 260,000.00 5,909.09 Goal Tracking
Organic Search 41 316,104.00 7,709.85 Daily -
Save goal
Social Media 29 163,367.00 5,633.34 e
Repart Actions
Direct Traffic 27 168,149.00 6,207.74
Refrash repart
n Paid Search 15 100,425.00 £,695.00 Email this report
Expart report data
Referrals 6 30,886.00 5,147.67 Clone report
Delate report
Other Campaigns 2 14,626.00 7,313.00
Repart Datails
v Total 254 1,569,196.00 6,177.94

List: All companias




HOW TO USE THE
ATTRIBUTION REPORT



il

_
ATTRIBUTION REPORT

Enterprise Attribution Reports



Report on contact interaction with your
website prior to a conversion event.



TYPES OF ATTRIBUTIONS

Choose an Iinteraction scoring type
Report on contact interactions with your website prior to convarsion.

% By URL - URLs of pages on your wabsite that confributed to convaersion.

# All interactions - All pages viewed.
First towch - First page aver viewead.
Last touch - First page viewead on the most recant visit to your site.
Last interaction - Tha page a contact comariad on.
First and last interaction - Tha first and last page viewed, with agual weaight givan to each page.

Simpla decay - Tha last six pages viewad, with mora waight given to mora recant pages.
By rafarmar - URLs of refarring pages that contributed to comarsion.

By source - Channals that brought a contact to your wabsita.




USE CASE #1

‘| want to know which blog posts directly contributed to the
conversion of a lead”



HOW TO CREATE THIS
ATTRIBUTION REPORT

Build the report using a

list of all contacts

Pick a conversion event of

“became a lead” or “recent
conversion date”

The page, internal or external that

Choose an Interaction scoring type
Report on contact interactions with your website prior to conversion.

() By URL - URLs of pages on your wabsite that contributed to conversion.

® By referrer - URLs of referring pages that contriputed to conversion.

immediately referred a visitorto €
the page they converted on

o A-l sessians - mensmal pages that referred a Cortact to your website.

i First touch - The first axternal page that referred a contact fo your wabsita.

0 Last touch - The extamal page that refarred a contact’s most recant visit.

@ Lastinteraction - The page that refarad a contact to the page they convertad on

O First and last touch - The first and last axternal page that referred contacts to your website.

0 Simple decay - The last six external pages viewed, with mora weight given to more recant pages.

() By source - Channels that brought a contact to your website.




TAKEAWAYS:

Know which blog posts are
doing the best job of
enticing visitors to click
through and convert on a
landing page

Find commonalities between
the posts that are leading to
conversions

Contacts assisted b4

=t
x
=

FILTER FOR THE

250 500 750 1000 1250

Breakdown by URL

httpzfblog. hubspot.com/

hitp=/bleg. hubspot.com/blog/tabid/6307/bid/1612...

hitp=/bleg. hubspot.com/log/tabid/6307/bid/3422...

1500

http2/blog.hubspot.com/blog/tabld/6307/bid/5492...

http=/bleg. hubspot.com/blog/tabid/6307/bid/3341...

http=//bleg.hubspot.com/subscribe

http2/blog.hubspot.com/blog/tabld/6307/bid/3393...

http=//bleg. hubspot.com/blog/tabid/6307/bid/2633...

http=//bleg.hubspot.comAimeless-marketing-wisdo...

httpz/blog. hubspot.comisacial-media-cover-photo...

Total

KEYWORD
“BLOG”

Contacts assisted

Contects assisted =

1.078

473

430

188

89,748

% of Contacts Score /100
2.0 0.8
0.9 0.5
0.8 0.2
0.7 0.2
0.6 0.2
0.6 0.3
0.5 0.1
0.4 0.1
0.4 0.2
0.4 0.1
52,975

Report Actions

Refresh raport

Email this repart
Export report data
Export contacts to list
Clone rapart

Delete report

Raport Details

List: All contacts

Attribution imple decay

Last updated: Aug 13 2014 6:04 PM




ACTION ITEMS:

Consider re-using high converting
blog posts in social media and
email campaigns to draw additional
traffic to them

Reverse engineer highly
converting blog posts to find trends
with the post type, offer type, or
combination that can be replicated.

Contacts assisted

URL

Chart

=

i}
8
o
B
o
g

1000 1250

Breakdown by URL

hitp=/blog. hubspot.com/

1500

hitp=/blog. hubspot.com/blog/tabid/6307/bid/1612...

hitp=Yblog. hubspot.com/blog/tabid/6307/bid/3422...

hitp=/blog. hubspot.com/blog/tabid/6307/bid/5492...

hitp=/blog. hubspot.com/blog/tabid/E307/oid/3341...

hitp=/blog. hubspot.com/subscribe

hitp=/blog. hubspot.com/blog/tabid/6307/bid/3393...

hitp=/blog. hubspot.com/blog/tabid/6307/bid/2633...

httpz/blog hubspot.comitimeless-marketing-wisdo...

http=/blog. hubspot.com/soclal-media-cover-photo...

Total

1750 2000

Contacts assisted

Contects assisted =

1,078

473

430

356

310

299

263

237

237

188

89,748

2250

2500

% of Contacts

52,075

750 3000 3250
Scora /100

0.8

0.5

0.2

3500 3750 4000 425
Q, blog
Edit report
Report Actions
Rafresh raport

Email this report
Export report data
Export contacts to list
Clone rapart

Delete report

Report Details

List: All contacts

Date proparty: Create Date

Time ranga: 06/01/2013 to 06302013
Attribution type: Simple decay

Last updated: Aug 13 2014 6:04 PM




USE CASE #2

‘| want to see the pages on my site that are influencing
my marketing qualified lead (MQL) conversions”



HOW TO CREATE THIS
ATTRIBUTION REPORT

Build the report using a

list of all contacts

Filter the conversion type is
“became an MQL” to ensure we €

are only reporting on contacts
who entered the MQL stage

Attribution to the last 6 pages

viewed before the MQL event. .

Became a Marketing Qualified Lead...  + | fn | 0801/2013 - 06/30/2013 (manthly)

4,848 contacts match the selected criteria.

Choose an interaction scoring type
Report an contact interactions with your website prior to conversion.

Higher weight being attributed to
the pages immediately before the
conversion.

@ By URL - URLs of pages on your website that contributed to conversion.

=Hilpages
(& First toueh - First page ever viewed.
&1 Last touch - First page viewad on the most recent visit to your site.
) Lastinteraction - The page a contact convarted on.
i) First and |ast interaction - The first and last page viewed, with equal weight given to sach page.

@® Simpla decay - The last six pages viewed, with more weight given to more recert pages.
&3 By referrer - URLs of refarring pages that contributed to conversion.

& By source - Channels that brought a contact o your website.




Contacts assisted

= URL i
E I | eprotiers ubepe. s 1,734
o o 250 500 750 1000 1250 1500 1750 2000 2250 2500 2750 3000 3250 3500 3750 4000 425
Contacts assisted
Chart  Breakdown by URL Contacts assisted = % of Contacis Score /100 a

Generatlng |ead5 |S |mp0rtant, bUt No visit data prior to Create Date 13,082 247 247 el repirt

Time range: 068/01/2013 to 06/30/2013
httpz/foffers.hubspot.com/how-to-use-google-plus... 1,431 2.7 2.2 Aftribution type: Simple decay

Last updated: Aug 13 2014 604 PM

generating quality leads is vital. @ rosmnmsoca oo s
Refresh report
n hitp/foffers.hubspot.com/the-sclence-of-twittes/fr... 2,147 4.1 3.4 ol hie ronen
n nttp:/foffers. hubspot.com/Mow-to-easily-create-fiv... 2,047 a8 28 Export report data
T h [ t . | | h th t. Export contacts to list
| S re p O r Wl S OW yo U e a C | O n S n http//offers. hubspot.com/free-trial 1.734 3.3 18 Clone repart
. . Dalet rt
peo p | e a re ta kl n g O n yo u r S |te http://offers.hubspot.com/generate-leads-using-fa... 1,695 3.2 25 B
Report Details
b efo re -th ey a re C O n S i d e re d a n M Q L ) n nttp:/foffers hubspot.com/mow-to-master-faceboo... 1,682 3.2 2.9 [
ittpz/foffers.hubspot.com/ t 1 k-fo... 1,450 27 25 Date proparty: Create Date
(]
(]

httpz/fwww.hubspot.com/products 1,136 21 0.4

Total 89,748 52,975




ACTION ITEMS:

Make the most influential pages
easier to access on your site by
providing more frequent and
accessible links.

Use the HubSpot page
performance tool to make sure the
pages with most influence are
optimized for conversion.

Find pages that are not
contributing (that should be) and
promote the pages.
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No visit data prior to Greate Date

http/fwww.hubspot.com/

http/offers. hubspot.com/the-sclence-of-twitter/fr...

http/offers. hubspot.com/mow-to-easily-create-fiv...

httpoffers. hubspot.comifree-trial

httpufoffers. hubspot.com/generate-leads-using-fa...
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Contacts assisted
Contacts assisted = % of Contact Scora /100
13,082 247 247
3,818 7.2 1.8
2,147 4.1 3.4
2,047 3.9 2.9
1,734 3.3 1.8
1,695 3.2 2.5
1,602 3.2 2.9
1,450 2.7 2.5
1,431 2.7 2.2
1,136 2.1 0.4
89,748 52,975
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Report Details
List: All contacts

Date proparty: Create Date

Time rangea: 06/01/2013 to 06302013
Attribution typa: Simple decay

Last updated: Aug 13 2014 6:04 PM




Try HubSpot Enterprise for yourself!

http://bit.ly/academy-trial




NEXT STEPS

Choose a type of enterprise report that you want to create
Use one of the examples to create your own report

Experiment by breaking the reports down by different
contact or company properties

Use the data to refine your marketing strategy



RESOURCES

How to use the Contacts Report [Help Doc]

How do | create an Attribution Report? [Help Doc]

HubSpot Enterprise Reporting Recipe Book



http://knowledge.hubspot.com/how-to-use-the-contacts-report
http://help.hubspot.com/articles/KCS_Article/Reports/How-do-I-create-an-Attribution-Report
http://academy.hubspot.com/Portals/137828/docs/hubspot enterprise reporting recipe book.pdf




THANK YOU
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