
VISITS CAMPAIGN 
WORKSHOP 
 

We will be starting at 9:01 am ET.  

Use the Chat Pane in GoToTraining  

to Ask Questions! 

Must have a goal of new visitors. 

Attended the Blogging, Keywords & Social 
Media  Training Classes 1 

2 

INTERMEDIATE 



Sarah Bedrick 
@sbedrick 
#HubSpotting 



HUBSPOT VISITS WORKSHOP ARCHIVE PAGE 

http://academy.hubspot.com/pages-product-class/


ARCHIVE PAGES ACCESSIBLE IN HUBSPOT PORTAL 



1 Assumptions & Goals [2 min]  

2  What is a Marketing Campaign [5 min]  

3  Research: Identify Goals & Timeline [20 min] 

4  Design: Select the assets [45 min] 

5  Execute: Action Steps & Analysis [ 20 min] 

AGENDA 



ASSUMPTIONS & GOALS 1 



1 You’ve attended our HubSpot Training Classes 

2 You understand your marketing assets, resources & goals. 

3 You can spend 5-10 hours a week executing on a campaign 

ASSUMPTIONS: 



TODAY’S GOAL: 
To develop a strategic & 
customized Visits campaign. 

 



WHAT IS A  
MARKETING CAMPAIGN? 2 



Research: Goals & Timeline 

OUR INBOUND CAMPAIGN FRAMEWORK 

1 

2 

3 

Plan: Select marketing elements 

Execute: Action Steps 





What is an Inbound Campaign? 

 Paid Search 
 Examine Lead Quality 
 A/B Testing 
 On-Page SEO 
 Off-Page SEO 
 List Segmentation 
 Custom Lead Scoring 
 Create/Audit Buyer Personas 
 Blog  

 Import & Email 
 Social Media 
 Press Releases 
 Create MQL Definition 
 Guest Posting 
 Audit Email Marketing 
 Optimize Thank You Pages 
 Match Visits to Landing Page 
 CTAs in Blog Sidebar/Posts 

   It’s cherry-picking the right strategies to hit a   
   specific goal in a specific timeline 



What is an Inbound Campaign? 

 Paid Search 
 Examine Lead Quality 
 A/B Testing 
 On-Page SEO 
 Off-Page SEO 
 List Segmentation 
 Custom Lead Scoring 
 Create/Audit Buyer Personas 
 Blog  

 Import & Email 
 Social Media 
 Press Releases 
 Create MQL Definition 
 Guest Posting 
 Audit Email Marketing 
 Optimize Thank You Pages 
 Match Visits to Landing Page 
 CTAs in Blog Sidebar/Posts 

TODAY = VISITS GOAL. 



  FILL 
THIS OUT! 



RESEARCH: IDENTIFY 
GOALS & TIMELINE 3 



WHAT  
IS YOUR 
GOAL & 

TIMELINE 



SMART Goal Setting 



Specific 

SMART GOAL SETTING 
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Specific 

SMART GOAL SETTING – Inbound Style 
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Specific: Visits, Leads or Customers 
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Specific: Visits, Leads or Customers 

SMART GOAL SETTING 

S 

M 

A 

R 

Measurable: Provide a number 

Attainable: Understand benchmarks 

Relevant: Relates back to overall end goal 

T Timely: Include time-frame 



DESIGN: 
SELECT THE ASSETS  4 



WHAT  
ELEMENTS 

DO YOU 
NEED TO 
FOR THE 

PLAN? 



 Your Strategy Menu: 

 Paid Search 
 On-page SEO 
 Off-page SEO 
 Blog 
 Import & Email 
 Social Media 
 Press Releases 
 Guest Posting 

8 ways to get more visitors 

Consider what assets you will build. 



 Your Strategy Menu: 

 Paid Serach 
 On-page SEO 
 Offf-page SEO 
 Blog 
 Import & Email 
 Social Media 
 Press Releases 
 Guest Posting 

8 ways to get more leads 

Consider what assets you will build. 



   
 PAID  
 SEARCH 

            [considerations] 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

1 You have budget 

2 You have a shorter time-frame 

3 You understand PPC – or have the time to learn 



   
ON-PAGE 
SEO 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You understand keywords 

2 You have a short, mid or long-term time-frame 

3 You can access important on-page SEO details 



   
OFF-PAGE 
SEO 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You understand the importance of inbound links 

2 You have a mid or long-term time-frame 

3 You want to build authority for your website 



   
BLOG 
POSTS 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You understand the importance of inbound links 

2 You have a mid or long-term time-frame 

3 You want to build authority for your website 



Blog posts  
are assets. 



   BLOG 
 Evergreen “How to”: great for 

organic search 
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outbound links on your pages, as 
well as getting inbound 



   BLOG 
 Evergreen “How to”: great for 

organic search 
 Controversial posts: great for 

getting people’s attention 
 Research posts: great for putting 

outbound links on your pages, as 
well as getting inbound 

 Fun, light hearted posts: Great for 
social media. 



 
IMPORT & 
EMAIL 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You have contacts to email & marketing offer to pitch 

2 You have a long-term timeline 

3 You have enough content to create a workflow campaign 



 
SOCIAL 
MEDIA 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You have a short, mid or long-term time-frame 

2 You understand the cocktail party analogy 



 
GUEST 
POSTING 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You already have a healthy, consistently updated blog 

2 You have a short, mid or long-term time-frame 

3 You know how to research and curate a list of industry-specific blogs 



 
PRESS  
RELEASES 

1 

2 

3 

you have budget (but it can be affordable!) 

you have a short timeline 

you understand PPC best practices 

            [considerations] 

1 You have budget for paid services 

2 You have a short or mid-term timeline 

3 You have something to announce & know how to write a captivating press release 



COMBINE ALL OF THESE 



1 Blog about an industry leader, and mention them on Twitter. 
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1 
2 

3 

Blog about an industry leader, and mention them on Twitter. 

Ask Twitterverse or experts a question – and combine them all   

Combine related content – to turn it into an offer to post in social media. 

COMBINE ALL OF THESE 



EXECUTE: ACTION  
STEPS & ANALYSIS 5 



 
WHO  

WILL DO 
WHAT & 
WHEN? 



YOU ARE THE PROJECT MANAGER 





 ANALYZE AND MEASURE RESULTS 
    RINSE AND REPEAT 



FOLLOW UP IN OUR  
WORKSHOP OFFICE HOURS 

 Let us review your work! 
 Every other Tuesday from 4-5pm EST 
 Join here: academy.hubspot.com/workshop-office-hours 

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


HUBSPOT VISITS WORKSHOP ARCHIVE PAGE 

http://academy.hubspot.com/pages-product-class/


ARCHIVE PAGES ACCESSIBLE IN HUBSPOT PORTAL 



THANK YOU. 


