VISITS CAMPAIGN
WORKSHOP

s
Use the Chat Pane in GoToTraining
to Ask Questions!

Attended the Blogging, Keywords & Social
Media Training Classes

Must have a goal of new visitors.
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HUBSPOT VISITS WORKSHOP ARCHIVE PAGE

Watch the Class

AGENDA
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Research: lcentify 20 min|
Design: Selec

Execute: Action &
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Need help with your
inbound campaigns?



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

ARCHIVE PAGES ACCESSIBLE IN HUBSPOT PORTAL

HubSpht Dashboard Academy ~

Comparedto | @ LastMonth v | [Cinclude Offine Sources jokddachboard

Register for HubSpot Training

Buyer Personas: not complete

Millions of people use the internet every day. How can you make sure that the right ones find your site and like what they see
when they getthere?

In arder for your business to get found online by the right prospective buyer, you first need to define just wha that person is.
Building a strong model of this ideal customer, or Buyer Persona, is the key to successful Inbound Marketing. This class will
teach you how to research, build, and use your buyer personas to guide your Inbound Marketing strategy.

. Buyer Personas I've completed this

.Farms Cantmake this class? Check outthe archive.

: _
4. Landing Pages

. Calls-to-Action & Thank You Page
5. Keywords
7. Blogaing
. Contacts & Lists
. Email
10. Social Media
11. Prospects

12, Sources & Competitors




AGENDA

Assumptions & Goals [2 min]

What is a Marketing Campaign [5 min]
Research: |[dentify Goals & Timeline [20 min]
Design: Select the assets [45 min]

Execute: Action Steps & Analysis [ 20 min]



ASSUMPTIONS & GOALS



ASSUMPTIONS:

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



TODAY’S GOAL:

To develop a strategic &
customized Visits campaign.



WHAT IS A
MARKETING CAMPAIGN?



OUR INBOUND CAMPAIGN FRAMEWORK

0 Research: Goals & Timeline

Q Plan: Select marketing elements

Q Execute: Action Steps



Inbound Campaign Framework
Croate and exacuts your iNDound Marketing Campaign
within the cpecifisd imekns 0 reach your goal,

Research: Add your SMART marketing goal

Plan: Add the elements to be used in your plan (tools, resources, etc.)
Contact your account manager if needad.

Execute: Delegate action items
Who iz respensible for action itlems above and when?




What is an Inbound Campaign?

Paid Search Import & Email
Examine Lead Quality Social Media

A/B Testing Press Releases
On-Page SEO Create MQL Definition
Off-Page SEO Guest Posting

List Segmentation

Custom Lead Scoring
Create/Audit Buyer Personas
Blog

Audit Email Marketing
Optimize Thank You Pages
Match Visits to Landing Page
CTAs in Blog Sidebar/Posts

VVVVVVVVY
VVVVVVYVYVVY

It's cherry-picking the right strategies to hit a

specific goal in a specific timeline



What is an Inbound Campaign?

Paid Search Import & Email
Examine Lead Quality
A/B Testing

Create MQL Definition

Audit Email Marketing
Optimize Thank You Pages
Match Visits to Landing Page
CTAs in Blog Sidebar/Posts

List Segmentation
Custom Lead Scoring
Create/Audit Buyer Personas

VVVVVVVVY
VVVVVVYVYVVY

TODAY = VISITS GOAL.




Inbound Campaign Framework

Croate and execute your inbound Markating campaign
within e specified timeline to reach your goal.

.oooooooooooo>
Hesearch: Add your SMART markefing goal

Timeline: :

Plan: Add the elements to be used in your plan (tools, resources, etc.) I
Contact your account manager if needad.

Execule: Delegate action items
Whio is respensible for action items above and when? e
o —

Date Persan Action




RESEARCH: IDENTIFY
GOALS & TIMELINE



Inbound Campaign Framework
Croate and execute your inDound marketing campaign
within e specified fimekina fo reach your goal.

A o> WHAT
ESEANCN: T ma a

Timeline:

e IS YOUR
OAL &
TIMELINE

Execule: Delegate action items
Whio is respensible for action items above and when? e
N

Date Persan Action

Questions? B academy@hubspot com




SMART Goal Setting
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SMART GOAL SETTING

Specific
Measurable

Attainable

Relevant

Timely

QOO 60



SMART GOAL SETTING — Inbound Style

Specific
Measurable

Attainable

Relevant

Timely

QOO 60



SMART GOAL SETTING

9 Specific: Visits, Leads or Customers



SMART GOAL SETTING

9 Specific: Visits, Leads or Customers

@ Measurable: Provide a number



SMART GOAL SETTING

9 Specific: Visits, Leads or Customers
@ Measurable: Provide a number

Q Attainable: Understand benchmarks



Seftings

A sarsh Beorick (Host Ussr)

sowriricdiunspot oom

My Profila
My Emall Notifications

@tnmumhmwn
Product Emerpriss
Account ¥ 100483

Company & BINRg Info
socizl Medla Ssttings
Manags Lisars

Manzgs Ussr Notifications
application List
Entarpriss ssttings o
Goals

Updiata Cantar

ntegrations
Salastorca com Intagl
AP ALLEEE
Markstplacs app auth

Content

Dmezins of

Wsbstts ssttings o
Uitabsits Thams o
Virabstts Tamplsts o
Blog Emall Sattings §
URL Mappings

Goals

Prioritze your marksting goasls and start developing & comprehensive plan for achizving them. Want to leam how to s=t SMART

goalsT Attend our Gos| Planning & Strategy Cla

Set your long-term SMART marketing goal

My goal is | 2000 nEW | visits

|;| in| 4 |;| months

To reach your SMART gosl, you'll need at least MM new visits per month.

Set your monthly SMART goals

Visits | 7500 | per month

Customers.

o (L RO

G042

.20

e

=
0.0%
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Tiop S0%:
5,254
1.9%

100
13%

33

application

Contant Ssttings o
Contacts Sattings of
Reports Ssttings o

samin Links

Rapiace string Giobaily o

“Fiour Las? Month Top 509
Visks G042 5,254
WisiEs Corwersion Rase 0.2 1.8%
Leas 12 100
Leacs Cormersion Rate 0.0% 1%
Camstomers: o 33

Meiian
1.508
0.53%
14




SMART GOAL SETTING

9 Specific: Visits, Leads or Customers
m Measurable: Provide a number

Q Attainable: Understand benchmarks

Q Relevant: Relates back to overall end goal



SMART GOAL SETTING

Specific: Visits, Leads or Customers
Measurable: Provide a number

Attainable: Understand benchmarks
Relevant: Relates back to overall end goal

Timely: Include time-frame

QOO 60



DESIGN:
SELECT THE ASSETS



ELEMENTS
ey DO YOU
@ N EED TO

FOR THE

Hesearch: Add your SMART marketing goal o

Timeline: |

Plan- Add the elements to be used in your plan (tools, resources, etc.)
Contact your account manager if needed.




Your Strategy ;

to get more visitors

Paid Search
On-page SEO
Off-page SEO
Blog

Import & Email
Social Media
Press Releases
Guest Posting

YVVVYVYVYYVYYVYY

‘ @ Consider what you will build.



Your Strategy Menu:

8 ways to get more leads

On—iaie SEO

Import & Email

Press Releases
Guest Posting

VVVVYVYVYVYYVY




plumbing in puerto rico

1C ]

About 3,490,000 results (0.24 seconds)

Ads related to plumbing in puerto rico H

Puerto Rico Plumbing - Find 5-Star Rated Plumbers 5 E

www.senicemagic.com/ 8 cus
8

Backed By Our Senice Guarantee! <
1,548 people +1'd or follow ServiceMagic

Find Locally Rated Plumbers Now - Find a Plumber For a Remodel

QJ Plumbing - Aguadilla

G

(=

4

[ Ce R

Plumbers Near You | PlumbersMNearYou com ©2012 Google
www_plumbersnearyou.com/
Enter your zip code & find info on plumbers in your area. Search now.

Ads - Why these ads?
Mr_Rooter Plumbers Puerto Rico . i
puertorico.mrooter.com/ Expert Plumbing Services
Mr. Roater plumbers in Puerto Rico offer expert plumbing senices 24 hours a day, Mvu{.l\tanplumbingma_coml’. .
seven days a week. Call us for all your plumbing repair and maintenance ... Providing Emeargency Plumbing Repair
For Mortheastern, MA. Call Now!

Puerto Rico Plumbers | Find a Plumbling Contractorin PR

www.manta.com/mb_45_B82C705K_53/plumbing.../puerto_rico Mark Tap ObF'lumbfln Inc.
62 Plumbing Contractors Companies in Puerto Rico. Search or browse our list of v map um ber.com

" 1(877) 628 6023
plumbing contractors companies in PR by category or location. A+ Rating on the BBB

The Good Guys

+) Reading, MA 01867-1454
1(877) 628 5023

H Q J Plumbing Supply. Inc - Hormigueros, Puerto Rico (PR - Manta

[considerations]

1 You have budget

2 You have a shorter time-frame

3 You understand PPC — or have the time to learn

S XXTTTTERY

PAID
SEARCH



Page

http:ifacad

Detail - HubSpot Certification Program

envy. hubspot.com certification

@@ This month to date

<o FERRNENY )
#~ Back to Pages List

© Meta Description  thers is one problem with this page’s meta description dismiss a

9 Meta description is missing

1 1 ,961 TE"EEIE'E no meta description for this psge. All pages should have 2 unigue description fewsr than 150 characters in

Views from this month to date « Me escription i oo long
Meta desoription isn't too long -
« Meta description is unigue

~+ Meta desaription does not contain page title

Calls T ACtion  thers is one probiem with this page's calks to action dism

problem with this page’s calls to action dismiss 3 x
@ Page has no Calls To Action d
‘We Jid not find & HubSpaot CTA on this page. We recommend you have a CTA on every page. If you have 3 non-
HubSpot CTA, simphy dismiss this amor.

[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



Links

[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

) XXTTTTERY )

~~ OFF-PAGE

SEO



10 Ways to Make Your Leads Totally Hate Your Guts

Posted by

Fri, Aug 17, 2012 @ 08:00 AM ﬁ Comments
531

Bue @ INTRODUCTORY

384 A few months ago, we gave you some very

important advice on ho our site

3. Twect visitors despise you. Assuming you did the
17 opposite of everything on that list, you're
probably seeing those site visitors convert
g + into leads at a pretty nice rate. But that
presents a whole new set of problems ...
159 now, you have plenty of opportunities to
ﬁ Share make your leads despise you.

That's almost worse, isn't it? You take a
person from site visitor to lead, you think the next step is a new customer, and BAM, you do something to totally
grind their gears and fall completely out of their favor. So close. Sooo close.

If you don't want to experience the painful feeling of alienating those leads you fought so hard to get, reference
this list of stuff not to do to your leads once they convert. Opposite Day is in effect starting ... NOW!

1) Make it nearly impossible for leads to get their hands on your offer.

You might even consider gamifying the process, making the "Download" link bounce around your thank-you page
like a pinball so your lead has to really work to grab that ebook

[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«<.......

U Evergreen “How to”: great for
organic search



BLOG«<.......

U Evergreen “How to”: great for
organic search

L Controversial posts: great for
getting people’s attention




BLOG«<.......

U Evergreen “How to”: great for
organic search

 Controversial posts: great for
getting people’s attention

U Research posts: great for putting
outbound links on your pages, as
well as getting inbound




BLOG«<.......

U Evergreen “How to”: great for
organic search

L Controversial posts: great for
getting people’s attention

L Research posts: great for putting
outbound links on your pages, as
well as getting inbound

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




List Upload

No fie selected | Choose File ‘——

You can upload any CSV fie with a
header row, wih one column
containing an email address.

Message Subject

{{firstname}}, is Facebook part of your internet marketing strategy? R

Main Body Text

FontSze |+ S]]

2] FIRSTNAME

Do you use Facebook as part of your intemet marketing strategy? Facebook fan pages are a great way to
connect with your audience and prospects, and have real conversations with them

Here's some helpful information about Facebook's new Timeline update for fan pages

» How to get ready for the Facebook Timeline Fan Pages update
» How to change a tab image on timeline pages
+ How to pin a post to the top of your Facebook Fan Page

For a complete walkthrough on how to create a successful Facebook fan page in just 4 weeks, check out
the guide Stand Out on Facebook It's like the P90X of Facebook, without the sore muscles

I

IMPORT &

EMAIL

Let me know if you have any questions about the new Timeline fan pages, and good luck setting yours up!

[considerations]

1
2
3

You have contacts to email & marketing offer to pitch

You have a long-term timeline

You have enough content to create a workflow campaign



| W Published

x v| o# All channels v
k <oooooooo.

—
Status  Account Message Clicks P|

eCommerce Success Story : In the News, Inc. hitp:/fhub.a... 2
Primary link: hitp:/f'www hubspot. com/customer-case-studies/bi... 1

Great feedback on our blog article today - "Why Landing P... a7

Throw away your company's vacation policy - CBS News http...

Primary link: hitpu/fwww.cbenews.com/3301-500395_1682-57422675...
Throw away your company's vacation policy - CBS News http... .
Primary link: hitp:/fwww cbsnews.com/3301-500395_162-57422675... 9

.. WA

Throw away your company's vacation policy - CBS News http...

294

[considerations]

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

2 You understand the cocktail party analogy



w519

Kl Lke

254

o Tweet

g +
114

ﬁ Share

5 Actionable Skills to Improve Inbound Marketing Innovation

Posted by Pamela Vaughan

Wed, Aug 31, 2011 @ 07:00 PM

E Comments

This is a guest blog post written by Jamie Turner, founder
of the 60 Second Marketer He is an in-demand marketing
speakerwho is currently writing a book entitled “Go Mobile®
with Jeanne Hopkins, director of marketing for HubSpot.

I'm currently at Dreamforce in San Francisco reporting on
some of the new and innovative concepts that are being
discussed here. Dreamforce is hosted by Salesforce.com,
which is an unusually forward-thinking organization that was
recently ranked by Forbes as the most innovative company
on the planet.

As you know, innovation is the fuel that drives any successful
company. Oh, sure, there are other things that make a
company successful, like a great sales force, a terrific
marketing department, and a finely-tuned lead generation
program. But innovation is what keeps successful
companies one step ahead of its competition. Without if, the
company will gradually lose steam and, eventually, fade
away.

[considerations]

1
2
3

You already have a healthy, consistently updated blog

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

) XXTTTTERY )

GUEST
POSTING

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



Uninstall

IReach Online Press Releases
ko ) | By

i b
8§
PR NewSWIre : ENGAGE 0PPORTUNITY FveR

Higher <oooooooo.

visibility

iReach’

Reach 1,000+ websites instantly with iReach™,
PR Newswire's online press release distribution platform.

/
More ['
traffic
Distribute your content (press releases, white papers, blog posts, etc) online to over 1,000
|

websites including Yahoo and a numb iche sites, increase your SEQ & HCE
nt findal and use links in your content

Paid: $179 per press
release

SUPPORT
Ifyou want to distribute a blog post you wrote in HubSpot, its easy! iReach integrates with the

HubSpot Blog AP to automatically pull in your select ost
also adds HubSpot tracking code to the links in your content so you can track your IHSTALLS
- - 640 current
2 last seven days
We have I e i bSp vent APl 50 now you can see the impact of your

TAGS

neration.

For information on best practices and tips to use with your content,

[considerations]

You have budget for paid services
You have a short or mid-term timeline

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



COMBINE ALL OF



COMBINE ALL OF THESE =~ <o

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



COMBINE ALL OF THESE =~ <o

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

Cyrus Shepard @ CyrusShepard
4 Watch all previous SEQmoz Mozinars, for free:
seomozZ org/webinars#past

Retweeted by Rand Fishkin
Expand

(]
T
[{E]
=



COMBINE ALL OF THESE =~ <o

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

---@ Ask Twitterverse or experts a question — and combine them all



5 Top Breweries Tell Us Their Best Beers to Pair with
Dark Chocolate

Fosi=d by Saah B=drick
B ol [E o & eman amicie [ | (3] B+ i [

Wie wanted to know the best besrs to pair with 3 dark bitter chooolate mainhy
beczuss it is heslthizr - but soms of the best chooolates sre dark and many major
chooolsts distributors and chooolstisrs are beginning to add it to their repsrioirs.

Quslity dark chooolste can contzin anywhere from S0-B0% or more cocos - and
the more cocoa in the chooolats - the more bitter it becomes.

Wie figured who best to 3=k than soms of the top brewsries in the gams what their
best besr to pair with a3 dark chocolste is. Take a leok below and you'll find the
direct twests from the brewsries themsslves - and we know, this is soms good
information for the wpocoming holiday, Walentine s Day.

Cur Question: What is your best beer to pair with a dark
chocolate?

Responses:

magichat d A
shednck B it's mone on the biter sade, try Riareed o ewen Wi

deghishbear .
el L SheOnck Nl Say our Chacory St e 2Ty

e
steedinic ks Chr Gonzo mpenal Pocler is sofully good wy dark
E € had olate

SamuelAdamiBear .
Pebmpciens b Voull wanl sorrseteng with 5 s malk backbones, Frist
and sour Beers can be pared nicely as vwel

avbe : Brgew -
fskspdns k. Barrssy Flals Oatrseal 5100l has o skl s irst-5n 0o
balarc e e dark chocolsle biterness

er.

om all

(.........



COMBINE ALL OF THESE =~ <o

""' Blog about an industry leader, and mention them on Twitter.
"’@ Ask Twitterverse or experts a question — and combine them all

'"9 Combine related content — to turn it into an offer to post in social media.



EXECUTE: ACTION
STEPS & ANALYSIS



Inbound Campaign Framework
Create and execute your inbound marketing campaign
within e specified fiMeine to reach your goal.

Research: Add your SMART marketing goal o

Tieredine:

smmar——-g WHO
WILL DO
WHAT &

WHEN?

Execute: Delegate action items
Who i reeponGiDie for action #ems above and when?
Date Person BAction

©

_IETTTRTTES




YOU ARE THE PROJECT MANAGER




Design: Identify your Gampaign Assets
Take stock of what assets will be built. e.g. landing pages, emails, blog posts?

3 blog posts per week




ANALYZE AND MEASURE RESULTS
RINSE AND REPEAT

The Essential Step-by-Step Guide 1o Internet Marke

Ve v Comerrnae ot Tran Sememen s e —a et vty

| Sources

Views by Source
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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

Watch the Class

AGENDA

Assumptions & Goalsf2minl

3t is & Marketin
Research: lcentify 20 min|
Design: Selec

Execute: Action &

ant to attend this v

ant to re

Need help with your
inbound campaigns?



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

ARCHIVE PAGES ACCESSIBLE IN HUBSPOT PORTAL

HUbSp' t Dashboard Academy ~ _;‘

VISItS & LeadS This month con to last month

apitalize on the tra

Marketing Librar

Register for HubSpot Training

Goal Planning & Strategy:

( " your 1 ¢ ot Ir3

1. Goal Planning & Strategy

rve completed this




THANK YOU

HubSpot -
Academy



