
Turning Your Brand into a Revenue 
Generating Engine. 
 

John McTigue, EVP, Co-Owner 

Inbound Marketing 



The Vehicle 



The Crew 
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1 Not sure what we have 

2 Not enough traffic 

3 Not enough leads 

4 Leads aren’t qualified 

5 How to build a team? 
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Knowing Yourself 

1 What are your goals? 

2 What products and services need help? 

3 What are you doing now to promote them? 

4 What human & technology resources? 

5 How well are you doing? 



Knowing Your Customers 



• Role: Technical Decision Maker 

• Title: IT Director 

• Gender: Male or Female 

• Age: 40+ 

• Issues: Speed, Reliability, Scalability 

• Hangouts: Twitter, Google+, Wired 

Buyer Persona 



A buyer persona enables 
you create marketing 
content that is for someone 
and not everyone. 

- Jeremy Victor 

Buyer Persona 



• Financial decision maker 

• Technical decision maker 

• User decision maker 

• Support decision maker 

• Corporate influencer 

• Industry influencer 

Buyer Group 



Engagement & 
The Buyer Journey 
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Engagement Mapping 

1 IDENTIFY – Personas; define concerns, drivers, role, journey 

2 Q & A – What questions do your personas ask and how do you answer them? 

3 MAP – Map engagement ideas to buyer personas and journey (stages) 

4 AUDIT – What content do we have? What are we missing? 

5 CREATE – Content to fill in the HOLES! 



Editorial Calendar 



Failure to Engage 



KPIs

Total HubSpot Visits

New HubSpot Contacts

HubSpot Visit to Lead

Traffic

Contacts

Conversion

May Jun Jul Aug Sept Oct Nov
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Measuring Success 
INBOUND MARKETING SCORECARD 



2 NOT ENOUGH TRAFFIC 
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Customer-Focused Companies Dominate 

Source: HubSpot 2013 State of Inbound Marketing 

Customer Focus 



Optimized Website 

Desktop Mobile 



• Blogging 

• SEO (Search Engines) 

• Social Media 

• Demand Generation 

Filling the Funnel 
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Source: Kuno Creative Content Marketing Manifesto 

Impact of Regular Blogging 

ORGANIC SEARCH  

1-2 Blog Posts per month 
8-12 Blog Posts per month 

TRAFFIC 



Blogging Best Practices 

• Post blogs 8-12 times per month + SEO 

• Multiple bloggers, multiple topics 

• Customer-centric, educational 

• Promote across all social networks 

• Get the company involved  

• Look for guest posting opportunities 



Google only loves you 
when everyone else loves 
you first. 

- Wendy Piersall 

SEO Trends of 2013 



• Content quality 
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• Content quality 

• Content relevancy 
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• Content quality 

• Content relevancy 

• Authorship 

• Social sharing 

SEO Trends of 2013 



Google Penguin 

“Its gonna have a pretty big 
impact on web spam. It’s a 
brand new generation of 
algorithms.” 

                              - Matt Cutts 



Content/SEO Team 

• Content/SEO Manager 

• Thought Leaders 

• C-Suite 

• Sales & Marketing 

• Product Managers 

• Customers & Users 

• Guest Bloggers 



Social media allows us to behave in 

ways that we are hardwired for in the 
first place - as humans. 

- Francois Gossieaux 

Social Media Trends 2013 



Social Media People 

• Content promotion 

• Content sharing 

• Thought Leadership 

• Discussion 

• Support 



Social Media Brand 

• Brand pages 

• Company personality 

• Content promotion 

• News & Events 

• Offers 



Social Media Team 

• Social Media Manager 

• Thought Leaders 

• C-Suite 

• Sales & Marketing 

• Customer Service 

• Employees 



3 NOT ENOUGH LEADS 



• Premium content 

Lead Generation 
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• Premium content 

• Multichannel marketing 

• Conversion rate optimization 

• Analytics 

Lead Generation 



Multichannel Marketing 

Website 

Blogging 

SEO 

Social Media 

Premium Content 

Webinars 

Lead Nurturing  

Inbound Marketing Outbound Marketing 

Email marketing 

PPC 

Social media ads 

Banner ads 

Print ads 

Direct mail 

Live events  



Lead Generation Example 



Calls-To-Action  Facebook Microsite 

Lead Generation Example 



• Landing pages 

• Calls-to-action 

• Email subject lines 

• Email copy 

Conversion Rate Optimization 



Marketing Analytics 



Traffic:   +42% 

Leads:   +508% 

 

Lead Generation 
Example 



Lead Generation 

• Project Manager 

• Product Managers 

• Content Team 

• Social Media Team 

• Analytics Team 

Team 



4 LEADS AREN’T QUALIFIED 



Converting Leads 
Into Customers 

• Premium content 

• Multichannel marketing 

• Conversion rate optimization 

• Analytics 



5 Days 5 Days 5 Days 

Lead Nurturing  (Drip) Campaign 



Content Personalization 
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Content Personalization 

• Smart Forms 

• Smart CTAs 

• Smart Content 

• Personalized Email 



• Lead Scoring 

• Lead Lifecycle Stages 

• Sales Rep Notification 

• Analytics 

• Reporting 

Marketing Automation 



Traffic:     +42% 

Leads:     +508 

MQL:     +283% 

SQL:     +631% 

Demo Requests: 421+ 

Customers:   55+ 

Revenue:    $400,000+ 

Lead Nurturing 
Example 



5 BUILDING AN INBOUND TEAM 



The Inbound Marketing Team 

LEADER 
(strategy & project management) 

CONTENT 
(blogging, social media, design, seo) 

SOCIAL MEDIA 
(engagement & advertising) 

LEAD GEN 
(premium content, email, ppc, social ads) 

MKTG AUTOMATION 
(campaigns, lead management, lead scoring) 

SALES 
(ideally, integrated) 



Investing in Inbound Marketing 

• Efficiency to Scale 

• Lower CPL and CAC 

• Agile 

• Accountable 

• Profitable 



QUESTIONS? 



THANK YOU. 
john@kunocreative.com 

 
www.kunocreative.com/executives 


