Introduction to Sources

HubSpot Academy




WHY REVIEW
SOURCES DATA



Use theSourees tool as your marketing compass.

It will help guide your marketing efforts so that you know what’'s working and what’s not.
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HOW TO BEST USE
SOURCES DATA



SOURCES BEST PRACTICES

lv]  Establish benchmarks.
lv]  Identify key metrics.
lv] Check progress often.

\v]  Calculate results.



SOURCES BEST PRACTICES

|£| Establish benchmarks.



WHAT IS A

A benchmark is a standard or point of reference against
which things may be assessed or compared.
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First adjust the time range.
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Then select traffic type.

You can choose from visits, contacts, or customers.



Lastly, filter by traffic source.

n Organia Search 101,631 0.2% 217 00% O 0.0%
Google, Bing, Yahoo, ete.
n Anlemal 234,025 0.2% 382 0.0% O 0.0%
Links on other sites.
n Soolsl Mexds 16,640 0.1% 16 0.0% 0 0.0%
Facebook, Twitter, Linkadl...
n Emall Marieting 11,522 0.6% 65 0.0% O 0.0%
Email links
- ald Seerch 95 6.3% B 0.0% 0 0.0%
Paid search adwertisements
- Dirsot Trafilo 746,005 0.1% 1,054 0.0% 0 0.0%
Manually entarad URLs
[ ] Other Campaigns 8,624 0.2% 19 0.0% © 0.0%
Other sources
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Sources i userGuice
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Standard Cumulative Visits - l [ Show visits-to-contacts rate © Add marketing action
3,000
2,500 2,387 22
2,017
2,000 o
" 1,505
B 1500 1,355
2
1,000
500
0
Feb 2015 Mar 2015 Apr 2015 May 2015 Jun 2015 Jul 2015
Traffic Sources » Email Marketing Q

This is your benchmark data report.

You can use this data to set goals for future marketing performance.



SOURCES BEST PRACTICES
=

lv]  Identify key metrics.
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Take time to think critically about key metrics.

This will make analyzing your results even easier.



HOW TO IDENTIFY A KEY METRIC

What source of traffic am | trying to impact?
How can | increase visitors, contacts, and customers?

How can | improve the conversion and close rate
across channels?

What marketing action is going to affect the results?



SOURCES BEST PRACTICES
]
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[7] Check progress often.
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Check your progress on a weekly basis.

Tracking your progress enables you to make adjustments along the way.
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Sources g user Guice

[ B This year to date

= € Al domains h..o ¥ select report... A
Standard Cumulative Visits w | || Show offline sources [ Show visits-to-contacts rate © Add marketing action
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Use the HubSpot Sources tool to create reports

Calculate your results by sending weekly reports to yourself and your team



SOURCES BEST PRACTICES

\v]  Calculate results.



your results to see if your efforts paid off.
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Traffic Sources » Organic Search

Use the HubSpot Sources tool to identify trends.
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Use the HubSpot Sources tool to identify trends.



SOURCES BEST PRACTICES

lv]  Establish benchmarks.
lv]  Identify key metrics.
lv] Check progress often.

\v]  Calculate results.



THANK YOU.
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