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Welcome to HUG Perth

Thanks for finding us! The HubSpot User Group (HUG) Perth is for
everyone involved in the world of marketing, sales, lead generation
and business development - who are currently (or could be in the near

future) a HubSpot user. Even if you’re new to Inbound Marketing we'd
love for you to join us.

Learn More

Join the HUG Perth community

perth.hubspotusergroups.com.au HubSpht



#PerthHUG

> |Introductions

>> Chief Marketing Officer
>> Inbound Marketing Strategist

- Content Marketing, Blogging, Social Media,
- PPC, SEO & Marketing automation

Leveraging HubSpot experiences:

305% - increase in lead generation

Andrew Levy : ] : ;
CMO | Inbound Marketing 72% - improved online traffic

Strategist, BrandManager - 26% - increase growth revenue



H#HPerthHUG

Administrative : Agenda
40 mins of presentation Introductions
20 mins panel questions : Social Media lead management
Slides will be shared Creating a world-class funnel

Free guide & assessment - Q&A



HPerthHUG

> |Introductions

CEO & Director Brand Strategy - BrandManager
Digital Brand Expert - Kochie’s Business Builders

Chairman — Sydney Hills Business Chamber

>> Anthill magazine
>> Dynamic Business

>> CEO magazine

Tony Eades - >> Business Director
Director of Brand Strategy,

>> Telstra Small Business
BrandManager
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Social Media



SEND MONEY,
TO YOUR FRIENDS
WITH




Meerkat

Tweet Live Video.

nload on the

' App Store

(\n

BRAND
MANAGER.



eeec0 Telstra 4G . 9:16 pm “ % 53% W
ello.co

+}

Say Ello... 7?

Recommended Posts

0 g

Romancing the bridge -

cropped version
Pentax 67
Tri-X 400

Normally I don't like
to crop my pictures,
but I wanted to put

the focus on the k...







Social Media



DATAFROM
9 INDUSTRIES,
4 COMPANY SIZES

AND

2015 e

I SOCIAL MEDIA |-
BENCHMARKS




POSTING MORE
DOESN'T

MEAN MORE
ENGAGEMENT

INTERACTIONS vs. POSTS
BY INDUSTRY

I avg. # of interactions per post

B avg. # of posts per week

Consumer Goods/Retail/Ecommerce
Manufacturing

Average number of social interactions per post (all posts): orange
Average number of social posts per week (across all social networks): blue



INTERACTIONS vs. FOLLOWING
BY INDUSTRY

FOLLOWING IS
BETTER FOR

ENGAGEMENT
THEN POSTING

0 100000 200000 300000 400000 500000 600000

Average number of social interactions per post: orange
Average number of social followers (across all social networks): red




SOCIAL
ENGAGEMENT
DRIVEN BY
MANY FACTORS

INTERACTIONS vs. TWEETS
BY INDUSTRY

Marketing Services

Hardware B avg. # of interactions per post

Nonprofit/Education W avg # of tweets per week

Business/Financial Services

Healthcare
Consumer Goods/Retail/Ecommerce

Manufacturing

Average number of social interactions per post (all posts): orange
Average number of tweets published per week: dark gray



70% of marketers ‘understand the
importance of personalisation,
but don’t know how to do it’.

. Source: Econsultancy/Monetate



Social Media



THE RIGHT
CONTENT,

TO THE RIGHT
PEOPLE, AT THE




Liberal Party of Australia

A

160 million+ 4.3 million 200,000

impressions during the 5 weeks of interactions during the 5 weeks of people used The Choice app
the election campaign the election campaign

BRAND
MANAGER



Edit Promoted Website

URL (7 http://www.hillsanzaccentenary.com.au/ Advert Status b Active v
Your advert is currently running and can be paused at
Headline '?1  Hilis Centenary of ANZAC any time without losing your advert stats or settings.

Text (7 C ing the 100th anni y of the Ci y of ANZAC. This will be... rence

Call to Book Now v Location (7
Action
(Optional) (» Castle Hill = Dural »

Baulkham Hills < | Blacktown

Al

Image » | or upload one

Interests [ The Hills x | [anzacs x
Australian Army Reserve x | Anzac Day x
Australian and New Zealand Army Corps x
Department of Defence (Australia) »
Australian Army »
Australian Defence Force x

Advert Preview

‘ Hills Centenary of ANZAC e Like Page

Sponsored

versary of the Centenary of ANZAC. This will be

Website Advert Results D e Hills - From 18th-26th April 2015. Like the

vith all that's happening, ticket specials & more. Royal Australian Air Force x
Royal Australian Navy x

Website Clicks [?] People Reached [?]
850 29,603

Age 21 v - 65+ w

Status P Active Gonder
Total Spent [?] $732.89
Daily Budget [?] $27.00

Schedule [?] 30 days

# Edit Advert BRAND

MANAGER




Clicks

260 37,889 1,308.84 USD

.
in PREMIUM
Home Profile Connections 0 )\
Terrorism & hostage - In a new age of | o
o]
@o BrandManager P
o
o
Home Analytics Notifications
BrandManager The average content length for a web page that ranks in the (e9599))
keyword on Google has at least 2,000 words. The higher up you go on the
content each web page has. (QuickSprout). Content is king - one... more Time Zone: GMT
25 must haves for your website
hubs.ly - Your website is not an online BrOCHUrEY BUYEr BERavIor I I 1 T ey
‘ has changed and so must your online messaging. We all know how 6
! important a website is to a business’s online strategy. A website first-degree connections
today has to be social and provide opportunities to be... 6 Employees on Linkedin
See all »
ths Organic
Targeted to: All Followers
Ads You May Be Interested In
398 3 0 0.75%
impressions clicks interactions engagement Are Vo}u A CEO.? .
. You're invited to join the )
P exclusive Worldwide Who's Who
Gained from Sponsoring . executive network
nsored in: 25 Must Haves (stopped
See (stopped) Are you an SEO Junkie?
+2,186 +29 +2 +4 +1.60% 'w We're looking for SEO Junkies
impressions clicks interactions followers acquired engagement who want to join our fast-paced
team.
Manage
a Are You A CEO?
i Apply Now To Bristol Who's Who
Like (2) + Comment - 3 months ago ' & Expand Your Opportunities!

BRAND

MANAGER




O Home  &Notifications P Messages  FF Discover a @

CREATING MARKET

LEADERS.

BRAND
B MANAGER.
TWEETS FOLLOWING FAV N
483 3,083 1 Edit profile
B dM Tweets Tweets & replies Photos & videos Who to follow - Refresh - vi
ran anager
e € BrandManager m Medium
PN E P S A Uy EIND Approximately 46% of online users count on social media when making a 2. Follow
collabz:ratol: ar:d ;ﬁlgltlal nall\;es':vho purchase decision (Source: Nielsen), and 72% o...Inkd.in/b9FjfsC P
come together to develop and share eriscope
smart ideas that create market leaders E % Follow
@ Sydney, Australia
A A Ben Rubi
thebrandmanager.com.au e BrandManager \af n Aubin
; . ; . e
Joined June 2011 Google Algorithm change 21 April - Free Website Health check; > 2. Follow

hubs.ly/yOGBPNO

Popular accounts - Find friends
(5) 242 Photos and videos

BRAND

MANAGER.




All campaigns v

Across all funding sources

All objectives v Launched campaigns v
= Campaigns 2.54K 60 A$101.10
IMPRESSIONS ENGAGEMENTS SPEND
= Tweets
[J Platforms
9 Locations
d'? Demographics
Apr3 AprS Apr7 Apr9
Engagements Spend Conversions
Name Start End
| TWEET Engagement One EXPIRED 14 Apr 15 Apr
Tweet engagements - Interests Edit

&, Export Create new campaign v

@@ Apr 2 - Apr 16,2015 v

0
CONVERSIONS
3.0K
2.0K
1.0K
Apr 11 Apr 13 Apr 15
iiter ¢ ampaigns by name
X Tweet Eng. Cost per
Spend Impressions Engagements Rate engagement
A$100.00 2,545 60 2.36% A$1.67

BRAND
MANAGER




Social Media



oA Enter the new
6"‘, Marketing Funnel

Get Found

Convert




Social Media Inbox
[ HUOBEE  orsnicars  Conont ~ Soce —Contacts ~epors — Marktpace — scosemy -~ = O |

E Patrick Smith

@r thso!
Jim Fitzgerald
sfitzmarketing

Build and leverage Social
media influencers based
on the most engaged
leads online

ﬁ Does anyone know of any case studies on companies using @81Glytics? Want 2 see how other co's
use big gata. ¥
- He
ﬁ What Marketers Need to Know
tip//iizymarketing.com/biog Your Social Inbox Weekly Report
-

10 interactions, 10 followers
ﬁ Nice getting-started guide fron

Happy Monday! Here’s a summary of last week’s activity.

Check out your most-clicked messages from last week...

Jane Booth is in a conversation with @tonyeades. View

@mikewinwood, @tonyeades, @snugglefestds, @»usoldllsggs
@mymaureenobrien http:/A.co/ruOF JuidqQ 4

i n 6 v45% n 14 A27% a 16 A 129%
. i n 0 n 52 A 5100% 43 A 4200%

BRAND

MANAGER




Social Media Management
s O

Social Media

Interacting as Stream

& BIGLYTICS - Mentions of ¥tigdata v Create stream

Patnck Serath ﬁ Does anyon)
[ il use big datd
-
Jim Fitzgorald ﬁ What Mark
vzmarketing "
-
r- ﬁ Nice getting]
(& o
-

Vhat metrid

Better Soci -

Nice post il

Monitoring

Gom Endorson | 4 o Great find: Big Das,

wilytics Buyers Guide For Telecc

1,867 1,788
W Customer
W ntact
Email:
Salesforce Owner:
acAdam @
Company
Social History
View A
More Details

m Compi

Thanks {
sharing {

M ke

Great pg
@TheDa

.

@The

b

B ™
Hey @K¢
History ¢

ttps

b

Here's our ecommendations for best #bigdata blogs to follow

© Today st 300 PM

Today, Monday, December 16th




Social Media Analytics

174 interactions (48 this time the three months before*)

Includes mentions, replies, comments, likes, favorites, +1s, and retweets.
I The last three months*
1/26/2015 - 4/19/2015
The three months before*
10/27/2014 - 2/1/2015

150
100
Feb 9 - Feb 23 - Mar 9 - Mar 23 - Apr 6 - Apr 20 -
Feb 15 Mar 1 Mar 15 Mar 29 Apr 12 Apr 26
IVI e a S u re ractions, this message received the most interactions the last three months.
w growth hacking can build a $4 billion company" http://hubs.ly/y0tZx10 T ?

Engagement

View messages with most interactions share again

BRAND

MANAGER.




Social Media Engagement

Job Title

o ° Rule value: °
°° Rule val
Lead
Scoring o

BRAND
MANAGER.






> Introductions

Ryan Bonnici
Director of Marketing,
Asia Pacific, HubSpot

HPerthHUG

Director of Marketing — HubSpot

Head of Marketing, Marketing Cloud — Salesforce
Director of Marketing - ExactTarget

Audience Marketing Manager — Microsoft

>> Marketing magazine

>> Fairfax Media

>> Business Review Weekly
>> ADMA

>> ClO Magazine



Create a World-Class Funnel
with Inbound Marketing

Ryan Bonnici | Marketing Director | HubSpot Asia Pacific




Over the past decade,
there’s been a fundamental
shift in the way companies
reach their audience




TH E Brands were in control. Buyers were constantly
bombarded with billboards, commercials, and
cold calls trying to sell them a product



N O The customer is in control. Buyers are tuning out
loud, interruptive advertising and consuming
information online



The old playbook is

BROKEN
5 @ =

86% 91% 44%

skip TV ads unsubscribe of direct mail is
from email never opened

(W

200M

on the
Do Not Call list



The way people shop and buy has changed dramatically.

If companies want to connect with their audience today,
they have to update the way they market and sell.



The way people shop and buy has changed dramatically.

If companies want to connect with their audience today,
they have to update the way they market and sell.

That's where comes In.



At its core, inbound is about
building relationships with
your audience by providing
them with value




How?

By creating authentic content and
personalised interactions throughout the
buying process to attract leads, engage
with prospects, and delight customers.



Feb 2014 3 Viay 2 Aug 2014

““ @ryanbonnici



1,500
1,259
1.053
955
l . l .
Mar 2014 Apr 2014 May 2014 Oct 2014

As marketers we want more :
But, in marketing we talk a lot about the crowd.

Ny @ryanbonnici



1,
- 1.261 1.259 1,217
1.106 1,058
993
il
842 824
! !
7
k 255
2 -
o ' — '
Jan 2014 Feb 2014 Mar 2 Ar "4 12014 Aug 2014 Sep 2014 Oct 2014
&3]

Your customers don’t want to feel like
they are part of the crowd.

#PerthHUG y@ryanbonnici



3 8§ 3 8 & &

1.261 1,259 o
1.106 1,058
993
1
842 824
k ‘ . . 255
o _—
Feb 2014 ar 2014 Jul 2014 g 2014 Sep 2014 ct 2014

They have different challenges and
are at various stages of the buying cycle.

#PerthHUG y@ryanbonnici



That's where help us create

to attract the right visitors.

MARKETING MARY

Professional marketer (VP, Director, Manager)
Mid-sized company (25-200 employees)

Small marketing team (1-5 people)
BComm (BU), MBA (Babson)
42, Married, 2 Kids (10 and 6)

Goals:

* Support sales with collateral and leads
* Manage company communications

* Build awareness

Challenges:

* Too muchtodo

* Not sure how to get there

* Marketing tool and channel mess

How to Optimize Landing
Pages to Generate More
M Leads

Getting Started With A/B
Testing

1y Now | Commcita | Buy Now
1 A
—

140

' FREE WEB

DI ITTNANIC &

140 Web Buttons & Calls-to-

Ge..

How To Turn Facebook Fans How to Generate Leads with
Into Paying Customers Mobile Marketing




We can’t forget context - & how we leverage it
to personalise experiences across the funnel.

ATTRACT CONVERT CLOSE DELIGHT

Social Inbox
Smart Content

y@ryanbonnici



We’'re all familiar with Email Marketing
Relevant List

context marketing in
the world of email.

Email marketing tools
allow us to do some

context marketing.

#PerthHUG y@ryanbonnici




Email List Segmentation Results

ncreased Open Rates
Greater Email Relevance
Lower Opt-Out/Unsubscribe Rates
Better Deliverability

Increased Sales Lead
Greater Revenue

Greater Customer Retention
Greater No. of Transactions
Greater Customer Acquisition
Lower Spam Complaints
mproved Word-of-Mouth

Other

% of Respondents

Source: Lynis, Inc

Why? It works!

m

v 4

@ryanbonnici



Email List Segmentation Results

ncreased Open Rates |
Greater Email Relevance |

Lower Opt-Out/Unsubscribe Rates |

Better Deliverability

Increased Sales Leads |

Greater Revenue |

Greater Customer Retention

Greater No. of Transactions |
Greater Customer Acquisition
Lower Spam Complaints |
mproved Word-of-Mouth |

Other |

m % of Respondents

Source: Lynis, Inc

The results are in!

Click through rates: 14%+
Conversion rates: 10%+

iy y
- /,»' @ryanbonnici



But it's , Is context in email
really the best we can do?



The Broad Context Marketing Strategy

Personalised Personalised Personalised Personalised Personalised
Social Media Lead Nurturing Web Content Landing Pages Email Content

#PerthHUG y@ryanbonnici
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- The3KeystoContextMarketing
@ Gather

@ Personalise

#PerthHUG y@ryanbonnici



1 Gather information
across all touch points.

#PerthHUG y@ryanbonnici



The 3 Keys to Context Marketing - Gather
Gather data via forms

HUbS‘Sé)[ {, | unITED KINGDOM 444 20

Annual Report: Inbound Insights UK - 2014

R Form data helps us build
o personas. It's the key to
contextual marketing.

But we need to build on
what we know.

@ full report now by completing the form on this page

““ @ryanbonnici



The 3 Keys to Context Marketing - Gather

Such as

HUbS‘S'é)[ , | UNITED KINGDOM +44 20 648

A Which CRM do you use? *

- Please Select -

How many employees work there? *

- Please Select -

What is your biggest marketing or
sales challenge?

data

But we need to build on
what we know as it
changes over time.

Use progressive profiling
to gather more data once
we’ve already gathered
standard information.

““ @ryanbonnici



The 3 Keys to Context Marketing - Gather
Such as data

HubSppt

First Touch Last Touch Lifecycle Stag
1 Year Ago 5 Hours Ago Lead
Openad Emall Form Submission

Name

Email & Phone

Role & Department
Company & Industry
Employees / Team
Challenges / Goals
Geographic location

““ @ryanbonnici



The 3 Keys to Context Marketing - Gather

HubSpit

Gather data via behaviour

Mary Dawson

a e G B What people do when
they’re on your site, landing
pages, email.

Leverage this to personalise

4 Events

PR all aspects of our marketing.

4 Website Visits

# 1 Webinar Event

““ @ryanbonnici



The 3 Keys to Context Marketing - Gather
Such as data on-site

HubSppt

First Touch ast Touch

1 Year Ago 5 Hours Ago
Openad Emall Form Submission

Blog articles read
Forms completed
Content downloaded
Website visits
Emails opened

Name

Email & Phone

Role & Department
Company & Industry
Employees / Team

Challenges / Goals 2 T - Social media actions
Geographic location - 2 e I \/ideos watched

#8 1 Webinar Event

““ @ryanbonnici



The 3 Keys to Context Marketing - Gather

Build a view of every contact

Name

Email & Phone

Role & Department
Company & Industry
Employees / Team
Challenges / Goals
Geographic location

First Touch
1 Year Ago
Openad Emall

Last Touch
5 Hours Ago

Lifecycle Stage
Lead

5 Emails
4 Events

¥ 3 Twitter Events
4 Website Visits

#8 1 Webinar Event

Blog articles read
Forms completed
Content downloaded
Website visits
Emails opened
Social media actions
Videos watched

““ @ryanbonnici



Build a 360° view of every contact

Demographic Data
Name

Email & Phone

Role & Department
Company & Industry
Employees / Team
Challenges / Goals
Geographic location

#PerthHUG

HubSprit

March 2014

Who they are

B 5 Emails
# 4 Events
< 3 Twitter Events
= 4 Website Visits

‘ 1 Webinar Event

Behavioural Data

Blog articles read
Forms completed
Content downloaded
Website visits
Emails opened
Social media actions
Videos watched

y@ryanbonnici



The 3 Keys to Context Marketing - Gather

Build a

Name

Email & Phone

Role & Department
Company & Industry
Employees / Team
Challenges / Goals
Geographic location

view of every contact

Blog articles read
Forms completed
Content downloaded
Website visits

mails opened
Social media actions
Videos watched

Who they are

What they are interested in

@ryanbonnici



2 | Personalised experience
across every interaction.

#PerthHUG y@ryanbonnici



The 3 Keys to Context Marketing - Personalise

HubSpst ntacts

The Broad Context Marketing Strategy
- Woode Opnrnses i

First Touch Last Touch Lifecycle Stage

1 Year Ago 5 Hours Ago Lead

ned Emall Form Si on

March 2014 y vl

& Emails

o 3 Twitter Events

Tue Mar 4, 2074 81 1
4 Wabsite Visits
& 1 Webinar Event Attended March 2014 fuct Announce nat for 58 minutes

Tue Mer 4, 2074 81 200

5 Emails

February 2014 4 Events

1 Property Change 4 at a:50pm

2 Form Submiszions b P e o S ¥ 3 Twitter Events
Viewy

Mty T 4 Website Visits

* 1 Webinar Event

 @ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy

HubSpot Social

pot Mentions ean

@HubSpat Tw

Just spent a long tme figuring out which sessions | will ses at @Hu!
#INSOUND1 3. Dacisions were hard, #'s a great program.

Personalised
Social Media
Monitoring

& Monkaring © Laam more
Foster How %0 Be Persistent In Sales Wihout Annoying Your Praspects 5 “ ® Publishing
Foster biLly/1d4qM4Q via OHULS i

Red Wi

@RedWill, (+w
FOLLOWS YOL,

=

Streams give
context to
responses

RT @nubspot: How %0 Be Persiztent in Salas Without Annoying Your

Go Time M Prospects hubam/1 > QU Spct Merticns

SHubSpot Timeline

FOLLOWSS Gbhalligan Timeline
4 m AT @etnulias: BHubSpot How to Buld Authority on 2L 3 3

/(3"‘-“ Minutes a Day #sm Asmm ow.h/215(Z) @bhadligun Mertions
s

- Lends tuking sbout Hubt t
Voluntear Sudoury definitely something to think sbout! RT Gtubepot: What ks Businees " e byt

QVoluntear: Blogging? [FAQs) hub.am/1 SzHAF /) - Laads taldng about marketing
FOLLOWR YOu N
Qualified loods talking about compe...

- Opportunitios talking sbout HubSpot
Across Arizona Tours + v How %0 Buid Authority on Linkedin in 15 Minwes a Day

Qlcrosalrizona blog. hubepx nkedn-buid... vis Ghubspot
rOLLOWS YOU Kim Waish's opportunitios

- Ak Powell's lancs

@ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy
Woode Opnrnses }

Welcome to the new Compose, switch back to original

Very cool! How Amazon's Missed Delivery Notice Will Look in the Future
http://mashable.com/2013/12/02/amazon-drone-delivery-slip/

Personalised
Social Media
Engagement

(C) Today at 4:49 PM

http://mashable.com/2013/12/02/amazon-drone-delivery-slip/

Welcome to the new Compose, switch back to original

. v ! How A 's Missed Delivery Notice Will Look in the Fut
Keep |t personal htetr;/(/:&c;shaot:ve.c::ggfiiﬁ‘25/%2/amea£l:r:¥dr:n:-edelilver(;?s[i‘;?/ e
to avoid follower
. ® Today at 4:490 PM ~ MR Attach ~
fatigue

O fFiday at 11:02 AM - M Attach ~ @

116

@nlyjthellinks
W Schedule another tweet i m

W Schedule another tweet o | f in

Great content deserves a couple tweets and at least one post on another network.

Great content deserves a couple tweets and at least one post on another network.

Select a campaign
Select a campaign

ﬁ ‘ @ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy

et Pl You have published fewer messages this month than you did at this point last month but those messages are

EEEE performing better.
o

B

Here’s what your followers thought.

40 messages contained links and have received 166 clicks. That's 4.2 clicks per message, up from 2.6 at
this point last month.

Personalised
Social Media
Engagement

Your messages have had 38 interactions. That's 0.9 interactions per message, up from 0.4 at this point
last month.

166 clicks [Z¥I7A (159 this time last month)

I This month

Measure the
ROI of different
content types

Last month

Jang Jan 13 Jan 17 Jan 21 Jan 25

o ¥

A /,»" @ryanbonnici



The 3 Keys to Context Marketing - Personalise

HubSpt o ~

The Broad Context Marketing Strategy

Personalised
Email Content

BIGLYTICS

More than just
first name

y@ryanbonnici



The 3 Keys to Context Marketing - Personalise

HUbSpOt Contacts 0N

The Broad Context Marketing Strategy
[ v ]

7 CIO Charlie > Leads Workflow

156 contacts 41 contacts

arting condition

Personalised
Lead Nurturing

Showing 23 Emails v

Detailed
workflow and
interactions

March 2014

2 Form Submissions

3 Emails

1 List Membership

Véod Mar 3. 2014 at 11:46am

9 y @ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy

Personalised
Web Content

Increase CVR
with contextual
information

y@ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy

e I'hi Uclﬁimate Cheat Sheet for Mastering
EEEE0Ea nredn

by Pamela Vaughan

Personalised @ March 31,2014 at 11:00 AM
Web COnte nt Furthermore, LinkedIn offers a "Content Marketing Score," which measures member

engagement with your Sponsored Updates, Company Pages, LinkedIn Groups, employee
updates, and Influencer posts (if applicable)" and ranks you against your competitors in those

same categories. You can request your Content Marketing Score from LinkedIn here.

What other Linkedin tricks do you use to take the most advantage of your Linkedin

presence? Share them in the comments below!
CTAs based on
1 tl Editor’s Note: This post has been updated to reflect the latest LinkedIn feature updates as of
next best offer ' ’ ' e

March 2014.

HOW TO
USE LINKEDIN

Learn how to set up and use
LinkedIn Company Pages for your business.

GET YOUR GUIDE

The Ultimate Cheat Sheet for Mastering
LinkedIn

by Pamela Vaughan

© March 31,2014 at 11:00 AM

Furthermore, Linkedin offers a "Content Marketing Score," which measures member
engagement with your Sponsored Updates, Company Pages, LinkedIn Groups, employee
updates, and Influencer posts (if applicable)” and ranks you against your competitors in those
same categories. You can request your Content Marketing Score from Linkedin here.

What other LinkedIn tricks do you use to take the most advantage of your Linkedin

presence? Share them in the comments below!

Editor's Note: This post has been updated to reflect the latest LinkedIn feature updates as of
March 2014.

LEARN HOW TO OPTIMIZE YOUR
SOCIAL MEDIA MARKETING STRATEGY

We'll take a look at your current strategy & offer tips
to get the most out of your social media efforts.

GET A FREE ASSESSMENT

@ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy
EEEEE Hi lan! You can access Inbound Insights UK 2014 at any time here:
C cnteOpmaes ]

& Download File
flin]w

Personalised
Landing Pages

[2ownlnading this report is a great start, but

Free consultation: learn
how cin lan's Widgets use these lessons? how to strengthen your
inbound marketing.

Smart content:
name, company,
and much more!

At HubSpot, our mission is to help companies move away from interruptive marketing tactics.

That's why we're offering free marketing evaluations -- to show you how to do marketing the

inbound way. As part of your assessment, one of HubSpot's Inbound Marketing Experts will First Name *

evaluate your current website and show you how you can aptimise for more traffic and leads. lan

Last Name *
What is HubSpot?

Stanley
" .. 2 Y
. . \ h -
Email (privacy policy) *

istanley@hubspot.com

Website URL *

L 4 @ryanbonnici



The 3 Keys to Context Marketing - Personalise

The Broad Context Marketing Strategy

Mobile
Optimised

20% of all our
conversions are
on mobile

#PerthHUG y@ryanbonnici



What about the people
we don’'t know?

#PerthHUG y@ryanbonnici



\. | NORTH AMERICA 888 482 7768 v l

What type of smart content d

HubSpors S A Repor of oo iskatng and Sals Trens ite of Inbound 2014-2015

port of Inbound Marketing and Sales Trends
Left Column

Edit Insert View Style Table Tools
“« % Ffomas B I B-~A~- k& 8 =) See the full

The State of Inbound 2014-2015 Report is a report:
comprehensive overview on how the industry has evolved

and how companies around the globe have shifted the

way they co marketing. HubSpot surveyed

over professionals to uncover how they use First Name *
inbound strategy to convert strangers visiting thes website 1}

into leads.

In the report you'll find important takeaways. For example,

companies that blog are 13x more likely to generate a

positive marketing ROI. Another learning is that companies

that have experienced past success with inbound are

pouring more budget than ever 1o scale up their efforts.

The report also answers questions such as: nvert strangers visiting their Email (privacy policy) *

* What do the highest performing inbound
marketers have in common?
* What you can do today to generate more
For example, companies
that blog are 13x more likely to generate a positive marketing ROL.
Social Sharing Another leamning is that companies that have experienced past success Website URL *
with inbound are pouring more budget than ever to scale up their efforts.
Add a link to your page here and we'll automatically format It for sharing on social networks pouring P
e The report also answers questions such as: Company Name *

Select the networks you want to enable sharing for. Customize links f you wish,

v What do the highest performing inbound marketers have in
common? How many employee.

= View preview ss...

#PerthHUG @ryanbonnici




Integrated Systems are required
to make context possible.

#PerthHUG y@ryanbonnici



The 3 Keys to Context Marketing - Personalise

Visitor Prospect MQL Opportunity Customer

—

Broad context marketing means you have
strong conversion rates across the funnel.

y@ryanbonnici



Buyer Persona

The 3 Keys to Context Marketing - Personalise

Visitor Prospect Opportunity Customer

Corporate Cathy

Marketing Mary

Visitor Prospect Opportunity Customer

Prospect Opportunity Customer

Owner Ollie

Lifecycle Stage

9 y @ryanbonnici
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Use context
to sell.



The 3 Keys to Context Marketing — Use Context to Sell

lan Stanley Add/Remave from s

ut of email More actiol

This contact's IP address s fhered out, so their views and submissions won't be recorded in analytics. Leam more.

First touch Last touch
2 Years Ago A Day Ago

i Since November 8 2

P—— Complete visibility into

Watched Dee

July e interaction with our

= 3 Wistia Video Views

 Slimvivendi marketing & sales material.

23 1 Email

1 Salesforce Sy z £ and 9 other pages Standard page

4:15 AM

5:11 AM

5:11 AM

5:11 AM

ate eb and worksheet

Apr 32014 at 5:40 AM
P Clicked

2014 at 7 L
Apr 12014 at 7:07 AN Delivered

““ @ryanbonnici




The 3 Keys to Context Marketing — Use Context to Sell

[Notification] Pricing Page Viewed by lan Stanley & &

noreply@hubspot.com &> 19 Oct (3 days ago) & Reply ~
to me '~

Hey Seona,

One of vour leads has iust viewed our poricina nace. Now miaht abe a aoad time to trv and connect -

First na
Last na
Compa
Email: i  Recently you stopped by our website and downloaded some resources about inbound marketing. | noticed you were

Phone:  also researching information about HubSpot software. | wanted to make sure you had the information you needed or if

Viewla  You hed any questons | can help answer? Notifications on key activities.

Hi Karl,

Let me If you're currently evaluating marketing software, here are some additional resources about HubSpot (but let me know D I re Ct to my I n b OX
lan if you need anything in particular): '

(Please « Video: What is HubSpot (2:30 min.)
©2014 H. ¢ Calculator: The ROI of HubSpot

2nd Floor il
Dubtn 1, * Free Trial: Try HubSpot for 30 days

All the best,

Angus McDonald

Inbound Marketing Specialist
armcdonald@hubspot.com
HubSpot Asia Pacific

| @ryanbonnici



The 3 Keys to Context Marketing — Use Context to Sell

HubSpot

| O

long tme figuring out which ssssions | wil see
Decisions wars hard, 's a great program.

out Annoying Your Prospects

@RBdWlI! +¥ he Tall
FOLLOWS YOL, blogn
\

l RT @nubs DJ How 10 Be Persistent in Sales Without Annoying You
GoTlmelV Prospects i 16gkanb

@GoTlm

FOLLOWV
AT @jetoullas:

Build social monitoring smart lists
that sales can use to filter each of
their own prospects on social

If a prospect is tweeting about
your related product/service, use this
opportunity to engage them!

9 y @ryanbonnici



The 3 Keys to Context Marketing — Use Context to Sell

lan Stanley, HubSpot Damn, this bloody HootSuite product is so disconnected from my website,

CRM database, email nurturing... #KillMeNow
+ v
B Lead (View Contact) « Roply

2,049 343

15;’:“" ERstony We’'re sorry you're tired of disconnected systems, @lan. To help you
interactions i

ey out, here’s a free trial of HubSpot you may find helpful: hubs.ly/8jj768 prospeCtS on SOCIaI medla

View Al Let us know how you like it - enjoy! -Ryan @ HubSpot

More Details

Monitor and engage with my

\ I . .
9 y @ryanbonnici



Pulling It Together
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#PerthHUG

The right content,
to the right person,
at the right time.



1,
- 1.261 1.259 1,217
1.106 1,058
993
L
842 824
| b
7
I
255
2 -
| ‘ b | —
Jan 2014 Feb 2014 Mar 2014 2014 : ~a Aug 2014 Sep 2014 Oct 2014
&= & £

Stop speaking to your audience like
they are part of the crowd.

#PerthHUG y@ryanbonnici



Start speaking to them,
as an audience of one.
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THANK YOU
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> Introductions

Thomas Hodgkins
Partner
Deloitte Australia

HPerthHUG

Thomas specialises in tax consulting and business
advisory services to growing private family groups, and
family offices.

Thomas has 17 years’ experience guiding clients through:

>> Succession planning,
>> Generational change
>> Wealth management
>> Tax structures and exit strategies.
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> Panelists

Ryan Bonnici Tony Eades Thomas Hodgkins
Director of Marketing, Director of Brand Strategy Partner

HubSpot BrandManager Deloitte Australia



\/6 PERTH . wiSe

We love to help

We believe success comes though educating
people, not exploiting them

perth.hubspotusergroups.com.au HubSphit



