


#GrowWithHubSpot

Wifi Network: insert here 

Password: insert here



#GrowWithHubSpot

Follow up 
You will get a copy of every  
slide we show and links to  

every resource we mention.
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Timing 
Coffee Break at 2:45 

Presentation Until 4:00 
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What are we doing here?
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Let’s go back to 1965.
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Dear Coach:

Next fall will your cross country team be wearing the best shoe possible?

It will only if it is outfitted in TIGER- - the best brand of flats in the world.

Two models are designed especially for cross country:

1. TG-22 Road Running shoe- -built to take punish-
ment. There is an extra sponge cushion under the

ball of the foot.

2. TG-4 Marathon shoe- -lightest quality flat made.
This is the shoe that finished 2-3-4-5-6- in the
Olympic marathon and 1-2-3-5-6 at the Boston
Marathon. Available in quantity for the first time
in the United States in August 1965.

Jim Grelle has been working out in the marathon shoe this spring and he
calls it “really great.”

Bill Bowerman at Oregon said, “If I tried to take the (marathon) shoe
away from Kenny Moore or Wade Bell, I’d have a fight on my hands.”

Each model sells for $7.95, TIGER is not only better- -it’s less expensive,
As one runner said, “The only people who will be left wearing German
shoes will be either uninformed or idiots.”

You are no longer uninformed.

Very truly yours,
Philip K. Knight
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Fast forward to 2016.
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Marketers are the ones  
tasked with driving growth.
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growth.
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Over achieve on 
revenue targets

growth.
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Growth is never by mere chance; it is  
the result of forces working together. 

- JCPenney

“
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Most Important Lead Sources Last Year

80

70

60

50

40

30

20

10

0
Social
Media

Lead Source

Pe
rc

en
ta

ge
 o

f R
es

po
nd

en
ts

Blogs SEO Email
Marketing

PPC Trade
Shows

Traditional
Advertising

Direct
Mail

Telemarketing

Less than 200 Employees

More than 200 Employees



#GrowWithHubSpot

54%  
more leads are  
generated by  

inbound tactics  
than traditional 
paid marketing.
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3X 
Companies are 3x 

as likely to see 
higher ROI on 

inbound marketing 
campaigns.

54%  
more leads are  
generated by  

inbound tactics  
than traditional 
paid marketing.
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3X 
Companies are 3x 

as likely to see 
higher ROI on 

inbound marketing 
campaigns.

$20K 
is the average 

companies save per 
year by investing in  
inbound marketing  

vs outbound. 

54%  
more leads are  
generated by  

inbound tactics  
than traditional 
paid marketing.
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Increase in leads

Increase in traffic

Increase in revenue



#GrowWithHubSpot

average increase in  
monthly website visitors

Increase in leads average increase in  
monthly leads 

report growth  
in revenue 

Increase in traffic

Increase in revenue

4.10X

3.0X

72%
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Marketing Has Changed 
Sam Balter 
Corporate Marketing Manager, HubSpot  
@sbbalter

1
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PART I The Lovability Problem
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Trust is the glue of life … It’s  
the foundational principle that  

holds all relationships.

“

- Stephen R. Covey 
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Trusted professions in North America
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Trusted professions in North America
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Why don’t they love us?
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From: phil123@gmail.com 
Date: Sun, Apr 17, 2016 at 1:26 PM 
Subject: www.hubspot.com 

Hi, 

My name is Olivia and I am an Online Strategist. I’ve been tracking the success of your website while doing some  
research on your industry—I’m impressed with your company, but there are some real opportunities for growth  
that you currently are missing. 

Are you interested in several proven strategies to use content and social media to drive relevant traffic to your  
site? In 20 minutes I can show you how to fuel your brand and generate more revenue from search engines  
and social networks. 

This is a real value which comes free of charge. 

I’d like to follow up about this with a quick phone call. Can I call you this week to discuss your campaign? 

Thank you 

Best regards, 

Phil 
Sr. Web-Developer 

mailto:phil123@gmail.com
http://www.hubspot.com
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We’ve been banned from space.
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Why do we do these evil things?
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1% of cold calls work
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The other 99% hate your guts.
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Marketers see an average  
increase of 20% in sales  
when using personalized  

web experiences.
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Relevant emails drive  
18 times more revenue  
than broadcast emails.
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Because 61% of consumers  
say they feel better about a  

company that delivers custom  
content, they are also more  

likely to buy from that company.
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Turns out you can’t just 
automate shitty marketing.
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And in a few years, 
it won’t even be possible.
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84%
of audiences age 25 to 34 
have left a favorite website 
due to intrusive advertising
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86%
of consumers skip TV ads
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Ad acceptors.
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Ad acceptors.
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Ad zombies.
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We have to change.
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PART II How to Change
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Cold Calling 
Cold Emails (SPAM) 

Advertising

OUTBOUND

Interruption

Seller-centric

Calling with Context 
Relevant Emails 

Content & Free Tools

INBOUND

Attraction

Buyer-centric
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1. Not Enough Awareness

2. Not Enough Conversions

3. Not Enough Revenue
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2. Not Enough Conversions

3. Not Enough Revenue

1. Not Enough Awareness
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Increase in conversions

Increase in awareness

Increase in revenue
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Increase in conversions

Increase in revenue

Increase in awareness
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Content Distribution
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went from  
2.8 billion to 7 billion 

monthly views of its content
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75%
of those views happen  

off buzzfeed.com

http://buzzfeed.com
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55%
of marketers are unclear or 

unsure what content 
marketing success looks like



#GrowWithHubSpot



#GrowWithHubSpot

Press releases

A few blog posts

White papers you pay to  
promote on TechTarget

Things that talk all about  
you and your products
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What do these things have in common?
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They’re valuable and helpful.
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Every piece of  
content is an  
opportunity to 
get found.
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content is an  
opportunity to 
get found.
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And get found again and again.
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12,000 monthly searches
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12,000 monthly searches
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This is the type of leverage  
that you get by doing inbound.
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2. Not Enough Conversions

1. Not Enough Awareness

3. Not Enough Revenue
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What’s a conversion?
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Value 
E.g. an ebook

Personal info 
and permission
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Increase in conversions

Increase in revenue

Increase in awareness



#GrowWithHubSpot

Increase in revenue

Increase in awareness

Increase in conversions
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The path to conversion is key.
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Free Ebook & Template:  
The Newsworthy Guide to  
Inbound Public Relations.
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Conversion Rates Before & After Post Update

4%
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3.92%
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Conversion Rates Before & After Post Update
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1.15%

3.92%

3%

2%
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Conversion Rate Before Conversion Rate After

+240%
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2. Not Enough Conversions

1. Not Enough Awareness

3. Not Enough Revenue
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Increase in revenue

Increase in awareness

Increase in conversions
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Increase in conversions
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Context 

Resources
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Michael Smith viewed page HubSpot Product Overview 4/28/15at 1:14 PM EDT

Michael Smith watched Wistia video HubSpot Customer Spotlight - TradeGecko

Show thumbnail and heatmap
Via Wistia

5/1/15 at 2:59 PM EDT

Michael Smith opened How to Run an Inbound Marketing Campaign 5/2/15 at 12:15 PM EDT

Michael Smith submitted DEFAULT sales download form on Free Guide to Unifying 
Your Sales and Marketing

5/8/15 at 1:09 PM EDT

Michael Smith mentioned @HubSpot 5/9/15 at 3:22 PM EDT

Show 5 updated properties

Dashboard Contacts Companies Deals Tasks Sales Content Settings SearchSales ����

Michael Smith
Marketing Manager

First Name Michael

SmithLast Name

Marketing ManagerJob Title

Mighty MarketingCompany Name

559-088-0434Phone Number

LeadLifecycle Stage

CD: CSM Firt Name

Manage Properties...

CD: CSM Last Name

ABOUT MICHAEL

A P R I L  2 0 1 5

MAY  2 0 1 5
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From: John Piccirillo <                             > 
Date: Wed, Dec 30, 2015 at 5:00 PM 
Subject: I’m a new HubSpot customer - had a great sales experience 
To: bnadol@hubspot.com 

Ben, 

I asked Dan Muscatello to give me your email. We just purchased Hubspot today and the sales process was excellent. 

Dan did a great job understanding our needs, demo-ing the product, providing resources and references and working  
on the deal terms. He was patient and yet kept the transaction moving. 

I deal with a lot of sales people and tech sales people and Dan ranks among the best in my experience. He’s a real  
credit to your team and to the HubSpot brand. I am sure you know all this but it’s always nice to get some good  
customer feedback. 

All the best, we’re looking forward to the on boarding, have a happy New Year 

John 

mailto:bnadol@hubspot.com
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PART III Transformation
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A simple* shift in mindset can  
transform your entire marketing  

and sales operation.
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A simple* shift in mindset can  
transform your entire marketing  

and sales operation.

*simple, not easy
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The sun’s rays do not burn  
until brought to a focus.

“

- Alexander Graham Bell 
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And it pays off.
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Inbound leads cost 66% less than outbound leads.
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Inbound leads cost 66% less than outbound leads.

Content marketing generates 3x as many leads as 
traditional outbound marketing, but costs 62% less.

Marketers who have prioritized blogging 
are 13x more likely to see positive ROI.
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What are the history books  
going to write about us?
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Trusted professions in North America

Car Salesman
Lobbyist

Politician
Stockbroker

Services/Customer Service
Professional Athlete

Investment Banker
Journalist

Barista
Software Developer

Lawyer
Professional Musician

Accountant
Dentist

Nurse
Doctor

Teacher

0%
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1%
1%
1%
2%
3%
3%
3%
3%
4%

6%
9%
9%

13%
19%

41%
48%

50%
60%

Firefighter

Marketer
Salesperson
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The Growth Playbook 
Ellen Zehntner 
Sales Manager, Small Business, HubSpot 
@ELZclemson
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Optimized 
Email

Social 
Media

SEOBlog

Calls to 
Action

Landing 
Pages

Sales 
Alerts

Closed 
Loop
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Targets Content Distribute Nurture Optimize

Inbound Marketing Campaign Playbook
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[Target Persona] is a [ job title] tasked with  
[this goal], but has [this challenge]  

standing in the way.
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Targets Content Distribute Nurture Optimize

Inbound Marketing Campaign Playbook
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of online consumers get  
frustrated when content 
appears that has  
nothing to do with  
their interests.
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frustrated when content 
appears that has  
nothing to do with  
their interests.
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Content Creation

What Dave 
is Searching for:

• Better data analysis 

• Big data 

• Data sourcing 

• Not enough data 

• Data processing
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Compelling Offer Ideas: 

• Ebook: Big Data Trends 

• Webinar: The Latest Big Data 

Algorithms 

• Free Consultation: Is Big Data 

Right for Your Company?

Content Creation

What Dave 
is Searching for:

• Better data analysis 

• Big data 

• Data sourcing 

• Not enough data 

• Data processing
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Content Creation Exercise

What is [your persona] 
searching for?

• Keyword #1 

• Keyword #2 

• Keyword #3 

• Keyword #4 

• Keyword #5
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What compelling offers 
would solve this problem?  
• Ebook? 

• Webinar? 

• Guide? 

• Kit? 

• Video?

Content Creation Exercise

What is [your persona] 
searching for?

• Keyword #1 

• Keyword #2 

• Keyword #3 

• Keyword #4 

• Keyword #5
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Clear Headline

Compelling Copy

Clear Next  
Steps

Image

Form
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Consumer’s average 
attention span is 8 seconds, 
  
1 second less than a goldfish, 
dropping 4 seconds since 2000. 
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Inbound Marketing Campaign Playbook

2 3

Content Distribute

1 4 5

Targets Nurture Optimize
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Campaigns integrating 4+ digital 
channels outperformed single or 

dual channel campaigns by 

300%
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Email
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59%
of B2B marketers  

say email is the most effective 
channel for generating revenue.  
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Never stop testing, and your 
advertising will never stop improving.

“

- David Ogilvy 
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Blog
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DOES BIG DATA WORK FOR SMBS?
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DOES BIG DATA WORK FOR SMBS?
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Think you’re too niche to blog?
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16-20%
of searches on Google have  
never been searched before.
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100%  

increase in  
revenue
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Social
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100%
higher lead-to-close rate  
than outbound marketing

Social media has a
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80%
of marketers use as least one 
paid channel to supplement 

their inbound efforts.
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Distribute Nurture

Inbound Marketing Campaign Playbook
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Content
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20% increase
in sales opportunities versus  

non-nurtured leads.

Nurtured leads  
produce, on average a
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CRM
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hubspot.com/gwh-crm
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4 5

Nurture Optimize

Inbound Marketing Campaign Playbook
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Content
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is the one for improvement 
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Inbound Marketing Campaign Playbook
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Conversions

Awareness

Revenue
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Increase in leads

Increase in traffic

5X

135%
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23%  

lead to customer 
conversionIncrease in leads

Increase in traffic

5X

135%

Customers
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Increase in leads

Increase in traffic

36%

60%

Increase in 
revenue110%
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Growth Experts

Lee Farwell Matthew Hambor

Michael Rogewitz

Chadd Steinhauser

Robert BarnesRebecca Rostowsky
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Coffee Break  
until 3:15 
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Customer Growth Panel 
Janna Erickson 
Field Marketing Manager, HubSpot 
@BostonJanna

3
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Bret Peters 
CMO 

Fig Leaf Software

Shannon King 
Marketing Manager 

Sonatype

Eren Koont 
VP of Marketing 

Protenus
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August 
2011 
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January 
2015 
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More customers than any other marketing platform. 

Business services 
 
Consumer Services 
 
Communications 

Consulting 
 
Environmental 
 
Event Services 

Financial Services 
 
Healthcare 
 
Legal Services 

Manufacturing 
 
Media 
 
Mechanical 

Recruiting 
 
Software/Tech 
 
Travel & Leisure 
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Community

Broadcasts Certifications

Training Projects
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Growth Experts

Lee Farwell Matthew Hambor

Michael Rogewitz

Chadd Steinhauser

Robert BarnesRebecca Rostowsky
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What’s our grade?
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What’s our grade?
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INBOUND 2016
Use the Grow with HubSpot discount code: 

GWH200 
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Thanks for coming!
GWH200


