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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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Growth Experts

Michael Rogewitz Rebecca Rostowsky Robert Barnes

#GrowWithHubSpot



What are we here?

#GrowWithHubSpot



Let's go back to

#GrowWithHubSpot



Dear Coaoh

Next fall will your cross country leasm be wearing the best shoe

possible ?

It will only 4f &t is ocutfitted (u TICER«~~the beat brand of flats in
the world,

Two models ares dealgned especially for cross country:

L, TO-22 Road Running shoe-<bullt to take punish-

mant, There is an extrs sponge cushion under the
ball of the foot,

TG-4 Marathon shoe~~Lightest quality fat made,
This is the shoe that fnished 2-3wd+5-6 in the
Olymple marathon and 142356 at the Boston
marathos, Awailable in quantity for the first time
9 h the United States in Auguet 1965,

A8 bean working out in the marathon shoe this spring
il M "

Y

B -«.{ , ‘? o"ﬂ sald, VIf I tried to take the (marathon]
{ﬁ% )2 o *Wmm x.dhﬁ‘mtmmymd. 1"

rﬂo- 'Q" ’)-

. >
'-'.

v”dn ',mn is not only better-~it’s less
& f:ﬁtta\  -only peopls who will be left wearing

e informed or idlots, "

ALY

#GrowWithHubSpot



#GrowWithHubSpot



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 (mmarathon) shoe
away from Kenny Moore or Wade Bell, I’'d have a fisht 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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Marketers are the ones
tasked with driving
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growth.
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growth.
Over achieve on
revenue targets
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growth.

Sales team Over achieve on
hits 100%+ revenue targets
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growth.

Drive sales Sales team Over achieve on
followup hits 100%+ revenue targets
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growth.

Hit monthly  Drive sales  Salesteam  Over achieve on
leads goal followup hits 100%+ revenue targets
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O

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

380
70

‘ Less than 200 Employees

‘ More than 200 Employees

60

40
30 |

20

Percentage of Respondents

Social Blogs SEO Email PPC Trade Traditional Direct Telemarketing
Media Marketing Shows Advertising Mail

Lead Source
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more leads are
generated by
inbound tactics
than traditional

paid marketing.
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more leads are
generated by
inbound tactics
than traditional

paid marketing.

Companies are 3X
as likely to see
higher ROI on

inbound marketing

campaigns.
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more leads are
generated by
inbound tactics
than traditional

paid marketing.

Companies are 3x 'S the average

as likely to see companies save per
higher ROI on year by investing in
inbound marketing inbound marketing
campaigns. VS outbound.
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average increase in
monthly website visitors

3.0X

average increase in
monthly leads

712%
report growth
INn revenue
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@ Marketing Has Changed

Sam Balter
Corporate Marketing Manager, HubSpot
@sbbalter

\
A\ 4
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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

60%

50%
48%

41%
I 19%
I 13%
B 9%

B 9%

BN 6%

B 4%

B 3%

B 3%

Ml 3%

B 3%

B 2%

I 1%

I 1%

I 1%

0%
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Trusted professions in North America

Firefighter 60%
Teacher 50%
Doctor 48%
Nurse 41%

Dentist IS 19%
Accountant NN 13%
Professional Musician NN 99%
Lawyer BN 9%
Software Developer HEE 6%
Barista Wl 4%
Journalist B 3%
Investment Banker Bl 3%
Professional Athlete B 3%
Services/Customer Service W 3%
Stockbroker ® 2%
Politician | 1%
Lobbyist | 1%
Salesperson | 1%
Car Salesman 0%
Marketer 0%
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Why don't they love us?
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doing so, we're happy to
present you with an ad-
Light experience.
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From: I
Date: Sun, Apr 1/, 2016 at 1:26 PM

Subject: www.hubspot.com

Hi,

My name is Olivia and | 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 | 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 | call you this week to discuss your campaign?
Thank you

Best regards,

Phil
Sr. Web-Developer
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Why do we do these evil things?
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19% of cold calls work

|
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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.

#GrowWithHubSpot



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
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And in a few years,
it won’t even be possible.
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home
addresses
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home phone
addresses numbers
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home phone email
addresses numbers addresses
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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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We have to
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How to Change
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B O

OUTBOUND INBOUND
Cold Calling Calling with Context
Cold Emails (SPAM) Relevant Emails
Advertising Content & Free Tools
Interruption Attraction

Seller-centric Buyer-centric
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1. Not Enough Awareness
2. Not Enough Conversions

3. Not Enough Revenue
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1. Not Enough Awareness
2. Not Enough Conversions

3. Not Enough Revenue
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Increase in conversions

Increase in revenue
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oel11-11M Distribution
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BuzzFeeD

went from
2.8 billion to 7 billion
monthly views of its content
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715%

of those views happen
off buzzfeed.com
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http://buzzfeed.com

95%

of marketers are unclear or
unsure what content
marketing success looks like
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Viaite papers you payto
promote on lechlarget
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. Shopify Sales Channels v Pricing Blog More v

Articles Guides Shopify updates Videos Podcasts Successstories Encyclopedia Forums Free tools

How to Sell Online - 31shares

How to Start a Loyalty Program That Keeps
Customers Coming Back

2 comments

by Guest Contributor « May 5, 2016

5
=

>

.
Podcasts - 66 shares Content Marketing - 74 shares

How Civil Estimator Uses Shopify to Sell 6 Easy to Use Infographic Makers That Will
Their Services as Digital Products Bring Your Data to Life

by Felix Thea = May 5, 2016 + 0 comments by Kevin Donnelly = May 4, 2016 + 4 comments
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TOWN SQUARE CATEGORIES B SUBSCRIBE

TOWN SQUARE

Business Resource Center

Tips, advice, news—your central resource to help you start, run, and grow your business.

The Decline of Magstripe Cards — and
What That Means for Your Business

Anecdotally, you've probably noticed that chip cards are becoming
more and more prevalent. And Square data confirms this. In
December 2015, roughly 53 percent of cards processed on Square
Stand were EMV chip cards, up from 12 percent last January. You
may also have noticed that some businesses have tape or signs

over their POS saying something like "no chip...

New Payment Technologies

May 02, 2016

Q7 CSHARES
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%..§SQLARSIMDLIFIED

HOW TO SOLAR 101 PERMITTING & ZONING INCENTIVES & FINANCING FACTS & FAQS FIND A CONTRACTOR TOOLS & RESOURCES

Q9 Home » Tools & Resources » Solar Investment Calculator

Welcome to the Solar ROI Calculator! If you haven't used the calculator before, please read the instructions before you get started!

This calculator has been developed by Utah Clean Energy to help simplify the solar process for homeowners by providing estimated costs and benefits for a
residential solar photovoltaic (PV) system. It is not intended to replace a bid provided by a professional solar installer. To learn more about installing solar,

please visit Solar Simplified's resources for home owners.

“""

“’isaLARSIMDLIEIED

SOLAR RETURN ON INVESTMENT CALCULATOR

How much is your Average Monthly Electricity Utility Bill? @
® Dollars

2 Kilowatt-Hours
0 ldon’t know

What System Size are you considering? @

] Idon’t know
(kw)

How much will your System Cost? @

$ ® Price Per Watt
0 Total System Cost
1 Don’t Know

How much does your Electricity Cost? ©

Select your Utility Company &
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About 5,670,000 results (0.47 seconds)

Easy Press Release Guide - PRNewswire.com
www.prnewswire.com/Release_Template v
Learn How to Write & Send a Release Get Our Free Best Practices Today!

PR Newswire Blog Knowledge Center
Free Buyer's Guide Get the Most Out of PR

Press Release Template - Write an Awesome Release Now
service.prweb.com/ ¥

Use Our Templates to Get Started!

Save Money - Drive Traffic - Effective Press Releases - News Release Services

Press Release Example - How to: Write a PR - Promote Your Business

Ready-Made PR Templates - Cision.com
www.cision.com/ ¥ (312) 801-3971
Get Sample Press Release Templates. Cision PR Services. Try Free Today!
24/7 Support - Boost Response Rates - 1.6M Contacts & Records
Journalist Database - Submit a Press Release - Media Monitoring - Contact Us

Images for press release template Report images

o Prems Nelease Tomplate — I How to:
v . o wiite » hidee
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|

More images for press release template

How to Write a Press Release [Free Template + Sample] - Hu...
blog.hubspot.com/marketing/press-release-template-ht ¥ HubSpot, Inc. ~

Dec 30, 2014 - Get a free press release template and learn how to write top-notch
press releases.

Press Release Template - eReleases
www.ereleases.com/press-release-template.htm| v
Press Release Headline Here in Title Case Optional subhead is placed here, usually in

—~~p— o~ . — . - e

#GrowWithHubSpot




press release template n Samantha

All Images Books News Videos More ~ Search tools

About 5.670,000 results (0.47 seconds)
™\ ™\ ™\ - )
AP i Bl EuaaN@Yakn®

T W ...pme...,mre.u...anelea.-e_.en e

Learn How to Write & Send a Release Get Our Free Best Practices Today!
PR Newswire Blog Knowledge Center
Free Buyer's Guide Get the Most Out of PR

Press Release Template - Write an Awesome Release Now
"] service.prweb.com/ ¥

Use Our Templates to Get Started!

Save Money - Drive Traffic - Effective Press Releases - News Release Services
Press Release Example - How to: Write a PR - Promote Your Business

Ready-Made PR Templates - Cision.com

] www.cision.com/ ¥ (312) 801-3971

Get Sample Press Release Templates. Cision PR Services. Try Free Today!
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About 42,600,000 results (0.35 seconds)

Easy Press Release Guide - PRNewswire.com
prnewswire.com/Press_Release Guide ~

Learn How to Write & Send a Release Get Our Free Best Practices Today!

Get More from Releases - Write Better Releases - Streamline PR

Types: Multimedia, Video, Image, Social, Domestic, International

Get the Most Out of PR Knowledge Center
Free Buyer's Guide PR Newswire Blog

How To Write A Press Release - prweb.com
service.prweb.com/PressRelease ~

Want to Write an Awesome Release? Our Free Guide Tells You How!

Save Money - Generate Publicity - Drive Traffic - News Release Services

Press Release Example - How to: Write a PR - Super-Charged Advertising

Writing A Press Release - Fiverr.com
www.fiverr.com/Press_Release for $5 v

Professional Press Release Service. Maximum Exposure for Minimum Price!

+100,000 Sellers - Unbeatable value - Starting at $5 - 24H Delivery

Services: Prof. Business Logos, Voice Over Acting, Prof. Cover Letters

Fiverr Home Page - Trust & Safety - Fiverr In the News - How It Works

With that in mind, here are five rules to make sure that your press
release actually drives prospects to contact you:

1. RULE #1: Use the press release as a sales tool. ...
2. RULE #2: Have a newsworthy story. ...

3. RULE #3: Write it like a reporter would write it. ...
4. RULE #4: Provide some good quotes.

More items...

How To Write a Press Release, with Examples - CBS News
www.cbsnews.com/.../how-to-write-a-press-release-with-example... CBS News ~

About this result = Feedback

How to Write a Press Release (with Free Sample) - wikiHow
www.wikihow.com » ... » Works » Magazines and News v wikiHow ~

Tips. Include a "call to action" in your release. Do not waste time writing the headline
until the release is done. Use your headline as the subject line of the email. Research
actual press releases on the web to get the feel of the tone, the language, the structure
and the format of a press release.

How to Write a Press Release [Free Template + Sample] - Hu...
blog.hubspot.com/marketing/press-release-template-ht ¥ HubSpot, Inc. -

Dec 30, 2014 - Get a free press release template and learn how to write top-notch
press releases.

How To Write a Press Release, with Examples - CBS News

www.cbsnews.com/.../how-to-write-a-press-release-with-exam... v CBS News ~ # G rOWWith H u bs pOt
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1. Not Enough Awareness
2. Not Enough Conversions

3. Not Enough Revenue
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Value Personal info
E.g. an ebook and permission
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YALE

APPLIANCE +» LIGHTING

Choosing a new appliance can be a confusing and time
consuming experience. We've taken all the pain out of the
decision process with our new guide to choosing your new
appliance.

Our Appliance Buying Guide includes:
e Breakdown of which brand is right for you
How to design your kitchen layout
See which brands offer the best value
Links directly to our top blog posts on the subject
Access to our YouTube channel

We want to make sure you are as informed as possible when
investing in a new appliance. To access the Appliance Buying
Guide, please fill out the short form to the right.

Customer who read our guides said:

"l didn't have to ask any silly questions or have the
salesperson make comparisons as | had all the appropriate
info from your buying guide. Thanks so much. | love the
confidence of buying as an educated consumer"

Jeff S.

#GrowWithHubSpot




The path to conversion is
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How to Write a Press Release [Free
Template + Sample]

Written by Hannah Fleishman | @hbfleishman
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When it comes to content, sometimes old school can be a good thing (namely, when it
comes to old school rap or Throwback Thursday on Instagram). But when it comes to

your company's public relations strategy, being old school isn't advantageous for your
business or your brand.
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When it comes to content, sometimes old school can be a good thing (hamely, when it SHARE
comes to old school rap or Throwback Thursday on Instagram). But when it comes to

your company's public relations strategy, being old school isn't advantageous for your W Twoet |
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business or your brand.

Tweet
1.3K

Ten years ago, people still relied on morning papers for news. Today, the vast majority
of your company's customers and prospects scan headlines on Twitter or see what’s
hot in their Facebook feed. in share

M

Download our free press release template here to learn how
to write a top-notch press release.

People now have control over where, when, and how they consume information. As a
result, public relations is no longer about feeding into a traditional news cycle; it's about
providing relevant content when, where, and how your prospects, influencers, and

customers will consume it.

Sounds pretty hopeless, right? Wrong. While it still takes relationship-building to get into
popular publications, we now have the opportunity to quit playing the waiting game
and generate our own buzz. By turning your PR strategy into an inbound one, you
create opportunities that weren’t there before and carve out a place for your company,
building meaningful mindshare in the process with your target audiences.

Press Releases Can Be a Viable Content Type

One of the most crucial updates to make to your PR strategy is to think of press
releases as an opportunity to connect to the audiences you care about -- including, but
not limited to, reporters.

You see, most people think press releases have to be chock full of buzzwords and
branded terms. Big data anyone? Five syllable words you have to look up on
Thesaurus.com? Quotes from every executive on the planet that go on for pages?
We've seen it all. Unfortunately, so have reporters -- and they are not fans.

So instead of stuffing your next release with jargon, take a page out of our book (okay,

#GrowWithHubSpot
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popular publications, we now have the opportunity to quit playing the waiting game SHARE
and generate our own buzz. By turning your PR strategy into an inbound one, you
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One of the most crucial updates to make to your PR strategy is to think of press
releases as an opportunity to connect to the audiences you care about -- including, but
not limited to, reporters.

You see, most people think press releases have to be chock full of buzzwords and
branded terms. Big data anyone? Five syllable words you have to look up on
Thesaurus.com? Quotes from every executive on the planet that go on for pages?
We've seen it all. Unfortunately, so have reporters -- and they are notfans.

So instead of stuffing your next release with jargon, take a page out of our book (okay,
fine, ebook), The Newsworthy Guide to Inbound Public Relations, and brainstorm some
creative approaches for your next announcement. Can you include new data? A
remarkable graphic? A shareable SlideShare? If so, a creative angle will often help carry
your content and increase the likelihood of social sharing.

Even so, a press release can still be a really valuable medium for communicating news
to your audiences. You just have to make it readable, relevant, and relatable.

We have crafted this comprehensive, easy-to-follow press release template complete
with promotional plan and considerations for your next announcement. We use these
same guidelines when writing our releases here at HubSpot and created a

release to illustrate what content goes where and why. Featured Download:

How to Write a Press Release [With Exa EZEE:::?Z‘MPLATE

You've got your announcement in mind, and now it's time to get it down in \ Download Now

share with your community, industry, and followers. Take Catbrella Inc., a fic
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creative approaches for your next announcement. Can you include new data? A
remarkable graphic? A shareable SlideShare? If so, a creative angle will often help carry
your content and increase the likelihood of social sharing.
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Traditional press releases can still be really valuable when executed well, so instead of

ditching releases as a tactic, give them a modern makeover to make them more useful  SHARE

for your marketing.

|.1.3K’

Think about how you've used inbound methods to transform your marketing strategies
to be more personalized, approachable, and build relationships. Those same principles
apply to your PR strategy: Create content to craft your own story and use tactful 608

outreach to get reporters and analysts familiar with your brand. m

M

What other best practices do you follow when writing press releases? Share your

thoughts with us below, and don't forget to download our free press release template
here.

Editor's Note: This post was originally published in 2013 and has been updated for
accuracy and comprehensiveness.

FREE PRESS
! RELEASE TEMPLATE

H DOWNLOAD TEMPLATE >

Topics: Public Relations Content Marketing

#GrowWithHubSpot
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1. Not Enough Awareness
2. Not Enough Conversions

3. Not Enough Revenue
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Increase in awareness

Increase in revenue
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What does your sales team need?

[ ] Leads
[ ] Context

. | Resources
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PRODUCTS PRICING WHY ZENDESK DEMO CUSTOMERS RESOURCES
&szendesk

AT A GLANCE

NUMBER OF AGENTS TICKETS PER MONTH Y/Y DECREASE IN FIRST RESPONSE TIME Y/Y INCREASE IN CSAT

210 121,215 20% /%

CALCULATE YOUR ROI
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Data A PRODUCT MARKET SHARE RESOURCES ABOUT | RequestaDemo

Featured Content Topics Social Write For Us

Q

DoubleDutch SDR Team Increases
Opportunity Output By 25%

(O SEPTEMBERS, 2015 <& SAM LABER

Events and conferences can bring together
thousands of like-minded people in one place, all
with their own agendas and motivations. And with so
many moving parts, it can be difficult to engage
attendees in a relevant way, and ultimately, gain

doubledutch

DoubleDutch is an award-winning
provider of mobile event applications, with

#GrowWithHubSpot



PRODUCTS PRICING WHY ZENDESK DEMO CUSTOMERS RESOURCES

| et's do the numbers

Number of customer
service agents

NEXT QUESTION

Step 1 of 5
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%5:}!%§pﬂe§055§ OUR FOCUS  SOLUTIONS  SUCCESS  PERSPECTIVES Contact Sales

CareerBuilder

@ Mark Landwer VP, FIELD SALES

-

Why Brainshark?
11

I'm looking for a partner who can solve multiple problems at the same time - not
just be a point solution. With Brainshark, I'm able to get them all in one package
[from] one vendor, and it works together seamlessly.

22

SUCCESS STORIES

e -

~N

CareerBuilder
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From: John Piccirillo < G >
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,

| 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.

| 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. | 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

#GrowWithHubSpot
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Transtormation
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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.
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O

The sun’s rays do not burn
until brought to a focus.

- Alexander Graham Bell
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And it :
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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

Marketer 60%
Salesperson 50%
Firefighter 48%

Teacher IS 41%
Doctor s 19%
Nurse S 13%
Dentist mmmmm 99,
Accountant N 9%
Professional Musician Il 6%
Lawyer mm 49
Software Developer mm 39,
Barista mm 39
Journalist mm 3%
Investment Banker m 3%
Professional Athlete B 2%

Services/Customer Service | 1%

Stockbroker | 1%
Politician | 1%
Lobbyist 0%

Car Salesman 0%
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(2) The Growth Playbook

Ellen Zehntner
Sales Manager, Small Business, HubSpot
@ELZclemson

\
A\ 4
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Inbound Marketing Campaign Playbook

(D) (2) (3) (4) (s

Targets Content  Distribute  Nurture Optimize
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Developer Dave
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Tech Exec Tony
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|~ Reports dashboard

Contacts aitime 2+ Add persona

{i Customize dashboard

Leads Marketing Qualified Contacts Customers
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Developer Dave
12.70% 136 40 17 47

Marketer Michael
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Marketing Dashboard Productivity Content Social Contacts Reports

Developer Dave <= Add persona [] Print persona /' Edit persona fii Delete persona

+ All personas

| am a...
Persona Lists
All contacts 136
Leads 40
MQLs 7 Internal Notes
Customers 47
; Roles Data Scientist, Digital Analytics Manager, Director Business Operations, Business Analyst

Goals Better data analysis to support company growth

Challenges Not enough resources and not enough data from internal sources alone
Using personas .

Demographics
Add to forms Age 28 - 40
Make sure your persona question is Income 100,000
asked in your forms. Education Bachelors and / or Master's Degree - probably in a technical field or possibly business
Assign with workflows S
tory

Use lists and workflows to find and
update existing contacts.

Developer Dave needs some demographics. Add demographic information about your persona. How old are they? What kind of
Import contacts and tag them with education do they have?

the specific Persona name.
Add demographics

Import contacts and tag them with
the specific Persona name.

Mastering personas



IS a tasked with
. but has
standing in the way.
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Inbound Marketing Campaign Playbook

D Q) () (a) (s

Targets Content Distribute  Nurture Optimize
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74%

N of online consumers get
- " frustrated when content
C A appears that has

nothing to do with
their interests.
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74%

N of online consumers get
- " frustrated when content
C A appears that has

nothing to do with
their interests.
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Content Creation
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Content Creation

Better data analysis
Big data

Data sourcing

Not enough data

Data processing
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Content Creation

Ebook: Big Data Trends
Webinar: The Latest Big Data

Better data analysis

Big data

Data sourcing Algorithms

Not enough data Free Consultation: Is Big Data

' ?
Data processing Right for Your Company-
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Content Creation Exercise
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Keyword #1
Keyword #2
Keyword #3
Keyword #4
Keyword #5

Content Creation Exercise
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Keyword #1
Keyword #2
Keyword #3
Keyword #4
Keyword #5

Content Creation Exercise

Ebook?
Webinar?
Guide?
Kit?

\ViTe=YoYs

#GrowWithHubSpot



LYTICS

Big Data Trends

2016

Written by Kipp Bodnar
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* Return to all campaigns Notify teammates Clone Delete
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Clear Next
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Big Data is Making a Big Impact DOWNLOAD NOW

Grab this ebook to learn more about the trends that will impact big data in 2016,

including:
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@ The convergence of loT, the Cloud and Big Data F o r m
mail*

(® The growth of NOSQL

@ Algorithm markets, Apache Spark and more
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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

D () G) (a) (s

Targets Content Distribute Nurture Optimize

#GrowWithHubSpot



S

#GrowWithHubSpot



@ = o I

Email Blog Social
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Campaigns integrating 4+ digital
channels outperformed single or
dual channel campaigns by

300%

#GrowWithHubSpot



Email
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of B2B marketers
say email is the most effective
channel for generating revenue.
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O

Never stop testing, and your
advertising will never stop improving.

- David Ogilvy
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Apr 28, 2016 5:18:20 PM

CONTACT RESOURCES BLOG

DOES BIG DATA WORK FOR SMBS?

INTRODUCTION:

Your “how to” blog post should teach the reader how to do
something by breaking it down into a series of steps.

Begin your blog post by explaining what problem you are going
to solve through your explanation and be sure to include any
relevant keywords. Add in a personal story to establish your
credibility on this topic. And make sure to end your blog post
with a summary of what your reader will gain by following your
lead.

Need some inspiration? Check out these "How-To" examples
from the HubSpot blog:

& How to Write a Blog Post: A Simple Formula to Follow

& How to Do Keyword Research: A Beginner's Guide

& How to Write an Effective Meta Description (Yes, They Still
Matter)

Everyone seems to have their own big data stories -- does it
really benefit SMBs?

Now deliver what you promised in the first section. This is the
longest part of the post, so make it easy to read. Use short
paragraphs, bullet lists, and bold headings to set different
sections apart.

)

LOGIN

SEARCH THIS SITE ON GOOGLE

New Ebook

Big Data Trends in 2016

Learn about what's
trending for Big
Data this year.

BIGLYTICS

Big Data Trends
B

2016

Download Now
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Think you're too to blog?
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16-20%

of searches on Google have
never been searched before.
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Phone 866.597.9298

PLASTIC SHEETING

Who Are We? Core Values Global Plastic Sheeting Why Buy From Us? Blogging Plastic Sheeting
Specials Shipping |International Credit| Returns Videos of Products SEARCH OUR SITE Pricing And On-Line Store
Global Plastic Sheeting Line Card CONTACT The Plastic Sheeting Gurus! Business Hours: 6:30 AM-4:30 PM

New Product Innovations!!

Browse by Tag + Plastic Sheeting Blog. Click on Home for all our product categories...

Crawl Space Vapor Barrier Encapsulation Tips
Posted by The Plastic Sheeting Gurus! on Mon, May 11, 2015 @ 01:08

Find me on: ﬁ

W Tweet < 1 g+1

Do you have a crawl space vapor barrier in your crawl space? Is your crawl
space encapsulated? Does it look anything like the picture below? Does it small
like old moldy sox, dead rodents or worse? Just because you have plastic
sheeting/ crawl space vapor barrier on the floor doesn't mean your crawl space
is correctly encapsulated.
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Social media has a

100%

higher lead-to-close rate
than outbound marketing
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80%

of marketers use as least one
paid channel to supplement
their inbound efforts.
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Inbound Marketing Campaign Playbook

1 2 3 @ 5

Targets Content  Distribute  Nurture Optimize
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Nurtured leads
produce, on average a

20% Increase

In sales opportunities versus
non-nurtured leads.
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Workflow is inactive. Click to review and activate. Q
Performance
gl 0 O No goal set. Set a goal?

AN I S SRRy e e Read more about goals.

Settings
Created by Christine McLaughlin
on Apr 26 2016 3:14 PM Welcome! Enjoy exploring the new Workflows app. You can switch back to the old app any time you like.

- . Learn more about Beta Workflows | Switch back
Jescription

}L Automatically © enroll contacts when they meet these criteria:

(B Contact has filled out Ebook Form on LP | Ebook: Big Data Trends 2016.

and...

or...

[ Q Help )
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biglytics.net

X Marketing Dashboard Productivity Contacts Reports

Hub ID: 1976760

O~ (¢ Newnote X Email " Call + Log activity & Createtask ©® Schedule

Laurie Aquilante {

Start typing to leave a note...

B I U =#» 9 w sans-serif v A

i
i
e
q
oO
®

Some of this contact's activity has been excluded based on
their IP address.

Learn more . . .
Filter timeline (14/23) «
MAY 2016
ABOUT LAURIE O~
g Laurie Aquilante submitted Ebook Form on Home  05/05/2016 at 10:54 AM EDT
First Name Laurie
Last Name Aquilante No properties updated.
Email laquilante@hubspot.con &
Phone Number - Laurie Aquilante submitted Ebook Form on Big Data 05/05/2016 at 10:42 AM EDT

" Trends 2016
Last Contacted

Lifecycle Stage Lead v No properties updated.
HubSpot Owner

Twitter —aquilante &
Username - g Laurie Aquilante was added to Developer Dave 05/05/2016 at 10:40 AM EDT
° Persona - All Contacts

View all properties

g Laurie Aquilante was added to Developer Dave 05/05/2016 at 10:40 AM EDT
" Persona - Leads
DEALS
g Laurie Aquilante lifecycle changed to "lead" 05/05/2016 at 10:33 AM EDT
4+ New deal
g Laurie Aquilante submitted Ebook Form on Big Data 05/05/2016 at 10:33 AM EDT Q  Help

* Trends 2016

#GrowWithHubSpot




biglytics.net

X Marketing Dashboard Productivity Contacts Reports
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i
i
e
q
oO
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Email laquilante@hubspot.con &
Phone Number - Laurie Aquilante submitted Ebook Form on Big Data 05/05/2016 at 10:42 AM EDT

" Trends 2016
Last Contacted

Lifecycle Stage Lead v No properties updated.
HubSpot Owner

Twitter —aquilante &
Username - g Laurie Aquilante was added to Developer Dave 05/05/2016 at 10:40 AM EDT
° Persona - All Contacts

View all properties

g Laurie Aquilante was added to Developer Dave 05/05/2016 at 10:40 AM EDT
" Persona - Leads
DEALS
g Laurie Aquilante lifecycle changed to "lead" 05/05/2016 at 10:33 AM EDT
4+ New deal
g Laurie Aquilante submitted Ebook Form on Big Data 05/05/2016 at 10:33 AM EDT Q  Help

* Trends 2016
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BIGLYTICS

gl FirsTNAME |
LT at B2 just viewed the pricing page. Follow up ASAP to see

how you can help them out.

Details

First Name:

Last Name: [ToL0 3

Company: [Ead

Email: B8

Phone: (e

Salesforce ID:

Reach out with any questions!
Christine

#GrowWithHubSpot



BIGLYTICS

Hi Roxanne McCool,

Laurie Aquilante at just viewed the pricing page. Follow up ASAP to see how you can
help them out.

Details

First Name: Laurie

Last Name: Aquilante
Company:

Email: laquilante @hubspot.com
Phone:

Salesforce ID:

Reach out with any questions!
Christine

#GrowWithHubSpot



CRM

\\ \\

- "
‘ salegf)rce . N
/& BASE WA NETSUITE

S 4

Microsoft @
Dynamics CRM Q RelatelQ

MEMBRAIN

pipedrive .‘
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HubSpEHt CRM

Contacts Companies Settings

All contacts X
" Add Contact K Columns
« Default View
i Back First Name Last Name Company Email Last Contacted Phone
Filter contacts by...
| (] 1 Jose Carroll Vimbo j.carroll@vimbo.com 07/25/2014 (346) 3§
A |
() Dorothy Collins Wikivu d.collins@wikivu.ora 07/25/2014 (601) 9
() Harold Powell SkyNoodle h.powell@ .
M First Name Quantify.ly
@ quantify.
X Last Name () Jonathan Hamilton Zoonder j.hamiltor i S
X Email () Nicole McDonald Diva Noodle n.mcdonz
X JobTitle <
(] ™  Michael Clark Trudeo HR m.clark@t
Quantify.ly
(£’ New note ® Email X Log activity X Create task
Roombo raymond. quantify.ly
Skipstorm j.welch@s 10000000
Start typing to send an email...
200
Roomm c.coopere@
09/06/2014
) Yombu v.gonzale|
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biglytics.net
Hub ID: 1976760

Sales Dashboard Contacts Companies Deals Tasks Sales Tools Settings

Setup progress

All contacts v

=+ Add contact o J

1,072 contacts + Standard view

< Back L Name Email Phone Number Lead Status Create Date -
Filter contacts by... g L oren Scott scott@hubspot.com 04/27/2016
- Sarah Cobb scobb@hubspot.com 04/26/2016
CONTACT INFORMATION n Christine McLaughlin cmclaughlin@hubspot.com 04/26/2016
(¢ Annual Revenue @ Nora Edmo nedmonds@colgate.edu 04/26/2016
+ Associated company ~ _
g Ashley Gelineau agelineau@hubspot.com 04/21/2016
] Associated Deals
. Karl Fischmann karl@hubspot.com 04/20/2016
Became a Customer Date .
Became a Lead Date . kyle mckay kmckay@hubspot.com 04/19/2016
Became a Marketing Qualified . Alex Hanbury ahanbury@hubspot.com 04/19/2016
Lead Date
Became a Sales Qualified Lead Nathan Hodge nate.hodge80@gmail.com 04/19/2016
Date
View options
Create view
Clone this view
Make this view default
Export all in view
Create report from view > 3 4 5 6 7 8 9 10 11 > >> Fittopage 4 . Q' Help

#GrowWithHubSpot




Dashboard

All prospects

Contacts

Setup progress

Companies Deals Tasks

Sales Tools

SEIE

biglytics.net
Hub ID: 1976760

Prospects o
25,358,714 prospects * Standard view
WEBSITE VISITS COMPANY INSIGHTS
< Back
Filter prospects by...
L Name Domain Industry Recent News Date Postal Code
Family familylaw-wardlegal.com 05/03/2016 22030
PROSPECTS
A-solution a-solution.be 05/03/2016
(£' Address
. Newes newes.eu 05/03/2016
(£ City "
-+ Country The Honor Foundation thehonorfoundation.org 05/03/2016 21010
,\ -
(¢ Domain Researchful, Inc. researchful.com 05/03/2016
(¢ Facebook Company Page
Using using.net 05/03/2016
+ Industry
& |s Public Reality reality.com.au 05/03/2016
(¢ LinkedIn Bio Production production.fr 05/03/2016
(¢" LinkedIln Company Page
Google marketingideasinc.com Computer Software 05/03/2016 T5M 1V1
lnl Max Employees
Production : Association lemonfort.fr 05/03/2016 75015
View options
. oogle.mw 05/03/2016 94043
Create view Google 9009
ClOne '[hIS VleW MunmAimd Al DA e marantale ~a NE/N2A/2N1A
Make this view default Q. Help

A
v

Fit to page

2 3 4 5 6 7 8 9 10 11 > >>
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: : biglytics.net
Dashboard Contacts Companies Deals Tasks Sales Tools Settings Hub ID: 1976760

Setup progress

All deals || g v
=s! <+ Add deal
Standard view

o J
® All deal Proposal/Price Quote 1 Opportunity Creation 0 Early Discovery & Qua... 0 Stakeholder Identifica... 0 Demo/POC Delivery 0 Business Owner |
eals
<+ ) Add filter Subscription Upgrade
$50,000
Close date: 02/01/2018
View options
Create view
Clone this view
Make this view default
Export all in view
SO el O Total: $50,000 Total: $0 Total: $0 Total: $0 Total: $0 Q Help
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: : biglytics.net
Dashboard Contacts Companies Deals Tasks Sales Tools Settings Hub ID: 1976760

Setup progress

All deals || g v
=s! <+ Add deal
Standard view

o J
® All deal Proposal/Price Quote 1 Opportunity Creation 0 Early Discovery & Qua... 0 Stakeholder Identifica... 0 Demo/POC Delivery 0 Business Owner |
eals
<+ ) Add filter Subscription Upgrade
$50,000
Close date: 02/01/2018
View options
Create view
Clone this view
Make this view default
Export all in view
SO el O Total: $50,000 Total: $0 Total: $0 Total: $0 Total: $0 Q Help
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hubspot.com/gwh-crm
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Inbound Marketing Campaign Playbook

1 2 3 4 @

Targets Content  Distribute  Nurture Optimize
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The biggest room in the world
IS the one for improvement
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O

The biggest room in the world
IS the one for improvement
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Marketing Dashboard Productivity Content contacts Reports

Sources m userGuide Save as report
#A Reports home
[:] [ﬁ This year to date v @ All domains A 4 Q Select report... v
4l Reports dashboard
1l Sources
Standard Cumulative Visits v | Show offline sources | | Show visits-to-contacts rate © Add marketing action
@ Page performance 9
Q, Keywords
" . 200
# Competitors Direct Traffic
# Events Apr 2011 162
Visits: 138
£+ Reports settings L Contacts: 13
Total Visits: 162
" |
Report actions s 100
Export current view
50
28
3 | |
Trends & Suggestions — I
0
React to your current trends. Jan 2016 Feb 2016 Mar 2016 Apr 2016
Tracking URL builder
Build links to track your marketing
campaigns.
Source Visits % Contacts % Customers %
Data last updated 3 hours ago. 0 o S h
rganic searc
alubamielll 4 0.0% 0 0.0% 0 0.0%
pwm Referrals
B 33 3.0% 1 0.0% 0 0.0%

Email Marketing

3 0.0% 0 0.0% 0 0.0%



Marketing Dashboard Productivity Content contacts Reports

Sources m userGuide Save as report
#A Reports home
[:] [ﬁ This year to date v @ All domains A 4 Q Select report... v
4l Reports dashboard
1l Sources
Standard Cumulative Visits v | Show offline sources | | Show visits-to-contacts rate © Add marketing action
@ Page performance 9
Q, Keywords
" . 200
# Competitors Direct Traffic
# Events Apr 2011 162
Visits: 138
£+ Reports settings L Contacts: 13
Total Visits: 162
" |
Report actions s 100
Export current view
50
28
3 | |
Trends & Suggestions — I
0
React to your current trends. Jan 2016 Feb 2016 Mar 2016 Apr 2016
Tracking URL builder
Build links to track your marketing
campaigns.
Source Visits % Contacts % Customers %
Data last updated 3 hours ago. 0 o S h
rganic searc
alubamielll 4 0.0% 0 0.0% 0 0.0%
pwm Referrals
B 33 3.0% 1 0.0% 0 0.0%

Email Marketing

3 0.0% 0 0.0% 0 0.0%



hubspot.com
Hub ID: 53

P Marketing Dashboard  Content Social Contacts Reports

% Share v L Owned by Ari Plaut 2t Public

DEMO: Small Marketing Team Dashboard -

3
From 1/1/2015 to 3/31/2015 + Add report

New Contacts O~ Marketing Qualified Leads by Source &~
30(
) Original Source Type Count of Contacts
250k Organic Search 9,795
.} Direct Traffic 8,146
200K
Other Campaigns 6,073
150k
Email Marketing 2,629
100k Referrals 1,685
, Offline Sources 1,441
50|
Social Media 1,398
Ok '
1/12/2015 1/26/2015 2/9/2015 2/23/2015 3/9/2015 3/23/2015 Paid Search 614

Create Date

B Count of Contacts

[ Q  Help )

° V 4GrowWithHubSpot




hubspot.com
Hub ID: 53

P Marketing Dashboard  Content Social Contacts Reports

% Share v L Owned by Ari Plaut 2t Public

DEMO: Small Marketing Team Dashboard -

3
From 1/1/2015 to 3/31/2015 + Add report

New Contacts O~ Marketing Qualified Leads by Source &~
30(
) Original Source Type Count of Contacts
250k Organic Search 9,795
.} Direct Traffic 8,146
200K
Other Campaigns 6,073
150k
Email Marketing 2,629
100k Referrals 1,685
, Offline Sources 1,441
50|
Social Media 1,398
Ok '
1/12/2015 1/26/2015 2/9/2015 2/23/2015 3/9/2015 3/23/2015 Paid Search 614

Create Date

B Count of Contacts

[ Q  Help )

° V 4GrowWithHubSpot
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Inbound Marketing Campaign Playbook

OJOXOXORO

Targets Content  Distribute  Nurture Optimize
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Datanvze ~




Datarnyvze ~
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Datarnyvze ~

135% Increase in traffic
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Datarnyvze ~

135% Increase in traffic

Increase in leads
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Datarnyvze ~

23%

lead to customer
Increase in leads conversion

135% Increase in traffic

Customers
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& Shorelel
60% Increase in traffic

Increase in leads

InCcrease in
o,
110%
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Growth Experts

Michael Rogewitz Rebecca Rostowsky Robert Barnes
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P

Coffee Break
until 3:15

\/
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@ Customer Growth Panel

Janna Erickson
Field Marketing Manager, HubSpot
@BostonJanna

\
A\ 4
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Bret Peters
CMO
-ig Leaf Software

Shannon King
Marketing Manager
Sonatype

Eren Koont
VP of Marketing
Protenus
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“’chlefmartec com Marketing Technology Landscape March 2016

Advertising & Promotion Content & Experience Commerce & Sales Data
Mobile Marketing R Video Marketing S all Analytics & Management & oIS ¢ v - f‘c o
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Audience/Market Data & Data Enhancement
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Talent Management
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Use the Grow with HubSpot discount code:
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