THE ESSENTIALS OF AN
EFFECTIVE INBOUND STRATEGY

Inbound Certification Class #1

HubSpot

Academy



AGENDA

Why inbound?
Fundamentals of inbound success
What effective inbound strategies looks like

Key takeaways and resources



WHY INBOUND



Remember when your mom
used to tell you as a child that
“it's inconsiderate and rude
to interrupt someone?”
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That's what traditional marketing & sales
were all about.
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Your blog is, without a doubt, one of the most
powerful inbound marketing tools at your
disposal. In fact, it's practically a marketing

Swiss army knife: it enables you to regularly
publish content, boost your website's search
engine optimization, establish your industry thought leadership and expertise, and it also

provides content fodder for your other marketing channels such as social media and email

marketing.

But one of blogging's biggest benefits is in its huge potential for lead generation and
reconversion. So if you're not taking advantage of all the lead generation opportunities your
blog offers -- and then optimizing those opportunities -- you're likely missing out on
a huge piece of your company's lead gen pie.

But have no fear! In this post, we'll walk you through all the various lead gen opportunities
you can take advantage of on your blog, and even give you some great tips for optimizing
those opportunities to make sure you're squeezing every last lead out of your business

blog.

8 Lead Gen Opportunities for Your
Business Blog

On Your Blog's Homepage
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Free Webinar: Optimizing 60 Landing Pages in 60

Minutes

Sign Up for the Webinar
Below!
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Email (privacy policy) *
Phone Number *
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Ready to improve your visitor-to-lead conversions

dramatically? We are ready to show you how! In fact, we will
show you 60 different examples of how you can optimize your|
landing pages.

View this 60-minute webinar during which we will review 60
unique landing pages and show you some optimization tricks.

During this webinar you will learn through HubSpot customer examples:

+ How to keep your landing page elements consistent
+ What graphics to use for your offers
+ How to perform A/B testing of your pages
« Ways to make your page social media-friendly

) Tweet this Webinar I Share on Facebook [ Share on Linkedin
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80%

of business decision-makers
prefer to get company
information in a series of

articles versus an advertisement.
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Don't interrupt what people
want to consume, be what
they want to consume.




Inbound is about being
a part of the conversation.
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Being part of that
conversation
means sharing
helpful, relevant
content with

the world™.



By creating conte
appeal to your ides
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That content acts as a magnet, or beacon,

capture your prospects’ attention so your
potential customers come to you.
That’s why it’s called ‘inbound,’ after aII
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Information empowers people with the
means to make their own choices.

Because even if you don't, they're still going to make those choices
anyway — and probably won't think of your organization when doing so.

s






What that looks like is this:

The Inbound Methodology



Inbound Methodology
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Inbound Methodology
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Inbound Methodology
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Distribution of market share among
the major industry players

26%
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What you don’t see written in the
methodology is “Analyze.” Why? 1

Because analysis should be
in every single thing you
do with your inbound strategy.




FUNDAMENTALS OF
INBOUND SUCCESS



INBOUND BEST PRACTICES

lﬂ Use buyer personas. Know who you're trying to reach - everything you do
must be tied back to your personas are.

I;’:l Use the buyer’s journey. Make sure every interaction your persona has with
your organization is tailored to where they are in the buyer’s journey.

|| Create remarkable content. Content that tailored to both who your
personas are and where they are in the buyer’s journey is inbound fuel.

|v Leverage your content. Make that content available for them to find—
and to serve your business goals: content distribution is what provides
the context to your content.




INBOUND BEST PRACTICES

v Use buyer personas. Know who you’re trying to reach - everything you do
must be tied back to your personas are.

v Use the buyer’s journey. Make sure every interaction your persona has with
your organization is tailored to where they are in the buyer’s journey.

W Create remarkable content. Content that tailored to both who your
personas are and where they are in the buyer’s journey is inbound fuel.

v Leverage your content. Make that content available for them to find—
and to serve your business goals: content distribution is what provides
the context to your content.




USE BUYER PERSONAS



Your buyer personas are who you’re trying to reach.
Instead trying to attract, convert, close, and delight all 3 billion people
on the internet, focus on those most likely to become promoters.




BUYER PERSONAS

Semi-fictional representations of your ideal customer based on real data
and some select educated speculation about customer demographics,
behavior patterns, motivations, and goals.




Content to Content to
attract visitors Content to close customers
convert leads

P
Personas help you create the right content.

The right content will most effectively attract your ideal visitors,
convert them into leads, and close them into customers.

FLICKR USER INPRAISEOFSARDINES



HOW TO CREATE BUYER PERSONAS

Do research
|[dentify trends

Create persona profile stories



DO RESEARCH
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Buyer personas must be based off
of research, not assumptions.
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SAMPLE PERSONA RESEARCH QUESTIONS

Role

Company/Organization

Goals

Challenges

Watering Holes

Personal Background

Shopping Preferences

What is your job role/role in life? Your title?

What industry or industries does your company
work/is your role in?

What are you working to accomplish?

What are your biggest challenges?

How do you learn about new information for your
job?
How old are you?

Do you use the internet to research vendors or
products?
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@ IDENTIFY TRENDS



Bucket research findings.

Patterns and similarities in
answers to persona research
questions indicate who your
personas really are.
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How much research does it take to create personas?

As much as it takes to identify trends. Be on the lookout for commonalities
and similarities between the types of answers you're getting.




How many personas
should you have?

As many as needed, but if you feel
like you have too many, remember
to always focus on why.

J



CREATE PERSONA
PROFILE STORIES



BACKGROUND:
* Basic details about persona’s role, key information about the persona’s company

* Relevant background info

DEMOGRAPHICS:
* Gender, age range, HH Income (consider a spouse’s income, if relevant)

IDENTIFIERS:
* Buzz words & mannerisms

GOALS:
* Persona’s primary & secondary goal

CHALLENGES:
* Primary and secondary challenge to persona’s success

HOW WE HELP:
* How you solve your persona’s challenges & help achieve their goals

COMMON OBJECTIONS:
* ID the most common objections your persona will raise during the sales process

REAL QUOTES:

PERSONA NAME

* Include a few real quotes (taken during interviews) that well represent your persona to make it easier employees to relate

to/understand to them.



SAMPLE SALLY

BACKGROUND:
* Head of HR, married with 2 children (10 and 8)
* Worked at same company for 10 years; worked up from HR Associate

DEMOGRAPHICS:
 Skews female, age 30-45, suburban, dual HH Income: $140,000

IDENTIFIERS:
* Calm demeanor, usually assistant screening calls, wants collateral mailed/printed

GOALS:
* Keep employees happy and turnover low, support legal and finance teams

CHALLENGES:
* Getting everything done with a small staff, rolling out changes to the entire company

HOW WE HELP:
* Make it easy to manage all employee data in one place
* Integrate with legal and finance systems

COMMON OBJECTIONS:
* Worried will lose data moving to a new system, doesn’t want to have to train the entire company on it.

REAL QUOTES:
* “It's been difficult getting company-wide adoption of new technologies in the past.”
* “I've had to deal with so many painful integrations with other departments’ databases and software.”



trying to reach, you also hav
what they want to see!



INBOUND BEST PRACTICES

v Use buyer personas. Know who you're trying to reach - everything you do
must be tied back to your personas are.

7 Use the buyer’s journey. Make sure every interaction your persona has with
your organization is tailored to where they are in the buyer’s journey.

W Create remarkable content. Content that tailored to both who your
personas are and where they are in the buyer’s journey is inbound fuel.

v Leverage your content. Make that content available for them to find—
and to serve your business goals: content distribution is what provides
the context to your content.




USE THE BUYER’S JOURNEY



The Buyer’s Journey

The active research process someone goes through leading up
to making a purchase.



Prospect is experiencing
and expressing symptoms
of a problem or
opportunity. Is doing
educational research to
more clearly understand,
frame, and give a name to
their problem.

THE BUYER’S JOURNEY

Prospect has now clearly
defined and given a name
to their problem or
opportunity. Is committed
to researching and
understanding all of the
available approaches
and/or methods to solving
the defined problem or
opportunity.

Decision

Stage

Prospect has now decided
on their solution strategy,
method, or approach. Is
compiling a long list of all
available vendors and
products in their given
solution strategy. Is
researching to whittle the
long list down to a short list
and ultimately make a final
purchase decision.



Awareness
Stage
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purchase decision.



Prospect is experiencing
and expressing symptoms
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THE BUYER’S JOURNEY

Consideration
Stage

Prospect has now clearly
defined and given a name
to their problem or
opportunity. Is committed
to researching and
understanding all of the
available approaches
and/or methods to solving
the defined problem or
opportunity.

Decision
Stage

Prospect has now decided
on their solution strategy,
method, or approach. Is
compiling a long list of all
available vendors and
products in their given
solution strategy. Is
researching to whittle the
long list down to a short list
and ultimately make a final
purchase decision.
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THE BUYER’S JOURNEY

Fodor&Travel

OVERVIEW

SIGHTS
RESTAURANTS
HOTELS
ENTERTAINMENT
SHOPPING
TRAVEL TIPS
FEATURES
FODOR'S CHOICE
DEALS

SPANISH PHRASES

PLACES TO EXPLORE
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PLAN YOUR THE CAYES AND ATOLLS
VACATION

Imagine heading back to shore after a day of snorkeling, the
white prow of your boat pointing up toward the billowing
clouds, the sky's base darkening to deep llac, spray from the
green water pouring over you like warm rain. To the left, San
Pedro's pastel buildings huddle among the palm trees like a
detal from a Paul Klee canvas. To the right, the surf breaks in
awhite seam along the ref.

THE CAYES AND ATOLLS
HOTELS

The more budget-oriented cayes, such ‘
as Tobacco and Caulker, have mostly

small hotels and simple cabins, often all
built of wood and typically without any
amenities...read more

Fodor$ Choice ©

El Pescador Matachica Resort &  Xanadu Island

Decision

Stage

AIR TRAVEL

Maya Island Airways and Tropic Air operate flights between both
the international and municipal airports in Belize City and
Ambergris Caye and Caye Caulker. Each airline has roughly
hourly service during daylight hours to and from the cayes.
One-way fares on either Tropic and Maya Island to either San
Pedro or Caye Caulker for the 15- to 20-minute flight are about
BZS$83 (municipal) and BZ$144 (international). To the cayes, you

CONTACTS

Maya Island Airways (Belize City Municipal Airport, Belize
City. 223/1140 for reservations. www.mayaislandair.com.)

Tropic Air (San Pedro Airstrip, San Pedro. 226/2012; 800/422—-
3435 in U.S. reservations@tropicair.com. www.tropicair.com.)

MORE TRAVEL TIPS >

THE CAYES AND ATOLLS TRAVEL DEALS
CRUISES

2 $339 & up — 6-Night Caribbean Cruises on Carnival

* Some taxes, fess additional




THE BUYER’S JOURNEY

Awareness Consideration Decision
Stage Stage Stage




INBOUND BEST PRACTICES

v Use buyer personas. Know who you're trying to reach - everything you do
must be tied back to your personas are.

v Use the buyer’s journey. Make sure every interaction your persona has with
your organization is tailored to where they are in the buyer’s journey.

W Create remarkable content. Content that tailored to both who your
personas are and where they are in the buyer’s journey is inbound fuel.

v Leverage your content. Make that content available for them to find—
and to serve your business goals: content distribution is what provides
the context to your content.




CREATE REMARKABLE CONTENT



Inbound Marketing = Content + Context




CONTENT

Your content is your marketing toolkit. Things like blogs,
interactive tools, photos/infographics, videos, and eBooks/
presentations work to attract, convert, close, and delight.




CONTEXT

Context is who you’re creating it for: you can’t just write any posts,
you have to write the right ones — those tailored to who you're
trying to reach and what they’re interested in.

. —
FLICKR WESNIDERRE



INBOUND BEST PRACTICES

v Use buyer personas. Know who you're trying to reach - everything you do
must be tied back to your personas are.

v Use the buyer’s journey. Make sure every interaction your persona has with
your organization is tailored to where they are in the buyer’s journey.

W Create remarkable content. Content that tailored to both who your
personas are and where they are in the buyer’s journey is inbound fuel.

v Leverage your content. Make that content available for them to find—
and to serve your business goals: content distribution is what provides
the context to your content.




LEVERAGE YOUR CONTENT.



It’s not enough to just
have great comtent:

You need to have a way
to get that content out
into the world.
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LEVERAGING CONTENT
VIA DISTRIBUTION

The right distribution technique gets the right content in front of the right person at
the right time.

(=] O D] © =

Website Business Social Landing Calls-to- Marketing
pages blog media pages action emails




INBOUND BEST PRACTICES

lﬂ Use buyer personas. Know who you're trying to reach - everything you do
must be tied back to your personas are.

I;’:l Use the buyer’s journey. Make sure every interaction your persona has with
your organization is tailored to where they are in the buyer’s journey.

|| Create remarkable content. Content that tailored to both who your
personas are and where they are in the buyer’s journey is inbound fuel.

|v Leverage your content. Make that content available for them to find—
and to serve your business goals: content distribution is what provides
the context to your content.




WHAT EFFECTIVE
INBOUND STRATEGIES
LOOK LIKE



INBOUND EXAMPLE:

G

Procter & Gamble




HOME PAGE / _SIMPLE SOLUTION. EXCEPTIONALLY CLEAN.

CHOOSE A PRODUCT EXPLORE RESOURCES

Simple solutions for
results you notice

Restaurant Solutions

Simple Solution. Exceptionally Clean.

Get the job done right the first time with an effective and efficient cleaning program from P&G Professional, designed especially for
your foodservice needs. Our multipurpose products give you superior cleaning at equal or lower cost by reducing the total number
of products you need to stay compliant.

Front of House Hand Hyglene

Back of House

Aclean kitchen isn' just a matter of preference—it's a strict matter of compliance. Our trusted brands deliver the exceptional cleaning you demand for every hard surface in

Content + Lur tra

+ Stemap roIow US Mg g B

g

» Categories » Coupons ($0.00)

PG evertydayy o

Lighten Up 5
Your Home for Spring

Read expert tips and tricks >

w /

Make life
a little easier.
Register for:

» Inspirational articles
»Special offers & savings
»Products and reviews

See the Projects >

WHO ARE P&G’S PERSONAS?

Multiple personas, multiple messages,
multiple sites.

| Restaurant industry (business-to-business)
2 Homemaker (business-to-consumer)

3 Hospitality industry (business-to-business)

HOME PAGE / SIMPLE SOLUTIONS. EXCEPTIONALLY CLEAN

CHOOSE A PRODUCT EXPLORE RESOURCES

Elevating
guest satisfaction

Simple Solutions. Exceptionally Clean.
P&G Professional helps you keep every area of your property sparkling clean, fresh smelling and comfortable, so your guests feel
right at home.

m Housekeeping Foodservice Floor Care Hand Hyglene Air Care

| == Laundry
- A . Frequent laundering, stain removal and bleaching can take a toll on your linens. The Tide Professional Laundry system is the




P&G Corporate Homepage

The face of the brand and
their digital storefront.
Optimized to have the right
content and positioning to
attract their ideal buyers.

p&G Investor / Shareholder Relations Careers Partners & Suppliers @ WORLDWIDE SITES Q

AR ' 2.

Company Brands & Innovation Sustainability | News & Media

HELPING MOMS HELP THEIR KIDS &
LEAD HEALTHY AND ACTIVE LIV,

BY FUNDING WORLDWIDE SPORTS PROGRAMS. .. 8 ° A P

Watch the Video
IRACELL

-
Crest. PANTENE

THANK YOU, MOM.

o o

m qéﬁz‘ tbj‘ml‘&:\ PG (NYSE) $79.31 +0.07

EVAN LYSACEK

JULIE CHU
10 Olymplc Sthvar
.

woomeamwin.  RAISING A CHAMPION IS HARD.
P&G brands make

EVERYDAY SAVINGS easy.

News P&G Views O Innovating for Every Day

Puberty is Not a Problem to Be Solved P&G Launches Annual Diversity & Inclusion I~

Empowering Girls to Succeed at School Report '

Read this Post Read this Post EA;H
g



P&G’s business-to-consumer
persona. The Homemaker.

A mom who wants quality
products for her family and
home, but doesn’t want to
spend a fortune on them.



CONTENT TO ATTRACT

Awareness and Consideration stage content that helps P&G’s persona better
identify or understand her issues works to attract her to their site.

HOME & GARDEN

How To Clean Your Kitchen in Less Time

U

L 1l
——— LT

r2012
@ 1oikes G 2commen ts
\ p \
W shareit) (@ Lkeit) ([ saveit) ( M Prntit)
deaning, fi , home & garden, kitch:

¢ummm  AWARENESS STAGE

HOME & GARDEN

How to Clean Your Dishwasher

Provides persona
general tips on her
issue: keeping the home
clean for her family.

CONSIDERATION mws)
STAGE

Persona can learn more
about the specifics of

her problem: here,

14 October 2013
@ ikes @B 1 comment

( shareit) [ Likeit) ( (4 saveit) ( M Printit)
doing the dishes. CESDICEDICEEDI XD
Tags: deaning, cleaning & home & garden, kitchen

Use this simple three-step guide to easily and properly
clean your dishwasher.




CONTENT TO ATTRACT

Awareness and Consideration stage content that helps P&G’s persona better
identify or understand her issues works to attract her to their site.

HOME & GARDEN

¢mm==  AWARENESS STAGE
Provides persona

general tips on her

issue: keeping the home

clean for her family.

How To Clean Your Kitchen in Less Time

U

L 1l
——— LT

CONSIDERATION  mws)
STAGE

Persona can learn more
about the specifics of

her problem: here,

doing the dishes.

HOME & GARDEN

How to Clean Your Dishwasher

Use this simple three-step guide to easily and properly
clean your dishwasher.

How should this content get distributed?



CONTENT TO CONVERT

Awareness and Consideration stage content that helps P&G’s persona better
identify her issues, explore them in more detail, and convert into a lead.

S-Step Refrig Cleaning and O Plan _ gONcasl DE RATION Easy Home Organization: 1 Day, 1 Task
TAGE

]|

R T

7

L Persona can download
b-step guide to learn
about the specifics of a
particular element of

her problem.
S i (@=md) @D AWARENESS STAGE mmms) J| - 8 FREE Download
oo S o somin b bt bt Persona can download
Cessss | tip sheet with general  din Sy BN
organization ideas and (@) (o)) (Homt) (B o)
I HaiE EE%%E‘?&E“:‘;» convert into a lead. Tags: deanina & jon, home & garden, home mads simple, sping cleaning

Use our comprehensive plan for organizing your home,




CONTENT TO CONVERT

Awareness and Consideration stage content that helps P&G’s persona better
identify her issues, explore them in more detail, and convert into a lead.

HOME & GARDEN

5-Step Refrigerator Cleaning and Organization Plan {smmmm CONSIDERATION

: : STAGE
L Persona can download
b-step guide to learn
about the specifics of a
particular element of

HOME & GARDEN

Easy Home Organization: 1 Day, 1 Task

her problem.

06 March 2014
. 9 likes ’ 0 comment
(@) (S e3) (Femd) @) AWARENESS STAGE mwmmm)
B Persona can download

Getlyo:nre;rigteratolx clean and organized for good with tlp Sheet W|th general . 66 likes , 1 comment

our lasting 95-step plan. . . . (s shareit) (@ Lket) ([ Saveit) & Printit)

organization ideas and ey () (Hen (Ao
I m;d:;‘,;“pli Convert into a |ead‘ Tags: deaning & izati home & garden, home made simple, Zi spring cleaning

Use our comprehensive plan for organizing your home,

How should this content get distributed?



CONTENT TO CLOSE

Decision-stage content nurtures and closes P&G’s persona into a customer by
providing information and resources that help her choose a brand/provider.

DECISION STAGE i)
E ________ PrOdUCt reVieWS Hard on grease, soft on your hands.
I dish soa | . , -
I papertowel ' D P can provide P&G'’s
I Bounty [ 1 Dawn 1 . 1
. : . I persona with the
I 1 I o o I information
I 1 I —Y - .1 necessary to make
[ [ e ision.
I fg‘, I a brand decision
[ [ [ ' [
! ! I omgainaesg |
[ [ [ [
 $1.00 + 1 $0.50
1 of reduction in store* 1 ] of reduction in store* |
————— 8-(- - " e mm = —8-(- - .’i
|:a Pr'nlooupon:l (5 Print ooupon:i ‘
Dawn Platinum Dish Soap

DECISION STAGE Coupons for a product or closely related °."S°°

products can help P&G’s persona make the decision to go 4.6/5 KA IR 125t (00 e o v

with one of their brands. (¥ v cnie) (9 e erver) (i rem) (@ i) (6 semt)




CONTENT TO DELIGHT

P&G creates a great inbound experience for their current customers by creating

and providing content relevant to them, too.

HOME & GARDEN Tags:

9 Easy Tips to Organize

Toys
Store and organize recently
acquired toys with our nine
creative storage ideas.

@ 5tikes
P ocomment

( = @ N
(e shareit | ( More ¥ )

Total Guest Room
Cleanout

Don't miss a to-do as you
prepare for visitors with our
three-step method.

@ clikes
® oconmen

L,
Shareit | [ Moz ¥ |

Cabinet Door Message

Station

Transform a cabinet door into

the perfect message station for

your home.

@ 12iikes
O o conmen

(s sraveit ) (wore v )

Tags

HOME & GARDEN

- T S

S Must-Have Kitchen

Tools for Thanksgiving

8 Essentials for Holiday
Entertaining

Get ready for your season of
entertaining with these eight
holiday must-haves.

HOME & GARDEN

T—

5 Easy Food Storage
Tips

Learn to keep your refrigerator
fresh with our five simple
storage solutions.

@ e
O o conment

(s spareit ) (i )
areit ) (ore
\J * J N\ b4 J

@ oiikes
®  conmen

& srareit ) (More )

DIY Bath Tissue Holder
Craft two decorative, functional
bath tissue holders for your
guest bathroom.

Be prepared for Thanksgiv
with these five necessary
kitchen tools.

@ Siikes
O 1 comment

((ads srareit ) ((More W )

HOME & GARDEN Tags:

9

. 1 likes

® o conment
s shareit ) ((More ¥

HOME & GARDEN
.

Overnight Guest
Etiquette

Learn ideas for preparing for,
hosting and being overnight
guests.

@ otikes
® 1 conmen

— ——
—
(i) (woe v )

Tags: bedroom,

HOME & GARDEN

(L4 snareit | ( More ¥ )

6 Tips for Creating a
Temporary Play Room
Use our six tips for creating a
temporary area that's perfect
for young guests.

@ sikes
O ocomment

(s snaret ) ((More v )

Tags:

HOME & GARDEN

d &

10 Unique Uses for
Rubber Bands

Discover 10 creative and
functional repurposed uses for
rubber bands.

@ olikes
O 2 comments

(s shareit ) (More W )

What stage of the buyer’s journey
do you think this falls into?

Any stage, depending on what
P&G would like to happen.



KEY TAKEAWAYS
AND RESOURCES



KEY TAKEAWAYS

Inbound marketing is a fundamental shift in the way we do business.

Your buyer personas are who you'’re trying to attract, convert, close,
and delight.

Personas must be based on research.

The buyer’s journey is the active research process a buyer goes
through leading up to making a purchase.

Successful inbound strategies must take personas and the buyer’s
journey into consideration.

Make sure the right people get the right message via your distribution.



RESOURCES

Why Inbound Matters: INBOUND13 opening video

Buyer Persona Creation Template

The Buyer’s Journey: The Marketing Funnel, Evolved

45 Terms Every Inbound Marketer Should Know




