Creating an ROl Report



AGENDA

The HubSpot Monthly Marketing Report
Evaluating RO
Benefits of Reporting ROI



HubSpot Monthly Marketing Report

HubSpot Monthly Summary October sl a Determine the right time interval

Marketing Overview

Visits Leads Customers

Group marketing efforts by

755,71 7 * 45,302 » comindEoon service you provide

Up 16% since Sep. Up 9.5% since Sep.

Make connections—progress

Content Summary towards goals

e Drove 512 organic views
o Spurred 3 new blog comments
» Attracted 0 inbound links

New blog posts (down 25%) Start high-level, then go granular

o Converted 15,927 new leads
o Attracted 25,851 page views
e Achieved a 20.89% conversion rate

Use HubSpot template as a
foundation

New landing pages
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Evaluating ROI

INSTANT
ACCOUNTABILITY

UNDENIABLE &

for QUANTIFIABLE

Underperformance

Proof of Success




Benefits to Reporting ROI

” Path to Referrals

9 Motivation for Client Collaboration

e Path to Upselling

Q Maintain and Renew Your Retainer



KEY TAKEAWAYS [~

Best practice is to report on ROl to a client
monthly

‘ All of the metrics that you share with clients
should tie back to their business goals

‘ Use the HubSpot Monthly marketing report
as a template



REPORTING
TRAFFIC GENERATION
METRICS



AGENDA

The tools in HubSpot for reporting on Traffic

The Questions to ask and metrics to show



TRAFFIC GENERATION METRICS:
ARE YOU GETTING THEM FOUND ONLINE?

0 Search Engine Optimization

9 Blog

e Social Media



SEARCH ENGINE OPTIMIZATION

METRICS TO QUESTIONS TO
SHOW n ANSWER

* Pages that got optimized. . v
e How much did traffic increase or decrease?

* Keywords specifically . . -
targeted * What were the main drivers-
. Traffic from previous * How much did organic traffic increase?

months for comparison . . e
* Can we identify keywords that are bringing

in traffic?
*  Which keywords should we target?
* Have our rankings improved?
* Did key pages improve?

e Did our Cost-Per-Click increase or
decrease”?



Reporting Tools: Sources

8 This month to date v & All domains v ® Select report.... v

Visits v Show offline sources Show visit-to-contacts rate © Add marketing action

800,000

600,000
2
@ 400,000
g
N .
0
09/29 - 10/05 10/06 - 1012 10/13-10/19 10/20 - 10/26 10/27 - 11102
Source Visits % Contacts % Customers % rd
Report Actions
QrgaﬁlcEééar?,h,, . 820,523 15% 12178 09% 108 0.0%
Gooale. Bing. Yahoo, etc Export current view
fefe"als 146,456 20% 2081 10% 29 0.0%
INKS on other
Navigation
foc'a' Mef'ar o 150,781 22% 3,492 05% 18 0.0%
ac 00 witter, Linkedin, etc

A Reports Home

View all of vour saved renorts



Reporting Tools: Keywords

Keywords Keywords Impressions Savings
508 663 517,707 $39,771.76
ranked in top 3 ranked in top 10 from first- total
[ Actions ¥ Filter by Campaign ¥ Q converting
Keyword Visits Leads Rank « Searches Difficulty CPC Campaigns Date Added Actions
[F] converting more leads to customers 0 0 19 Low 16 Low 1 29-Jun-2012 Delete
0 Awesome.
This is a great keyword for you to go after.
25 You can boost your rank even further if you:
"E‘ ¢ Get more quality inbound links to these pages
o ¢ Nail the on-page SEO components
.'E 50  Link some related blog posts to this page
c
=
N
75 Compare your rank to that of your competitors for this
keyword.
Show competitors
100+

Jui'n Sep'11 Nov '11 Jan"12 Mar '12 May '12 Jui2

== www.hubspot.com/free-trial-varl

== blog.hubspot.com/blog/tabid/6307/bid/29590/how-to-generate-more-custom...

o= www._hubspot.com/how-to-convert-more-website-visitors-to-leads-product-webinar




Reporting Tools: Page Performance

Page Performance @ tutorial

1,282,410 WW 1,165 89,541

Keywords

& All Pages v | | B This month v Q

&a Explore Pages without Views

Page Views CTA % Keywords Links

Hub”Spot, All-in-One Marketing software 325,979 0% 73 46.497

http://www.hubspot.com

Free Ebook: 55 Brands Rocking Social Media with Visual Content 40816 0% 0 30 = Page Manager )

http://www.hubspot.com/55-brands-rocking-social-media-with-visual-content . ° Manage the pages within your
website

All-in-one Marketing Software | Product Versions & Pricing L

http://www.hubspot.com/pricing/ 33,751 - 1 2 /" Link Grader

Monitor and build inbound links
Internet Marketing Software Products

http://www.hubspot.com/products/ 30,453 - 40 19,222 i) Blog Analytics

, ) Measure the impact of your blog
Free Ebook: 50 International SEO & Website Tips

http://www.hubspot.com/free-ebook-50-international-seo-tips/?utm_medium=social& 30,080 0% 0 9

utm_source=inthub



BLOGGING

METRICS TO
SHOW

* Examples of blogs written.
* Keywords specifically targeted.

* Performance of blog in previous
months

QUESTIONS TO
ANSWER

Has traffic to the blog helped over all site
traffic?

Any leads from the blog?

How many blog articles got posted?
This month’s top posts?

Which topics performed best?
Notable/number of inbound links?

Any comments worth highlighting



Reporting Tools: Page Performance

Page Performance e rutoria

2,110 2,580 13,659

Email Subscribers RSS Subscribers CO000000000000OCO000000 Blog Home Page Views
&a HubSpotBlog Posts .4 I m This month to date v = All Blogs v Add Q
Page Author Date « Views CTA % Comments Keywords Links £ Explore Pages without Views

New in Social Media: Upload

images and export data Meghan S
http://www.hubspot.com/blog/bid/23717/Ni  Keaney - 228 - 6 0 0 ‘= Page Manager
in-Social-Media-Upload-images-and- .
' N ' e Anderson Manage the pages within your
export-data website
Sewickley Academy Increases s Link Grad
Student Enrollment Using Inbound #  Link Grader
Marketing ~ 12 days Monitor and build inbound links
http://www.hubspot.com/customer-case- 479 1% 0 0 0 = :
= Blog Analytics

studies/bid/23710/Sewickley-Academy- Patel ago 9 Y ) ‘
Increases-Student-Enrollment-Using- Measure the impact of your blog
Inbound-Marketing
Timeline Segmentation: A New
Way to Segment Your Database

: ) xport All P to Excel
with HubSpot Enterprise Jeffrey 14 days + Expo ages to Exce

2n4 — n n n



SOCIAL MEDIA

METRICS TO
SHOW

* People who participated.
* Platforms used.

* Social Reach compared to
previous months

QUESTIONS TO

! ANSWER

How did social media contribute to traffic?
How did social media contribute to leads?

How did our social media reach grow/
shrink?

How active were we on the different
channels?



Reporting Tools: Social Reach

Social Reach

405,992 3,244 o 9,166 232

reach as of July 11 growth this month average monthly growth
Last 12 months v
250k
200k
/"—_—;
150k /
100k
50k /_/
Ok
Sep'11 Feb '12 Juln2
—o— Facebook  —o— Twitter —— YouTube
Name Reach a Growth This Month % Avg. Monthly Growth %
Facebook 178,769 1,228 0.69 5,072 28244

Twitter 222,950 1,967 0.89 6,313 37.49



Reporting Tools: Sources

Sources
4 This year to date v & All domains v ® Select report. .. v
Visits v O Show visit-to-contacts rate © Add marketing action
300,000
200,000
o
=
[}
=
N .
0 - -
Jan 2013 Feb 2013 Mar 2013 Apr 2013 May 2013 Jun 2013 Jul 2013 Aug 2013 Sep 2013 Oct 2013 Nov 2013 Dec 2013
Traffic sources » Social Media Q
% comas “  cuomes % (2
1.5% 151 0.0% Report Actions

623,889 1.6% 9.817

Twitter



RINSE
& REPEAT.



KEY TAKEAWAYS [~/

‘ To report on traffic utilize the sources tool, the
keywords tool, page performance, and social
media tool

‘ Reporting on social media in HubSpot is
focused much more on visitors, contacts and
customers than “likes” and “followers”



REPORTING
LEAD GENERATION
METRICS



AGENDA

The tools in HubSpot for reporting on Lead Generation

The Questions to ask and metrics to show



LEAD GENERATION METRICS:
ARE YOU CONVERTING THEIR VISITORS INTO LEADS?

0 Landing Page Performance

9 Email Campaign Performance



LANDING PAGE PERFORMANCE

METRICS TO
SHOW

*  Premium Content Created
e Landing Pages Created

* Premium Content and Landing
Page Results from last month

QUESTIONS TO

! ANSWER

What premium content offers did we
develop this month?

How productive were these offers in terms
of leads?

How and where were these offers promoted
(on —site & off-site)?

Landing page conversion rate?
Visits to landing pages?

What A/B tests did we run?



Reporting Tools: Landing Pages

Landing Pages

[@] Al landing pages v & All campaigns v Add filter ¥

Sorted by Submissions v - Showing: Views Submissions rate v | | New contacts rate =
LP 75 Free Stock Photos 146.939 44.9% 5%
@ Published Oct 10 — Updated Oct 10 by Niti Shah
LP SEO Template Guide 157 897 41 5% 49
@ Published — Updated Nov 20 by Diana Urban
LP 30 Lead Generation Tips & Tricks 109.389 51.0% 4.6%
@ Published Nov 15 — Updated Nov 15 by Diana Ur
HSCM LP An Introduction to Facebook for Bus... 382 103 14.1% 9%

@ Published Dec 9 — Updated Dec 9 by Amanda Si

Hasase

Title:
LP 75 Free Stock Photo!

Published:
Oct 10



EMAIL CAMPAIGN PERFORMANCE

METRICS TO
SHOW

*  Premium Content Created

* Landing Pages supporting these
sends

* Audiences targeted

* Previous Month’s email
performance

QUESTIONS TO

! ANSWER

How did email contribute to traffic and
leads?

How many emails were sent and to which
lists were they sent?

Performance of each send?
Click through rate?

Unsubscribe numbers?



Reporting Tools: Email Campaigns

= All emails v & VAR Leads v Q Search

Sotedby | upcateasate <) | ) | Swowns |pewees - ||Ovenvae  <||Cicke -

MK VAR 20120925 Lead gen Playbook Third Send

P 17.810 18.8% 3% v HubspH
Sent Sep 25, 2012 — Updated Sep 25, 2012
2IK VAR 20120925 Lead gen Playbook Second Send 259, 0%
Sent Sep 25, 2012 — Updatec 25,2012
EK VAR 20120920 Lead gen Playbook 41673 22 49, 339,
Sent Sep 20, 2012 — Updated Sep 20, 2012
Title:
MK VAR 20120918 Analogies followup 0 0% 0% MK VAR 20120925 Lead gen
Playbook Third Send
Draft — Updated Sep 17, 2012
Subject:
[Agency Playbook] How to
2"( VAR 2012090610 Awesome Stats 6,832 25.3% 9.8% Generate Leads for your Clients
Sent Sep 6, 2012 — Updated Sent-
Sep 25, 2012
EK VAR 20120808 ebook kit to international 26.052 16% 45%
Sent Aug 14, 2012 — Updated Aug 14, 2012 % Template Builder

Create and manage the templates



RINSE
& REPEAT.



KEY TAKEAWAYS [+

‘ To report on lead generation use the landing
pages tool and the email tool

‘ It is important to work with the client to define
lead generation goals so that you can

accurately share this information with them



REPORTING
CUSTOMER
GENERATION METRICS



AGENDA

The tools to use to report on customer generation metrics

includes the Workflows tool and the Sources tool

The Questions to ask and metrics to show



CUSTOMER GENERATION METRICS:
ARE GETTING THEM CUSTOMERS?

0 Lead Nurturing Performance (Workflows)

9 Overall Website Customer Acquisition



LEAD NURTURING PERFORMANCE

METRICS TO
SHOW

* Themes of lead nurturing
campaigns

* Premium content serving as
trigger for lead nurturing
campaigns

* landing pages and secondary
offers integral to campaigns

QUESTIONS TO

! ANSWER

What lead nurturing campaigns were active
this month?

How many lead reconverts did lead
nurturing drive?

Click through for each LN email?
Unsubscribes per LN campaign?
Which other offers were used in LN?

How many contacts reached the goal of
the campaign?



Reporting Tools: Workflows

® FT - Trial Expiration ~

<~ View all workflows

Total started Joined goal list @ Use a goal list to monitor the

Workflow details 285 0 performance of your nurturing
workflow. Learn more

Overview

Edit workflow

Performance Started workflow Starting condition

285 contacts (166 active) FT VSB Program Leads with Trial (list)

© »
23 days, 0 hours, 0 minutes L
16

5 contacts

History

¥t Workflow settings

Send an email
Suppresses contacts associated with I FT-Trial Expiring 7 Days
Nonprofit Step by Step Guide (workflow)

Summer Fling (workflow) ® Waiting

LN-International-Hack-International-SEO-Tips 29 days. 0 hours, 0 minutes

1 contacts
(workflow)

LN-Mary-30Day-General (workflow)
Send an email

LN-Enterprise-Leads-MQL-Trial (workflow) ><] FT-Trial Expising Tomossow

Completed workflow
119 contacts



OVERALL WEBSITE CUSTOMER ACQUISITION

METRICS TO

SHOW

Best performing pages
Last month to this month

Most impactful channels &
content

QUESTIONS TO

! ANSWER

How many customers did inbound marketing
drive?

What campaigns or sources were the most
impactful?

Which channels have the best visitor to
contact conversion rate?

Customers originating from organic traffic?
Lead nurturing campaigns most effective?

Targeted email sends most responsible?



E 6 86 8 8 8 B

Reporting Tools:

Source

Organic Search

Google, Bing, Yahoo, etc
Referrals
Links on other sites

Social Media
Facebook, Twitter, Linkedin, etc

Email Marketing
Email links

Paid Search

Paid search advertisments

Direct Traffic
Manually entered URLSs

Other Campaigns

Other sources

Total

Visits

1,556,623

1,615,661

811,396

3.095.595

58.860

5,194,099

2,658,249

14,990,483

3.1%

6.9%

6.1%

3.4%

5.3%

1.9%

10.6%

4.6%

Contacts

47,765

111,696

49 288

103,895

3,090

99,347

281,615

696.696

Sources

1.8%

0.5%

0.7%

0.6%

2.6%

4.5%

0.3%

1.1%

Customers

855

570

336

636

79

4,420

771

7,667

0.1%

0.0%

0.0%

0.0%

0.1%

0.1%

0.0%

0.1%




B9 This year to date

& All domains

® Select report..

Visits

v Show offline sources [¥] Show visit-to-contacts rate

Visits

4,000,000

3,000,000

2,000,000

1,000,000

Jan 2013

00

Visits: 2,303,175
Contacts: 49.481

Feb 2013

Show visit-to-contact: 2.15%

Mar 2013

Apr 2013

May 2013

Jun 2013

00

Jul2013

Aug 2013

Sep 2013

Oct 2013

© Add marketing action

Nov 2013

00

Dec 2013

00

8%

6%

4%

2%

0%



RINSE
& REPEAT.



KEY TAKEAWAYS [+

‘ To report on customer generation use the
workflows tool and the sources tool

‘ It is important to work with the client to define
customer generation goals so that you can
accurately share this information with them

‘ How will you get leads to customer
information from your clients?



