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@ ALIGN

ALIGN EVERY MARKETING ACTIVITY AROUND ONE GOAL...
CREATING LEADS THAT HELP SALES

CLOSE MORE
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CLEARLY LINK FLOWS FROM
START TO FINISH

@ ®®a 0 %

SEO LANDING FREE EMAIL SALES CLOSE
PAGE TRIAL CAMPAIGN TOUCH

1. At the end of every action, there should be a clear link to the next action
2. The overall flow from start to finish should be carefully designed
3. Every action should contribute clearly to moving the lead through the closed deal
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PURCHASING STAGES




AN ORGANIZATIONAL
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customer has a
problem and is
looking for a solution

customer is not aware
they have a problem, or
that your product
category exists
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Outbound marketing

Cold Calling
etc.
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Landing Pages HubSp

Build and analyze pages with forms

~ G D NN - D 5 G ~ 0/
v +_} r +_} I!_ [] ]. rj / +_} +]. PT," ya
4{-)8 1)8*_]4)*_](_}{') " d— ,-'r J' 8*_.} —8‘5"{ (_).» {_}
MUMBER OF LAMDING PAGES TOTAL PAGE WIEWS TOTAL FORM SUBMISSIONS TOTAL COMVERSION RATE

. Create New Landing Page ) | e Search y Go To Form Manager =

SUBMISSIONS w  CONWVERSIOMN RATE LEAD MURTURIMG CAMPAIGH

36,274 18,241 30.29%, Website -Related
47,370 17,908 a7.8% Website -Related
28,651 17,6281 30.15%

30,900 17,331 56.09% Website -Related

29,917 15,118 50.53% Social Media-Felated

Landing Page Wizard 1 2 3 4 5 6

Choose a layout

prwen AL Vers Bon




List Creation

Create a list of your leads.

O Ay @ Al (A = Match any criteria. All = Match all criterial)

Customer or Lead [ Lead

Employees ¢ ' A1 to 200

Fole_ « ' CEC / Executive Manags

cancel |—; “s Search




Lead Nurturing: Create a Campaign Hubsasf)t

Choose catnpaliah hatne and which forms are associated with 3 carmpaioh

m Step 20 Compose Email Step 3 Preview and Test

Campaign name:

(e.g. Webinar Download, Trial Request, Contact Us)

Email footer:

Your company name
street, City, State 00000

(The ermail footer will appear at the bottorn of every email in this campaign.)

what form should trigger this campaign? (optional) &

D FORM MAME ASSOCIATED WITH CAMPAIGH APPEARS OM PAGE

[] Marketing Scoop 1 page

[] SEC in 2010 - Free _ 1 page
Marketing Webinar by Mike
Volpe | Contact Form

Contact Mike-Contact Mike  welcome 1 page
wolpe wia Email

Create New Campaign = or cancel




- Campaign: Social Media-Related (create new email | settings | Reports ) Hubsﬁf:ut

STATUS
On {Turn off)

O {Turn off)

On {Turn off)

On {Turn off)

O {Turn off)

SUBJECT LIME

6 Reasons Social Media Helps Grow Business
Unique clicks: 2.7% ... more

7 Twitter Ideas to Improve Your Marketing 2 PR
Unique clicks: 2.04% ... more

Help - My Twitter Handle is Taken
Unique clicks: 0.63% ... more

Use Twitter to Maonitor, Follow 2 Engage
Unique clicks: 4.41% ... more

5 Steps to Monitor Social Media on Your Time
Unique clicks: 2.86% ... more

Lead Nurturing: Reports

CAMPAIGH

+ Wehsite-
Related

+| Social Media- I864

Related

UMIQUE CLICKS %% CLICKED

2264 1.74%%

%6 UMSUBR

0, 46%

2,487 0.39%%

TIMIMG
Day 1

Day =

Day 5

Day 10

Day 15

SEMT TOTAL

130,403

155,580

LasT 2 DAY'S

Edit email
Preview
Delete

Edit ermail
Preiey
Delete

Edit email
Prenview
Delete

Edit email
Preiey
Delete

Edit email
Preiey
Delete

1,358

479

HubSpHt

WESTERDAY






OVERALL
CONVERSION %

CONVERSION

(BY LEAD SOURCE)

OSED DEALS




Visits from All Campaigns Hubsﬁﬁ)t

| All Campaigns
B oOrganic Search

Referrals

B | B Psid Search
- Direct Traffic
| Email Marketing

Leads from All Campaigns HUbS;}ﬂ)t

_a| All Campaigns

Ea— | B organic Search
Referrals

Jan 2009
B raid Search
C—

Direct Traffic

T

Customers from All Campaigns

|
B Organic Search
8 Referrals

Jan 2009 ; ! B raid Search

Direct Traffic

Emaidl Marketing

ustomers

B social Media

B oOther Campaigns

Visits

Customize Chart

Jan 2009 Feb 2009 Mar 2009 Apr 2009




Totals for HUbsE’}St

WISIT
T LEAD T VISIT T
SOURCES WISITS LEALD LEADS CUSTOMER CUSTOMERS CUSTOMER

Crganic Search 27,857 4, 5% 1,264 2.75% 34 0.12%
Referrals 58,751 11%% 6,513 0,7 4% 45 0,.058%
Paid Search 7,960 10%5 =05 1.5% 12 0,15%

Direct Traffic 159,735 1.9%%6 3,095 2.1% ula 0.04%%

Email Marketing 32,041 15% 5,767 0, 59% a4 0,11%

Social Media 11,314 B.2% F7a 1.9% 15 0,13%
Cther Campaigns 35,726 27 %% 9,679 0.69% 67 0.19%%

Totals 333,390 8.37% 27,890 0.9904 0.08%0




Visits from All Campaigns HubSSﬁ)t

B Organic Search

Referrals

B Psid Search
Direct Traffic
Emad Marketing

B Social Media

. Other Campaigns

Visits

Customize Chart

Jan 2009 Feb 2009 Mar 2009 Apr 2009

Marketing Events E3

Should go to pingomatic Mar 31, 2009 7:11:00 PM
Pingomatic usage! Mar 31, 2009 7:15:00 PM

First hlog post ever!l Mar 19, 2009 6:24:00 AM

Test Article To Be Sent To Facebook  Mar 9, 2009 9:25:00 AM

Army's Test Post Mar 3, 2009 2:37:00 PM
















Visits from All Campaigns Hubsﬁﬁ)t

| All Campaigns
B oOrganic Search

Referrals

B | B Psid Search
- Direct Traffic
| Email Marketing

Leads from All Campaigns HUbS;}ﬂ)t

_a| All Campaigns

Ea— | B organic Search
Referrals

Jan 2009
B raid Search
C—

Direct Traffic

T

Customers from All Campaigns

|
B Organic Search
8 Referrals

Jan 2009 ; ! B raid Search

Direct Traffic

Emaidl Marketing

ustomers

B social Media

B oOther Campaigns

Visits

Customize Chart

Jan 2009 Feb 2009 Mar 2009 Apr 2009




Totals for HUbsE’}St

WISIT
T LEAD T VISIT T
SOURCES WISITS LEALD LEADS CUSTOMER CUSTOMERS CUSTOMER

Crganic Search 27,857 4, 5% 1,264 2.75% 34 0.12%
Referrals 58,751 11%% 6,513 0,7 4% 45 0,.058%
Paid Search 7,960 10%5 =05 1.5% 12 0,15%

Direct Traffic 159,735 1.9%%6 3,095 2.1% ula 0.04%%

Email Marketing 32,041 15% 5,767 0, 59% a4 0,11%

Social Media 11,314 B.2% F7a 1.9% 15 0,13%
Cther Campaigns 35,726 27 %% 9,679 0.69% 67 0.19%%

Totals 333,390 8.37% 27,890 0.9904 0.08%0




Leads from Social Media HUbsF}‘é’t

! All IZ:.E|I"|'||:|.§II:|I"|E.

. l;:lr'g arnc Search
afarral

. Paid Search
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Email Marketing
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SITE

Twitter
LinkedIn
Facebook
StumblelUpaon
Delicious
YouTube
SlideShare

Wikipedia

Ming

WISITS

2,904
3,162
3,145
355
262
138
136
57

43

LEAD T
CUSTOMER CUSTOMERS

2,455 4

1.7 5

1.8%

0%

0%

0%

WISIT T
CUSTOMER

156




HUbSPPL Visitors Leads Sales

“=C ,....._._|||||]]]”“""“ _....||||||I||“"““ ns -l-|l|||||

Social I I
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VIEIT
Lk LEAD TO VISIT TS VISITS BY MO

REFERRER WISITS LEALDs LE#ALS CUSTOMER T OMAER CUSTOMER

websitegrader.com 25% 1.2% . 3%

blog. hubspot.com 8.9% 97%
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JBOSS EXAMPLE

PUT A REGISTRATION FORM
ON THEIR WEB SITE BEFORE
A FREE DOWNLOAD

IMPACT

CUT THE DOWNLOAD RATE
BY MORE THAN 10X
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- Meeting other people like me that
have insights to share
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GRADER.COM

WEbSIt <:]|||.

PRODUCT MNEWS COMPANY DEMO FREE TRIAL BADGE

Grade Your Website

Enter URL 1
Website Grader iz a free =eo tool that measures

Website Grader by HubSpot - Marketing Reports for the marketing effectiveness of a website.
) provides a score that incorporates things like

2,0001000 U RLS and Counﬂng . website traffic, SEQ, social popularity and other

technical factors. t alzo provides some basic
. advice on how the website can be improved from

Website URL a marketing perzpective.

EX: www. yourcompany.com
1= View Sample Report

Competing Websites Get Social
{Optional) Enter websites of competitors to include in analysis

Twitter / grader

grader: Fixed bug that was keeping

people from connecting their twitter
accounts after login. Thanks to
those that reported it.
01/24M0 2:15 am

Yaur E-Mail grader: This is atesttweet. Please
ignore.

Enter your e-mail address to receive the final report 012210 1257 am

grader: "Give up control.” and mare
three-word marketing tips

Send me ypdates from HubSpot on Internet Marketing and SEO (about 2 emails per http:if b't-l_]"‘l 57BMNpq #MitgTriplets
month). We won't sell, rent or share your email address. Privacy policy, 0111810 Z:31 pm

GENERATE REFORT




FRALER. UM

Websn%".,

PRODUCT NEWS COMPANY DEMO FREE TRIAL BADGE

Enter URL 1 Review Report 2 Improve Your Grade 3

HubSpot's Website Grader

Report for www.forentrepreneurs.com

February 10, 2010 at 10:06 AM 95

POWEREDEY
Email This | Bl Facebook This | B rweet This | Put this badge on your website » Wﬂdﬂ

WEBSITE GRADE

The website www.forentrepreneurs.com ranks 96,774 of the 2,068,415 websites that have been ranked so far.

A website grade of 95.3M100 for www.forentrepreneurs.com means that means that of the millions of websites that have previously been
evaluated, our algorithm has calculated that this site scores higher than 95.3% of them in terms of its marketing effectiveness. The algorithm

uses a proprietary blend of over 50 different variables, including search engine data , website structure, approximate traffic, site performance,
and others.

|. Create Content

Every web page has the potential to rank well in search engines and draw traffic from other sources, like social media sites and the
blogosphere. Of course, whether a page draws traffic (and links) depends on whether it's optimized and how remarkable (useful, interesting,
etc.) it is. But in general, most pages do "ok" and contribute to the cause, so it's both a quality and a quantity game.

A. Blog Analysis

Blogaing is a great way to reach your target audience with your thoughts, opinions, and offerings on relevant topics.

+ Blog Found

Blog URL: http:itwww forentrepreneurs.com’ (Last Post January 31, 2010)




LESSONS FROM WEBSITE
GRADER

* Free tools drive viral spread

« Low customer work required

« High value delivered

« Score leverages competitive urge

 Builds trust through clear
demonstration of expertise



GOOD LINKAGE TO NEXT STEP

Need to Improve Your Website Grade?

FREE

IEGNIAR Try our Free Internet Marketing Kit

MARKETING KIT

ol \ HubSpot, the developers of Website Grader, offer 3 free kit of marketing tps about how to mprove your
Download Now )
website $0 you can get found by more prospects and convert more of them to leads and paying

CUStOmers

HubSpbt

Want Feedback on Your Website Grade?

Live Website Optimization: Using Website Grader
For Marketing Success

Join HubSpot Experts for a live session for website review and optimization, providing tips
for getting found online.

Date and time: Every Tuesday at 1:00pm ET

Submit your site now for cpomization by HubSpot Experts! (2 w



file:///C:/Users/dskok/AppData/Local/Temp/WindowsLiveWriter-429641856/supfiles1213D3A2/image[6].png

Website
Grader




USING DATA TO DRIVE WEB
TRAFFIC

SYSOMOS: SOCIAL MEDIA MONITORING

LEVERAGED THEIR DATABASE TO
CREATE BLOG POSTS WITH DATA ON
TOPICS OF CURRENT INTEREST:

 |IRAN ELECTION RIOTS
« TWITTER’S GROWTH
« FACEBOOK USAGE



Profile creation history for users from Iran

Feh, 2007
Apr, 2007
Jun, 2007
Aug, 2007
Qct, 2007
Dec, 2007
Feb, Z0OG
Apr, ZO0E
Jun, 2008
Aug, 2008
Oct, 2008
Dec, 2008
Feb, 2009
Apr, 2009
Jun, 2009 . . 1 1
0% 4% 5% 6% %
percentage of all profiles created

=
#

Tﬂp Iranian Cities BuzzGraph: iranelection

meests
s
.

shiraz 0.94%
mashhad 0.83%
ray 0.78%
tabriz 0.58%
isfahan 0.35%
tehran 93.03% yemen 0.37%
karaj 0.33%
gom 0.28%

twitter

-,
,
< avatar
O iranelection

mousavi
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GETTING CUST
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RE-THINK PROCESS

CONVENTIONAL . CONVERT

APPROACH FOR TRIAL [o
CUSTOMER

WOW! FIRST, P CONVERT

TO
REGISTER LATER FOR TRIAL CUSTOMER

Source: Josh Porter — Designing for Social Traction



Returning user? Login
posterous” is the dead simple place to post everything. just email us.

step—+—Greate-an-account. Who's it for?
Skip it! No setup or signup

First timers

step 2 Email anything to post@posterous.com Casual bloggers
Attach photos, video, MP3’s, and files

Social media pros

step 3 See the site you made

Ne reply instantly with your new posterous at
http ffyoumame posterous.com

Families and groups

“|‘t'5 jUS‘t S0 Simple.” —Leo Laporte, Neti@MNight podcast

Try it now by emailing post@posterous.com from

mail

K Wirsdaws. Liv h I -
GM il # Yotmail YAH?EE AOL @

...or any other mail program. Posterous works wherever you have email.

Email post@posterous.com »

Or see what others are posting...

Explore
thousands
more »




Returning user? Login
posterous” is the dead simple place to post everything. just email us.

step—+—Greate-an-account. Who's it for?
Skip it! No setup or signup

First timers

step 2 Email anything to post@posterous.com Casual bloggers
Attach photos, video, MP3’s, and files

Social media pros

step 3 See the site you made

We reply instantly with your new posterous at
http:ffvourname.Dosterm;s.c:om

Families and groups

“|‘t'5 jUS‘t S0 Simple.” —Leo Laporte, Neti@MNight podcast

Try it now by emailing post@posterous.com from

. g Wiindows Live i I "
GM iI &£ Hntmall YA}I?:.?L A{Emlﬁ ".)

...or any other mail program. Posterous works wherever you have email.

Email post@posterous,com »

Or see what others are posting...

Explore
thousands
pomerms more »

he Official




PROBLEM:
GETTING A MEETING

Yroject Management

tracks resource costs as forecasted, actual,
and variance by resource and activity
compares planned versus actual schedules
calculates percent complete

custom reporting allows unlimited report
formats that can be reused

supports plotters

prints sideway

includes on-line, context-sensitive help and
tutorial

ject Scheduler 4

acturer. Scitor Corporation

THE ice $685
lian List Price $835
512K; mouse recommended

INTERN e 20
i ATIONAL |

're looking for a capable project management tool that
GU'DE A ] les excellent presentation-quality graphics, consider P
\.‘ uler 4. This program supports multiple projects so that
gers can access pooled information about scheduling,
toe and cost information from simultaneous projects

a graphical interface, this product lets you use a mouse i
yulate data on screen. It produces graphs, charts, and

s of superior quality that are ideal for conveying project
nation to others. You can create graphics ranging from
diagrams detailing all project information to top-view
\dency networks displayed on a single page

% Scheduler 4 uses Gantt charts, histograms, cost curves,
etwork diagrams to enter and display jobs and their
\encies. The Gantt charts let you see the actual schedul
ming of your entire project, while the network diagrams
xamine the relationships among your smaller, indepen

Project Management 773

SOF T DES IO
081 cenIen
TS DO
- T DO
PR S0 T OO PO

- naar BCaling oo per e

U Job: WG WASH CAR SOF T DLUCLOPRENT

An example of Project Scheduler 4 Gantt/Histogram

Gantt/Histogram chart allows you to look at a Gantt chart

esource histogram on the same screen so you can quickly
where you have scheduled your resources. For \‘\.\mp]n: if
interested in a given resource, the histogram at the y
of the screen displays information on tasks that are

1 to that resource, and the Gantt chart at the top of the

shows the jobs to which that resource has been assigned
then print a list of all the jobs that have been assigned to
urce

Breakdown Structure summary provides you with the

) summarize jobs at various levels. Project Scheduler 4 is
1 for those who are interested in breaking down and
izing multiple projects. Project Scheduler 4 will do
leveling but not across multiple projects

cheduler 4 lets you create a project description report
ntains general information about resource totals and a
report that details cost and schedule variance per task

refer not to use a mouse, you can install a driver that
you to use your keyboard, although a mouse is
ended




GETTING TO EXECUTIVE
DECISION MAKERS

€NServio  whats itworth?

TECHCRUNCH FOR
INSURANCE CLAIMS

Inventory Creation Valuation Insurance Carriers Policy Holder

4th Annual Claims Innovation Summit

Date: Monday, February 8, 2010 - Wednesday, February 10, 2010

Location: The Ritz Carlton, Dove Mountain, AZ

Regarded as the premier thought-leadership forum for property claims, the 2010 Claims Innovation
Summit will be held at the new Ritz-Carlton, Dove Mountain near Tuscon, AZ. The Summit brings
innovators from some of the nation’s top carriers together to participate in seminar sessions and to
hear from cutting edge thinkers.




USING FREEMIUM

DROPBOX: SIMPLE FILE SHARING SOFTWARE

T
T

Get you hooked for free
Storage slowly increases to the point where you need to pay

But by then they have established trust
— And it is hard to move your data that is shared with others

HE PRODUCT PULLS THE CUSTOMER

HROUGH THE FUNNEL STEPS
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...AND INTRODUCE
THREE NEW STEPS AT
THE BEGINNING OF
THE FUNNEL DESIGN
PROCESS...
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SALES-DRIVEN
FUNNEL DESIGN

TO A

CUSTOMER-CENTRIC
FUNNEL DESIGN



