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Spendin
understa
audleng -
crafting a
resonates vii :
means making a
commitment of
discipline " Nancy Duarte

to the W President & CEO, Duarte Design
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~When you enchant people your
goalis not to make money from

them or-to-get them to do vvhat

you want, but to fill - e |
them W|th great Guy Kan
de"ght S Former Chief Evangelist, Apple

Co-founder, Alltop.com



Great content is the best
ealestioelintinenvorld. - -

Marcus Sheridan
Author, The Sales Lion Blog

@ SPEAKING AT INBOUND 2013
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Make the
customer
the hero of
your story.

Ann Handley
Chief Content Officer, MarketingProfs
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> EAKING AT INBOUND 2013
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Ifyou wait until *6

: there is another ¢
case study in your
industry, you will
be too late.

Seth Godin
Best-Selling Author
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David Meerman Scott
Best-Selling Author

LY

.Y (®) SPEAKING AT INBOUND 2013

b
X



-2 Dan Zarrella
N(ﬂ L Social Media Scientist, HubSpot

@ SPEAKING AT INBOUND 2013
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Llauthentic | e G
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66 & Your culture is your brand.

Tony Hsieh
CEQO, Zappos.com




You can't just ask customers what
‘ they want and then try to give thattow. = .
them o -
:

Steve Jobs
Former CEO, Apple




You must embrace
the true value of your
organization and

develop a referral
system that allows
you to bring the bé

of your authentic S&§
{o every opportunit

John Jantsch
Author, Duct Tape Marketing

(®) SPEAKING AT I
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Ramon Deleon
Social Media Marketer, Domino’s

@ SPEAKING AT INBOUND 2013
mage Credit: fox kiyo




For a long time we were taught that our role in
communications was, for the lack of a better term,

¢ how to lie. Lie about what the company wants out
there. Now it's more about how do you tell a
compelling story about your company.

Rick Turoczy
Co-founder, Portland Incubator Experiment

| @ SPEAKING AT INBOUND 2013
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Gary Vaynerchuk
Best-Selling Author
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There’s a lot of fear-mongering
about “losing control” of your
brand online, when, in fact,
you've got control over as
much as you always have:
how you present your
business and how you act.

Amber Naslund

Best-Selling Author

@ SPEAKING AT INBOUND 2013
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There is no
black magic té@
successiuir
attracting ™
customers
via the Web\

Rand Fishkin
Founder, SEOmoz

@ DE A
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..one way to sell

a consumer

something in the

future is simp
to get his or r

permission ir
advance.

y
er

Seth Godin

Best-Selling Author

@SPEAKING AT INBOUND 2013



Dharmesh Shah
CTO & Co-founder, HubSpot
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your originalit our!pgcialness,

% Your bran rsonality — come through
. Inyo ontent.
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Ann Handley & C.C. Chapman
Author, Content Rules



When you want to change things, you won't
please everyone.

Sheryl Sandberg

Chief Operating Officer at Facebook




Marcus Sheridan
Author, The Sales Lion Blog

s SPEAKING AT INBOUND 2013
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The weird set an
example for the rest
of us. They raise the
bar; they show us
through their actions
that in fact we’re
wired to do the new,
not to comply with Seth Godin
someone a thousand Best-Selling Author
miles away.




Good innovators typically think very big and
they think very small. New ideas are
sometimes found in the most granular details
of a problem where few others bother to look.

Nate Silver

Founder, FiveThirtyEight.com

@ SPEAKING AT INBOUND 2013
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No matter what,
_ the very first piece
of social media real
. estate I'd start with
~_is a blog.

. Chris Brogan
&  Founder, New Marketing Labs




Focus on the Gore pre
business solves hd put out lots oj
content and en Wuaasmﬂanad ideas

about how to sakhat prcblem

Laura Fitton
Inbound Marketing Evangelist, HubSpot

@ SPEAKING AT INBOUND 2013



66

ll-ll |

IN
n

CC
th

) ]

tead of one-way interruption, web
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David Meerman Scott
Best-Selling Author

@ SPEAKING AT INBOUND 2013




Seth Godin
Best-Selling Author

@SPEAKlNG AT INBOUND
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.~ People shop and learn in a
~__whole new way compared
tojust a few years ago, so
marketers need to adapt or
risk extinction.

i
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Brian Halligan
CEO & Co-founder, HubSpot
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People don't trust
businesses the
way they used to
... For the first time
we found that the
most trusted
sources were ‘a
person such as
yourself or a peer’.

\
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Steve Rubel
Chief Content Strategist, Edelman
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David Meerman Scott
Best-Selling Author

@ SPEAKING AT INBOUND 2013



Tim Washer
Corporate Comedian, Cisco

: @ SPEAKING AT INBOUND 2013
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My theory is that in the age of the
internet, it's what you write, not where
you write it, that matters. Epm

Profit And Lez
Investors.co

s

Dan Lyons
Marketing Fellow, HubSpot
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M. Lawrence Light
Former Chief Marketing Officer, McDonalds




Shifting from buying stuff j4
buying experiences, and
from spending on yourself
to spending on others, can
have a dramatic impact on
happiness.

Elizabeth Dunn
Best-Selling Author
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In today’s information

age of Marketing and ¥
L \Web 2.0, 3 company
yebsite is the key to

Sipentire busmes

Marcus Sheridan
- Author, The Sales Lion Blog
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Chris Anderson
Best-Selling Author
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The miNe | d
you're deac | -

Steve Rubel
Chief Content Strategist, Edelman
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People think focus means saying
‘ ‘ yes to the thing you've got to

focus on. But that's not what it
means at all. It means saying no
to the hundred other good ideas
that there are. You have to pick
carefully. I'm actually as proud of
the things we haven't done as the
things | have done. Innovation is
saying no to 1,000 things.

Steve Jobs

Former CEO, Apple
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When are you
going to admit
that there is

something
glorious about

. > Erika Napoletano
being you- Best.Selling Author
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l Don’t be afraid to get
) creative anad

experiment with your
marketing.

Mike Volpe
CMO, HubSpot

SPEAKING AT
INBOUND 2013



66

Confidence is the
willingness to be as
ridiculous, luminous,
intelligent, and kind
as you really are,
without

Susan Piver

embarrassment. Best-Selling Author

SPEAKING AT
INBOUND 2013



“ The vvay:y'ou‘c;aﬁ understand all of
the social media is as the creation
of a new kind of public space.

L — M e gl o4
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Danah Boyd
Social Media Researcher, Microsoft




A blog is a great way to connect
more deeply with your existing or
would-be customers, build a
community around your business,
give a human personality and “voice”
to an organization, evolve your
business and relationships in
sometimes unexpected or surprising
ways, and yes, drive sales.

Ann Handley
Chief Content Officer, MarketingProfs
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Marketing today is much
more like sailing than
driving. Your boat is the
brand. If you point your boat
in the right direction, follow
the winds/currents, and
steer, you will get the boat
to go where you want it.
Marketers should become| Steve Rubel

the wind, but accept that Chief Content Strategist, Edelman
they're at the mercy of the -\ \
currents and weather. IBC .“"'L*‘EL



Paul Gillin
Author, The New Influencers
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7  Joe Pulizzi & Newt Barrett
Co-Authors, Get Content Get Customers




The signal is the truth. The noise is what
distracts us from the truth.

6

Nate Silver
Founder, FiveThirtyEight.com

@ SPEAKING AT INBOUND 2013
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Inspiration is
the most
Important part
of our digital
Strategy Paull Young

Director of Digital, charity: water

@ SPEAKING AT INBOUND 2013




Increasingly, search is our mechanism for
how we understand ourselves, our world,
and our place within it.

X

John Battelle
Founder, Federated Media Publishing

-

Image Credit:
MicMacPics1
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How d
settle
when the worlad

Nas made it so
easy for you to
he remarkable”

Seth Godin
Best-Selling Author
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If you have more money than brains, you
should focus on outbound marketing. If
you have more brains than money, you
should focus on inbound marketing.

Guy Kawasaki
Former Chief Evangelist, Apple

Co-founder, Alltop.com

-

:--’ » o~ >
i S

Imaae Credit: RanaerRick



e,

\

ke bottle caps. 2
(I whatyeu'res.

Amber Naslund
Best-Selling Author
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Creating an interesting
DIESEMIEILIAN requires a more

thoughtfubprocess than

throwing tegether the blather |

that we’ve come to call a I

presentation today. Spending

energy to understand the
audience and carefully crafting

d message that re%nates W|th Nancy Duarte

them means making a President & CEO, Duarte Design

commitmept of time and
disCipline to the process.

@ SPEAKING AT INBOUND 2013
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Find interesting stories to tell — look to
your customers or challenges in your
industry. Don’t worry so much about
talking about your products. Build an
audience first with compelling stories.

Tim Washer

Corporate Comedian, Cisco

—— '@ ) SPEAKING AT INBOUND 2013



In a way, the web is like your

Hollywood agent 't speaks for you
whenever you're not around to

'YwooD

Chris Brogan & Julien Smith
Co-Authors, Trust Agents

Image Credit:
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© You can't expect
to just write and
have visitors
come t0 you— -
that’s too passive.

Anita Campbell
Founder & CEO, SmallBizTrends.com



Gary Vaynerchuk
Best-Selling Author
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The best companies win with inbound
marketing by deeply engaging and aligning
with their sales department so both parts of
the business are more measurable, scalable,
and effectlve_

6
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° Mark Roberge
SVP of Sales & Services, HubSpot

gge Credit: Lee Ann L.
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o trust agents;
hyperlinksare.the
215t centuny
equivalent of the
name-dropper.

Chris Brogan & Julien Smith

' ! Co-Authors, Trust Agents




‘ ‘ Don’t build links. Build relationships.
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Rand Fishkin

Founder, SEOmoz
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Marketers need 1
to build digital
relationships
and reputation
before closing a

sale.
. |

¢

Chris Brogan
Founder, New Marketing Labs
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and stigmatizea

e word means —
% "and | truly\'
beheve that giving
Ient money

4

- Scott Harrison

CEO, charity: water

@SPEAKING AT INBOUND 2013
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To be suegeessiul

and grow yolf'business
and revenues, you must
match the way you
market your products
with the way your
pregPects learn about g
an@shop for your M
products. ‘

¥k

Brian Halligan
CEO & Co-founder, HubSpot
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Spending money on
others provides a bigger @A=s
happiness boost than XA
spending money on ) AR
yourself.

Elizabeth Dunn
Best-Selling Author

SPEAKING AT
INBOUND 2013




Worry less-about soundiag professional
and-worry more.about creating

remarkable content.that other htmans
canwselate to.
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— \ Ann Handley
“ Chief Content Officer, MarketingProfs
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Effective
engagement is
inspired by the
empathy that
develops simply silline A
by being human. ' Brian Solis

Principal, Altimeter Group

Image Credit:
ElIIQIKAI ANIATO



Image Credit: Zigbol

‘ ‘ Smartphones are reinventing
the connection between
companies and their customers.

Rich Miner
Parter, Google Ventures
Co-founder, Android




Marketing without data is like driving
with your eyes closed.

@ SPEAKING AT INBOUND 2013



Paul Gillin
Author, The New Influencers
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Anyone’s job, no
matter what your
position, is about
being effective at
accomplishing your
company’s goals.

Rand Fishkin

Founder, SEOmoz

G AT INBOUND 2013
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Charlene Li & Josh Bernoff
Co-Authors, Groundswell



Dan Zarrella
Social Media Scientist, HubSpot

@ SPEAKING AT INBOUND 2013
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Holding back
technology to preserve
broken business
models is like allowing
blacksmiths to veto the
internal combustion

engine in order to Don Tapscott & Anthony D. Williams
protect their Co-Authors, Wikinomics

horseshoes.




Barry Libert
CEQO, Mzinga




The difference between
Sales and Marketing is that
Marketing owns the
message and Sales owns
the relationship.

John Jantsch
Author, Duct Tape Marketing

@ SPEAKING AT INBOUND 2013
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Keep your eye
out for hot
topics and
trends. The
media is
constantly

. Jim Kukral
looking for B Author, ATTENTION!

timely stories.

Imaae Credit: motoaraf



Leadership C;}eé when your hope and your
optimism are matched with a concrete vision of
the future and a way to get there. People won't
follow you if they don’t believe you can get to

where you say you’re goi |

2k .

Seth Godin
Best-Selling Author

@SPEAKlNG AT INBOUND 2013



Jill Konrath
Author, Snap Selling

)
AN
%, LR Ly N
Lrorp 7 b o Pp— - — - - .
AP 4 ; AL T [ & 2
~ i g .: . :. ‘*
— kB A ‘_' AeS .~ - —

TR T S T LT e T R e . IfagesBreditgqminiy



Authenticity, honesty, and personal
voice underlie much of what's
successful on the web.

MAil

Rick Levine

Co-Author, The Cluetrain Manifesto
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Many charities go out Scott Harrison

and just ask people for g CEO, charity: water
money; We ask people
for their voice. ()SPEAKING AT IN
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Your organization
is becoming

P-4 ~ David Weinberger
= s 4 o = T e "“‘” Author, Everything is Miscellaneous
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d good forecast IS not ig
to quantitative informa

Nate Silver
Founder, FiveThirtyEight.com

@ SPEAKING AT INBOUND 2013



Best way to se|| something:
don’t sell anything. Earn
the awareness, respect, and

trust of those who might
buy.

Rand Fishkin
Founder, SEOmMoz
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Uﬂt” Faceb
OOK cqa
along, there was 5

David Kirkpatrick

. Author, The Facebook Effect




Doc Searls & David Weinberger
Co-Authors, The Cluetrain Manifesto
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asset your orgamzahon can leverage.

@y’ 4 e\

John Jantsch

Author, Duct Tape Marketing
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Companies need
connectiorét‘cwﬂeir
markets to O

long-term y.

Charlene Li & Josh Bernoff
Authors, Groundswell

////////~l- K



Be passionate about the
culture and the business,
and remain positive,

because it inspires others.

Barry Libert
CEQO, Mzinga
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Jim Collins
Author, Good to Great




On average, people
should be more skeptical
when they see numbers.
They should be more
willing to play around
with the data themselves.

Nate Silver
Founder, FiveThirtyEight.com



‘Inthis age of
., microblogging and t
secohd“sound bite

Tim Frick
+ Author, Return on Engagement
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Once you have your
questions and stories, map

them to the buying process \%‘
— just as your prospect
will experience them. o

T N

Ardath Albee
Author, Emarketing Strategies for the Complex Sale
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Internet word of
mouth is extremely
important. You see
what the most vocal
consumers have to
say about you and
about your
competitors -- and
they're saying it
without necessarily
knowing you're
watching them.

Steve Rubel
Chief Content Strategist, Edelman




Dan Heath
Co-Author, Made to Stick

Image Credit:
doug88888



Content is the fuel that powers the
inbound marketing machine. Without gas,
here. Without your

\ Laura Fitton
Inbound Marketing Evangelist, HubSpot

@ SPEAKING AT INBOUND 2013



/ated more by
the fear of being

' “

Author, Good to Great
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: - SHA Host, Rise to the Top




In that age ofam"‘f’
intelligence —of "~ ¢
information
everyw _,.re; -
marketing will need to
be conteXtH»aI an
brands will have to_
align their interests
with the interests of
their prospects and
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.,  Danlyons
Marketing Fellow, HubSpot
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Companies

need to lighten

up and take
pAviu e Al

They need to

Doc Searls & David Weinberger
. Co-Authors, The Cluetrain Manifesto



Faith in yourself, in
your friends, in your
colleagues, and
most of all, faith in
your ability to impact
our future is the best
strategy | know.

Seth Godin

Best-Selling Author

@SPEAKlNG AT INBOUND 2013
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