
HOW SEO FITS INTO YOUR 
2016 INBOUND MARKETING 
CAMPAIGNS

We will be starting at 2:00 pm ET.

Use the Question Pane in GoToWebinar to Ask Questions!

Question of the day

Use the hashtag #InboundLearning on Twitter1
2



@HubSpotAcademy

#InboundLearning



HubSpot - LinkedIn Ads Webinar
On October 28th we’re sitting down with LinkedIn to discuss how inbound marketers 

can leverage LinkedIn paid media to drive leads and grow their business. 

HubSpot customers who trial the Ads Add-On 

get a $100 free LinkedIn credit.

Signup Here: http://hubs.ly/H01jMNp0

Topics: 
● How should inbound marketers use LinkedIn
● Driving leads with paid media in LinkedIn
● Optimizing LinkedIn ads with HubSpot Ads 

October 28th, 2015

1pm EST

Duration: 60 minutes



Mark Kilens
@MarkKilens



Bill King
@inboundy



INBOUND15



1. Taking Our SEO Approach From 2006 to 2016 & Beyond

2. How to Get More Value From Future & Past Content Campaigns

3. Integrating Link Building Into Your Inbound (and why..)

4. Sprucing Up Your Keyword Approach

5. Google Algorithm Updates Since Last SEO Broadcast

6. Next Steps and Resources
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Taking Our SEO Approach From 
2006 to 2016 & Beyond
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=

A Common Misconception
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Where does this come from?

o Incorrect expectations

o A fundamental misunderstanding of modern day SE’s

o Underestimating just how much content there is today

o Google data mining journey across devices/platforms, 

artificial intelligence, evolution of technology.
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More importantly..

A lack empathy for all 

parties involved.
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When This Is Where SEO Starts & Stops

If this is where SEO starts & stops
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This Is Your Likely Result

This is your likely result
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80-90%
of all blog traffic comes from 
10-20% of the posts you publish

Jay Baer – Convince & Convert

http://www.convinceandconvert.com/content-marketing/why-blog-posts-fail/
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The Keyword
seems to continue losing 
influence over time as Google 
becomes better & better at 
evaluating other factors

Marcus Tober – searchmetrics

https://moz.com/blog/searchmetrics-ranking-factors-2014
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Why “SEO” doesn’t work 

sometimes

“Table stakes is very different 

from the art & science of the 

practice”
-Rand Fishkin
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Another interesting 

quote

“SEO is like… really hard, man”

-Bill King
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Even Google needs SEO
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Is this your definition of SEO?

Rand Fishkin – SEO Tactics to Love vs. Leave

http://www.slideshare.net/randfish/seo-tactics-to-love-vs-leave
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Is this your definition of SEO?

Rand Fishkin – SEO Tactics to Love vs. Leave

http://www.slideshare.net/randfish/seo-tactics-to-love-vs-leave
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The future of SEO
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SEO without great content

It fails and it’s expensive.
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Great content with no SEO

Varying results. The hail 

Mary approach.



INBOUND15

“The days of SEO being a 
game outsmarting algorithms 
are over. Today content 
strategy and valuable, 
sustainable SEO strategies are 
essential, not just tricks and 
links”

-Adam Audette, Chief 
Knowledge Officer, RKG

SEO + Content Marketing
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2 More Value From Your 
Content Campaigns
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Quality trumps 
quantity

Better content > more content
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What exactly has changed

oWriting for individual keywords

o Outdated keyword research tactics

o The more pages, the more real estate

o Topical correlation & answer box
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Great content is topically focused

https://moz.com/blog/on-page-topic-seo
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10X Content*

*If being the best inhibits you from 
effectively promoting content, then 
have you won the battle? Perhaps 
hire someone to help with one side 
if so.
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Great ideas spread

Do people want to share

your content?
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8% of leads for Hubspot come from new blog 
posts Ginny Soskey– Hubspot

http://blog.hubspot.com/marketing/blog-strategy-quality-quantity
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o One of a kind

o Relevant

o Helpful

o Easy to use

o Solve my intended problem

When creating NEW content:
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o Identify top performing posts

o Update the content to make it fresh

o Re-publish (Keep URL structure)

o Promote to targeted audience

Leveraging EXISTING content:
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o Hubspot editorial calendar

o Community – What are your target customers/prospects 

talking about on social/forums

o Content Explorer – Learn what content is 

already kicking butt in your niche

Tools to help you work smarter



INBOUND15

3 Implementing Link Building Into 
Your Inbound Campaigns
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But why build links anyway?
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• Buy links from sketchy sites

• Post your site on directories

• Pay your agency for any links, especially from higher 

ranking sites

• Use programs to “scale” the process in a spammy way

Link Building was Easy in 2004
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“I’d try to avoid it…”

- John Mueller

Google Web Trends 

Analyst
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Link Building Resources

VoilaNorbert.com

http://buzzsumo.com/
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(general blank slide)

Outreach specifically intended to build links
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HUBSPOT PROJECTS

Projects are step-by-step 
guides to hitting your goals 
using multiple HubSpot 
tools.

academy.hubspot.com/customer-projects
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4 Sprucing Up Your Approach 
to Keywords
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Why would we do that? What’s broken?

oManagement ego – focused on ranking because ranking

o Technology has led to deeper understanding/connectivity

o Optimizing a page for a keyword isn’t difficult (easily 

digestible, safe)

o SEO is hard!



How many ways can we ask a question?
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Writing content in 2016 
like 

Your core keyword is the 

star, the synonyms and 

variants are the 

supporting cast members

https://moz.com/blog/7-advanced-seo-concepts



How many ways can we ask a question?



Examples are awesome

..And so is going from page 3 to page 1 
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5 Google Algorithm Updates 
Since Last SEO Broadcast
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Mobile Update 4/15

Google now rewards 

mobile-friendly sites.
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Are you friendly? 

https://www.google.com/webmasters/tools/mobile-friendly/

https://www.google.com/webmasters/tools/mobile-friendly/
https://www.google.com/webmasters/tools/mobile-friendly/
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Go Beyond Compliance

• Mobile web 2.0 will look 
like apps. 

• Create an app-like 
experience on mobile.

• Responsive isn’t good 
enough, leverage Hubspot 
Smart rules to dominate

http://www.slideshare.net/DistilledSEO/searchlove-boston-2015-brian-massey
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Current Customers: Need help 
pulling these concepts 
together?
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Pulling things together isn’t always easy



NEXT STEPS AND 
RESOURCES6



BROADCAST NEXT STEPS
1. Create new content that solves for user intent – are you 

effectively answering the visitor’s question?

2. Make sure that your content is easy for visitors to share.

3. Put together a list of link acquisition targets.

4. Follow the steps of the Link Building Project to get your 
content in front of those targets.



• Link Building SEO Project

• On-Page SEO Project

• Content Offer Campaign Project

• Blog Optimization Project

• Buzzsumo

BROADCAST RESOURCES

http://academy.hubspot.com/projects/customer-projects-link-building
http://academy.hubspot.com/projects/customer-projects-on-page-seo
http://academy.hubspot.com/projects/customer-projects-content-offer
http://academy.hubspot.com/projects/customer-projects-blog-post-optimization
http://buzzsumo.com/


The HubSpot Premier Services team is here 
to help you architect & execute effective 
inbound marketing campaigns.

Click to learn more.

NEED HELP WITH YOUR SEO?

http://hubs.ly/H01k1Qh0


HAVE A QUESTION?
Type it in the question pane, now!



THANK YOU.


