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TODAY’S AGENDA
1. Warm Welcome  8:30am – 8:40am 
2. Building an inbound strategy 8:40am – 9:30am 
3. Keyword and SEO fundamentals 9:30am – 10:00am 
4. Break! 10:00am – 10:10am 
5. Developing an effective blog 10:15am – 11:00am 
6. Adding a social structure 11:00am – 11:30am 
7. Recap 11:30am – 11:50am 
8. Fond Farewell 11:50am – 12:00pm



HAVE A QUESTION? 
Raise your hand and one of our TAs will come over to assist!



Check out the class resource page!

academy.hubspot.com/itd16/attract

http://academy.hubspot.com/itd16/attract


REFLECTION



IDENTIFYING ATTRACT ACTIONS

1. Navigate to the Identifying Attract Actions worksheet in 
your workbooks. (Page 3) 

2. Review the list of attract actions that are used to attract 
website visitors. Mark, circle, or highlight all of the actions 
that you currently use to attracts website visitors. 

Total time: 5 minutes



Full service design, print, and distribution 
of physical promotional materials for 
regional businesses.
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IT’S ABOUT CREATING 
MARKETING THAT PEOPLE LOVE.



1
BUILDING THE 
FOUNDATION FOR AN 
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 BUILDING THE FOUNDATION FOR AN INBOUND STRATEGY 

THE INBOUND METHODOLOGY

















2 BUYER PERSONAS



WHAT IS A BUYER PERSONA?



Semi-fictional representation of your ideal customer based on real data and 
some select educated speculation about customer demographics, behavior 

patterns, motivations, and goals.

Photo Credit: Nick Congelosi



Every marketing activity you 
take, moving forward, will tie 
back to your buyer persona.

Photo Credit: NASA



 BUILDING THE FOUNDATION FOR AN INBOUND STRATEGY 

DEVELOPING BUYER PERSONAS



Start by interviewing your 
current customers. 

Photo Credit: Christian Battaglia



BUILDING THE FOUNDATION FOR AN INBOUND STRATEGY 

IDENTIFYING QUESTION CATEGORIES



Role 

Company 

Goals 

Challenges 

Watering Holes 

Day-to-day

QUESTION 
CATEGORIES



Bucket research findings. 

Patterns and similarities in 
answers to persona research 
questions indicate who your 

personas really are.

Photo credit: pixabay.com

http://pixabay.com


DEMOGRAPHICS 
Age 30-45; Married with 2 children (10 and 14); lives in Eastern Massachusetts;  
maybe a “Snow Bird” 

COMPANY 
Small business owner or marketing professional in the hospitality or tourism industry in eastern 
Massachusetts; examples include: hotels, inns, whale watches, tourist attractions, adventure 
tourism, historical locations/societies, and town/city chamber of commerce 

CHALLENGES 
Works an average of 60-70 hours per week; checks email in the evening and on weekends 
frequently; she wants to grow her business but she doesn’t have the time to look into improving her 
company’s “reach”  

She struggles to trust bigger companies because her company has been “burned” in the past. She 
is looking for a smaller company that can give her some personal attention. 

WATERING HOLES 
Searches Google for solutions to marketing dilemmas, LinkedIn discussions, and blogs that focus 
on small businesses 

GOALS 
She is looking to create a relationship with a business to outsource their physical marketing 
strategy and eventually work towards a digital marketing strategy.  

While she wants to move to digital marketing, brochures and printed materials are still her most 
valuable channel. 

Tammy the  
Tourism Professional



How many personas 
should you have?

As many as needed. If 
you feel like you have 

too many, focus on why.



DEVELOPING BUYER PERSONAS

1. Navigate to the Developing Buyer Personas              
worksheet. (Page 5) 

2. Do your best to answer as many of the buyer persona 
questions as you can.  

3. The only required question is question #10.

Total time: 10 minutes



BUYER PERSONA DINNER PARTY

1. Work with your partner and take turns practicing introducing your buyer 
personas to each other.  

2. You will have 3 minutes to introduce your buyer persona, and then 
switch. (6 total minutes) 

3. After you have each taken your turn, return to your seat.  

4. Make some notes about what you observed on the Future Reference 
Sheet (Page 8) (4 minutes) 

5. Be prepared to share information about your buyer persona during a TA 
led discussion (5 minutes).

Total time: 15 minutes



STAND UP & 
INTRODUCE YOURSELF 

TO SOMEONE NEW



3 BUYER’S JOURNEY



THE BUYER’S JOURNEY
is the active research process a potential 
buyer goes through leading up to a purchase.

Awareness 
Stage

Consideration 
Stage

Decision 
Stage



THE BUYER’S JOURNEY: Awareness Stage

Awareness 
Stage

User Behavior 
Realized and expressed symptoms of a 
potential problem or opportunity

Information Needs 
Focused on vendor-neutral information 
around identifying problems

Example 
“We need to focus on making more 
people aware of our services. How 
can we increase our reach?”

Tammy the Tourism Professional



THE BUYER’S JOURNEY: Consideration Stage

User Behavior 
Has clearly defined and given a name to their 
problem or opportunity

Information Needs 
Committed to understanding all of the 
available approaches/methods to solving 
their defined problem 

Example 
“Ah! I should focus on getting promotional 
materials in every possible location that 
tourists visit. Maybe I should hire promotions 
company, or do it myself?”

Consideration 
Stage

Tammy the Tourism Professional



THE BUYER’S JOURNEY: Decision Stage

User Behavior 
Have defined their solution strategy, method, 
or approach

Information Needs 
Researching supporting data or 
endorsements to make a final decision to 
work with your company.

Example 
“I could do it myself, or hire a company - but I 
don’t have the time to design, print, and 
distribute. It looks like Promotions Express fits 
my needs.”

Decision 
Stage

Tammy the Tourism Professional



THE BUYER’S JOURNEY

Awareness 
Stage

Consideration 
Stage

Decision 
Stage

Focus on identifying 
the symptoms and 

naming the problem.

Focus on all of the 
possible solution 
strategies to the 
named problem.

Focus on supportive 
information about 

which solution provider 
to work with and why.



IDENTIFYING BUYER PERSONA 
CHALLENGES IN THE BUYER’S JOURNEY

1. Navigate to the Identifying Persona Challenges      
worksheet (Page 10) 

2. Try your best to identify the challenges that your buyer 
persona faces along the buyer’s journey.  

3. There are guiding questions on the worksheet to help 
provide direction.

Total time: 5 minutes



4 CONTENT



WHY IS CONTENT SO 
IMPORTANT TO INBOUND?

DEVELOPING CONTENT TO DRIVE CONVERSION



Content attracts 
visitors to your website

• Website Pages 

• Blog Posts 

• Social Media Publishing



Content converts 
visitors into leads.

• White Papers  

• Ebooks  

• Case Studies



Content closes leads, 
creating customers.

• Product Trials 

• Consultations 

• Evaluations



Content delights customers, 
creating promoters.

• Knowledge Base Articles 

• Events & Webinars 

• Best Practice Documents



CONTENT BUILDS TRUST. 

FLICKR USER DON BURKETT



YOU CAN’T DO INBOUND 
WITHOUT CONTENT.







HOW WILL YOUR PERSONA 
FIND YOU ON THE INTERNET?



AN INTRODUCTION TO 
KEYWORDS AND SEARCH 
ENGINE OPTIMIZATION5



KEYWORDS ARE THE LINK 
BETWEEN YOUR PERSONA 

AND YOUR CONTENT



HOW DOES IT WORK?



How would you 
decide where to go 
for dinner tonight?

Photo credit: pixabay.com

http://pixabay.com


“Best Italian food in Boston”

Photo credit: pixabay.com

http://pixabay.com


Photo credit: Michael  Podger

Search engines send “spiders” out to crawl the 
internet and understand the relevance of our content,

to see what we are known for. 



From the data, 
search engines 
produce a list 
of results. 



Your goal is to be on the first page of search engine results. 

Photo credit: Nick Congelosi



75% OF USERS NEVER 
SCROLL PAST THE FIRST 

PAGE OF SEARCH RESULTS. 



UNDERSTANDING KEYWORDS
AN INTRO TO KEYWORDS AND SEARCH ENGINE OPTIMIZATION



3.5 Billion
searches are performed on Google every day

internetlivestats.com



Users understand the 
need for specificity in 
their web searches.

Photo credit: Nick Congelosi



Photo credit: Kace Rodriguez

Short Keywords 
vs 

Long-Tail Keywords



Let’s look at an example





What results would you get if you searched for  

“brochure distribution?”



846,000
returned results from Google



“Brochure Distribution”  
is a short keyword.

This would be hard to rank for 
because it is a general term and  

very competitive. 



What results would you get if you 
searched for  

“brochure distribution 
services?”



741,000
returned results from Google



“Brochure distribution services”   
is a bit longer, but could be 

more specific. 

Promotions Express could probably rank 
for this keyword, but it may require some heavy lifting.



What results would you get if 
you searched for  

“brochure distribution 
for tourism”



238,000
returned results from Google



“Brochure distribution 
for tourism”   

is a great long-tail keyword.

Promotions Express could certainly rank 
for this keyword and drive highly-qualified traffic. 



KEYWORDS & THE BUYER’S JOURNEY

Awareness 
Stage

Consideration 
Stage

Decision 
Stage



KEYWORDS & THE BUYER’S JOURNEY

Awareness 
Stage

• marketing for small regional tourism 

• best ways to distribute brochures 

• is my marketing strategy working? 

• tourist trap marketing



KEYWORDS & THE BUYER’S JOURNEY

Consideration 
Stage

• should I outsource my distribution 

• when to hire a brochure distributor 

• can I afford a distribution provider 

• what is the ROI of self-distribution



Decision 
Stage

KEYWORDS & THE BUYER’S JOURNEY

• Promotions Express Vs. CTM 

• local print distributors in Massachusetts 

• Promotions Express reviews 

• best brochure distributors near me



THE BUYER’S JOURNEY

Awareness 
Stage

Consideration 
Stage

Decision 
Stage

Focus on identifying 
the symptoms and 

naming the problem.

Focus on all of the 
possible solution 
strategies to the 
named problem.

Focus on supportive 
information about 

which solution provider 
to work with and why.



The more we can anticipate the language of our buyer 
persona, the more qualified traffic will visit our website.

Photo credit: Nick Congelosi



DEVELOPING LONG-TAIL KEYWORDS

1. Review the work you did to identify challenges your buyer persona 
experiences along the buyer’s journey (Page 10)  

2. On your worksheet, brainstorm long-tail keywords that your buyer 
persona would use when searching for solutions to their 
challenges along the buyer’s journey (Page 12)

Total time: 5 minutes



• How is current technology shaping 
the way we search the web?

Food for Thought



Develop content around each 
keyword to demonstrate relevance 
to your reader’s query.

Photo credit: pixabay.com

http://pixabay.com


LET’S TAKE A BREAK! 
(Come back in 10 minutes!)



DEVELOPING AN 
EFFECTIVE BLOG6



COMPANIES THAT BLOG EXPERIENCE 
55% MORE VISITORS 

THAN COMPANIES THAT DO NOT.

HubSpot.com

http://hubspot.com


WRITING AN EFFECTIVE BLOG POST
DEVELOPING AN EFFECTIVE BLOG



Blog posts can often provide the answers to searches. 



Focus on writing 
educational content.

Help your reader accomplish their 
goals and overcome challenges. 



PICK ONE TOPIC TO 
FOCUS ON PER POST.



PUBLISH YOUR ARTICLES 
CONSISTENTLY.



1. Choose your topic 
2. Develop your blog title 
3. Format your post & optimize for keywords  
4. Select a content offer to pair with the post 
5. Promote your work through email and social media

BLOGGING BEST PRACTICES



1. Choose your topic 
2. Develop your blog title 
3. Format your post & optimize for keywords  
4. Select a content offer to pair with the post 
5. Promote your work through email and social media

BLOGGING BEST PRACTICES



Review your persona’s buyer journey and choose a 
long-tail keyword to center your post around.

Awareness 
Stage

Consideration 
Stage

Decision 
Stage



CHOOSING YOUR BLOG TOPIC
TOTAL TIME: 2 minutes

1. Review the challenges your Buyer Persona expresses along the buyer’s 
journey. This will become your topic. (Page 10) 

2. On your worksheet, fill in the questions provided to identify what challenge 
is being experienced, the keywords that would be searched, and the topic 
you have chosen to write about.  (Page 13)



1. Choose your topic 
2. Develop your blog title 
3. Format your post & optimize for keywords  

4. Select a content offer to pair with the post 
5. Promote your work through email and social media

BLOGGING BEST PRACTICES



Select one long-tail keyword to 

Make an impact in the first 60 characters 
Google will cut you off after 50-60 characters.



Effective titles 
demonstrate the 
value your reader 
will get from the 
information.



Match the reader’s 
experience level with 

the topic you are 
writing about. 



Take the time to 
brainstorm more 

than one title.

Photo credit: pixabay.com

http://pixabay.com


BLOG TITLE WORKBOOK

Caution: This may cause fun at work. Use at your own risk.



The List Post

10 Efficient Brochure Distribution Strategies That Really Work 

3 Reasons To Outsource Your Print Distribution Today

Posts that explain why



The How-To Post
Posts that explain a process, or how to do something

How To Know If You Can Afford A Brochure Distributer 

How To Measure The ROI Of A Distribution Provider



The Fun Post
Light hearted posts, meant to entertain your readers. 

Marketing For A Tourist Trap: It’s Not What You Think 

Brochures Today, Tech Tomorrow - A Look Into The Next Decade



BRAINSTORMING BLOG TITLES
TOTAL TIME: 10 minutes

1. Navigate to the Brainstorming Blog Titles worksheet in your      
workbook. (Page 15) 

2. Using the guided questions, develop at least two working titles for a blog 
post that you will write in the future. (5 minutes) 

3. Be prepared to share your favorite title with your TA. (5 minutes)



1. Choose your topic 
2. Develop your blog title 
3. Format your post & optimize for keywords  
4. Select a content offer to pair with the post 
5. Promote your work through email and social media 

BLOGGING BEST PRACTICES



• Clear and impactful title 

• Use of relevant images 

• In-line hyperlinks 

• Subheadings 

• White space 

• Bullet points or lists 

• Optimize around a keyword

FORMATTING  
YOUR BLOG POST



Clear and impactful title

Use of relevant images

Subheaders

Bullet Point or Lists White Space

In-line hyper links



Include images that 
relate to the topic.  

Maximize your reach by including 
pictures from your social media 

presence and link to that social profile. 



Include relevant links 
within your post. 

Link both internally and externally.  



• Page Title/Title Tag 

• Post Title  

• URL 

• Alt-Text on Images 

• Headings 

• Naturally in the body

OPTIMIZE THE POST AROUND A LONG-TAIL KEYWORD



Off-site travel boosts team morale

OPTIMIZE THE POST AROUND A LONG-TAIL KEYWORD

Page Title

Post Title

URL

Image Alt-Text

Headings

Naturally in the body {



FIVE-MINUTE EDITS
TOTAL TIME: 15 minutes

1. Work with the person to your right - make a group of 3 when needed. 

2. Navigate to your Five-Minute Edits worksheet in your workbook. (Page 17) 

3. You will see two short blog posts that are printed in your workbook.  (Pages 18 - 24)  

4. Use the Blogging Best Practices Key (Page 17) to mark anything you see that they 
did well and what they could improve.   

5. Give each post 5 minutes of attention. The slides will change automatically and a 
bell will sound. (5 min each, 10 min total) 

6. Be prepared to discuss your findings with your TA and table. (5 minutes)



blog.spinweb.net/the-top-3-secrets-to-sales-productivity

http://blog.spinweb.net/the-top-3-secrets-to-sales-productivity


http://blog.hubspot.com/blog/tabid/6307/bid/1436/Shortest-Tutorial-Ever-on-SEO-Search-Engine-Optimization.aspx#sm.0000yfkjsjywncw9xn4266ff3mivl

http://blog.hubspot.com/blog/tabid/6307/bid/1436/Shortest-Tutorial-Ever-on-SEO-Search-Engine-Optimization.aspx#sm.0000yfkjsjywncw9xn4266ff3mivl


It’s not always easy to make something that’s easy to read.

Photo credit: Nick Congelosi



1. Choose your topic 
2. Develop your blog title 
3. Format your post & optimize for keywords  
4. Select a content offer to pair with the post 
5. Promote your work through email and social media

BLOGGING BEST PRACTICES



Choose a relevant content 
offer to position in the post. 

This begins the lead conversion process. 



A good content offer 
empowers the reader to 
further resolve their challenge 
or meet their goal.



1. Choose your topic 
2. Develop your blog title 
3. Format your post & optimize for keywords  
4. Select a content offer to pair with the post 
5. Promote your work through email and social media

BLOGGING BEST PRACTICES



Promote posts via email.

Send relevant content, include posts in 
newsletters and create a blog digest 
email for your subscribers.

From: Grammarly Blog info@send.grammarly.com
Subject: Compliment vs. Complement: Which Is Which?

Date: September 3, 2016 at 8:05 PM
To: ncongelosi@gmail.com

September 3, 2016 · Visit My Editor →

“One must maintain a little bit of summer,
even in the middle of winter.”

Henry David Thoreau

> 

> 

SPELLING

Compliment vs.
Complement

> 

WRITING

Marvelous, Stupendous
Synonyms Inside

> 

SPELLING

And You Thought Affect vs.
Effect Was Tough...

> 



Share posts on  
social media.
Promote them when you publish 
them and include social sharing 
buttons at the top of the posts. 



ADDING A STRUCTURE 
TO SOCIAL MEDIA7



WHY IS SOCIAL MEDIA SO IMPORTANT 
TO INBOUND MARKETING?



YOUR AUDIENCE IS ON SOCIAL MEDIA.

Photo credit: pixabay.com

http://pixabay.com


SOCIAL MEDIA BY THE NUMBERS

There are over 3.26 Billion  
active monthly users  
across the top 7 social networks.  

Facebook receives  
1.5 Billion Monthly Users

statista.com

http://statista.com


1. Research your audience 
2. Create a style guide 
3. Publish a balanced set of content 
4. Analyze your results 
5. Commit to a publishing calendar

SOCIAL MEDIA BEST PRACTICES



SOCIAL MEDIA BEST PRACTICES

1. Research your audience 
2. Create a style guide 
3. Publish a balanced set of content 
4. Analyze your results 
5. Commit to a publishing calendar



Social Monitoring gives 
us an idea of what to say, 
when to say it, and to 
whom we are speaking.



MONITORING SOCIAL MEDIA

• Pain Points 
• Challenges 

• Competitors 

• Industry Trends 

• Relevant Hashtags 
• Make lists and groups



SOCIAL MEDIA BEST PRACTICES

1. Research your audience 
2. Create a style guide 
3. Publish a balanced set of content 
4. Analyze your results 
5. Commit to a publishing calendar



A social media style guide keeps your messaging consistent. 

• Tone & Style 
• Common words to avoid 
• Image Sizes & Format 

• Industry Trends 

• Examples of good/bad posts



SOCIAL MEDIA BEST PRACTICES

1. Research your audience 
2. Create a style guide 
3. Publish a balanced set of content 
4. Analyze your results 
5. Commit to a publishing calendar



Customize your content for each of the social media outlets.

Twitter Facebook



Demonstrate value to 
the reader to peak the 

their interest.



Talk about what’s happening 
in your industry, not just 
what’s happening with your 
company.



Find the right balance between 
sharing for others and sharing 
about yourself. 

Photo credit: pixabay.com

#sharingiscaring

http://pixabay.com


TEN | FOUR | ONE
Guideline

The



For every 15 posts to social media:

TEN 

FOUR 

ONE 

Industry related news and social sharing

Non-promotional company related posts

Promotional post with a linked offer



Become a resource that 
people want to follow. 

Photo credit: pixabay.com

http://pixabay.com


DRAFTING SOCIAL MESSAGES
TOTAL TIME: 5 minutes

1. Navigate to your Drafting Social Messages worksheet in your workbook    
(Page 26). 

2. Brainstorm a post for Twitter and a post for Facebook which promotes the blog 
article you chose from the blog title brainstorm. (Page 15) 

3. Write two variations of each social post. You will have four posts total. 



SOCIAL MEDIA BEST PRACTICES

1. Research your audience 
2. Create a style guide 
3. Publish a balanced set of content 
4. Analyze your results 
5. Commit to a publishing calendar



HOW DO I MEASURE MY SOCIAL 
MEDIA EFFORTS?



CONTENT 
CONSUMPTION

SOCIAL  
SHARING

LEAD 
GENERATION

REVENUE

Calculating return on investment.
How valuable was your time and what does the data tell us?
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CONTENT 
CONSUMPTION

SOCIAL  
SHARING

LEAD 
GENERATION

REVENUE

Calculating return on investment.
How valuable was your time and what does the data tell us?

• How many people 
interacted with this 
content?  

• What types of 
content are being 
interacted with?

• How many people 
shared this 
content?  

• What types of 
posts receive the 
most shares?

• Did this content 
convert any leads? 

• What kind of posts 
are supporting the 
lead conversion 
process?

• Did this content 
help to close any 
customers? 

• What kinds of 
posts are most 
valuable to your 
brand?



Check at least once a week. 
Use your results to plan your marketing in the weeks ahead.

Photo credit: Eric Rothermel



SOCIAL MEDIA BEST PRACTICES

1. Research your audience 
2. Create a style guide 
3. Publish a balanced set of content 
4. Analyze your results 
5. Commit to a publishing calendar



Posting frequency for the 
major social networks.

3 POSTS PER DAY

1 POST PER DAY

5 POSTS PER DAY*

5+  POSTS PER DAY** 

2-5 POSTS PER DAY

1 POST EVERY FEW DAYS



Commit to a publishing calendar.
Acting with intention will provide a larger return on your effort.



Analysis is in our DNA, it is in everything we do. 

Photo credit: pixabay.com

http://pixabay.com


REFLECTION



START, STOP, & CONTINUE
TOTAL TIME: 10 minutes

1. In your workbooks, navigate to the Start, Stop, and Continue worksheet       
(Page 29) 

2. Review the list of Attract Actions (Page 3) and make any notes about what you 
would like to start, stop, and continue doing to attract more visitors to your 
website. Use your Attract worksheet from the beginning of the day.  (5 min.) 

3. At your tables, share what you will do differently upon returning to the office. 
(5min.)



What’s next?



THANK YOU.
Find Nick online! 

Twitter: @aHubSpotter         Instagram: @Cachetronaut 


