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Daria Marmer – Product Group Lead @ 

HubSpot for Social, Ads & Messenger for Marketers

Dawn Barson – Co-owner/founder THINK 

creative group. Focus on Facebook Ads, Inbound 

strategy, GDD & CRO

Ali Parmelee – Co-owner/founder THINK 

creative group. Focus on Facebook Ads, Inbound 

& Digital Strategies



#INBOUNDPARTNERDAY

Full-

service 

Agency

Design

Copywriting

Web Websites

SMM

Content Marketing

Inbound

Digital ads

Websites Inbound

Facebook Ads

Websites

Facebook Ads

Inbound

GDD

THINK’S EVOLUTION
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1.Do you focus primarily on LeadGen clients?

QUESTION
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1.Do you focus on eCommerce clients?

QUESTION
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1.Are you currently running ads on Facebook?

QUESTION



#INBOUNDPARTNERDAY

1.Raise your hand if you’re comfortable with it

QUESTION
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Social… 5 years Ago1
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• FB has early user lead but had 

stagnating user growth

• Twitter growing faster

• Remember Blogger? 

MySpace? Wikia?

• Pinterest has explosive growth

UNIQUE VISITORS IN 2012, FB HAS EARLY LEAD
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FACEBOOK NEWSFEED INTRODUCED (2011)
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MESSENGER AS A SEPARATE APP (2011)
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FB SPONSORED STORIES LAUNCHED (2012)
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THE ROCK IS STILL SHREDDED
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1. 2012 – Social is only at the Attract & Delight stages of the funnel

WHAT DID IT MEAN FOR MARKETERS?
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BUT THINGS HAVE….CHANGED
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2012 we were growing communities 
and spreading messages on social. 

Today, we’re engaging, 
generating leads and selling.
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Changing 
Social 
Landscape

Only 2 years ago, social had a 

component in our marketing strategies.

Today social is leading our strategies.

Retooled our marketing stack 

supporting Facebook Ads with inbound + 

GDD 
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Top of the Funnel: 
Attract
Strangers  Visitors2
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NOW

Very low

Video, images, text

Banner ads, sponsored posts, 
boosted posts

Psychographics (e.g. people who 
look like XYZ), lookalike 
audiences, list synch 

THEN

High

Text

Banner ad

Demographics

ORGANIC REACH

CONTENT

PAID TRAFFIC

TARGETING
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1. Organic Facebook Clicks 1. Organic LinkedIn Clicks

1. Organic Twitter Clicks
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Video

Has become part of every social platform  

Most engaging format on FB

Using video at TOFU for engagement and 

audience building. 

“How can video add value to this campaign”
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Varying stats on video engagement.

What we should know.
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VIDEO ENGAGEMENT

Great engagement up to 2m

Drop off between 2min - 6min

6m - 12min second sweet spot 

Results vary based on audiences, 

industry and message.

Testing, testing, testing!

Wistia
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Mobile 

2012 was 10% of FB’s revenue

Today is 82%

80% of social usage comes from mobile

Fragmented buyer’s journey

Changes in mobile ads are making them 

effective for B2B
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FB ADS ARE WORKING FOR B2B

Custom Audience and retargeting 

Videos, gated content, webinars, 

white papers, demos 

High engagement and strong 

LeadGen
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Social Trends + Stats

THINK’s Approach to Social 

•Social Media is a critical piece of your marketing strategy 

•How we use social for our agency and our clients 

•FB ads full funnel walk through 

•FB ads and inbound 

•Building audiences the right way 

Pricing

•How we approach pricing for FB ads 

MOBILE ADS FOR B2B
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FACEBOOK ADS
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AND TARGETING IS MUCH BETTER
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FACEBOOK AUDIENCE INSIGHTS
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Middle of the Funnel:
Convert
Visitors  Leads3
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NOW

Interest + handle

Keep visitors engaged across the 
web

Subscribe on Messenger, one-
click on lead or Messenger Ads

THEN

Interest + email address

Keep visitors engaged on your 
website

Complete website form

LEAD

GOAL

PROCESS
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More access, better targeting and video 

are making FB Ads an important part of 

our marketing stack. 
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OUR APPROACH
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INBOUND + FB ADS

Video ads

Brand awareness

Reach

Traffic

Engagement

App installs

Video ads

Lead generation

Conversion

Product Catalog 

Sales

Store visits

Reviews

Customer service

Email automation

TOFU: MOFU: BOFU: SOCIAL:
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• Lorem

BUYER’S JOURNEY
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FACEBOOK ADS MATCHES THE BUYER’S JOURNEY
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LEADGEN FUNNEL
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32%

L E A D G E N

Conversion rates from ads
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ECOMM FUNNEL
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14:1

E C O M M E R C E

Return on Ad Spend
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1. www.hubspot.com/ads-calculator

ADS MATH

https://www.hubspot.com/ads-calculator
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MESSENGER ADS
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MESSENGER ON BUSINESS PAGES
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HUBSPOT’S OWN MESSENGER RESULTS
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Close

Leads Customers4



#INBOUNDPARTNERDAY

NOW

…by phone
…by email
…by chat

THEN

…by phone
…by email

MAKE THE 
SALE BY…
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BOOK & BUY ON INSTAGRAM
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B2B… BOTTOM OF THE FUNNEL 
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SOCIAL MEDIA NOW - RECAP

Social Social Social Social
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Delight 5
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ATTRACT – LEAD ADS
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ATTRACT – INSTAGRAM
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CONVERT – SMART LIST RETARGETING
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CLOSE
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1. Setup

• Full Funnel Build 

• $2,500 - $15,000

3. Retainer (add on/stand alone)

• 3-month minimum 

• $2500 - $10,000

5. Commission

• 3-month minimum 

• $ per lead 

• % per net new; % cart abandonment

SELLING FACEBOOK ADS
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Q&A
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THANK YOU


