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How to show the value of inbound.
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ANNA PERKO

e HubSpot Product Manager, Reporting & Analytics
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SAMANTHA BRENNER

e Inbound Marketing Strategist at SparkReaction since

2014

e Writer and former journalist who got her marketing

start in SEO
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SparkReaction
Case Studies

#INBOUNDPARTNERDAY



#1: CAMPAIGN ROI REPORTING

e Client had a laser-focused mindset for growth: traffic,
traffic, traffic
e Used HubSpot for 1 year before trying an expensive

programmatic campaign to grow traffic

HubSpt
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CAMPAIGN ROI REPORTING

e Using HubSpot to track ROl for a 60-day external
campaign:
e Overall website conversion down 86%
e Paid =0.1%
e Organic =2.0%

e BUT, organic leads = actually SQLs

HubSpt
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CAMPAIGN ROI REPORTING
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CAMPAIGN ROI REPORTING
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320%

Increase in web conversion rate in less than a
year to maximize leads
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.
CAMPAIGN REPORTING TAKEAWAYS

1. Holistic view of external marketing can happen in HubSpot
2. Learn their language, their priorities, their mindset
3. Challenge their ideas with data and their own story

4. Show your value using the reports
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#2: SOCIAL INBOX + #3: CONTACT
RECORD REPORTING

e |solating specific opportunities for growth on social

channels

e Digging into a contact record to understand the story of

a “big win” customer

HubSpt
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SOCIAL INBOX REPORTING

e Client had been blogging, but not analyzing or using the
Social Inbox.
e Synced social channels, gathered data, identified

biggest opportunities for growth

HubSpt
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SOCIAL INBOX REPORTIN

Standard Cumulative Visits - ["1 Show visits-to-contacts rate © Add marketing action
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Site Visits % Contacts % Customers %
LinkedIn 5,787 2.78% 161 0.00% 0 0.00%
Facebook 506 0.59% 3 0.00% 0 0.00%
Twitter 156 0.00% 0 0.00% 0 0.00%
Google+ 1 0.00% 0 0.00% 0 0.00%

SlideShare 1 0.00% 0 0.00% 0 0.00%
H U bs p t Total 6,461 2.54% 164 0.00% 0 0.00%
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SOCIAL INBOX REPORTING

Followers As of Sep 14,2017
1,356 1,100 5,737 9
TWITTER FACEBOOK LINKEDIN GOOGLE+
A 0.22%(3) A 62%(48) A 0.85% (49)
Published Posts As of Sep 14, 2017
TWITTER FACEBOOK LINKEDIN GOOGLE+
v 11.9%(5) A 46.2%(6) A 44.4% (20)

HubSpdt
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SOCIAL INBOX REPORTING
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.
SOCIAL INBOX REPORTING TAKEAWAYS

1. Early-stage clients can see incredible value from low-hanging-fruit research

and testing with Social Inbox
2. Find your target audience and double-down

3. Over-communicate wins to clients using reports
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$4,000,000

deal

AKA, Scott
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T
SCOTT’S STORY

1. Direct traffic 2 whitepaper download = lead

2. 4 more offers

6-month journey

3. 1 Consideration offer = MQL

<€

4. Blog subscribe, emails us back, human conversations

In-between: page views, blog reads, opens emails, builds a relationship with our sales team
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CONTACT RECORD

@ Newnote  Email % Call  + logactivity ) Createtask (3 Schedule

Anna Perko

Start typing to leave a note.

Actions +

This contact s not currently elgible to sync.
Details A e ¢

September 2017 Fiter timaline (32/32) v
~ About Anna Perko

Anna Perko was added to Daniel Demo [Save]

September 18th 2t 9:13 a

Anna Perko was added to Account based Marketing List
nber 13th at 4:28

Anna Perko (aperko@hubspot.com) ¥

Lifecycle

Opportunity ¥
Anna Perko viewed page Guide to Getting Started with Big Data and 3 other pages

Average Order Value tember 12th at 12:22 pr

View details

tal Value of Abandoned Cart

° Anna Perko submitted [*] Webinar Registration Form on Webinar: Winning election case study

September 12th at 12:22 pr

No properties updated

View ~ Customize Properties
ko clicked the CTA: GET STARTED (eBook) on the page https:/www.biglytics.net/

‘ Anna Perl

~ Deals (1)
‘ Anna Perko was added to Sharp Accounting Highly Qualified Leads
mber 10th at 10:17 prm
$100 Anna's Deal
Stage: Business Owner Buy-in
Close date: November 30, 2016

Anna Perko was added to Active Contacts
8th 8t 4:32 pm

Create another deal

HubSP®t —=

PARTNER DAY 2017 Anna Perko isn't associated with a company.

August 2017

‘ Anna Perko was added to JK - Highly Qualified Leads_SYD(SAVE)

August

-~ o0 o0 o o ©o o0 ©
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T
CONTACT RECORD REPORTING TAKEAWAYS

1. The contact record is the marriage of your lead’s human story and your

marketing’s powerful data
2. Unites sales and marketing

3. Until now, hasn’t been the best place to track ROI back to contacts
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HubSpot
Reporting & Analytics
Tools



NEW/BETA TOOLS

Having trouble importing your slides into the INBOUND 2017 template?
* Web Analytics + New Sources

 Page Performance

e Campaign Analytics

* Revenue Reporting



TRAFFIC ANALYTICS

e Web Analytics Dashboard

e New Sources Report

HubSpdt
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I ————————
QUESTIONS TO ASK

1. Where do my website visitors come from?

2. How are visitors engaging with my site content?
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Sessions by Source e Actions ~

S e S S I O n S b R | Saa N, TR
® OrganicSearch ~ ® Email Marketing  ® Paid Search @ Paid Social  ® Social Media ~ ® DirectTraffic ~ ® Referrals @ Other Campaigns
r
So u ce 7.5M — — e - 4,432,663

Organic Search

Email Marketing: 666,835
Paid Search 221,852
Paid Social 130,968
Social Media 266,087
Direct Traffic: 3,528,899
Referrals 489,385
Other Campaigns: 188,325

* High-level Sources Report
* Drillin for detail

e Sessions are the NEW Visits



Device Breakdown e

Location &
Device Type Y

* (Qverview of where visitors are

Session Country e

coming from
* Understand your audience &

how to optimize your site




Traffic Ana|ytics EEy  Daterenge: Lastyear - Frequency: Monthly -

All domains =

B et a ) Sessions Style: Area -

Organic search @ Referrals @ Social media Email marketing @ Paidsearch  ® Paid social Directtraffic @ Other campaigns  ® Offline sources

New Sources (in E it

e Sessions are the NEW Visits
* NEW Metrics

Edit columns

TOTAL NEW PAGE AVG. SESSION NEW
o kolixd SESSIONS ™ session %~ DOUNCERATE VIEWS/SESSL... LENGTH CONTRACTS
e M the effect f e
easure tne errectiveness o oz e o % e o
Direct traffi 30,275,720 % 15.77% 2 minutes 606,172

channels at a deeper level .

Sacial media 4,696,176 14.26% aminute

Referrals 4,121,186 2 minutes




SOCIAL INBOX REPORTING
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LinkedIn 5,787 2.78% 161 0.00% 0 0.00%
Facebook 506 0.59% 3 0.00% 0 0.00%
Twitter 156 0.00% 0 0.00% 0 0.00%
Google+ 1 0.00% 0 0.00% 0 0.00%
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DETAILED SOURCES METRICS

Traffic Ana|ytic5 Date range: Lastyear ~  Frequency: Monthly =

Sources UTM Campaigns Topic Clusters Pages

All domains ~

Sessions - Style: Area ~

® Social media

st SESSONS v groson PORMTE  vEwsisEss..  CLENGTH  coNTAcTs CUSTOME..
LinkedIn 8,148 79.97% 83.11% 1.4 a minute 236 -
Facebook 865 71.91% 79.19% 1.54 a minute & -
Twitter 283 56.18% 84.81% 1.27 SEGZ::; 1 - a
Google+ &5 86.15% 9B.46% 1.02 0 - -
SlideShare 2 100% 100% 1 - - -

Google+ 65 86.15% 98.46% 1.02 0

HubSpot - B
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Traffic Analytics

Campaign
Traffic

® 2016 a3c @ artis

* Advanced option for Sources
Report
* Easier to access & understand

2016_a3c

utm-tagged traffic

Date range: Last year ~

Topic Clusters

® music marketing

Frequency: Monthly =

Pages

TOTAL
SESSIONS
14,964
2,082
13,923
1,360

343

NEW
SESSION %
90.71%
4081%
61.29%

78.24%

BOUNCE RATE

9.15%

19.02%

18.47%

221%

22.74%

Style: Area = Add to dashboard

Edit columns

PAGE AVG. SESSION
VIEWS/SESSI... LENGTH

afew
seconds

a minute

& minute

afew
seconds

afew

rch
CONTACTS ,  CUSTOME...
(FIRST TOUCH)

58

14

Q




CONTENT ANALYTICS

e Page Performance
e Campaign Analytics

e Revenue Rerporting

HubSpdt
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E—————
QUESTIONS TO ASK

1. How are visitors engaging with my site content?
2. Which marketing initatives are worth my time and money?

3. What content is most effective in converting visitors into leads?
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Page
Performance

NEW Page-level metrics
Compare pages to each other

Measure progress over time

Traffic Analyt\'cs Daterange: Lastyear ~  Frequency: Manthly =

Sources

UTM Campaigns Topic Clusters Pages
—

Page views -

PAGE

HubSpot | Inbound Marketing & Sales Software
>

HubSpot Login
app hubspot.

HubSpot Login
app hubspot

10 Templates for Follow Up Emails After An Interview, Job Application, and More

wwwhubspot.com/sales/follow-up-email-after-interview

VIE.. v

13,361,695

7.963.824

3,045,507

1,785,889

Edit columns

Style: Area ~

arch

CTA
VIEWS

26,610,645
5,172,607
28

10,312,695

CTA CLICKS

182,665




Campaign
Analytics

NEW Campaign analytics
focuses on people

NEW Metrics:

 Influenced Contacts

. Revenue

Easily tie to lists

Campaign Analytics Date range: All data ~

New contacts (first touch) «

CAMPAIGN
AP Data Campaign
Blog Campaign

Ebook Campaign

Frequency: Weekly +




Revenue
Reporting

Total Pipeline by Source e

© Offline Sources @ Dirsct T ® Organic Search  ® Othar Campaigns  ® Email Markating ® Socisl Madis  ® Paid Search

* Tie S back to marketing

initiatives with Campaigns

* Tie S back to channels with SR = R s

Direct Traffic

-
. 51,548,134,
I B Other Cam

[ |
| Totals
H

Deal Source reporting

(Mo Value)  ® Paid Socisl

TOTAL AMOUNT

530,117,

$23,190,503.79

$19,339,413.97

$9.280,188.89

$98,763,525.98

TOTAL FORECAST A...

$17,850,415.12

$13,674,306.13

$11,334,845.29

$5,558,336.79

$58,484,454.71

TOTAL CLOSED AMO..

$17,498,492.92

$13.411,044.63

311 29

§5.429.977.91

$56,922,523.70




REVENUE BY CHANNEL

Deals by Original Source o

@ Date range: From 7/1/2016 to 12/31/2016 | Frequency: Menthly

® Total Closed Amount

8m

Average Deal Size, by Social Channel o

o
$5.247,035.63 @ Date range: From 7/1/2016 to 12/31/2016 | Frequency: Monthly

® Average Closed Amount

o

linkedin $1,001.15

il 100 200 300 400 500 &00 J00 BOD F00 1000 1100

$62,720.59
oM
Paid Social Direct Traffic

HubSpdt
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. THANK YOU

#INBOU



Q&A




