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1 INBOUND15 Recap.



HUBSPOT ADD-ONS

Ads Add-on Reporting Add-on



PREDICTIVE LEAD SCORING

What is it: Predictive lead scoring is a lead score based on 
behavior, demographic, social, email, and spam detection 
attributes. The score is calculated based on historical data 
that shows how likely a contact is to close into a customer.

The Predictive Lead Scoring app has two functions:
• Creates a customized model based on the information 

mentioned above.
• Uses the model to give each contact in the database a 

lead score

*Predictive lead scoring is an enterprise only feature



HUBSPOT CONNECT

HubSpot Connect allows you to 
integrate your front end systems with 
HubSpot allowing for better 
segmentation and communication with 
your prospects and customers.

The new integration partners 
launching at INBOUND included 
BlogMutt, Teamwork, Unbounce, 
UberConference, Eventbrite, 
Freshbooks, Zendesk, Slideshare, 
Smartling, and HelloSign.



THE EASY INITIATIVE

Editors:

Additional Updates:

• Website
• Email
• Blog
• Landing Pages

• Workflows
• Contact Records
• Lists
• Prospects



SALES PLATFORM UPDATES

• Prospects - Subscribe & Digest Emails
• Sidekick for Business + Salesforce
• Sequences
• Gmail Integration
• Multiple Deal Pipelines



2 PERSONAL 
INBOUND15 TAKEAWAYS.



PERSONAL INBOUND15 TAKEAWAYS?

• Favorite new product feature – why?
• Favorite Keynote – why?
• Favorite Bold Talk – why?
• Most inspiring presentation – why?
• What have you done new or differently since returning 

from INBOUND15?



3 PLANNING FOR 
SUCCESS IN 2016



SETTING YOUR 2016 UP FOR SUCCESS 
STARTS WITH REVIEWING 2015.



CURRENT STATUS OF MARKETING 
GOALS AND INITIATIVES

1. Create a list of all marketing goals and initiatives tracked

i. Visits goal
ii. Leads goal
iii. Customer goal
iv. Customer retention/repeat purchase/satisfaction goal
v. Additional marketing goals (conversion rates, CTRs, etc.)

2. Create reports for goals and status updates for initiatives



GATHER DATA FROM HUBSPOT

1 HubSpot Dashboard

2 Reports Home

3 Sources

4 Landing Page Dashboard

5 Blog Dashboard

6 Social Dashboard

7 Reporting Add-on

8 HubSpot CRM (or other CRM)



What are some of your 2015 
inbound marketing initiatives that 
were successful/had a positive ROI?

DISCUSSION TIME



HOW DO WE SET GOALS FOR 2016?



Specific: Visits, Leads or Customers

SMART GOAL SETTING

S

M

A

R

Measurable: Provide a number

Attainable: Understand benchmarks

Relevant: Relates back to overall end goal

T Timely: Include time-frame



Determine the marketing and sales numbers

Funnel Stage Quantity

Prospects/Visitors 3200

Leads 1600

MQLs 800

SQLs 400

Opportunities 200

Customers 100

In this example:
Timeframe: 1 year
Conversion rate between stages: 50%

Revenue Goal

Revenue Goal $100,000

Average Deal Size ÷ $1000

Customers 100
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Customer

Prospect/Visitors

Opportunity

MQL

Lead

SQL

3,200

1,600

800

400

200

100

$100,000

Prospect to Lead Conversion Rate

Lead to MQL Conversion Rate

MQL to SQL Conversion Rate

SQL to Opportunity Conversion Rate

Opportunity to Customer Conversion Rate

Average Deal Size $1,000

Revenue Goal

CONVERSION RATES NECESSARY TO WORK BACKWARDS FROM REVENUE



Prospect/Visitors

Customer

Lead
Visit to Lead Conversion Rate

Lead to Customer Conversion Rate

CONVERSION RATES NECESSARY TO WORK BACKWARDS FROM REVENUE



• Personas
• Blogging regularly 
• Multiple Conversion process
• Personalized email communications/Lead nurturing

• Visits, leads & customers data in HubSpot
• Lifecycle stages define (for granular conversion rate tracking)

CORE FUNDAMENTALS OF INBOUND



IDENTIFY INBOUND INITIATIVES 
THAT ALIGN WITH YOUR COMPANY GOALS



THANK YOU.


