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Content



Marketers
aren’t creating
the content
people actually
want




TL;DR: Marketers and consumers disagree about
content. To remain relevant, marketers should
strive for format diversification and a
decentralized content strategy.




I. What are marketers prioritizing?

Above all else, marketers want to convert more of their
contacts/leads into customers. To do this, their priority is
growing their organic presence and writing blog posts.




What are your company’s top marketing priorities over the next 12 months?

®inbound ™ Qutbound

Converting contacts/leads to customers 7%

Grow traffic to website

Increasing revenue derived from existing
customers

Proving the ROl of our marketing activities

Sales enablement

Reducing the cost of contacts/leads/customer
acquisition
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What are your company’s top inbound marketing priorities over the next 12
months?

¥ Inbound ® Qutbound
Growing SEQ/organic presence 69%

Blog content creation B66%
Content distribution / amplification

Marketing automation

Interactive content creation

State of Inbound 2016
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Il. Is this what consumers want?

Marketers’ content priorities don’t align with what
customers want to consume. People are most likely to skim
blog posts and longform business content. Instead,
consumers pay most attention to videos, social posts, and
news articles.




When it comes to content, what do you closely pay attention to
and what are you less attentive to (e.q., skim)?

® Consume thoroughly m Skim

Videos

Social media posts

News articles

Research content

Online classes / educational games
Interactive articles or tools

Long form business content

Blogs

Pop culture or news related long form content

Podcasts

Basa: 1091 Global Consumars
S o HulsSisol Coreuimed Behavior Sufvey, 01 2046

The Future of Content Marketing: How People Are Changing
the Way They Read, Interact, and Engage With Content
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lll. Marketers should diversify format.

Consumers want to see more social media posts, news
articles, and videos. Marketers should invest resources into
diversifying their content with multimedia creators and
make sure that blog posts are easily digestible to reflect
skimming habits.




What content types do you want to see more of in the future?

Social media posts

MNews articles
Videos
Online classes / educational games 33%
Interactive articles or tools 31%
Research content 31%
Blogs 29%

Business or work related long form content
Pop culture or news related long form content
Podcasts

Bagi 1050 Glabal Cansumers
Sourcr HubSpot Consumar Behavion Sunaey, G 2006

45%
44%
43%

The Future of Content Marketing: How People Are Changing
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Facebook users watch 8 billion videos a day - (The Verge)

Snapchat users watch 10 billion videos per day - (Bloomberg)

45% watch more than an hour of Facebook or YouTube videos a

week - (HS Research)

49% of 18-24 year olds watch at least 3 hours of video on

YouTube a week - (HS Research)



http://www.theverge.com/2015/11/4/9671708/facebook-videos-8-billion-views-per-day
http://www.bloomberg.com/news/articles/2016-04-28/snapchat-user-content-fuels-jump-to-10-billion-daily-video-views
https://research.hubspot.com/reports/the-future-of-content-marketing
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IV. Marketers should extend their strategies beyond the
website

Consumers are increasingly turning to social media,
messaging apps, and bots for content via their mobile. This
means that content consumption is becoming decentralized
across the web. Today, marketers’ content strategy should
extend beyond their own blogs and website, and include
publishing through external outlets.




In the past two years, social content consumption has increased:

o 57% increase on Facebook - (HS Research)

o 25% increase on Twitter - (HS Research)

o 21% increase on LinkedIn - (HS Research)
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What content distribution channels do you plan to add to your marketing efforts in
the next 12 months?

YouTube 48%
Facebook video

Instagram

Messaging apps like Whatsapp, Facebook Messenger, and WeChat

Podcasts

Snapchat

Medium

Other please specify 59,
Slack 5%

Vine 5%

Mone of the above 22%

State of Inbound 2016
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What device do you spend the most time on to access the internet?

Tablet, 119

Computer/laptop, 56%

HubSgst =
Baae: 195 Clabal Corsumams Lt
Hasze: 10591 Global Corsumerns BESEARCH .

Sowa: HubSpot Consumer Bethawor Survey, G 2046

The Future of Content Marketing: How People Are Changing
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What content types do you want to see more of in the future?
by primary device type

Rank Computer/laptop as primary device Mobile phone as primary device

1 News articles Social media posts
46% 52%

2 Soclal media posts Videos
43% 49%

3 Videos News articles
41% 43%

4 Research content Interactive articles or tools
34% 35%

5 Online classes / educational game Online classes / educational game
33% 33%

6 Interactive articles or tools Blogs

30% 27%

Base: 1091 Global Consumers
Source: HubSpot Consumer Behavior Survey, Q1 2006

The Future of Content Marketing: How People Are Changing
the Way They Read, Interact, and Engage With Content
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1 billion people on Facebook Messenger - (Facebook)

36% of smartphone owners use messaging apps - (Pew)
By 2018, chat app users worldwide will represent 80% of

smartphone users - (eMarketer)

Over 4 billion downloads of messenger apps - (HS Research)



http://newsroom.fb.com/news/2016/07/thank-you-messenger/
http://www.pewinternet.org/2015/08/19/mobile-messaging-and-social-media-2015/
http://www.emarketer.com/Article/Mobile-Messaging-Reach-14-Billion-Worldwide-2015/1013215
https://research.hubspot.com/charts/messaging-apps-have-over-4b-monthly-active-users

Search



Social media
and bots are
disrupting
search
engines




TL;DR: Growing organic presence is a top priority
for the majority of marketers. But as consumers
turn to social media and bots for quick answers,
marketers must adapt their distribution and
promotion strategies.




I. SEO remains a top goal for inbound marketers.

From the days of the Yellow Pages to today, “being found”
by the right audience has always been a top priority for
businesses. Today, 66% of marketers agree that growing
SEO is their top priority.




Thinking specifically about inbound marketing projects,
what are your company’s top priorities?

Growing SEQ/organic presence

Blog content creation

Content distribution / amplification
Marketing automation

Interactive content creation

Visual content creation (infographics)
Longform (Ebooks, whitepapers) / visual
Online tools

Product how-to videos

Webinars

Freemium trials

I

“ &0%
— 50%

I 4, 4%,
— 41

e —————
I 3%
— 31
— 28,
— 1%

_— s
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Il. But, people are starting to look beyond traditional SERPs.

Social content consumption is on the rise. As consumers seek
out content in different places, businesses will have to move
their content marketing efforts to uncharted territory -- this
means optimizing content distribution beyond just your
website or blog.




In the past two years, social content consumption has
increased:

o B57% increase on Facebook - (HS Research)

o 25% increase on Twitter - (HS Research)

o 21% increase on LinkedIn - (HS Research)

Google is still doing at least 3 billion searches per day -

(Search Engine Land)

But, Facebook is up to 2 billion searches per day and gaining

ground - (Tech Crunch)



https://research.hubspot.com/reports/the-future-of-content-marketing
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http://searchengineland.com/google-1-trillion-searches-per-year-212940
http://searchengineland.com/google-1-trillion-searches-per-year-212940
https://techcrunch.com/2016/07/27/facebook-will-make-you-talk/

Where do you currently go to catch up on news, business and lifestyle stories online?
Where did you go for the same content two years ago?

B cCurrently use B 2yearsago
I search for relevant content in search engines 230, s
| Read my Facebook feed and click interesting articles/videos 19% Tl -

Go directly to a publication’s website

22%

Through maobile notifications

Read my Twitter feed and click interesting articles/videos
Go to specific blogs
Read iy Linkedin feed and click II'IT'E'I'E'SI:II'IQ articles/videos

Thmugh notifications via Slack or other messaging platform

| find content on Medium

I find content through an RSS feed

Through Flipbook, Feedly or another reader app

Base: 1091 Eobal Cansumers
Source” HubSpot Consumer Behavior Sureey, (1 2016

The Future of Content Marketing: How People Are Changing
the Way They Read, Interact, and Engage With Content
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Which social media channels do you use for professional and/or personal

Facebook
Twitter
Instagram
LinkedIn
Pinterest
Google+
Snapchat
Quora

Yine

Wechat |
Weibo

RenRen

purposes?

B professional ™ Personal

State of Inbound 2016
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Ill. Search must accommodate mobile habits.

A third of people now say their mobile is their primary device
for accessing the internet, meaning content format must fit
on-the-go habits. Mobile notifications will play a larger role in
how consumers discover content.




® 88% of search experts believe mobile friendliness will have
greatest impact on Google’s algorithm over the next 12
months - (Moz)


https://moz.com/blog/ranking-factors-expert-survey-2015

What device do you spend the most time on to access the internet?

Tablet, 11%

Computer/laptop, 56%

HubSgitt -—
Hnse: 1091 Global Corsumers RESEARCH

Source: HubSpot Consumer Behavior Sunvey, Q1 2016

The Future of Content Marketing: How People Are Changing
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How do you want to be notified when something new is published?
by primary device type

68%

I Smart phone

B Computer/laptop

Email Mobile Desktop Slack Text Messenger app
notification notification notification notification message notification

Baze: 1091 Global Consumers
Scurce: HubSpot Consumer Behavior Survey, Q1 2016

The Future of Content Marketing: How People Are Changing
the Way They Read, Interact, and Engage With Content
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IV. Could new mobile technologies disrupt SEO?

People are turning toward voice technologies and
conversational Uls to search for content on demand. These
trends aren’t a faddish blip. Traditional search engine
providers have taken notice and are building conversational
search into their own product plans.




37% use Siri at least monthly - (HS Research)

23% use Cortana at least monthly - (HS Research)

19% use Alexa at least monthly - (HS Research)

19% use Siri at least daily - (HS Research)
o 22% NORTHAM
o 15% EMEA
o 28%LATAM
o 9% APAC
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41.6% of voice search users only started using it within the last

6 months - (MindMeld)

Query length for text searches run around 2 words, while
successful voice searches have 3 words - (Moz)

1 billion people on Facebook Messenger - (Facebook)

36% of smartphone owners use messaging apps - (Pew)

Over 4 billion downloads of messenger apps - (HS Research)



http://searchengineland.com/mindmeld-launches-voice-assistant-2-0-says-voice-search-growing-dramatically-238130
https://moz.com/blog/how-voice-search-will-change-digital-marketing-for-the-better
http://newsroom.fb.com/news/2016/07/thank-you-messenger/
http://www.pewinternet.org/2015/08/19/mobile-messaging-and-social-media-2015/
https://research.hubspot.com/charts/messaging-apps-have-over-4b-monthly-active-users

Ads



Consumers
have more
power over
ads than
marketers do




TL;DR: Consumers agree ads are increasingly
more obnoxious, intrusive, and prevalent. As the
number of pop-up and autoplaying ads rise,

people are turning to ad blockers to stop the
disruption.




I. The Scary State on Online Advertising

Frankly, people hate ads -- especially when they’re intrusive
to the online experience. Most people recall encountering
sponsored Facebook ads, autoplaying videos, and online
display advertisements.




91% of respondents say ads are more intrusive today

compared to two to three years ago - (HS Research)

87% say there are more ads in general than two to three years

ago - (HS Research)

79% feel they are being tracked as a result of retargeted ads -

(HS Research)
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Majority agree ads are more intrusive and prevalent today

M Strongly Agree M Agree

Online ads are more intrusive now than they were 2-3 years ago

48% 43%
Certain ads, like pop ups or ads where I have to click “X” to remove, are really frustrating to deal with
51% 38%
I'm seeing a lot more online ads than I did 2-3 years ago
46% 41%
Obnoxious or intrusive ads give me a poor opinion of the websites that allow them
38% L7%
Obnoxious or intrusive ads give me a poor opinion of the brands that are being advertised
38% 46%
Not all ads are bad, but I want to filter out the really obnoxious ones
34% 49%
I feel like I'm being tracked because I've seen ads for items I've bought for in the past
34% 45%
I wish there were a way to ad-filter instead of ad-block completely
27% 50%

Most ads I see online don’t look polished or professional
18% 45%

Most online ads these days are insulting to my intelligence
21% 35%

People who use ad blockers need to be fair and pay for content some other way
13% 36%

I don't notice online ads anymore, even if I don't block them
12% 33%

HubS@3t Base: 1055 online browsers in the US, UK, Germany, and France

Source: HubSpot Adblock Plus Research Study, Q2 2016

RESEARCH

Why People Block Ads (And What It Means for
Marketers and Advertisers)
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HubSpit

Have you received or encountered any of the following?

Sponsored Facebook ads

Direct mail ads or promotions {mailers, Junk® mail)

Autoplaying online video advertisements

Online display advertisements

Online video advertisements

Television commercials

Pop up enline advertisements

Sponscred Linkedin posts

Sponsored Twitter ads

Telemarketing calls

Mone of the above

Base: 863 global consumers

B4%

52%

=1
(=)
ot

BS%

BS%

B3%

BZ%

79%

79%

Source: HubSpot Global Interruptive Ads Survey, Q4 2015 - Q1 2016

Native Advertising Rises As Consumers Opt Out
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Il. Who’s the worst offender?

Online pop-ups are among the most hated of adverts.
Mobile ads are not far behind. Ads with neutral experience
scores are either expected or do not disrupt the consumer
browsing experience.




Have you received or encountered any of the following?
Did it generate a positive or negative experience?

Telemarketing calls

Pop up online advertisements

Ak
It

Autoplaying online video advertisements

b

2
&
g

5%

2

Direct mail ads or promotions {mailers, "junk" mail}

Y
#
7]
&

Online video advertisements

Email advertisements {promeoticnal or sale announcements) 33% 25%
Sponsored Twitter ads 23% 5%
44% 18%

Online display advertisements

)
-
hJ
0
R
.

Sponsored Facebook ads

EEHHHEHH
2

Television commercials 43% 25% 5%
Sponsored Linkedin posts 43% 29% B%
Email newsletters 3% 42% 9%

Somewhat negalive . NeutralNo cpinon . Somewhal positive

g

il
=
o
=
=l
o
fi=}
=
=
o

z
I
=
m
=
=]
a
w
b

HubSaRt Base: 598 global consumers

Source: HubSpot Global Interruptive Ads Survey, Q4 2015 - Q1 2016.

Native Advertising Rises As Consumers Opt Out
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How do you feel about the following types of ads?

"I dislike them"

Online pop-ups
T 73
Ads on my mobile phone
70%
Online video advertising before content loads (like on YouTube)
T 57
Online banner ads
A 3
Ads on Facebook
A—— 40%
TV ads
A 3%
Text-only search ads (Google, Bing, etc.)
25%
Billboard ads
I 2
Magazine/print ads
18%

HubSEBt — Base: 1055 online browsers in the US, UK, Germany, and France
W
Source: HubSpot Adblock Plus Research Study, Q2 2016

RESEARCH

Why People Block Ads (And What It Means for
Marketers and Advertisers)
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lll. It’s not just a problem for internet browsers, but
marketers too.

Only 40% of people clicked on an advertisement because it
was actually interesting to them -- that’s nearly equal to the
34% of people who only clicked as a mistake. It's no
surprise marketers are failing to get viable leads from these
tactics.




What caused you to click on an advertisement?

The ad just so happened to interest me 40%

It was a mistake 34%

The ad was a search result 21%

The ad tricked me into clicking 15%

The ad was creative or visually appealing 13%

7%

The ad was compelling or provocative

Base: 1055 online browsers in the US, UK, Germany, and France

HubSpbt —
I Source: HubSpot Adblock Plus Research Study, Q2 2016 Why People Block Ads (And What It Means for

Marketers and Advertisers)
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® Only 17% of marketers say outbound practices (e.g. cold
calling, TV/Outdoor Ads, Trade Shows, purchased lists)
provide the highest quality leads for their sales team - (State
of Inbound 2016)
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IV. The Effect on Brand and the Rise of Ad Blockers

70% of consumers have a lower opinions of brands that use
pop up ads, while 51% think less of brands who use
autoplaying online video ads. People turn to ad blockers
because they find ads annoying or disruptive to what they
are doing.




There have been 500 million downloads worldwide of

Adblock Plus - (Adblock Plus)

Ad blocking cost publishers $22 billion in 2015 alone - (Page
Fair)
By 2020, $35 billion per year will be lost as a result to

blocked ads - (Digiday)


https://adblockplus.org/blog/decadblock-adblock-plus-turns-10
https://pagefair.com/blog/2015/ad-blocking-report/
https://pagefair.com/blog/2015/ad-blocking-report/
https://pagefair.com/blog/2015/ad-blocking-report/
http://digiday.com/publishers/uh-oh-ad-blocking-forecast-cost-35-billion-2020/

83% of people would like the option to block ads on mobile -

(HS Research)

Mobile ad blocking is growing 90% year over year -

(InformationWeek)

429 million people globally use an ad blocker on their mobile

phone - (International Business Times)
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http://www.informationweek.com/mobile/mobile-business/mobile-ad-blocking-surged-90--in-2015/d/d-id/1325733
http://www.informationweek.com/mobile/mobile-business/mobile-ad-blocking-surged-90--in-2015/d/d-id/1325733
http://www.ibtimes.com/alibaba-fuels-massive-rise-mobile-ad-blocking-asia-could-us-be-next-2376144

If a company you regularly interact with sent or displayed the following
types of ads to you, how would your opinion of the company change?

Telemarketing calls 81%

Pop up online advertisements

=
o
&

=
&

Autoplaying online video advertisements

IS
[=1]
B

Direct mail ads or promotions {mailers, "junk" mail}

Cnline video advertisements 25%

Email advertizements {promotional or sale announcements) 15%

Online display advertisements

i
*

Sponsored Facebook ads

[
*®

#*

Sponsored Twitter ads

Sponsored Linkedln posts

2

2

Television commercials

. Lower opindon

Base: 598 global consumers

Source: HubSpot Global Interruptive Ads Survey, Q4 2015 - Q1 2016,

Native Advertising Rises As Consumers Opt Out
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Why did you unsubscribe from emails?

The email topics weren't aligned with my interests

| didn't sign up for emails with the company to beg

Emails weren't loading correctly 6%

H.l:lsﬁ_él Base: 598 global consumers

Source: HubSpot Global Interruptive Ads Survey, Q4 2015 - Q1 2016.

Native Advertising Rises As Consumers Opt Out
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Have you ever closed your browser or exited a webpage
because of a(n):

Pop up online ad Autoplaying online video ad

. Mo . Yes

Base: 583 global consumers who have encountered a pop up or autoplaying online ad

Source: HubSpot Glebal Interruptive Ads Survey, Q4 2015 - Q1 2016.

Native Advertising Rises As Consumers Opt Out
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HubSppbt

RESEARCH

People use ad blockers because ads are annoying and disruptive

Why do you use an ad blocker?

Ads are annoying/intrusive
64%

Ads disrupt what I'm doing

R 536
Security concerns
I 0%
Better page load time/ reduced bandwidth use

36%
Offensive/ inappropriate ad content

33%

Privacy concerns
DL 3%
Reduced data usage (for mobile plans)

S 22

I don't like contributing to a business making money off my browsing
L R
Ideological reasons

I 8%

Base: 731 ad blocker users in the US, UK, Germany, and France
Source: HubSpot Adblock Plus Research Study, Q2 2016

Why People Block Ads (And What It Means for

Marketers and Advertisers)
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V. Is there another way?

Some sites have begun blocking users who use ad blockers
from seeing the content. Native ads -- or ads that typically
match the feel of the platform -- have provided an additional
option.




® If blocked from accessing a site because of using an
adblocker, 28% would simply stop going to the site, while 16%
would disable the ad blocker for that site - (HS Research)

® 83% say not all ads are bad, but they want to filter out the

obnoxious ones - (HS Research)

® 77% would rather ad filter than ad block completely - (HS

Research)
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What do you think is the best way to help support websites (to cover their costs)?

Hubsppt

RESEARCH

M I'm fine with seeing ads but only if they are not annoying
B I'm fine with the current situation: I see ads to support websites
I'd be willing to pay for the content I enjoy

W 1d prefer to donate an amount directly to each website

Base: 1055 online browsers in the US, UK, Germany, and France

Source: HubSpot Adblock Plus Research Study, Q2 2016

Why People Block Ads (And What It Means for

Marketers and Advertisers)
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Sales



Salespeople
are a last
resort for
modern
buyers




TL;DR: There’s a disconnect between buyer
expectations and traditional sales tactics. New
technologies are shifting the buyer’s journey,
changing where consumers buy and what they
want from sales calls. It's up to the seller to adapt.




I. The State of Sales

It’'s no surprise that the top priority of sales is to close more
deals. Yet, 40% of salespeople say it’s getting harder to get
a response from their prospects. Changes in customer
behavior is widening the gap between buyer’s expectations
and seller’s tactics.




What are your company’s top sales priorities for the next year?

Closing more deals T0%

Improving the efficiency of the sales funnel 47%

Reducing the length of sales cycle 31%
Social Selling _ 28%
Training the sales team 27%
Improving existing sales technologies _ 25%
16%
| 13%

Other 3%
Don't know/not applicable 3%

Investing in sales enablement
Investing in a CRM

State of Inbound 2016
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Establishing urgency and connecting with prospects trouble sales the most

What are your top challenges when it comes to successfully selling?

Have difficulty establishing urgency (getting them to buy now vs later) .
It's hard to get in touch fconnect with prospects [ IENGINIGGEGEEGEEGEGNGNGG -7
Prospects struggle with my product's price N -5
My sales cycle is too long I
Stakeholders can't agree on purchase [N ::x
T have a very low connect rate with prospects [ INGINGGG—— -
Prospects don't see the value in my product I
I lose deals to the competition [ NG 2
The gales tools [ use are not integrated with my CRM I
My leads are poor quality [TNGTIGGE 7%
1den't have encugh information about the prospect NG 13+
1don't have enough training or support to best sell my product [l 5
Other I 45

HubSgibt Base: 115 Global sales professionals
Source: HubSpot Sales Perception Survey, Qt 2018

Buyers Speak Out: How Sales Needs to Evolve
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What is the average percentage of leads your company converts
to sales?

10% or less | 23%
11 to 20%
21 to 30% |
31 to 40% |
41 to 50% |
Over 50%

Don't know

State of Inbound 2016
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What is more difficult to do in sales compared to 2 to 3 years ago?

Getting a response from prospects

Closing deals

Engaging multiple decision makers at a compgany in the
Idertifying/prospecting good leads

Avoiding discounting/negotiation

Incorporating social media into the sales process
Connecting via phone

Using sales technologies in my day to day job
Connecting via email

Doing research before making initial call / writing initial email
Sourcing referrals

Keeping someones on the phone

Delivering a presentation

Other

R —— 1,0
————— 3%
— 7%
— 7%
— 22,
— 0,
— 0%,
— 1%

— 14,

— 12%

—11%

—11%

—

-

State of Inbound 2016
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Il. Salespeople aren’t giving buyers what they want.

Buyers and salespeople disagree over the best content
formats to learn about the product and what they want to
talk about in the first sales call.




Preferred content formats in the buyer's journey

When you want to learn mere abaut a new
business praduct or service, what type of content do you look for?
What content do you look for when you're ready to buy?

. Leatn mone . Reay to by

e = i 57%
Product information, features, and functions

Product ratings ar reviews

m

: 479

Demos

Best practices

35%

Expert opinions, media coverage, or repors

Z7T%

How-to guides or checklisis 57%

22%

Survey results or research

19%

Diaggnostic or assessment tools 1004

Base: 505 global consumers

Source: HubSpot Sales Perception Survey, Q1 2018

Buyers Speak Out: How Sales Needs to Evolve
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Sales Disconnect
W hat customers want to discuss in the first sales call
Vs

What sales reps plan to cover in the first call

. What buyers want to discuss . What sales want to discuss

Pricing S0

. 54%
How the product works (a product demo)

1

What my company is trying to achieve with the purchase 65%

Advice on how similar organizations have used the product successfully

The reason my company needs to make the purchase

My company's overall goals

Budget or who has budget authority

My company's timeline for the purchase 495

Whoa is respansible for the purchase 49%

HubSpit Base: 505 Global Consumers /115 Global sales professionals

Source: HubSpot Sales Perception Survey Q1 2016

Buyers Speak Out: How Sales Needs to Evolve
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lll. What are salespeople doing right?

Buyers describe salespeople as pushy. Yet, 77% of
salespeople think they are doing a good job being helpful

to their prospects.




Sales Disconnect Continued
How sales representatives say they approach buyers

V5
What buyers with negative sales experience encountered

Wl sates says they

B Buyvers with negative sales experience say sales did not

S0%

Avoid peing pushy

Listen to my prospect’s needs

Research my prospect before calls

Try to be helpful

Tailor my pitch based on my customer's needs
Try to provide value to the prospect

Prove how my solution or product can make them successful

wbl Base: 27D Global Consumers l.ll ng Global gales Pro{c:slnnal:

Seurce: HubSpot Sales Perceplion Survey Q1 2018

Buyers Speak Out: How Sales Needs to Evolve
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IV. Buyers want to talk to sales later.

Today’s business buyers complete the awareness stage of
the buyer’s journey on their own. Instead, they turn to
search engines, websites, and peers to learn about their
options early in the process.




Sales sees that power has shifted to buyers

Compared to 2-3 years ago, do you think B2B/B2C buyers today are more or
less dependent on salespeople during their decision-making process?

. Less dependent [l More dependent . Mo change

Bage: 115 glabal sales professionals

Source HubSpor Sales Perception Survey, Q1 206

Buyers Speak Out: How Sales Needs to Evolve
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Buyers want to connect with sales during the consideration stage

At what point during your buying
process do you want to tallc to a salesperson?

Awareness stage - when I'm hrst learning about the product . 19%

Consideration stage - after I've researched and have a shortlist Gow

Decision stage - after I've reviewed my shortlist and am ready to buy 20%

HubSpinit

Base: gog glabal consumers

Source: HubSpot Sales Perception Survey, Q1 2018

Buyers Speak Out: How Sales Needs to Evolve
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How knowledgeable are your prospects about your company
before your sales rep makes their first
contact with them?

Very knowledgeable _ 8%

Moderately knowledgeable _ 26%
Somewhat knowledgeable | 52
Mot at all knowledgeable _ 25%

Don't know _ 3%

State of Inbound 2016



http://www.stateofinbound.com/
http://www.stateofinbound.com/
http://www.stateofinbound.com/

® When people want to learn more, they use a search engine
(62%) or visit the business’ official website (48%). Only 29%
want to connect with a sales representative during the

awareness stage - (HS Research)

® Even when they are ready to buy, buyers feel they could
connect with either a sales representative (43%) or a search

engine (41%) nearly the same amount - (HS Research)
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Preferred content channels in the buyer's journey

When you want to learn more about a new business product or service, where do
you go for information? Where do you go when you're ready to buy?

Used a search engine

Visited the business' official website

Bead newsletters or emails from the business
Altend in-person events

Spoike with colleagues or peers

Read publicaticns

Connect with the business’ sales reps
Attena webinarshwebcasts

Read third-party product reviews

Visited the business' official biog
Third-party blogs or media websites

Went to social netwarking sites

Connect with 3rd-party consultant/partners
Read analyst reports

Watched online videos

Visited online forums

W o

Baee: 05 global consumers

. Aeady 1o buy

Source: HubSpot Sales Perception Survey, 1 2018

Buyers Speak Out: How Sales Needs to Evolve
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V. Solution? Inbound Sales

Buyer’s expectations of sales are low. Salespeople can beat
those expectations by adopting an inbound sales strategy
and delighting the buyer throughout the process.



https://hubspot.com/inbound-sales
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