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Inbound — Amplified
Integrate Ads to Get More from Inbound

Lars Osterberg,
Product Manager, Inbound Ads



The Future of HubSpot and Ads
How-To use Ads to Amplify Inbound

How are you using Ads?
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The Future of
HubSpot and Ads




Inbound Amplified

Of HubSpot customers

53<)/ used Ads in 2015.
o Successfully using ads to amplify the effect of

great inbound marketing campaigns.
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The shift towards mobile means content is moving to platforms.
Those platforms are taking advantage and monetizing.
Search and Social are becoming increasingly pay to play.
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Our Vision: ROI for Everyone

If we can enable customers to see what’s working we can help them create a
virtuous cycle of better content, better ads and higher ROI.

The Virtuous Cycle r - ‘

of Inbound Ads

CPC from network

‘ Better Quality J
Score / Relevance

Score




Inbound Amplified

Gary McDonald | EHS Insight increase ad conversions 90% with
CEO, EHS Insight | HubSpot Ads Add-On

SMB - Software |
‘ Houston, TX

- “Inbound and Paid campaigns absolutely must be in
harmony to maximize the value for us. HubSpot Ads
HubSpot customer for 12-months. makes it much easier to keep an eye on both and to
Have used the Ads Add-on for . correlate the results of campaigns across channels.

4-months to optimize, search and We can make better decisions in less time.”
social ads inside HubSpot.

225% 90% 211% 70%

More Visits More Conversions More Contacts More MQLs

All results from ads after implement HubSpot ads and focusing on other key optimizations



How-To use Ads to
Amplify Inbound




Use Ads to Amplify Inbound

Inbound Campaign and Goal

It can take a while for SEO
and content to start driving
leads. Consider using Search
Ads to drive traffic while
content is warming up.

This isn’t sustainable long
term but can shorten time
to value.




Use Ads to Amplify Inbound

Inbound Campaign and Goal

Long term: Use inbound to
—— build awareness and nurture

your audience.

Capture leads and customers
—— by promoting content or

targeting BOFU keywords

through search. e




Use Ads to Amplify Inbound

Build Ads Conversion Funnel
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Use Ads to Amplify Inbound

Build Ads Conversion Funnel
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Use Ads to Amplify Inbound

1. Build Ads Conversion Funnel
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Use Ads to Amplify Inbound

Traditional Ads Conversion Funnel

1. Create Ads 2. Create 3. Define 4. Write 5. Link to

. Keywords/ .
Account Campaign Targeting Ads Landing pages




Use Ads to Amplify Inbound

Inbound Ads Conversion Funnel

New offer! Hiker's Helper Free Trial

-

-— - -
_-

2 Create 3. Build Ads 4. Create 5. Launch
Content & Ads Account Keywords

Landing Page / Targeting

Campaign




Use Ads to Amplify Inbound

Build Ads Conversion Funnel
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Use Ads to Amplify Inbound

Measure Success

Click Focused:
Only measuring what happens with ad.

CPC/CTR
Success = low cost and
high click-through

Traffic o
Success = visits to my site

Beginner

Expert

ROI

Success = Strongest return
on my ad spend and lowest
O cost-per-acquisition

Conversions

Success = Leads and a
strong conversion rate

Conversion Focused:
Measuring the actions ads drive
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Use Ads to Amplify Inbound

Measure Success

M D d © PaidC i % Settings

Last 30 days v Al | 8 | in SPEND $2,981 29 ROI 37%

IMPRESSIONS CLICKS CONVERSIONS CUSTOMERS

22,825 o™ 1,875.03 1% 26 4.9%

all net

$1.59 eacl

CONVERSIONS

Conversions Han Solo

N Finn Windu

C3 PO
20 Chew E Bacca
Darth Maul
Rey Skywalker?
Boba Fett
Leia Skywalker
B Lando Calrissian

Kylo Ren

Create List of all contacts
2016/01/26 2016/01/30 2 2016/
2016/01/28 2016/02/01

02/13
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Use Ads to Amplify Inbound

Build Ads Conversion Funnel
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3. Run the Numbers




Use Ads to Amplify Inbound

Run the Numbers

Reports

“ Back to paid campaigns

A Search Brand Name | SKA | 2015 e

& Analyze ™ Optimize

Last 30 days v SPEND $9,95065 ROI 39%

IMPRESSIONS CLICKS CONVERSIONS CUSTOMERS

6’022 4.2% 2.3% 22 71%

Keywords v
Ad Group Quality ~CostperClick Impressionsv  Clicks ~Conversions  Customers ROI
SKA | HubSpot @ $5.41 62,497 2,640 75 4 70%
*Lorem" ® 810 $5.42 62,325 2,630 75 4 80%
[lpsum] ® 810 $3.05 123 7 0 0 -100%
Lorem @ 810 $4.16 49 3 0 0 -100%
SKA9 | Hub Spot ) $2.70 42,432 1,680 27 2 51% zo@m
SKA 11 | HubSpot Inbound Marketing @ $2.55 5512 156 5 0 -60% PAnﬁl'l"n'E R
SKA 7 | HubSpot Pricing [ <} $1.72 5423 401 3 2 ear% DAY
SKA 6 | HubSpot Demo - $2.94 110 14 2 0 265%



Use Ads to Amplify Inbound

Build Ads Conversion Funnel
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Use Ads to Amplify Inbound

Evaluate your tests and iterate on your campaigns

| st — — |
New offer! Hiker’s Helper Free Trial
M Sonrare e ———
LEad e ————
B —————————— L A
- D eee——— -

1. Build Offer/ 2. Create 3. Build Ads 4. Create 5. Launch
Content & Ads Keywords Campaign
Landing Page Accounts / Targeting
Can you increase Which Ads are Which
CVR by making driving Keywords are
changes? conversions? have high

Q Score?



Use Ads to Amplify Inbound

Build Ads Conversion Funnel
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How are you using Ads?




QUESTIONS FOR YOU

Which ads are most effective?
When do you use ads?

How do you measure success?
How do you optimize?

How do you report to clients?

What do you need help with?
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What do you want to be easier?



Questions?




