
OPTIMIZING  
THE PAST 

How to Get More Traffic & Leads  
From “Old” Blog Content 



There are two kinds of marketers… 



The first hunts for the one big idea. 



The	
  story	
  of	
  the	
  $300M	
  Bu1on	
  $300,000,000 



Sales went up 
45%! 
 
$15 million in the 
first month, and 
$300 million in 
the first year. 



The challenge: “big game” is 
elusive (if it exists at all). 



Then there’s the kind of marketer 
who grows through pervasive 
optimization. 



They aim for lots of “$300,000 
buttons” (versus holding out for 
the  $300,000,000 payday). 



On the HubSpot blogging team, 
we’re that kind of marketer. 



(Psst … it’s also the best way to find one of these.) 

The	
  story	
  of	
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  $300M	
  Bu1on	
  $300,000,000 



HUBSPOT BLOG:  
WHO WE ARE &  
WHAT WE DO 
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TRAFFIC, LEADS  
& SUBSCRIBERS 

200+ NEW 
POSTS PER 

MONTH 

8,000  
TOTAL BLOG 

POSTS 



That’s a lot of content. 



At HubSpot, we have  
ambitious marketing goals. 



At HubSpot, we have  
ambitious marketing goals. 
 
(Like “orders of magnitude” ambitious in 
many cases.) 
 



Yet we can't scale content output 
proportionally to the results we 
target. 



62M new blog posts/mo. on “a leading CMS” ;) 



“The supply of  
content is growing,  
but demand is static.” 

 
- Paul Hewerdine, Earnest 



… and it's largely going to waste: 
Enterprises estimate that 50% of 
content is completely unused. 

 
(Source: Forrester Research) 



Our dilemma  



In 2014,  
HubSpot launched 
Attribution Reports. 



“Attribution 
Reports were 
like Christmas 
morning.” 



So we conducted a massive 
blog leads analysis. 



So we conducted a massive 
blog leads analysis. 
 
Here’s what we found …  



76% of our monthly 
blog views came 
from old posts. 



92% of our monthly 
blog leads came 
from old posts. 



46% of those new 
blog leads came 
from just 30 posts. 
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Leads 
From Top 
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46% 

Leads 
From 
7,970 
Posts 
54% 

Remaining  
7,970 Posts  
99.99625% 

Top 30 Posts 
0.00375% 

Said another way … 



AKA our first “holy crap” moment. 

! 
! 



Every blogger was dedicated to 
publishing new posts …  





THE BIRTH OF  
THE HISTORICAL 
OPTIMIZATION  

PROJECT. 
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2 We should 
search 
optimize high 
conversion 
posts. 



In other words, get more out of 
the content we already have. 



In other words, get more out of 
the content we already have.  
 
Optimize the past. 



I mean, who 
wouldn’t want to 
fix the past? 



HISTORICAL  
CONVERSION  

OPTIMIZATION 



Goal:  
 
Generate more leads from 
existing, high traffic posts.  



Blog Lead Generation: A Primer 



Blog Lead Generation: A Primer 



Blog Lead Generation: A Primer 



The first thing we tried was 
conversion optimization based on 
picking the most relevant offer. 





Then we thought …  



Then we thought … 
 
“What if we conversion optimized 
based on the keywords people 
were using to find that post in 
search?”  



We tried it on one post … 



Jackpot. 
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We used this method on 12 of 
our top-traffic posts and 
doubled the number of leads 
we generated from them. 



How we did it: 
 



How we did it: 
 
•  Identified top-viewed old posts 



How we did it: 
 
•  Identified top-viewed old posts 
•  Identified which keywords people were using to 

find those posts / which keywords they ranked for 



How we did it: 
 
•  Identified top-viewed old posts 
•  Identified which keywords people were using to 

find those posts / which keywords they ranked for 
•  Used those same exact keywords in the calls-to-

action used in the post  



How we did it: 
 
•  Identified top-viewed old posts 
•  Identified which keywords people were using to 

find those posts / which keywords they ranked for 
•  Used those same exact keywords in the calls-to-

action used in the post  
•  Created new offers where existing offers weren’t 

relevant 



Here’s an example … 
 





Here’s how we conversion 
optimized it … 



Step 1 



Step 1 



Step 2 

Old CTA 



Step 2 



Old Slide-
In CTA 

Step 3 



Step 3 





HISTORICAL SEARCH  
OPTIMIZATION  



Goal:  
 
Generate more traffic to high 
converting posts by optimizing 
search 



CTR drops 8X from page 1 to page 2 of Google. 

1 2 3 4 5 6 to 10 Page 2 Page 3+ 

CTR 

CTR 



Inbound links is still a top ranking factor 



“LET’S GUEST 
BLOG FOR 
INBOUND 
LINKS!” 



“That’s  
not really 

scalable …” 



“Didn’t we once dabble in updating old posts?” 



“What about 
updating and 
republishing 
old posts?” 

! 



So we decided to try it …  



Jackpot. 
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Freshness matters. 

Page 1 posts tend to 
be 6-12 months old. 



To date we’ve more than 
doubled organic traffic to 
search optimized posts. 
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How we do it: 

Posts with “page 1 
potential” 

Update posts. 

SEO the post. Conversion 
optimize 
 the post 

Republish  
as new. 

1 

2 

3 4 
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Why this works … 
 
•  Google rewards freshness  
•  We’re building off the existing page authority the 

post has already accumulated  
•  New visits are potential social shares and links 
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It’s also scalable. 
 
•  We can do a few of these per week 
•  It supports more than one blogging team 

goal: 
•  It fills a new slot on our editorial calendar  
•  Often less work than creating a new post 

from scratch  
 



LONGER FORM,  
SAME MODEL. 



≈40% of our gated offers are “refreshes” 



Refreshed offers drive 70% 
more leads than net new offers. 



Refreshed offers also enjoy a 
50% higher conversion rate 
than net new offers. 



Refreshed offers generate 35% 
more downloads than net new 
offers. 



Why this works … 



 
Past performance sometimes  
is indicative of future returns. 



How we do it: 
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1 

Update. 2 

Create new 
supplemental 

content. 
3 

Republish 
and retire. 

. 

4 

Identify 
performance 

outlier. 







Supplemental Content = 
Searchable Blog Post + 

SlideShare 



This offer drove 11,500 
downloads in two weeks,  
2x our view to contact ratio. 



QUESTIONS? 


