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WHY ARE WE HERE? 1 



The way buyers discover & research 
products has fundamentally changed 

44% of direct mail is never opened 

86% skip TV commercials 

91% unsubscribe from emails 

200million say “Do Not Call” 



Search engines, blogging & other Internet 
trends have fundamentally transformed  
the way people & businesses purchase 
products, but most small businesses still 
use outdated & inefficient marketing 
methods—like print advertising, 
telemarketing & trade shows—that people 
increasingly find intrusive & screen out.” 
Brian Halligan 
Co-Founder and CEO 
HubSpot Inc. 
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84% 
of 25-34 year-olds have left  
a favorite website because of  
intrusive or irrelevant advertising. 



57% 
Of a prospect’s buying decision is 
complete before that prospect’s first 
contact with the supplier. 

 
Source: Conference Executive Board: Marketing Leadership  

Council Research, Sales Leadership Council Research   



Audiences everywhere are tough. They 
don’t have time to be bored or brow 
beaten by orthodox, old-fashioned 

advertising.  
 

We need to stop interrupting what 
people are interested in & be what 

people are interested in.”  
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CRAIG DAVIS 
CHIEF CREATIVE OFFICER, WORLDWIDE 
J. WALTER THOMPSON (WORLD’S 4TH LARGEST AD AGENCY) 



Let’s Dance Let’s Dance 

THE WORLD HAS CHANGED 

http://instagram.com/p/dkce-DDxDj/
http://instagram.com/p/dkce-DDxDj/




Let’s Dance Let’s Dance 

http://instagram.com/p/dkce-DDxDj/
http://instagram.com/p/dkce-DDxDj/
http://www.youtube.com/watch?v=XGsNoAKQk8Q


CO-CREATE MARKETING 
STARRING THE CUSTOMER, AND 

EVERYBODY WINS 



“Yeah but…why is NICK 
here?” 1.5 



Nick Sal 
@NickSalinbound 
NickSalInbound.com 
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A brief history on HubSpot 

Number of  

HubSpot Customers 

$32million in funding 

Acquires  

Named #2 Fastest Growing  

Software Company 

HubSpot founded 

$35million in funding 

Hires 

Nick Sal  



Let’s Dance Let’s Dance 
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Let’s Dance Let’s Dance 
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Let’s Dance Let’s Dance 

http://instagram.com/p/dkce-DDxDj/
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Let’s Dance Let’s Dance 

http://instagram.com/p/dkce-DDxDj/
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HOW DOES IT WORK? 2 



INBOUND MARKETING: 
 
 
 

CONTENT + CONTEXT 



(THE GOOD KIND OF MARKETING AUTOMATION) 





WHAT’S THE  
GOLDEN RULE? 







In other words, we need a plan. 





BUILDING THE CONTENT + 
CONTEXT MACHINE 



Convert 

Problem Your 
Company Solves 

Keywords  

Blog Posts  

Social Inbox 

Identify 

Consider 

Decide 

Offer 
Smart CTA 

Landing Page 
Thank You Page 
Follow-up Email 

Offer 
Smart CTA 

Landing Page 
Thank You Page 
Follow-Up Email 

Offer 
Smart CTA 

Landing Page 
Thank You Page 

List 
Lead Nurturing 

Sales 

List 
Lead Nurturing 

Sales 

List 
Lead Nurturing 

Sales 

Attract 

Visitors Leads 

Close 

Customers 

MODEL OF BUYER’S JOURNEY THROUGH INBOUND 









THE BUYER’S JOURNEY 





Look at the buyer’s journey 

SUBSCRIBER CUSTOMER 



Break it up in stages 

CUSTOMER LEAD QUALIFIED LEAD OPPORTUNITY SUBSCRIBER 



• SUBSCRIBER – contacts who follow your content (everybody) 

• LEADS – contacts that have converted on your website 

• QUALIFIED LEADS – contacts that have expressed product interest 

• OPPORTUNITIES – contacts that sales has marked as sales-ready 

• CUSTOMERS – contacts that end up buying 

Define what each stage means 







Awareness Stage  
Introduce topics that your 
company has expertise in 

Educational Blogs 
Free Whitepaper 

Free Guides & Tip-
Sheets 

Free eBooks 
Free Checklists 

Free Videos 

Consideration Stage  
Introduce someone to options, 
including your brand’s solution 

Branded Material: 
Free Webinars 
Case Studies 
Free Sample 

Product Spec Sheets 
Catalogs 

Free Trials 
Demos 

Free Consultations 
Estimates or Quotes 

Coupons 

Decision Stage  
Overcome your persona’s 
objections to buying 

Matching Our Content to Stages of the 
Buyer’s Journey: 

 





Map Entire Content Library to Stages 
of your Buyer’s Journey 



SET UP CONTENT CONVERSION PROCESS 

2 Call-to-Action 3 Landing Page 4 Thank You Page 1 Offer 



Example: Get a book of case studies 



Example:  Download a Sample Proposal 



Example: 



Example: 



“What’s the next step?” 
Connect each offer to the 
next with CTA’s throughout 
the content itself. 



Example:  
Offer-based CTAs linking to next step 





Smart CTA’s Update Based on Lifecycle 



Dynamic / “Smart” Content example - HubSpot 



“What if they’re not 
ready yet?”  



Use workflows to streamline this journey 

CUSTOMER LEAD QUALIFIED LEAD OPPORTUNITY SUBSCRIBER 

Workflow Workflow Workflow Workflow 



LEAD NURTURING WORKFLOW 

Day 1 

Day 5 

Day 15 

Day 33 

Day 60 

GOAL 



Lead Nurturing 
Case Study 



Lead Nurturing 

• Financial planning software company 
• Offers a 14-day free trial of the software 
• Email communication to trial users limited to 2 

emails at the start of the trial period 
• Emails lacked focus, didn’t provide much value, 

didn’t notify the user when the trial was nearing 
expiration 

• Minimal support and education 
• Client’s goal is to increase trial usage and sales 

 
 
 

Background 



Lead Nurturing 

• Sending too many emails will scare off 
users 

• Unsubscribe rates will be high 

• Users will abandon trials because they’re 
being “spammed” 

• No one will read the emails  

 

 

 

 

Client Reservations 



Lead Nurturing 

• Support users through the trial sequence with useful 
information at the right times 

• Always speak to the target persona’s needs 
• Voice needs to be personal. Emails should come 

from a real person at the company 
• Get users excited about the software 
• Promote login and use of software 
• Users who invest time and effort into using the 

software will be more likely to purchase 
 
 
 
 

Overall Strategy 



Lead Nurturing 

• Welcome users, quickly train and offer support 
• Frame consideration criteria with “things to look for 

when considering” messaging 
• Educate users about software features 
• Instill confidence in a purchasing decision with reviews 

and support 
• Create awareness of expiration and a sense of urgency 

towards the end of the trial phase 
• Maintain an approachable, supportive approach post 

trial phase 
 
 
 
 

Strategy for Emails 



Email Specifics 
Email 

Send 
Day 

Customer mindset Goal Voice Description 

1 1 
New to program, need help 

getting started 
Get user to log in, get up and running quickly with 

navigation guide video 
Welcoming and supportive. Fun. Ease of startup.  Quick start video  

2 2 
New to program, need help 

getting started 
Get user to log in, sign up for the webinar Welcoming and supportive. Fun. Training, Support. Live webinar registration 

3 4 Evaluating software Shape purchasing decision - Ouline decision making criteria Educational What to look for in financial planning software 

4 8 Getting used to features Highlight features Educational Top features 

5 12 Using software regularly Close sale, offer support Helpful - Closing Support to close sale, only 3 days left 

6 14 Ready to buy Close sale Closing 
Last day of your trial, reviews to support 

purchasing decision 

7 30 Past trial Trial Reactivation Approachable and available Reconnect with non-purchasers 

8 45 Way past trial Remind customers.  Invite reconsideration. Appreciative and available 
"Break up" email. Thanks for consideration, come 

back and try 



Performance 
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Lead Nurturing 

• 34% average open rate 

• 6.5% average click-through-rate 

• Doubled traffic to site from trial emails 

• Over 50% increase in trial user conversion 
rate 

• Unsubscribe rate under 1% 

 

 

 

 

 

 

Performance Takeaways 



Lead Nurturing 

• Rework underperforming emails with new content 

• Test subject lines, especially in low open rate 
emails 

• Create new premium content (whitepapers, guides, 
checklists) to engage and educate trial users 

• Inject new content offers into email sequence 

• Continue to monitor and improve 

 

Next Steps 



Grow your agency’s revenue: partner with 
us and offer inbound marketing services. 

Rick Whittington 
Principal 

Winston Chenery 
Marketing Manager 

http://bit.ly/RWCinbound 





Partner Success Story: 
IMR Corp 
Segment by Interest 
Workflows Case Study  
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Non-segmented Email Example 

• Broad email: This 
was in a standard 
email campaign 
(non segmented). 
CTR: 13.4% 



Broad Messaging Performance 

Email 1: 12.5%  
Email 2: 9.3% 
Email 3: 10.7% 
 
Average engagement: 10.3% 



Sample “choose your interest” form: 



ALL DATA GATHERED IN CENTRALIZED 
CONTACT DATABASE 



LANDING PAGES  + FORM DATA 



Interest Related Email Example 

• This was in a 
segmented workflow 
for those who 
identified they would 
be most interested in 
"email marketing". 
CTR: 25.86%.  



Email Marketing Premium: 

• The second in the series 
of emails for the email 
marketing segmented 
workflow. CTR:26.19% 



Email Blogging 

• Email Blogging: 
Another short and to 
the point email from 
our blogging 
segmented 
workflow. CTR: 
21.62% 



Interest #1 Performance 

Email 1: 28.8%  
Email 2: 16.4% 
Email 3: 15.7% 
 
Average engagement: 20.3% 



Performance Summary (average click through 
rate for first 3 emails) 

Broad 
Messaging 

Interest  1 Interest 2 Interest 3 Interest 4 Interest 5 

10.3% 20.3% 15.45% 15.4% 5.13% 15.3% 





CONTACT INTELLIGENCE 



PAGES + BLOG POST VIEWS 



EMAIL HISTORY 



Wistia video tracking! 



SOCIAL 
INBOX 



SOCIAL MEDIA MONITORING 
USE CASE #1 



SOCIAL MEDIA MONITORING 
USE CASE #2 



Twitter interactions data 



Link to contact 
record to 
personalize 
response and/or 
enroll someone in a 
workflow (or add 
them to a list)  
based on their  
social interaction. 

Personalized 
interactions. 



Partner Success Story: 
JOHN BONINI, IMPACT BRANDING & DESIGN. 
 
Twitter: @Bonini84 
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“If we’re to be more 
human… shouldn’t we be 
more social?” 







The Solution. 



The Solution. 

Easily filter through the noise. 

Identify most important conversations.  

One-on-One lead nurturing. 

Prospecting tool.  





“I can’t wait to get a lead nurturing email today….” 
-said by no one, ever 

Social 

Email 



Track your social visits, leads & customers 



Growth only 

occurs when lead 

management is 

taken as seriously 

as lead 

generation itself.  

@Bonini84 









Empower Your Sales Team 
 

360° View of Your Leads 

What companies are 
visiting our site? 

What pages have they 
viewed? 

What have they 
converted on? 

How engaged are 
they? 

When are they on  
our site? 

What emails have 
they opened? 

Who are they on 
social media? 

What is their lead 
score? 





FINAL THOUGHT 



Transform your marketing into 
something people LOVE 

Your 

Get Found Online: 
Create valuable website 
pages, blog articles and 
social media messages 
optimized to drive 
qualified leads to  
your site. 



Understand Your Buyers: 
Personalize your 
marketing through a 
deep understanding of 
their needs to pull leads 
through your sales 
funnel faster. 

Transform your marketing into 
something people LOVE 

Get Found Online 



CO-CREATE MARKETING  
STARRING THE CUSTOMER,  

AND EVERYBODY WINS 



Do you guarantee it 
will work for US? 



“What’s the next step?” 
 
…FREE STUFF! 
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1 Complete Copy of Today’s Presentation  

2 Buyer’s Journey Matrix & Content Audit Spreadsheet 

3 Inbound Marketing Certification Program 

4 All HubSpot Partner Broadcast Episodes On Demand 

5  Free Developer Account of HubSpot 

6  Free Beer With ME @ HubSpot! 

FREE RESOURCES 



Where do I download? 

Nicksalinbound.com/NEDMA 

Visit this link: 



THANK YOU. 



QUESTIONS? 



Nick 
Salvatoriello 
@nicksalinbound 

Customer Training Team 
@HubSpot 
 
 
 
 
 
> nicksalinbound.com 
> academy.hubspot.com 


