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1 Understand what “inbound” is   

2 Understand how it works 

3 Get started (FREE STUFF!) 

THE OBJECTIVES 



WHAT IS INBOUND? 1 



MARKETING HAS A lovability PROBLEM. 

Stockbrokers! Lawyers!Car Salesman! Lobbyists!
Marketers!

Less Lovable! More Lovable!



The way we live has changed. 
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84%of 25-34 year-olds have left "
a favorite website because of "
intrusive or irrelevant advertising.



The customer is in control. 



“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 and instead 

 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) 



In order to attract customers, 
marketers have to provide them with 

something they will love. 



Marketing 
people 

Inbound 
love.	



SEO 
Blogging 
Attraction 

Customer - Centric 

  INBOUND 

vs. 
Cold Calling  

Cold Emails (SPAM) 
Interruptive Ads 

Marketer - Centric 

  TRADITIONAL 
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Let’s	Dance	Let’s	Dance	

MARKETING PEOPLE LOVE 





Let’s	Dance	Let’s	Dance	



CUSTOMER = HERO 
BUSINESS = MENTOR 

MARKETING PEOPLE LOVE! 
 



“Yeah but…why is NICK 
here?” 1.5 



Nick Sal 
@NickSalinbound 
NickSalInbound.com 



 3   48  
 317  

 1,150  

 3,855  

 5,961  

 8,440   8,800+  

2006 2007 2008 2009 2010 2011 2012 2013 

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	





Let’s	Dance	Let’s	Dance	





Let’s	Dance	Let’s	Dance	





HOW DOES IT WORK? 2 



Inbound Marketing = Content + Context 

  



Transform your marketing into 
something people LOVE 

Your	

Get	Found	Online:	
Create	valuable	website	
pages,	blog	ar:cles	and	
social	media	messages	
op:mized	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 







In other words, we need a plan. 



Building the content  
+ context gameplan: 







Understand your persona’s  
JOURNEY…. 



THE BUYER’S JOURNEY 

Prospect is 
looking to make 
a final decision. 

Prospect  is 
compiling a 
list of options 

Prospect is 
researching 
their needs 





Analyst reports 
Research reports 
eBooks 
Editorial content 
Expert content 
Whitepapers 
Educational Content 

Comparison 
Whitepapers 
Expert guides 
Live interactions 
 
Webcast 
Podcast 
Video 

Vendor comparison 
Product comparison  
Case studies 
Trial download 
Product Literature 
 
Live demo 

Putting Content in Context w/Buyers Journey: 

Awareness 
Stage 

Decision 
Stage 

Consideration 
Stage 

	





Make your 
ebooks and 
webinars 
the best 
offers for 
potential 
customers 
in your 
industry. 
 





Downloadable offer page with personalized 
“choose your interest” form: 



ALL LEAD DATA GATHERED IN 
CENTRALIZED CONTACT PROFILE 



LANDING PAGES  + FORM DATA 



“What’s the next step?” 



Use timely, personalized email flows 

Day 1 

Day 5 

Day 15 

Day 33 

Day 60 

GOAL 



(THE GOOD KIND OF MARKETING AUTOMATION) 



An “Inbound” email case study 
•  Theory: Creating multiple sets of email messaging that are personalized 

to a specific interest of the lead that they identified in a form will result in a 
higher level of engagement than 1 set of broad messaging. 

•  Test: One group of leads for the test will receive a broad set of email 
messaging and another group will receive a specific set of email 
messaging based off of what they said they were most interested in. 

•  Measurement: The “click through rate” of delivered emails will be 
compared across 5 different “interest categories” and the broad set of 
messaging. The first 3 emails in each set of messaging will be analyzed. 



Non-personalized email example 

•  Broad email: This 
was in a standard 
email campaign 
(non personalized). 
Click-through rate: 
13.4% 



Broad Messaging Performance 

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





Interest-related example: “Email marketing” 

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

•  Click-through rate: 
25.86%  



2nd email in the series:  
“Premium” offer related to email mkting 

•  The second in the 
series of emails for the 
email marketing 
segmented workflow.  

• Click-through 
rate: 26.19% 



Interest Related Example: “Blogging” 

•  Another short and to the 
point email workflow 
that’s personalized 
based on their interest 
in blogging.  

•  Click-through rate: 
21.62% 



Tracking the performance of each  
interest-specific email sent to our leads 

Email	1:	28.8%		
Email	2:	16.4%	
Email	3:	15.7%	

Average	engagement:	20.3%	



Analysis should be 
inherent in every 
single thing you do 
with your inbound 
strategy. 



Analyzing Performance Summary (average click 
through rate for first 3 emails within each 

personalized workflow) 
General 
interest 
emails 

Emails for 
Interest  1 

Emails for 
Interest 2 

Emails for 
Interest 3 

Emails for 
Interest 4 

Emails for 
Interest 5 

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



Analyzing each contact’s email engagement  
data allows you to spot opportunities 



Empower Your Sales Team… 
 

360°	View	of	Your	Leads	
What	companies	are	
visi:ng	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?	





To treat your precious contacts  
as humans.  

To help mentor your future stars…. 



GETTING STARTED + 
…FREE STUFF! 3 







 

GET INBOUND CERTIFIED! 
 
 
 
 
 
 

Academy.hubspot.com/inbound-certification 







 

Do you do lead-gen full time for 
your Boston-area startup? 

 
 
 
 
 
 

Let’s do beers at HubSpot HQ in Cambridge OR 
Innovative Marketing Resources HQ in Waltham 



FINAL THOUGHT 



Do you guarantee it 
will work for US? 



QUESTIONS? 



Nick 
Salvatoriello 
@nicksalinbound 

VP of Client Success 
@IMRCorp 
 
HubSpot Accredited Trainer 
 
 
> nicksalinbound.com 
> IMRCorp.com 



1 Reference the complete copy of today’s presentation  

2 Complete free online Inbound Certification 

3 Free ‘State of Inbound’ Industry Report 

4 Get ‘5 Steps to Completing a Content-Based Sales Funnel’ 

5 Meet up for FREE BEER with me! 

FREE RESOURCES 



Where do I download? 

Nicksalinbound.com/MITStart-ups 

Visit this link: 



THANK YOU. 


