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Marketing and sales 
have changed



20 years ago the efficiency of 
marketing was a function of a 

budget. Now it is a function of the 
brain.



What is inbound marketing?

Outbound marketing: 
traditional methods that 
intrude and push a 
message

Inbound marketing: 
pulls customers with 
sharing relevant 
information, creating 
useful content and 
generally being useful.



How?

• Solve problems

• Help

• Create interesting content



75% of your focus
about brand, industry and 

competition should be 

outside 
of your web site.





Inbound marketing tools

• Web site/blog

• SEO

• Social media

• Video

• Visual content

• E-books, white papers

• Email, newsletters

• Podcasts

• Webinars





SEO

• Relevancy – keywords used by your target 
audience

• Estimated search volume

• Difficulty: our web site’s ranking for this keyword 
(start with low!)

• Technical on site SEO

• Content SEO



SEO outside your web site

• Links to your web site

• Creating excellent, useful and interesting content

• Guest blogs, LinkedIn long-form posts

• No follow links in comments

• 4 factors: 

– Authority of the web site

– No/do follow

– Nr. of links

– anchor text links (keywords)
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Social media



Social media

• bio: short and effective

• SEO: usually no follow links, good for traffic

• Facebook pages are relevant due to reach

• Own LinkedIn groups: choose a relevant name

• Don’t use automatic follow on Twitter (not a 
productive relationship)

• On YouTube: create customer’s stories, interview 
with experts, how-to videos



Visual content

• Leads 

• Traffic driver

• Visual content for emphasizing messages

• B2C, young target audience



E-books & whitepapers



Newsletters



Podcasts



Webinars





Company & Industry

• Is there anything about your product or company 
that will lend credibility to your sales pitch? This 
might include awards you’ve won, your experience 
in the industry, customer testimonials …

• Do you have any existing sales brochures or other 
material/documents?

• Who at your company can be used as the “face of 
the company” - for content creation and sending 
newsletters.



Prospects & Customers

• Who is your ideal prospect or customer? Describe their properties: gender, 
profession, age, position...

• What keeps them awake at night? What are the goals they want to achieve? 
What are they afraid of? Which challenges can you help them solve?

• Which content/offers are you currently using to acquire new customers? 
What are you going to offer as an incentive to your prospects?

• Why would your prospects NOT buy from you? (Price? Lack of trust? List 
all reasons.)

• Why should they buy from you and not from your competitors?

• How do you keep in touch with leads that are not ready to buy yet?



Sales & Marketing

• What are your goals for your inbound marketing 
campaign (specific desired outcome)?

• What is your overall marketing budget for 2016?

• Who are your existing key customers/vendors/allies?

• What are you doing to impress your existing 
customers?

• What are you doing to encourage existing customers 
to buy more from you?



Products & Services

• What are all the features of your 
product/service? 

• What are the major benefits that your 
customer gets from your product or 
service?

• What makes your product/service unique? 



Buyer personas

• Made-up generalized examples of ideal buyers 

• To understand better (potencial) buyers and to 
prepare content for them that is adjusted to their 
needs, behaviour and pain points

• negative buyer personas

• Research , questionnaires, interviews with current 
buyers, potential buyers and the ones outside our 
database



Personas

https://blog.hubspot.com/marketing/rookie-mistakes-buyer-personas
https://blog.hubspot.com/marketing/rookie-mistakes-buyer-personas


Personas

• What is their demographic information?
• What is their job and level of seniority?
• What does a day in their life look like?
• What are their pain points? What do you 

help them solve?
• What do they value most? What are their 

goals?
• Where do they go for information?
• What are their most common objections to 

your product/service?



Sample Sally

• Head of Human Resources

• Worked at the same company for 10 years; worked her way up from 

HR Associate

• Married with 2 children (10 and 8)

• Skews female

• Age 30-45

• Dual HH Income: $140,000

• Suburban

• Calm demeanor

• Probably has an assistant screening calls

• Asks to receive collateral mailed/printed
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Sample Sally

• Keep employees happy and turnover low

• Support legal and finance teams

• Getting everything done with a small staff

• Rolling out changes to the entire company

• Make it easy to manage all employee data in one place

• Integrate with legal and finance teams’ systems
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Sample Sally

• “It’s been difficult getting company-wide adoption of new 

technologies in the past.”

• “I don’t have time to train new employees on a million different 

databases and platforms.”

• “I’ve had to deal with so many painful integrations with other 

departments’ databases and software.”

• I’m worried I’ll lose data transitioning to a new system.

• I don’t want to have to train the entire company on how to use a new 

system.
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Sample Sally

• Integrated HR Database Management

• We give you an intuitive database that integrates with your existing 

software and platforms, and lifetime training to help new employees 

get up to speed quickly.
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Sales Funnel



Conversions

• CTA should be VEPA (Valuable, Easy to Use, 
Prominent, Action Oriented)

• Contact us is weak 
CTA Koristno

Preprosto
za

uporabo

Usmerje
no v 

akcijo

Izpostavljeno



Conversions Prospect > Leads



Landing pages

• CTA and landing page need to match

• Trust building

• Key: filled out form

• Graphic is important support

• Simple

• Test

• Don’t observe just the conversion, but also the 
traffic/reach



Landing Pages



Conversions Leads> Customers

• Different lifecycle length

• Lead score > grade

– refferal (2 years)

– Web site visits (when, how often, what) 

– CTA (which, how many)

– Answers in the forms (qualifying minimum)

• Lead nurturing – for the ones not ready to buy 
(useful content + CTA)





Content



Content tools

• blogs + Medium

• videos (snackable + premium)

• e-books

• visuals (photo + infographics)

• webinars

• podcasts

• newsletters



Jimmy Gym Owner
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Jimmy is new to gym 

ownership. He needs to buy 

some gym equipment, but is 

unsure where to begin, how 

much he should spend, etc.

Jimmy Gym Owner
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Jimmy is new to gym 

ownership. He needs to buy 

some gym equipment, but is 

unsure where to begin, how 

much he should spend, etc.

• Beginner’s Guide to 

Buying Gym Equipment 

[Ebook]

• New or Used: When to 

Stretch Your Gym 

Equipment Budget & 

When to Splurge 

[Infographic]

Jimmy Gym Owner
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Jimmy is new to gym 

ownership. He needs to buy 

some gym equipment, but is 

unsure where to begin, how 

much he should spend, etc.

• Beginner’s Guide to 

Buying Gym Equipment 

[Ebook]

• New or Used: When to 

Stretch Your Gym 

Equipment Budget & 

When to Splurge 

[Infographic]

• Gym Equipment Budget 

Template [Excel 

spreadsheet]

• Purchasing Timeline for 

Gym Equipment: What 

Should You Buy First? 

[PowerPoint worksheet]

Jimmy Gym Owner
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Jimmy is new to gym 

ownership. He needs to buy 

some gym equipment, but is 

unsure where to begin, how 

much he should spend, etc.

• Beginner’s Guide to 

Buying Gym Equipment 

[Ebook]

• New or Used: When to 

Stretch Your Gym 

Equipment Budget & 

When to Splurge 

[Infographic]

• Gym Equipment Budget 

Template [Excel 

spreadsheet]

• Purchasing Timeline for 

Gym Equipment: What 

Should You Buy First? 

[PowerPoint worksheet]

• Request a quote

• Phone assessment of 

equipment needs

Jimmy Gym Owner
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Marketing automation



Marketing Automation

• More content

• Omni-channel approach (multiple devices
at the same time)

• More focus on marketing to deliver results

• More focus on tracking the lifecycle of 
customers in marketing funnel

The need for integrated tools



Landing Pages



Smart content



Marketing automation



Workflow in Hubspot



Who visited?



Marketing automation



Advertising



What about advertising?

• Welcome as support - 53% Hubspot’s clients use ads to 
increase activities of inbound marketing

• Search engines ads and social media ads enable 
targeting qualified audience with the right content

• Google, Facebook, Twitter and LinkedIn have 
quality/relevance score > the most quality content is 
shown to the most relevant users

• Landing pages and ads that are helpful are cheaper 
and have a higher position than the ones that don’t do 
that.



Thank you!



More information

Jasna Suhadolc

• jasna@virtuaPR.com

• www.virtuaPR.com

mailto:jasna@virtuaPR.com

