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Why Inbound Marketing



Marketing has Changed
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The way customers buy has 
changed

Sales reps used to hold 
all the information and 
therefore had the:

• knowledge 

• power

Now customers 
hold power through 
research

• Google

• Social Media









Inbound Marketing
Basic Concepts











Content Marketing



Awareness

Consideration

Decision

Different 
content for 
different 
stages in the 
buying cycle
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Inbound 
Marketing

Strategic use
of all online 
resources

=



Marketing Automation





Measure Everything
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Measure Every 
Step

• Look for continuous 
improvement

• Learn as you go

• Get better and 
better over time



Inbound in Practice



Inbound In Practice

Ideal

Contacts you and buys your stuff

Reads your conversion content

Responds to thank you email

Downloads your consideration content

Reads your consideration blog

Responds to your thank you email

Downloads awareness content

Prospect finds your awareness blog through Google

Reality

Ideal happens some of the time

You identify prospects and push them to 
the ideal

Prospects find you in consideration stage
- they download content

You find prospects in consideration stage
- email them content

Multitude of variations on this theme



What type of companies benefit?
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Most 
benefit 
from 
Inbound 
Marketing

Buying is a 
considered purchase

Large spend on lead 
generation

Loyal customers Point of difference

No geographic 
boundaries/industry 

boundaries



How it could work for you.
Example Case Study



First 12 
Months with 

Inbound 
Marketing 

for 
“SoftwarX”
with Inbound 

Marketing
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• Sales funnel opportunity

• The challenge

• Goals and timing

• Goals and assumptions

• How to achieve results and set up

• First targets and content

• Promotion of content

• Results in first 12 months

• Your next steps

http://www.fit4market.com/contact-us


Sales funnel and opportunity
SoftwarX’s current promotion tends to be at the the close stage 
of the buying funnel only talking to customers once they have 
decided that they need a solution. They also rely heavily on 
contacts, referrals and some cold calling.

SoftwarX has little to no active promotion of the awareness and 
conversion stage. In the example below I will consider the 
construction industry as a potential target.

Awareness is someone first looking to use software or simply 
looking to improve their business. Awareness stage questions 
might be:

• What are the pro and cons of software for running my 
business?

• How do I protect my business from the key risks?

• What measure can I take to improve the risk profile of my 
business?

Conversion is someone who has decided they want to invest in 
or need a software solution though are not sure what to do 
next. Conversion stage questions might be:

• What are the do’s and don’ts of choosing the best business 
software for your construction business?

• What specific functions do I need and how to I decide 
which are right for my business?

• Why should I use specialist software over others?

Gaining prospects in the Awareness and Conversion stage will 
provide a true pipeline of leads. 32

Awareness 
75%

Conversion 
22%

Close

3%



The challenge
Relying on others to do the education of the market first 
and then switch them to SoftwarX at the closing stage risks 
losing the 97% who are still at the consideration stage.

Awareness

At this stage when someone is first looking for a solution, if 
SoftwarX were to dominate the online discussion and 
questions then prospects could be nurtured into this 
SoftwarX lead conversion and close.

Benefits

• Increase overall awareness of SoftwarX

• A pipeline of leads

• Focused exposure in your specialty or geographic area

Conversion

At the conversion stage the company or individual is 
looking to decide on who is going to do what for them. 
SoftwarX has these answers.

Benefits

• Compare SoftwarX with other, lesser/high risk options 

• Be seen and acknowledged as a lead provider 
33

Awareness 
75%

Conversion 
22%

Close

3%



Goals 
and timing

• Results from SEO sources 
alone take time

• Results can be improved in 
the early stages with social 
media promotion and list 
conversion

• Suggestion on likely leads:

• Month 3: 1-2

• Month 6: 1-2 per month

• Month 9: 2-3 per month

• Month 12: 3-4 per month

34



Goals and assumptions

Month Leads per 
month

Sales $ Lifetime 
Sales $

3 1 25,000 250,000

6 2 50,000 500,000

9 3 75,000 750,000

12 4 100,000 1000,000

Average dollar sales of 
$25,000 per year.

Lifetime value over 10 
years assuming you 
keep them.

35
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How to achieve results

Set up

•Hubspot and inbound set up takes about six weeks and 
includes the development of templates for blogging, list 
development, buyer personas, download pages, thank you 
pages and more

•During this set up process the first content is created 
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First targets and content
to attract

Target 1: 35-55 year old middle managers 
within mid size organisations

Content: 

• The top 5 risks for any construction 
business

• How to make your construction business 
bullet proof!

• The complete guide to governance for 
your construction business

37
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First targets and 
content to attract

Target 2: CEOs of mid size and growing 
small companies

Content: 

• Construction, the do’s and don'ts

• How to make your construction 
business run like a well oiled machine

• How to run your business without 
being there

38



39

Content to convert

Why SoftwarX

• How to win every tender by knowing 
your risks

• The six decisions you need to make 
when growing your business to the next 
step

• What tools are best for managing your 
construction business

39



40

Content to close

First year customer 
10% discount?

Free initial review of 
your company and its

business requirements

Consultation with an 
expert from the 
SoftwarX team
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Promotion of content

Blogging and SEO is a 
basic for every piece of 
content

1

Social media (Facebook, 
LinkedIn, with a trial on 
Twitter) to leverage the 
content to a wider 
audience

2

Build list of corporates 
to increase awareness 
through conversions at 
a customer level

3

Direct to specific 
contacts

4



42

Results in first 12 months

0 0

2

3

0

1

0 0

1 1 1 1

0

0.5

1

1.5

2

2.5

3

3.5

3 Month 6 Month 9 Month 12 Month

Leads target by source (leads per month)

SEO Social Internal
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Your next steps

Review current 
online and 
offline lead data

1

Determine what 
leads you are 
getting now and 
from where

2

Tighten up 
potential leads 
and measures of 
success

3

Start Inbound 
Campaign

4



Examples











What questions do you have?
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