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			Book Presentation: Inbound Marketing by Brian Halligan and Dharmesh Shah

			Book Abstract

			MAIN IDEA

			Traditional, outbound marketing is pretty much dead in the water today as people are getting far better at ignoring marketing interruptions:
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			Today, measurably better results can be generated by using inbound marketing strategies which help people to find you using the various social media search tools of the Internet:
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			Inbound marketing is reshaping the commercial landscape because for the first time in history, it’s not how much money you have to spend on marketing that counts. It’s how good your content is and how savvy you are at doing things which will help you “get found” by your prospective customers. Inbound marketing changes how you do business.

			“It is a fantastic time to be a marketer or a business owner today. For the last 50 years, companies such as Procter & Gamble, IBM and Coca-Cola used huge amounts of money to efficiently interrupt their way into businesses and consumer’s wallets using outbound marketing techniques. The outbound marketing era is over. The next 50 years will be the era of inbound marketing.”

			– Brian Halligan and Dharmesh Shah

			About the Author

			BRIAN HALLIGAN is cofounder and CEO of HubSpot, an inbound marketing system for small and medium sized businesses. Mr. Halligan formerly worked as a venture partner at Longworth Ventures, as VP of sales at Groove Networks before it was acquired by Microsoft and in the sales department of Parametric Technology Corporation. He is a graduate of MIT’s Sloan School of Management and he is an occasional lecturer at MIT on the science of selling and management.

			DHARMESH SHAH is also a cofounder of HubSpot and serves as the company’s Chief Technology Officer. Mr. Shah previously founded and managed Pyramid Digital Solutions which sold enterprise management software to financial services companies before being acquired by SunGard Data Systems in 2005. Mr. Shah is a graduate of the University of Alabama and MIT. He also runs OnStartups.com, an online community for entrepreneurs.

			The Web site for this book is at www.lnboundMarketing.com.

			Important Note About This Ebook

			This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.

			Summary of Inbound Marketing (Brian Halligan and Dharmesh Shah)

			1. What exactly is inbound marketing?

			Marketers have conventionally used advertising to reach their potential buyers and make them aware of products and services This is outbound advertising in that the advertiser pays for the coverage. Inbound marketing reverses that dynamic. Instead of sending out ads or promotional materials, you make it easy for people who are searching online for what you have to offer to find you. Inbound marketing means to provide people with information about your products and services at the time they need it rather than according to some publication or broadcast schedule.

			The fundamental job of a marketer is to spread the word about what he or she has to offer. To achieve this objective, marketers have in the past used a mix of:

			
					TV, radio, newspaper and magazine advertising.

					Telemarketing and e-mail blasts.

					Direct mail.

					Trade shows and expos.

			

			The only problem is people have got much better at filtering out these interruptions by using new technology like TiVo. Today, instead of responding to an ad, consumers are more likely to be using the Internet to gather information and shop.

			The three main areas of the Internet which tend to get used for shopping today are:

			
					Search engines – like Google and others where people search for Web sites which offer the products or services they need.

					The blogosphere – which now numbers more than 100 million blogs. People love blogs because they feel more genuine and candid than advertising.

					The social mediasphere – which is the entire collection of social media sites like Twitter, Facebook, StumbleUpon, Linkedln, Digg, Reddit, YouTube and many others. These sites provide a platform for ordinary consumers to make their opinions heard.

			

			Obviously success in growing your business and generating sales will come from matching the way you market your products with the way consumers like to shop today. This is why inbound marketing matters.

			When companies first started developing Web sites, they were mostly electronic versions of their sales brochures. They were filled with sales-oriented messages which were along the lines of a one-to-many broadcast. That was fine when the Web was a novelty but today brochure Web sites are a little boring. Today, collaborative Web sites sizzle. Move from delivering a one-way message and instead develop a collaborative, breathing hub for your market and you’ll do well.

			To pull people in to visit your Web site nowadays:

			
					You need to have something to offer which is genuinely remarkable and definitely the “world’s best” in your self-defined niche.

					You must have a definitive value proposition which guides how you aspire to add value for the people who interact with you.

					You have to keep adding new content all the time and to keep people updated on that content by offering syndication feeds (using RSS or “real simple syndication”) or e-mail updates. The number of subscribers you have to your RSS feeds will be a key metric of how remarkable your stuff truly is.

					You have to allow visitors to interact with each other. Rather than hearing what you have to say about yourself, potential customers want to know what other people are saying about you. They want to quiz people who have become your customers and find out how everything went.

					You want to make your materials social media friendly so you can generate fans of your Facebook page, followers of your LinkedIn group or Twitter feed and generate loads of Digg or Delicious bookmarks.

			

			Put a different way the objective of a Web site today is not to be a megaphone for your products but instead to become a living, breathing hub for your marketplace. You want to create somewhere where like-minded people connect with each other. If you can create something so good it draws in the people who are most likely to buy what you have to offer, then you’ll do well.

			This may sound like a tall order and something which goes well beyond spending a few dollars refreshing your Web site with new graphics, logos and fonts. It is a stretch but it’s not impossible. When you pause and think your visitors are generally looking for something interesting they can read and learn about rather than acting critical of how well your Web site is designed, it becomes clear there are four simple steps you can take to start making the transition towards becoming a hub for your marketplace:

			
					Add something collaborative to your Web site like a blog you update regularly

					Look at ways you can start generating compelling content people will want to get

					Start focusing on and learning about Google, industry blogs and how social media sites work

					Find something you can be “the world’s best” at within your market – even if that means narrowing your focus to a very specific niche

			

			To measure your progress in becoming a marketing hub, the key metrics you should be tracking on a consistent basis are:

			
					The number of links from other Web sites back to yours – which can be determined by using online tools like Website.Grader.com.

					The number of organic Google keywords which generate traffic to your site – which is available from Google analytics.

					The number of subscribers you have – for your RSS feed and e-mail list.

					The number of followers you have – as fans for your Facebook page, followers of your Twitter feed, members of your LinkedIn group, etc.

			

			A few companies which have done very well at creating vibrant online hubs would include 37Signals.com which builds project management tools and my.BarackObama.com which grew out of Senator Obama’s successful 2008 presidential campaign. You can also take a lead from how The Grateful Dead has managed to dominate their own niche market so effectively over a number of decades by making their concert tours rather than album sales the main driver of their revenues. They have also used the Internet intelligently to do some highly effective inbound marketing.

			2. How do you get found by prospective new customers?

			The essence of inbound marketing is you create remarkable content and then make it easy for people to discover that content on your Web site using Google, blogs or any of the social media services.
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			“Either write something worth reading about or do something worth writing about.”

			– Ben Franklin

			If you generate remarkable content, you will attract links from other Web sites and with luck become the centerpiece of viral marketing word-of-mouth. With this in mind, you should work hard at generating an ongoing stream of truly remarkable and newsworthy:

			
					One-page blog articles – about the most pressing issues facing your industry.

					White papers – five – to seven-page documents analyzing industry trends and challenges.

					Videos – two – to three-minute videos about relevant and engaging topics.

					Webinars – live presentations you give about specific industry topics.

					Podcasts – ten – to twenty-minute audio programs where you might have the opportunity to interview industry experts.

					Webcasts – live video shows which can be viewed online.

			

			The most successful enterprises of the Internet era tend to be half marketers and half publishers. You need to generate an ongoing stream of quality content.

			Once you’ve set up a remarkable product pipeline, it’s now time to market that content so people can find you. The first of these inbound marketing devices is:

			1. Get found in the blogosphere

			Blogs are great for a business:

			
					They establish you as a thought leader in your market.

					Blogs change frequently and get updated often.

					You can have two-way conversations with prospects.

					You can build trust over time with customers.

			

			Even more important, blogs can substantially improve your search engine ranking because lots of other people will link to your blog if it contains remarkable content. The whole key which starts the wheel turning is to put together a blog people in your industry want to read.

			Perhaps you could put together a blog which includes:

			
					Highly informative articles along the lines of “how-to” details, analysis of emerging industry trends and discussions of industry challenges.

					Guest articles written by experts in other fields of specialization.

			

			Make sure your blog entries have a catchy title which will engage people and get them interested in reading more. Good titles seem to include numbers or interesting personalities. A few examples: “8 Marketing Tips from an Olympic Gold Medalist” or “Steve Jobs & Guy Kawasaki-PowerPoint Best Practices”.

			Once you’ve assembled a great blog, your attention then turns to getting people to read it:

			
					Start the ball rolling – by posting the link on your Twitter, Facebook and Linkedln social networks. Let the people you interact with already read your blog and spread the word to their contacts.

					Keep on adding new updates regularly in different flavors – articles, videos, guest items, etc.

					Start conversations – by inviting your readers to leave comments, especially if they disagree with what you’re saying. Controversy is good.

					Subscribe to other authoritative and influential blogs in your industry – and leave comments on those blogs with links back to your own blog.

			

			You do have to be patient while you’re working to build momentum for your blog. It won’t be an instant hit. You’ll have to invest some time in figuring out what others are doing that works and integrating those ideas into your own blog but if you keep working at it, good things can and will happen. People will start to discover your blog and will note the incredible content you provide.

			You can and should track several metrics to see how your blog is doing:

			
					Your number of RSS feed and e-mail subscribers.

					The number of unique visitors to your blog and how many of them ultimately end up becoming leads, opportunities and sales.

					How many links your blog articles end up generating.

			

			By tracking these numbers, you’ll learn what works and what doesn’t work. You can then get busy doing more of what the market wants. A good example of this is blog.wholefoodsmarket.com.

			2. Get found the Google

			In April 2009 alone, Americans conducted more than 13 billion searches of the Internet using Google. If you aren’t being found in Google, you’re missing a major opportunity to generate leads for your business which is most likely going to your competitors at the moment.

			There are two ways to get found by Google:

			
					You can appear in the organic search results Google provides. There is no charge for this.

					You can pay to appear on the search results – what’s termed “pay-per-click”.

			

			Unsurprisingly everyone would prefer to get free traffic from Google by appearing in the organic search results. A whole area of specialization has sprung up around search engine optimization which focuses on precisely that. Long-term, you should be working towards establishing for yourself a high organic rating in Google. You might run some short-term pay-per-click campaigns to fine-tune the keywords which would be best for you. Building a good organic rating will give you a better rate of return over the long-term and is much more defensible than using pay-per-click.

			The things you can do to improve your organic Web site rating in Google would include:

			
					Pick the keywords you want to optimize your Web site for – identify keywords which are relevant to your business and which also have a reasonable search volume.

					Start using these keywords on your Web site materials-put the keywords into your page title right at the front. Include your company name at the end of your page title, not at the beginning.

					Add a compelling and interesting meta description about your pages – which will encourage humans to go further. These meta descriptions will not influence how Google rates you but people will like them and appreciate them.

					Try and embed your keywords into the URL of each page – as this is one factor Google considers when ranking your page by comparison to others.

					Also use those keywords in your page headings – right in your Web site content. Google scans the headings of each page to determine what the page is about. Remember, Google won’t be able to scan images and understand them so it’s vital that you put the keywords into the text of your pages.

			

			How many other sites are linking to you also influences your Google rating to a large degree. To make this happen, first and foremost create some remarkable content but then become proactive in inviting others to link to you. Contact other people and ask them to link to your site. If your material is really good, they will at least consider doing that.

			Forget about all the gimmicky stuff people suggest for improving your Google ranking. If the technique you’re using doesn’t improve the user experience, then it’s probably a bad idea. You may even end up getting your Web site banned from Google when they carry out a human review. Things to avoid include:

			
					Using link farms to generate loads of worthless links.

					Auto generated Web site content.

					Keyword stuffing or cloaking technologies.

					Hidden text which only Google’s spiders can see.

					Redirecting human users to different pages.

					Anything which tries to game the Google system.

			

			3. Get found by all the social media

			Social media attracts lots of attention in its own right these days. In practice, social media enables people to connect, interact with other and share things online. Using all available social media tools is an integral part of inbound marketing and you should do all you can to leverage them as best you can.

			The basic rules of success with all social media are:

			
					Be genuine and tell your story because that’s what people will respond to.

					The more you participate by following up on comments, the better it will work for you.

					Build trust and relationships by being open and treating people with respect.

					Listen to what people are telling you and learn everything you can.

					Be patient – using social media is a way of doing business rather than a campaign.

			

			To make sure you get found by people using social media, this is what you need to do:

			Facebook

			
					Create a business page and configure a sub-domain to redirect to your Facebook page so it’s easy for you to publicize the URL of your Facebook page.

					Start using Facebook to invite people to events you run and to get their RSVPs.

					Look around Facebook for people you already know and invite them to connect with you.

			

			Linked In

			
					Set up a user account and profile for your business and keep it 100% up-to-date at all times. Within your profile, have links to your business Web site and blog.

					Use the group search feature to find the biggest groups in your industry. Join these groups and become an active participant in the discussions.

					Find the most relevant categories for your business and subscribe to their LinkedIn Answers RSS feeds.

					If you can’t find a good group for your industry, create a new group and invite people to join.

			

			Stumble Upon

			
					Create a StumbleUpon user account, download the toolbar and get familiar with how it works.

					Select the categories which are most relevant to your business and start using the StumbleUpon toolbar. Up-vote the sites you like and down-vote those you do not.

					Submit interesting Web sites and articles you come across as frequently as you can.

					Look at the people who are submitting sites that you find highly relevant and add them to your friend list.

			

			Twitter

			
					Reserve your company name as your Twitter name, even if you don’t intend to use it immediately. You may want to use it later on.

					Complete your Twitter profile by including a brief bio and your location. Keep in mind Twitter users are always on the lookout for interesting people to follow. Make sure they can and will find you.

					Use Twitter search and the search feature at twitter.grader.com to find influential Twitter users in your industry. Start forging connections with these people.

			

			Digg

			
					Create an account for yourself with a catchy and memorable username. Commercial-sounding names don’t tend to be that popular on Digg so you probably shouldn’t use that. Come up with something creative and catchy instead.

					Subscribe to the RSS feed for whichever category is most relevant to you – probably business/finance but possibly something else.

					Whenever you see an article you like, befriend the person who submitted it. You might also review who they have befriended and do the same with them.

					Track what your friends are submitting. Make it your habit to comment on at least one article every day.

					Start submitting articles written by third parties which you consider to be exceptional. Just make sure you write a great description and that they are placed into the right category.

			

			3. What is meant by a sales funnel and why do I need one?

			Most inbound marketing sales are not one-step. More often than not, you first have to convert visitors into prospects first, then upgrade them to leads and transition them to sales opportunities before they become paying customers. The sales funnel helps you visualize where you’re at in the sales process.
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			Inbound marketing means you use blogs, Google and social media to get people to visit your Web site. The challenge then becomes to transition those visitors into prospects, leads, opportunities and ultimately customers of yours. What’s the difference?

			
					Visitors come to your Web site and have a look at what’s there, nothing more. They are passive viewers of what you have available.

					Once people engage with your Web site, they move from being visitors to prospects. They take some sort of action which indicates their interest:	Subscribe to your e-mail newsletter.

	Fill out a form for a white paper, webinar, etc.

	Add your blog to their RSS reader.




					Leads are people who may be ready to buy from you sometime in the next three – to six-months. These are people for whom you have a fair idea of where they are in the buying cycle. Leads need to be nurtured until they are ready to make a decision to buy.

					Opportunities are people who are ready to buy right now. They are people who are likely to be making a purchase decision in the immediate future and who are therefore worth focusing on.

			

			The roadmap for moving people through these different stages usually looks something like this:

			[image: ]

			Note the goal with inbound marketing is not only to widen your sales funnel (to attract more visitors to your Web site) but also to deepen your funnel (get more people to make the transition from one stage to the next). Both objectives are probably of equal importance.

			Taking each of these transitions in turn:
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			On each page of your Web site, you need to have a strong

			
					Give us your e-mail address and we will send you information which will help you do your job better or become more valuable to your employer.

					We want to send you a white paper you will love. Where do we send it?

					Try our product for free for thirty days. Sign up now.

					We have available a free 30-minute expert consultation. Would you like to sign up for this?

			

			
			
					Prominent – it needs to pop up and demand their full attention. Clickable images work better than text buried in a cluttered page.

					Easy to do – something clear and simple.

					Valuable – offering something enticing to those who were attracted by your great content in the first place.

					Action oriented – so people show they are prepared to move forward.

			

			
			
			
			
			
			
			
			
					Provide credibility and project a professional image.

					Use graphics to enhance interest.

					Include well-written copy and solid product claims.

					Are simple and easy to navigate.

			

			
			
			
			
			
			
			
					What referral channel was used – or how did the lead find you? A lead which has come in through a word-of-mouth recommendation from an existing customer should be graded higher than a lead which came from a Google search or a social media Web site mention.

					How often has that person visited your Web site – just once or many times? Multiple visits indicate stronger interest and should therefore attract a higher grade.

					What type of call-to-action did they respond to – just one or multiple times? Did they request a demo or did they want to download a white paper? Have they registered for a webinar? Again, multiple responses to different calls-to-action should enhance their grade.

					What form responses have they given – have they provided information which reflects an immediate purchase decision mindset?

			

			
			
			
			
			
			
			
			
			
			
			
			
			
			
					Get more analytical about tracking how you’re doing in filling your sales funnel

					Start hiring people who are genuine digital citizens to work in your marketing department

					Evaluate carefully whether or not it makes more sense for you to be doing your own PR

					Watch your competitors using all the digital tracking tools which are available

					Open your calendar and block out two hours per day to devote to inbound marketing

			

			1. Get more analytical about tracking how you’re doing in filling your sales funnel

			
			
			
			
					The yield – the percentage of people who move from one stage to the next or from one marketing campaign into the funnel.

					ROI – your return on investment at each level.

			

			
			2. Start hiring people who are genuine digital citizens to work in your marketing department

			
			
					Hire digital citizens – rather than digital tourists. Digital citizens will already be using all of the social media tools you want to use in the future. When hiring, ask candidates:	What RSS reader do you use?

	What blogs do you read or generate yourself?

	When did you update your Twitter profile last?

	Do you have a channel on YouTube?




					Hire people with solid analytical skills – because the great thing about inbound marketing is everything is measurable. Have candidates bring to the interview their favorite spreadsheet with pivot tables. Let them show you some insight they gained by graphing the data. The people you want to hire will already know how to do this.

					Hire people who already have a Web reach – rather than those with a good Rolodex. Ask candidates:	How many people subscribe to your blog?

	How many Facebook followers do you have?

	How many Linkedln followers do you have?

	How many Twitter followers do you have?




					Hire content creators – people with great writing skills or solid video making skills. Increasingly, anyone who can create remarkable content will be able to demand a premium for their services since this is what counts in inbound marketing. Pay candidates to create a sample blog entry for you or to create some video material for you as a way to test their aptitude. People who are digital citizens will rise to the challenge and shine brightly whereas those without these skill sets won’t know where to start.

			

			
			3. Evaluate carefully whether or not it makes more sense for you to be doing your own PR

			
			
			
					How many digital citizens does your PR firm have – as opposed to the number you have in-house? You should be able to figure this out.

					Does the PR firm eat its own dog food – how do they rate when you run them through Website Grader? If they don’t market themselves well, it’s unlikely they will do any better at marketing you.

					How do their clients sit – when you run their clients through Website Grader? Compare what they generate to your own figures.

			

			
			
					How many new links are being generated to your Web site each month – and has this increased since you hired the PR firm? If you see a big increase and nothing else has changed, then you should be rewarding your PR agency.

					How many mentions does your firm get in Google – now as opposed to before you hired your PR agency? Track this metric over time. If your brand or company is not getting more mentions in Google, what exactly are you paying your PR agency to do? And on the other side of the coin, if your mentions are going through the roof, pay your PR agency a bonus. They’re doing exactly what you want to happen.

			

			4. Watch your competitors using all the digital tracking tools which are available

			
			
					Go to Website.Grader.com and run your Web site alongside each of your main competitors. Don’t forget any new upstarts as well.

					Look at how many bookmarks you have on Delicious.com by comparison to how many bookmarks your competitors have.

					Pull out the comparative numbers for the number of links you have as opposed to the number of links your competitors have from Website.Grader.com.

					Go to Twitter.Grader.com and run your Twitter profile against that of each competitor.

					Go to Facebook.com and search around to figure out how many fans your company’s Web site has relative to each competitor’s Web site. Track these numbers of time as a measure of customer loyalty.

					Go to Compete.com and compare your traffic estimate with that of your competition.

					Do a Google search on your brand (enter it in quotations) and look at the number of results. Do the same for each competitor. Track this over time. You can also use the tool at blogsearch.google.com to see how much buzz you’re generating.

			

			
			5. Open your calendar and block out two hours per day to devote to inbound marketing

			
			
			
			
			
					Create remarkable content.

					Optimize that content for search engines.

					Package that content for social media sites.

					Publish that content yourself.

					Market your content using social media.

					Drive people into your sales funnel.

					Measure the results you generate.

					Get progressively better at doing this.
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