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Outbound Inbound

Print Ads Blogs, Ebooks, White Papers
Television Ads Viral YouTube Videos
Cold Calling Search Engine Optimization
Trade Shows Webinars
Email Blasts Feeds, RSS
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Average Cost Per Lead
Inbound vs. Outbound
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" 62% Lower Cost per Lead
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Small Companies Continue to Spend More of Their Budgets on Inbound Marketing
In a continuation of a trend identified in previous reports, small businesses are attempting to level the
playing field by focusing on lower-cost inbound lead generation techniques.

n 2011, small businesses (1 to 5 employees) plan to spend 49% of their lead generation
budgets on inbound marketing.

« In comparison, medium-to-large businesses (50 or more employees) only plan to spend 36% of

ir lead generation budgets on inbound marketlng

« Small business are 0l
business are allocating 28% of their budget to outbound channels.

« Small businesses plan to spend dramatically more of their budgets on social media and blogs.
+ Medium-to-large businesses plan to spend more of their budgets on outbound methods,
including trade shows, direct mail and telemarketing.

ile medium-to-large

Avg. Distribution of Lead Generation Budgets
Small vs. Medium to Large Businesses

20% - 19%
16% 17% 110 5 Employees
13% 13% = Over 50 Employees
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Components of Inbound Marketing
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Businesses must get found online by the consumers searching for their products and
services in the:

@ch Engin} G()Ogle cTechnorati“
BlogasphEDYg_Hoo m

@ml Media ..d - @ @ reddlt
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“1 need a digital camera”
Asks friends on FB
Searches Google

SERP: Article
Digital camera

Suggested cameras, — reviews.

.f?
Are they any good? Read our

Customer Reviews
See Ratings

Purchase:
i/; Buys a Sony NEX-5

P -
SN Post to Twitter &

FB: :
- “l just bought a Sony
Consumer ' NEX-5 from Cameras Cameras R Us
/ R Us!
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50% - Contt:&nt
creation
Keyword and
Title tags keyphrase
" research SEQ landing
2 External
E Meta URL link building
% 30% - description tags Structure
stimization Media .
. Internal integration Blogging
E 20% - Jinking
S
'.I ompetitor
enchmarking
10% -
D% T T T T T v : : |
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Degree of Difficulty

Source: ©2011 MarketingSherpa Search Marketing Benchmark Survey

(\O ma I’kEf I ng sherpcl Methodology: Fielded April 2011, N=1,530
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* Would you trust tpresented in this article?
s |z this article written by an expent or enthusiast who knows the topic well, ar is it mare

i 7
shallow in nature? . . - Google Webmaster Central Blog
Does the site have duplicate, owverlapping, or redundant articles an the same or similar Official news on crawling and indexing sites for the Google index

topics with slightly different keyword variations?

& Would you be comfortable giving your credit card information to this site?
o [oes this—sdicle have spelling, stylistic, or factual errars?

" ﬂxre en by genuine interests of readers of the site, or does the site generate ) T /

content by attemptmg tao

- |ght 3 in search engmes?
Does the article provid€ original t:l:untent ungmal reporting, ariginal research, 8 # G

or ariginal analysis?
Does the page provide substantial value when caompared to other pages in search results?

Howe much guality contral is done on content?
Does cril:ne both sides of a story?
I the sfEgTerognized authority on its topic?

|5 tk yas-produced by or outsourced to a large number of creators, ar spread
across o targe network of sites, so that individual pages or sites don't get as much

attention ar care?

Wasited well, or does it appear sloppy ar hastily produced?

For a heamrrelated guery, would you trust information from this site?
Would you recognize this site as an authontative source when mentioned byname?
Does this article provide a complete or comprehensive description nft

Does ttain insightful analysis ar interesting information that is beyond

obrvious®
Is this the sort of page you'd want to bookmark, share with a friend, or recammend?
Coes thi an excessive amount of ads that distract from ar intefere with the

main content’
= to zee a printed magazine, encyclopedia or boak?

purt, unsubstantial, or otherwise lacking in helpful specifics?
Are the pages pruduced with great care and attention to detail vs. less attention to detail?
Would users complain when they see pages from this site?




1 &

%

(

% ( (- *

# ( <

% -G

(

%

(

Reaction to the brand
initiating engagement
in social media

Positive—if the brand provides
content relevant to me: 68%

Neutral:
21%
Negative—| want to
initiate contact with the
brand: | 1%

Q: Consider a situation whereby a brand that you

like follows you on Twitter or friends you on
Facebook.What would your reaction be?

(



(- &H#
]
GTTOI THESTATEOF INSOUNDMARKETING

Introduction

Summary
This report is based on a January 2011 survey of 644 professionals familiar with their business’

marketing strategy.' The key takeaways are:

« Inbound marketing channels are maintaining their low-cost advantage: Inbound
marketing-dominated organizations experience a cost per lead 62% lower than outbound
marketing-dominated organizations.

e The gap between spending on inbound vs. outbound continues to widen: In 2009,
inbound marketing had a 9% greater share of the lead generation budget; in 2011 its share
was 17% greate

and social media channels are generating real customers: 57% of C ies

using blogs reported that they acquired customers from leads generated directly from thel
blog.

« More and more business are blogging: Businesses are now in the minority if they do not
blog. From 2009 to 2011 the percentage of businesses with a blog grew from 48% to 65%.

« Businesses are increasingly aware their blog is highly valuable: 85% of businesses

rated their company blogs as “useful,” “important” or “critical;” a whopping 27% rated thei

co blog as “critical” to their business.
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Keyword Topics -
« Keyword 1
Blog Posts

« Keyword 2 -— \
\ Infographics

« Keyword 3 |
‘ Images ‘

Press Release .
V¥ Videos [
Guest Blog Posts \" S

Contributed
Articles

Industry

Media m
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Less than 4 out of 10 (38%) B2B marketers say they tailor their content to specific stages of the
buying cycle, according to MarketingSherpa’s 2008-2009 Business Technology Marketing

Benchmark Guide.,

That means that you can gain a big advantage over 62% of your competitors when you create
high-value content that addresses the different needs and questions the buying committee asks at
different stages of the buying cycle.

1-800 Flowers offers a EﬂiSEDUﬂt code fD_I’ 20% off wour nest arder.

Like Our Page!

Lewi's promises "Instant access to exclusive content.”

CLICK LIKE ABOVE FOR INSTANT |
ACCESS TO EXCLUSIVE CONTENT

Like us and you'll get instant
access to the DIGISTOR
Promotion page!

FROM LEVI'S
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Stages of the Buying Cycle
Information Lead
Sources Status

Websites Uy
Tradeshows Identify Need

Webinars\_//

eBooks
Articles Research:

White Papers - Discovery

- Nurturing

Product Reviews - Requirements
Product Data Sheets

Qualified

- Short List Prospect
——

Product Demonstration Product
Evaluation Product

~ » Evaluater

Review l
Proposals

Customer
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| & & | % hittp://thepioneerwom an.com,

stest Headines @™ kailastbet's bookmarks ...
wmble! Al - & 1lkein F - % share- (D Info o Favorites 5 Tooks -

= o
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Search The Fioneer¥oman

MY NAME 15:‘%

I'm a desperate housewife.
1live in the country. | channel

ife'SDHA

Ethel Merman. Welcome to rmy

Henier HEALTHY ERAIN, EYES, HEART
w f ~ (9]

About  Facebook — Twitter  Contact

Every child needs DHA Omega-3

for healthy brains, eyes, heart.
=

A
ef

INYOUR FAVORITE
. FOODS AND BEVERAGES

Cararel Apple Sticky Buns

Pure, sweet, gooey wonderfulhess.

Recently on ThePioneeryWoman.com e
2
Citrus Butter Cookies

Color Blindness R
act. 10, 2011 in Cooking

Oct. 10, 2011 in Homeschooling
| dont think I've ever mentioned w The Queen of the Run-On

here that one of Sentence
Oct. 8,201 in Culilfessiuns l I‘I{_e.S DHA |
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Examiner

How a Scrapbooking Company
Used Social Media to Beat Target
as Best Brand in Minnesota

By Cazey Hibbard
Publishied October 3, 2011

On the marning of June 10, Kristen Jacohbs was 1,157
monitoring the Twitterverse for mentions of her
employer, Creative Memaries, as she usually
does. One tweet in particular stood out.

Upon closer inspection of the tweet and link,
Jacobs discovered that Creative Memories
was going head-to-head with one of
America’s biggest retailers, Target, in a
"Minnesota Brand Madness” challenge put on by the Minneapolis 5f. Pauwl Business
Journal

Browse Social Media Categories

Case Studies Expert Interiews
Haowr To Research
Reviews Tools

Yideos “iew Points

Join 105,000+ of your peers! Get our latest
articles delivered to your email inbox and get
the FREE Facebook Marketing Video Tutorial!

Ermail

- social Media Examiner on Facebaok
Fot 2
r"- ke You like this,

$ ## %
# (



savings goals. Even better, it’s free.

Watch the video  Learn more »

AFE and SECURE
N
| |

* Bank-lavel data security
® Yo can't move any money

s Alerts to keep you safe

Learn more »

|1 https:/furs . mint.com blog/

- ||~ mashable

Manage your money from whersver you are

¢ BILL REMINDERS

F s
UPCOMING BILLS
TODAY

Get bill reminders sent to your
mobile phone or email, and
ramember to pay bills on time.
See bills in one place, plan ahead
and skdp late fees. Learn more »

FEELIN' t4« LOVE

SNews g
"Tweo great features: t's vl
free & it's easy to use” pal

“Zimply amazing. This iz 4
what sach bank should ac
ba offering these days.”

—Jay R., Minnespalis, bk

kailastibet's bockmarks ...

ke it & - # Share- (0 Info . Favorites (% Tools-

¢mintlife

GOALS SAVING

TWEETS ABOUT US "
Building or Re-huilding Your
Credit: The newly opened

loan will likely end up on

your credit reports and will

he... http/#t.co/zShduSe
COctober 10, 2011

Building or Re-building Your
Credit hitp:#t.co/N2ciBrva
Crctober 10, 2011

@kerstinieto try using
mint.com. I've found it very
helpful

Cctober 10, 2011

Building or Re-building Your
Credit via @mint http:/ft.co
oV AAIRGA

QOctober 10, 2011

INVESTING

TRENDS HOWTO

CREDIT

Building or
Re-building Your
Credit

CREDIT

Reyna Gobel on 100772011
2 comments | 1 like | share

HOUSING

Your Home

“anessa Richardson on 10/07/2011
5 comments | like | share

TRENDS

CHBC.com on 10/06/2011
2 comments | like | share

CONSUMER 1Q
5 Incredibly Stupid Things
Consumers Do Online

Christopher Elliott on 10/08/2011
1 corpmment | like | share

MINT UPDATES

Married Couples and Student Loans

6 Green (and Easy) Ways to Heat

The World's Biggest Debtor Nations

Follow us: & tuitter | B rss | & daily email E facebook

Search

EDUCATION

Where are you and your money now?

Getting ™ Big Life

In The Middle

J Started Changes | IGYITHVII
/ Approaching
In Crisis Retirement

Cash Back Credit Card

Chase
Product Freedom®
Bonus Cash Back $100 cash back

Quarterly Cash Back | 5% cash back

Unlimited Cash Back | Full 1% cash back

0% Intro APR

Introductory Rate

No Annual Fee

Eat, Drinksand Be Thrifty: Spending|

——
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