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Inbound vs. Outbound Marketing

� Technology is making traditional (outbound) marketing 
such as cold-calling, print advertising, T.V. advertising, junk 
mail, non-solicited email and trade shows less effective 
and more expensive. 

� Inbound Marketing is marketing focused on getting 
found by customers. 

� Learn how to attract highly qualified customers to your 
business like a magnet instead of interrupting people with 
various forms of outbound marketing



Inbound vs. Outbound Marketing

Attract customers 

through giving away 
Sell to customers 
through through giving away 

great content.

Earn trust and build 
an audience that buys 
later based upon 
perceived brand 
value and reputation.

through 
promotion of 
features, 
benefits.



� Outbound Marketing is PUSH
� The Model: based upon interruption, distraction, solicitation.

� The Budget: usually costs money. 

� The Media Plan: optimizing advertising dollars wisely can be tough.

Challenges: TIVO, Caller ID, Do Not Mail, Email Overload, Rising Costs

Inbound vs. Outbound Marketing

Challenges: TIVO, Caller ID, Do Not Mail, Email Overload, Rising Costs

� Inbound Marketing is PULL
� The Model: Inbound Marketing is based upon the Law of Attraction 

� …and I’m not talking about The Secret. 

� The Budget: soft costs, time and resources. Some hard costs. 

� The Media Plan – is supplemented with a Content Strategy Plan.
� Customers are researching, needing to find information. Be there to receive them and 

graciously give away what they are looking for. 

Challenges: using your brain versus your budget, being compassionate for your 
customers and passionate about your products and services.  



Avg. Cost per Lead: Inbound vs. Outbound

According to HubSpot, on average Inbound leads cost 60% less than 
Outbound Leads, generated by paid advertising – 2009, 2010 State of 
Inbound Marketing Reports  - Two Years of Data.



Inbound Biggest Winners: Small Businesses



Inbound Marketing: 3 Components

Source: HubSpot 2011



Inbound Marketing: 3 Components



Customer Behavior by Component

� Search Engines

� Enter product/service keywords in Google/Bing

� BlogsBlogs

� Research, read and get valuable free insights from the 
experts (your brand) to make an informed decision.

� Social Media

�Observe friends behaviors with Brands (endorsement)

� Seek opinions, ratings, reviews.



Blog

Customer Behavior by Component

Source: Lee Odden  TopRankMarketing.com, SES 2011 (June)



Customer Behavior by Component

Source: Lee Odden  TopRankMarketing.com, SES 2011 (June)



Inbound Marketing - Leverages All Three

Social media amplifies the impact of your content. 

When your content is distributed across and discussed on 
networks of personal relationships, it becomes more authentic and 
nuanced, and is more likely to draw qualified customers to your 
site.

Source: HubSpot 2011, Inbound Marketing – The Next Phase of Marketing On The Web



Inbound Marketing =Content Creation

� At the core of inbound marketing is - publishing compelling 
content that attracts inbound links and potential buyers to 
your website.

� Fundamentally, inbound philosophy is – fulfilling research � Fundamentally, inbound philosophy is – fulfilling research 
needs with passionate, entertaining, relevant and FREE 
information.

� HubSpot Founder Dharmesh Shah reports that customers 
who blog regularly average about six times more inbound 
leads than those who don’t.



Inbound Marketing: Giving, not Selling

People want access to great 
insights and great people.

Reveal, make it easy, do not 
charge, have compassion, ask 
how you can help – be of service.



Correlating Content Creation Effort 
& SEO Effectiveness



Google’s Secret Algorithm for SEO? 
it’s all about the content….

http://goo.gl/huekf
What counts as a high-quality site 
for Google?



Brands initiating social media contact –
what works? Content

Source: Newmediaandmarketing.com The Bond Between Moms and Brands



Inbound Marketing: Blogging

Source: HubSpot, The State of Inbound Marketing Report, 2011



Inbound Marketing: Two Types of Content

� GAS: Disposable, Time-Sensitive, Front-of-Mind, 
More Frequent, Keeps the Pump Primed

� ROCKET FUEL: An Investment, Preplanned, High � ROCKET FUEL: An Investment, Preplanned, High 
Shelf Life, Longer Reach, Incoming Link-Worthy, Less 
Frequent, Greater Insights.

Include Both in your Content Calendar



� Own your URL – brandname.com/blogpost, 
blog.brandname.com 

� Blog 2-3X per week to build a steady following.

Inbound Marketing: Blogging

� Consider a Blog before a web site, gather feedback, 
insights. Get published.

� Measure by performance – inbound links, number of 
visitors, comments and actual leads.



Getting Organized
Create a Content Planning Strategy

� Brand Promise – why?

� Target Audience – who?

� Business Objective – what?

� Purchase Funnel – where?

� Content Quality - Gas or Rocket Fuel?� Content Quality - Gas or Rocket Fuel?

� Content Production Costs?

� Content Formats (video, text, graphics, images)
� Keywords Targeting? – Customer Challenge?

� Content Calendar & Frequency.

� Distribution Channels

� Measurement



Example: Content Schedule

Source: Lee Odden  TopRankMarketing.com, SES 2011 (June)

Commit to a Calendar – Schedule Regular Gas 
and Rocket Fuel content appropriately.



Content Formats

� Video

� Podcast (MP3, M4A, .MOV, AVI)

� Webinar (.MOV)

� PowerPoint (.PPT)

� RSS Feed – XML

� Documents (PDF)

� QR Code

� Images, Graphics, Charts, Infographic

� HTML, Text



Content – Keyword Driven

Source: Lee Odden, TopRankMarketing.com, SES 2011 (June)



Content Targeting in Buying Funnel

Source: Marketing Sherpa, How to Create High Conversion Content for Lead Generation



Content Targeting in Buying Funnel

Source: RealTime Publishers  - Getting Your IT Product on Your Prospects Short List



Inbound Success: The Pioneer Woman

� Free Content

� Advertising Revenue



Inbound Success: Social Media Examiner

� Builds loyal 
audience and 
earns

� Subscribers

� Fans� Fans

� Followers

that lead to real 
B2B customers

� Video



Inbound Success: Mint.com



Mint.com – FREE Personal Financing Management

� Content Strategy

� News and tips posts, link roundups, slideshows, videos, and infographics 
were all key components in Mint’s content strategy, and they were held to 
a strict editorial standard. 

� Content Credibility – lead to sales Content Credibility – lead to sales 

� By establishing itself as a smart resource that was easy and accessible to 
the financially curious, Mint was able to leverage its content credibility to 
convert readers into buyers of its actual product, highly personalized 
financial products

� Brand Value - lead to $170 Million Sale to Intuit

� Mint.com connects with more than 16,000 US financial institutions and 
supports more than 17 million individual financial accounts. By May 2011, 
Mint had more than five million users



Inbound Marketing – Blog Success

� Mint is consistently lauded as a pioneer in successful blog 
content marketing. Big takeaways:

� Dedicate resources to content (whether paying 
outsourced/contributed writers or in-house editors).outsourced/contributed writers or in-house editors).

� Enforce high quality editorial standards on all content types 
(writing, illustration, video).

� Share content through social channels.

� Remember consistency and patience in building up an audience.



Video Content

� YouTube is the leading video search engine and 
second or third search engine overall.

� If you aren’t doing video marketing, you are missing � If you aren’t doing video marketing, you are missing 
out on opportunities to reach your potential 
customers.



Video Content - Production 

Do-it-YourselfGo Professional, Hire Out

Higher Quality, Higher Cost
Depends upon Brand business 
objectives, customer position in the 
buying funnel, value of product/service.  
Example: new car.

Lower Quality, Lower Cost
But might be just right for your Brand. 
More disposable, personable, 
potentially even more credible. 
Example: used car



Video Content for People with No Time



Blog Content for People with No Time

� Search Technorati – By Audience, By Topic

� Find Blog articles related to your product / 
service that could be interesting to your customers

� (1) Retweet (2) Like on Facebook (3) reword, � (1) Retweet (2) Like on Facebook (3) reword, 
comment your opinion and link out from your own 
Blog. 



Sign up for Industry Topics on Linkedin. Read and rewteet/share as is - or summarize and 
comment in your own Blog post and link to original article.

Blog Content for People with No Time



Inbound Success – Bird Feeders



Content Topics – Writing Tips

� Write something worth reading

� Include keywords

� Always have a call to action, engagement

� Provide a link for further information

� Have an interesting, engaging, creative personality. 

� Truly Magnetic Content is unique, useful, well executed, 
begs for more, makes smart use of the channel and the 
format.

� Rate Your Content! Breakthrough, Excellent, Good job, Me 
too, and Failure.

Source: Newmediaandmarketing, Defining True Magnetic Content: A Five-Factor Framework



Content Topics – More Tips

� Produce content with the goal of being seen as a 
“thought leader” rather than simply for the sake of 
having large quantities of content.

� Publish diverse types of content, and don’t confine 
yourself to a single topic.

� Don’t just produce content about yourself; create 
content that’s helpful to your audience.





Content Topics - Clues

� Look at the top 20 most popular keyword search terms in your Analytics 
(external and internal). Look at top 10 most visited pages.

� Ask Customers – “How can we help you?”
� Surveys, Polls, Interviews. 

� Create content based upon answers to unique customer questions.Create content based upon answers to unique customer questions.

� Ask front line staff (chat, phone, counter) “What are they asking? What are 
their needs?”

� Read the most popular blogs for your target audience.

� Setup Google Alerts on your most valuable Keywords.

� Network, network, network. Informal, antidotal feedback and inquiry 
through conversations with customers. 



Content Topics – Keyword Tools

� Google’s Keyword Suggest

� Google Adwords

� Google Discussions

� Answer Sites: Yahoo Answers, Answer Sites: Yahoo Answers, 
Quora, LinkedIn, Facebook, Twitter.

� Digg, StumbleUpon

� How are customers talking about 
your Brand?



Brainstorm Blog Topics – Coffee Shop

� Teeth Whitening Tips

� Same Taste, Less Wired – Going Decaf

� Five Tips – How To Talk To That Guy in Line

� Coffee Shop Wireless Camping – Do’s & Don’ts

Behind the Scenes with The Coffee Roaster� Behind the Scenes with The Coffee Roaster

� How The Beans Got Here – So Fresh

� Top Ten Confessions of a Starbucks Addict

� Coffee Grinds & Composting – So Dark, Rich

� Natural Easter Egg Dyes - Coffee Grinds & Beets!

� Lines Happen. Tai Chi Techniques No One Will Notice.

It’s not a sales pitch, it’s helping people.



Content Topics –Tone & Intention

� You CARE about solving their problems, providing them 
with access to great people and valuable insights. No 
longer “sell, sell, sell”.

� Be very empathetic to customer’s needs.

� Ultimately, customers are seeking recognition and a sense 
of accomplishment through self-empowerment and 
research. Be there for them!

� Ideally, they are proud to be associated with your brand 
and need affirmation “I made the right choice, I did not 
get “taken”. 



Brainstorm! Keep it Simple

KEYWORD(s) CONTENT TOPIC –

Title Ideas

CONTENT

FORMATS

CUSTOMER NEEDS

Keywords: 
Solar Thermal 
Power.

How to Find Federal 
and State Rebates

Recommended Links 
to .GOV
Blog: Table/Graph

To Save Money
To Buy

To Protect the 
Environment

Widget/Calculator

Infographic

Environment

Long Tail: Are 
Solar Panels 
Worth Buying?

How One 
Neighborhood 
Joined Together

Video Story:
Interviews

Validation
Inspiration
Empathy



Inbound Marketing – Long Tail



Content Examples - Unleaded Gas

� Announce a new product or upgraded service.

� Post photos of events, parties, people.

� Share a relevant experience, a story.

� Write “How To”� Write “How To”

� Create Lists of Ideas

� Talk about Poll Results & Insights

� Quizzes, Trivia and Contests

� Provide lists of useful links, APPs, resources.



Content Examples - Rocket Fuel

� Conduct an interview with an Expert

� Review a Book

� Write a Book

� Identify Trends� Identify Trends

� Conduct  a Webinar

� White Paper, Case Study (PDF)

� Survey Results & Insights (press release)

All Content needs SEO Optimization



Case Study vs. White Papers

� The core elements of a Case Study include:
� The specific problem – Real Scenario/Real Company

� How the San Diego Zoo Segmented & Targeted Kids

� How Portland Oregon Capitalized on Social Media

� Why solution X was selected. Research.

� The Actual Results & Lessons Learned� The Actual Results & Lessons Learned

� 1) Pilot, 2) Test 3) Prove 4) Scale

� The core elements of a White Paper include:
� General business challenges

� A discussion of the solutions

� Business benefits



Content: Get to the Point, Quickly!

1. Strong, Intriguing Headlines & Subtitles.

2. Express Urgency.

3. Communicate Impact.

4. Help, do not Sell!

Use Counts in Headlines (Top 5).5. Use Counts in Headlines (Top 5).

6. Headline = 65 Characters.

7. Use Search Keywords.

8. Write at an 8th grade reading level.

9. End with an action item.

Source: NewMediaMarketing.com



Content Headlines - Examples



The 7 Second Content Test

� Where am I?

� What can I do here?

� Why should I do it?

Your web page or blog content must be able to answer at least two of these three Your web page or blog content must be able to answer at least two of these three 
questions within seven seconds of a customer arriving on your page. Give your content 
this test!

Otherwise, they will hit the back button and select other Search Results that gives them 
the information, research and recommendations they want.

Tip: Title, very short paragraph, bullets with subtitles. Period.

Source: Clarity Trumps Persuasion, Marketing Experiments Report, 2011 



Outsourcing Content Creation
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