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Introduction

Summary of Findings

The State of Inbound Marketing offersadersthree key findings:

#1 Inbound marketingchannelsdeliver a dramatically lower cosper-sales lead than
outbound channels

Respondents that spent more than 50% of their marketing budget on inbound
marketing cosistently reported a lower cogier-sales lead than those that spent 50‘1
or more on outbound marketing. In fact, inbound marketahgminated organizations
experience a 61% lower costperlead than outbaund marketingdominated
organizations.

Businesses are responding by allocating a greater portion of their budget to inbound
YEN] SGAy3Io / dzZNN3X y igénérationdudget i€ dedicateddoAindiida Q t S R
marketing, whereas 30% is dedicated to outbound marketing efforts. We expect |this
gap to widen significantly over time.

#2 Blogs lead other social media categories in terms of importance to business

Blogs are frequently cited as the most useful type of social media marketing, with /5%

2T G(K2aS TFFEYAEAFNI 6A0K GKSANY acddhdiySSiadtis Qo f 2 3
WAYLIWHEQ 2NJ WONRGAOIEQ G2 GKSANI 0dandey|lSaad ae{
of those that use the service for business purposes.

#3 Smallbusinesses are _most _aggressively allocating lead generation budgets |to
blogqging, social media and search engine optimization.

wSEFEATAY3 G(GKFEG Ayo2dzy R YI NJFSSA YR wBAGIKY AdjKES a0 AW
budgets of larger competitors, small businesses are speralit&D%greater portionof
their budgets on blogging/social media and 3@%éater portionof their budgets on
search engine optimization than businesses with 50 employeasooe.

Overview of Inbound Marketing

This report is primarily designed to help businesses and marketers better undetbaodrrent usage

and results of inbound marketing. Inbound marketing is a set of marketing strategies and techniques
focusedon pulling relevant prospects and customers towards a business and its products. Inbound
marketing is becoming widely accepted because it complements the way buyers make purchasing
decisions today- using the Internet and related media to learn about the produand services that

best meet their needs.
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Inbound marketers offer their audienceseful information, tools and resources to attrdbesepeople

to their site, while also interacting and developing relationships witstomerson the web. Inbound

marketing tools include blogging, content publishing, search engine optimization, social media and social
networks.

Inbound marketingontrasts with traditional outbound marketing, in which businesses push their

messages at consumers. With techniques thauiseldirect mail, telemarketing and trade shows,

outbound marketing has become less effective over time as buyers have behaviorally and
G§SOKy2t23A0Itfe o0SrmEdH {¢Q +hAza (a0 YiedByARBRINSINES A SPRA2Y G S N

Respondent Profil es

TheState of Inbound Marketing report based on a survey issued in late 2008. The swasy

completedlymc 1 LINRPFSaaraz2ylfta Ay@2ft SR 2N FIYATAFNI 620K
professionals included marketers, business ownengrepreneurs, executiveandsalespeople in

businesses of all sizes. 71% of these professionals worked in busis®egsness companies and

approximately oneguarter of those surveyed worked in the business or professional services sector.

Sample Questions Asked
wSalLR2yRSyGta 6SNB alSR I aSNARSa 27F [[dzSadAiazya NBfl
the questions fell within three categories:

1 Marketing budget and sources of leads, including:
0 What percent of yousaledeads come from each gburlead channels?
0 What percentof your lead generation budgelo you spend on each gbur lead
channels?
0 Estimatethe costper-lead for each ofourlead channels.
T ¢NBYR&a Ay WAYLRNIFIYOSQ IyR Wdzjibchdimgy SaaQ 2F YI N
0 Whichsources of leads have become MORE important to you over last six months?
0 Which sources of leads have becobteS8nportant to you over last six months?
0 How useful are social media sources to your business?
1 Focus on blogs
o Do you publish a blog?
o How often doyou publish a post?
0 What is your biggest frustration with your blog and blogging?

HUbS&;St Pages of 16 www.HubSpot.com



The State of Inbound Marketing

Inbound -Driven Businesses Report Significantly Lower Cost -Per-Lead Than Outbound
Businesses are undoubtedly spending more money and timielmund marketing techniquessuch as
blogging, social media, search engine optimization (SEO) and pay per clicgkt@P§elierate sales
leads. Many believe this trend will continue for years to come, aerswghift more of their time to the
digital mediums that inbound marketing primarily targets

Respondents said they spend 37% of their lead generation budgets on inbound marketatgd

techniques. An additional 30% of lead generation budget is dedicated to outbound techniques of direct
mail, track stows and telemarketing. (Notentail marketing can be leveraged for either inbound or
outbound strategies, so we will not classify it in either here).

Lead Generation Budget Spen
Direct Mail, 8%

Trade Shows,
11%

Email
Marketing,
10%

PPC (pai
search /
AdWords), 15%

SEO (organid/ Blogs/Social
natural search), Media, 10%
12%

While respondents reported a fairly balanced budget across these channels on average, individual
businesses that focus more on inbound expenditures reported a dramatically lowep@dstad than
their outbound counterparts. Of respondents that selported their cost/lead, those that spend 50%
or more of their lead generation budget on inbound iketing averaged $84, whereas businesses
spending 50% or more on outbound marketing averaged $220 cost/lead.

The inbound marketing cost/lead advantage held true across businegsdidifferent sizes (small,
medium, large) and types (professional serviceshnology, etc.) Severabf these are represented in
the chartbelow.
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Reported Cost/Lead Segmented by
Outbound and Inbound Spend %
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$0

Additional survey data suggests that inbound marketing is less expehsin@ttbound. Whemsked

G2 NI GS GKS NBfFGAGS 02aid 2F S| QNI BIRE OKyF Ry o 2 &
F @S NI IS 3¢ nieds fiegienflyeied Bldgs/social media, email marketing and search engine
2LIGAYAT FGA2Yy EGnségoedtly,a very lsraaf peicemtige characterized these channels as
O2adAy3 alo20S | SN 3S ¢

A~

TraB aK2gad 6SNB (KS ¢g2NARG 2FFSYRSNI 2F O2aliAy3a al o2

Estimated Relative Cost/Lead/Channe

PPC

SEO

Blogs/Social Medie
Telemarketing
Email Marketing
Trade Shows

Direct Mail

0% 20% 40% 60% 80% 100%
m Below Your Average m Near Your Average = Above Your Average
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SEO Drives Disproportionately Higher Percent of Leads
In addition to comparing inbound marketing and outbound marketing from a cost/lead perspective, it is
important to understand whiclehanneldrive lead volume.

Percent of Leads from Each Sour:

Direct Mail, 7%  Trade
Shows, 8%

Telemarketing,
9%

Blogs/Social
Media, 8%

The data shows that businesses largely receive roughly the same percentage of leads dageafen
budget spent on each channel. The biggest disparity was in the SEO category, where businesses
averaged 12% of spend but reported 16% of their leads came from the chaarg&% difference of
spend to actual leads. Combined with the reported lowest/lead of inbound sources, the study
indicates that inbound marketing budget dollars are more efficient than outbound.

Blogging Leads All Social Media Channels in Importance

While search engine optimization and ppgr-click have been recognized agjuired leadgeneration
engines for several years, blogging and social media techniques have not yet reached mainstream
status.

Howdo businesses currently view these channels of lead sources?

~

Respondents sent a clear message that bloggingiscurreBtig 8 R & (G KS Y2adG WA YLR NI
generation channel as compared to other social media, with approximately 75% of those that have tried
of233Ay3a aleAy3d A0 A& WdzaSTdz Q 2NJ 6SUGGSNY . f233AY
Delicious and Digg.
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How Important Are These Services to Youl
Business?
| | | | | | |
Company Blog 31% # 23% 15% | 10%
StumbleUpon | 30% | 240/<|> l 21|%
Flickr 1 | 25% | l l 44°|/o l
Digg |26% | | |32% | l 2]!%
YouTube | 26!% | | 26%| l 22!%
MySpace 8% 17|% l l l 62|°/0 l l
Facebook | 24%| | 2|6% | l 26%|>
Delicious 3|3% | | |31% | l 21|%
FriendFeed |20% | | 24%| l l 421% l
de | e | m—
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Critical = Important Useful = Somewhat Useful m Not Useful

With hundreds of millions of blogs on the Internet, businesses are leveraging this new communications
medium to deliver compelling content to their customers. 48 percent of survey responsianthey

publish a company blodviore than 3/4 of these compey blogs publish content at least weekly. These
responses indicate that many corporate bloggers are committing to publishing content at a reasonably
consistent rate.
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Frequency of Company Blog Pos

35%
30%
H Multiple Times a Day
25% .
m Daily
20% m 2-3 Times a Week
15% m Weekly
m Monthly
10% -
m Less Than Monthly
5% -
0% -

Corporate blogging does encounter challenges. Respondents said their biggestibustitt blogging

gla alGAYSoE 2S 0StASGS a O2YLI yASa dzyRSNEGI YR
dedicate greater amounts of staff resources to blogging, helping to alleviate such problems.

Respondents said they have been publistiver blogs for 10.8 months on arage, with a median of 6

months.

B-to-B vs. B-to-C

B-to-B and B-to-C Businesses ReportSimilar Budget Allocation

Understanding where busines$s-business organizations, as compared to busittessonsumer

companies, spentheir marketing dollars provides insight into how different types of buyers make
LIJzNOKF aAy3 RSOA&EA2Yy & D /| 2YLI yASE YdaAaG OF NBFdA t &
purchasing decisions and what are the most effective ways to positively ig8uidem during the

LINE OSaakKé

The results of our survey show that the target customeée it a business or a consumedoes not

make a significant difference in how organizations allocate their lead generation budget. Both types of
organizations are taki a balanced approach as each increasingly explores the best Internet marketing
strategies for their business.
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% of Lead Generation Budget Sper

30%
25%
20%
15%
10% - m Bto-B
m Bto-C
5% -
0% -
N
$§

Of all categories, paid search offered the biggest discrepancy of budget allocation;teib B
companies spending 75% more on PPC tharo#mgr single category. -®-C companies may tend to
rely on paid search more frequently becausks inore difficult for them to create differentiated content
to reach their target customersparticularly for mass market offerings.

While budgets are cuently fairly balanced across lead generation channels, bathBand Bo-C

O2YLIF yASa aleée GKIFIG Ayoz2dzyR YINJSGAYy3I GSOKyAljdzSa
Blogs and SEO are the two channels that respondents most frequently saygaosvsfg importance.

On the other hand, direct mail, trade shows and telemarketing are most frequently cited as channels
0SO02YAy3 aftSaaé AYLERNIIYyGO
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Lead Channels of Growing Importanc
60%
m Direct Mail
50%
m Trade Shows
40% : ;
m Email Marketing
30% m Telemarketing
20% m Blogs/Social Medie
10% - = SEO (organic / natural searc
0% - m PPC (paid search / AdWord
Question: Which sources of leads are becomin
MORE important to you? = Other
Lead Channels of Decreasing Importan
50%
m Direct Mail
40% - m Trade Shows
30% - = Email Marketing
m Telemarketing
20% -
m Blogs/Social Medie
10% -
m SEO (organic / natural searc!
0% - u PPC (paid search / AdWord
Question: Which sources of leads are becoming LE
important to you? &= Other

Sales Leads Align with Budget Spend

It is not entirely surprising to assume that the distributiorle#d sourcesnirrors budget speds. This
was the case according to respondents. The charts below break down wiei® 81d Bo-C
companies indicate their leads come from.
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B-to-B: Sources of Lead

Direct Mail
6%

Trade Shows
8%

Telemarketing
11%

B-to-C: Sources of Lead

Trade Shows
5%

Telemarketing
7%

Emalil
Marketing
10%

Blogs/Social
Media
7%

Note that Bto-B companies receive a higher percentage of SEO leads (16%) than what they spend on
the category (13%), whereas they receive a significantigllerportion of leads from trade shows (7%)
than what they actually spend (12%). This suggesitisttiese businesses should consider shifting their
lead generation budget to align it with current lead sources.
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Small Businessesvs. Larg(er) Businesses

Small Businesses Spend More on Blogging and SEO

With techniques that are dramatically more inexpefsiinbound marketing affords small businesses

the opportunity to compete with large businesses like never before. Outbound marketing customer

I OljdzAaAliAz2y RSLISyRa fINBSfte& 2y GKS aial s 27 I 02YL]
slants tovards those businesses with the best products and services and abititgate great content

Small businesses are capitalizing on this by spending more of their money, time and energy on inbound
marketing techniques. In fact, small businesses repotteg spend nearly 3X higher percentage of

their lead generation budget on blogs and social media than mediutarge businesses (14% and 5%,
respectively). Small businesses also spefativelymore on search engine optimization. These larger
businesse$end to allocate a greater percentagetbkir budget to trade shows, email marketing and

direct mail. Other categories show a nearly identical distribution of spend.

% of Lead Generation Budget Sper

25%

20%

15%

10% -

5% -

0% -

B Small Businesses-{D employees) B Medium to Large Businesses (>50 employe

Small Businesses: Analyzing Sources of Sales Leads

Small businesses report that thé#ads do closely align with their budget spend, with the difference in
any one category not more than a few percentage points. We will track changes over time as small
businesses become even more efficient at generating and tracking leads from inbouketing
sources. Again, it is notable that small businesses spending more than 50% on inbound marketing
reported a lower cost per lead than medium and large businesses.
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Distribution of Leads by Channel

*Businesses with 110 Employees

Direct Mail 7%
Trade Shows 5%

Email Marketing 11%

Telemarketing 7%

Conclusion and Additional Resources

Traditional outbound marketing techniquesncluding direct mail, print advertising and telemarketiqg
are becoming less effective. Buyers are not only finding ways to tune these messages out, but more
importantly now have the capability to evaluate the products and services they need on their own.

As a result, businesses are transforming their marketing efforts to focus more on inbound programs that
allow customers to find them. Ti&tate oflnbound Marketingeport shows that businesses that more
aggressively do this are capturing leads more eifety. Given the digital nature of inbound marketing,

the marginal cost per customer acquisition is typically close to zero, meaning that as buyers continue to
shift how they make purchasing, the cost/lead for a given business will continue to decrease.

While it is clear that businesses are gravitating towards inbound marketing, some are moving more
aggressively than others. RestitN2 Y y SE (i w@llSnklioaie fust B tuiibusinesses and
marketers are shifting to inbound marketing effori§hose that move firsaire more likely taeap the
tremendous business benefits of this new era of marketing.

wesepe — |f you are interested in learning more about inbound marketing and how
to combine blogging, SEO and social media for resudtiek on the link

Inbound Marketing: below.

http://www.hubspot.com/inbound -marketingKkit/
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Appendix: Online Marketing in Pictures
What are the best and worst marketing moves businesses have made in the past year?

2S a1 SR NBaLRyRSyida F2NJ GdKSANI (2dxdcuettddiivelesd® ¢ 2 NA& 0
and sales over the past year. Represented below are their answers in a word cloud, which was created

with a very cool tool calleWordle. The word cloud sizes words based on how often they are

referen@d in a given set of information.

The first word cloud represents the best marketing efforts of the past year, respondents frequently cited
Gof23azé a{9hx¢ apSoaArisSaze aOFYLIAIyae | yR aGdaz2Oa

Best Marketing Decisions
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The second word cloud represents the worst marketing practices in the past year. The biggest words
KSNBE FNBE GRANBOG YIAf=Zé alNIRS akKz2gaszé aSYFAEZE |
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Worst Marketing Decisions
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