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Introduction

Analyze Current Site 
History 
Since 2006, inbound marketing has 
been the most effective marketing 
method for doing business online. 
Instead of the old outbound 
marketing methods of buying ads, 
direct mail, buying email lists, and 
generally spraying for leads, inbound 
marketing focuses on creating 
quality content that attracts the 
people who will want your company 
and products.  

Today, the average decision maker is 
doing most of his or her buying 
research online, long before they 
contact you. In fact, according to The 
Conference Board, 60% of the 
buying decision process is 
completed before a sales rep is 
ever contacted.  

This is why a comprehensive 
approach to inbound marketing is so 
important for your company. By the 
time your clients get to the hard sell, 
the process is almost over. You need 
to provide a strategy that guides the 
customer’s decision before they 
reach the hard sell, showing them 
every step of the way why you are 
the best one to meet their needs.  

If your inbound strategy is inefficient 
or incomplete, you won’t be able to 
accomplish this. If you don’t build the  

necessary foundation first, the 
ultimate sales pitch will be less likely 
to land successfully, and you won’t 
produce the results that you 
expects.  

If, however, you marketing follow a 
comprehensive, fully realized 
inbound marketing plan, you’ll be 
able to attract more traffic, drive 
more leads, close more sales and 
ultimately increase ROI for your 
company.  
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The first step in any inbound 
marketing strategy is to drive 
customers to find you online and 
make them aware of your company. 
Perhaps you already have a 
Facebook page that you update 
occasionally, and maybe even a blog 
with a few posts. Or maybe you’re 
starting entirely from scratch. Either 
way, it’s up to you to lay the 
foundation for your inbound 
marketing strategy by creating a 
strong online presence that will drive 
customers your way.  

Generating more traffic for a website 
is like baking: you need lots of 
complementary ingredients that 
work cohesively to get a good result. 
There is no single tactic proven to 
produce worthwhile results by itself. 
Rather, it’s a set of strategies and 
supporting tools working together. 
Those tactics include...  

SEARCH ENGINE 
OPTIMIZATION  
You lay the groundwork for success 
by hashing out a solid search engine 
optimization strategy. Meeting or 
exceeding traffic goals is impossible 
without this. Targeted keywords, 
based on what your potential 
customers are interested in, are 

placed in on-page content. This way, 
when those customers search for 
those terms going forward, your 
website will be displayed among the 
results.  

You need to have strategic 
conversations around finding the 
right keywords and phrases to 
target, and do significant upfront 
research to ensure that the key- 
words you’re focused on are 
attainable and worthwhile. 
Identifying key bloggers and industry 
influencers with whom to build 
relationships and create backlinks is 
necessary to increase the site’s 
authority with search engines.  

Monitoring page rankings and traffic 
is also critical, as analysis shows you 
what’s working, so you can adjust 
your tactics accordingly.  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CONTENT THROUGH 
BLOGGING  
Each page on a website is another 
opportunity for a potential customer 
to find you. The more pages your 
site has, the better. Enter the magic 
of content creation.  

If your company has a long list of 
services and products, but doesn’t 
have individual pages discussing 
each one, create and optimize web 
pages for each. These pages will help 
improve rankings for branded terms, 
as well as key industry terms.  

You will also need to understand the 
importance of blogging. While 
product pages are limited to the 
actual number of products you offer, 
topics for blog posts are infinite. 
Regular and frequent blog posts 
show the site is active, current, 
and “fresh,” which helps boost the 
site’s ranking on search engines. 
And blog posts influence purchase 
decisions because you’re leveraging 
customer language and topics.  

SOCIAL MEDIA SHARING  
If a blog gets posted in the forest, will 
anyone read it? Point being, 
although lots of time and effort can 
get spent creating keyword-rich blog 

content, creating and optimizing 
content isn’t enough on its own. You 
simply cannot sit around waiting for 
customers to come to them. You 
need to be actively promoting your 
blog. That’s where social media 
comes in.  

CREATE AN OUTLET TO 
SHARE YOUR POSTS  

Establishing a presence on 
Facebook, Twitter, LinkedIn, and 
other social platforms gives you an 
outlet to share your blog with people 
who are interested in your company 
and products, or in industries you 
serve. Social media provides a 
perfect opportunity for your 
audience to share links they find 
interesting with their own social 
circles, further extending your reach.  

Providing clever and provocative 
language and imagery to post 
content on networks such as 
Facebook and Twitter and generates 
interested clicks, and links, to your 
site.  

At the very least, whenever you 
include social sharing functionality 
on your site and blog, others can 
easily share what they just read 
directly with their followers just by 
clicking.  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Take this scenario: all static pages 
on your site have been optimized 
with targeted long-tail keywords, and 
rankings are improving as a result. 
You’ve developed an editorial 
calendar you are sticking to, and 
three to four blog posts get 
published each week. You’re sharing 
those links in social media, and are 
actively participating in online 
conversations around keywords and 
phrases.  

Things are happening. Monthly traffic 
has started to point up and to the 
right. But actual sales and revenue 
are still in the same place. What’s the 
problem?  

Well, generating traffic is only the 
first step. Those website visitors 
need to be converted into usable 
leads, which can then be converted 
into sales. How is this done? By 
creating landing pages, with 
premium content designed for lead 
generation.  

CREATE PREMIUM CONTENT 
DESIGNED FOR LEAD 
GENERATION  

You’ve successfully generated a 
significant amount of web traffic. 
Now, you need to separate the 
wheat from the chaff, and find out 
who’s really interested in what you 
have to offer, and who’s just passing 
through.  

UNDERSTAND YOUR 
BUYER’S NEEDS  
Taking what you understand of your 
ideal buyer persona, develop more 
premium content offers: things like 
white papers, ebooks, webinars, and 
other content that goes into more 
depth about your industry.  

SOLVE A PROBLEM FOR 
YOUR PROSPECTS  
Often, these offers help solve a 
problem for your prospects, or 
provide a step by step process for 
how to do something that they need. 
This content is generally provided 
free of charge, but in order to access 
it, the customer needs to register 
with your website, providing their 
name, e-mail address, and other 
contact information.  

Step 2: Converting Visitors To Leads
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These offers move potential 
customers deeper into the sales 
funnel. If they’re willing to take the 
extra step of downloading the 
content and registering with the site, 
it shows that they have an active 
interest in that topic.  

When a visitor fills out the form to 
access this content, a lead is created. 
You can then use what you know 
about that content, and your target 
prospect, to build out both an 
electronic and human follow-up 
process.  

 

CREATE COMPELLING 
PREMIUM CONTENT  

If you want to convert leads from 
traffic successfully, you must be 
able to craft compelling premium 
content and offers, landing pages, 
and call-to- action (CTA) buttons.  

For businesses seriously considering 
their website as an enabler of 
growth, the efficiency in this process 
can be quickly understood. And from 
a sales perspective, leads generated 
from premium educational, persona- 
targeted content are hugely 
productive because that persona’s 
content needs were met.  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You need to build lots of targeted 
content. From a “leads into 
customers” perspective, it’s 
important that the content spans the 
length and breadth of the buyer 
persona’s sales funnel. Educational 
information such as industry trends 
and “how-to” blog posts are proven 
winners for the top of the funnel.  

However, the middle part of the 
persona’s buying journey calls for 
content that is tied more closely 
to your products and services, and 
is delivered to them in the format 
they prefer, wherever they happen 
to be looking, on any device — in 
order to turn a lead into a customer.  

FOLLOW UP WITH DEEPER 
CONTENT  
All leads, who have downloaded your 
content, must either have a human 
follow-up with them personally, or an 
automated process must do so. 
Automated follow-ups can be used 

in moderation, but a live person is 
more likely to reach a potential 
customer and connect with them.  

Some of that follow-up should be 
deeper content and offers, which 
invite them to access more of your 
content. Let the quality of those 
leads set the priority for how deeply 
you follow-up.  

This is great because these leads 
keep self-qualifying whenever they 
opt into these offers! The offers are 
typically presented through email 
marketing and marketing 
automation. On revisits to your 
website, they get a personalized 
experience based on their past 
actions.  

SEGMENT YOUR EMAIL 
LISTS  

Specialized content will also most 
likely be available for different 
segments of leads to see, which you 
can often determine by their original 
conversion event. You can offer 
them additional relevant content 
that answers the different questions 
they’ll have at the various stages in 
their buying journey. Such lead 
nurturing and segmented email 
campaigns are used to better target 
leads and are intended to generate 
sales.  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If you want your efforts to be 
indisputably connected to sales and 
revenue goals (and we strongly 
suggest you do), you must be able to 
connect the dots between how 
content feeds and nurtures leads at 
all stages of the sales funnel.  

You’ll be working to create 
unexpected, valued, positive 
moments for your customers that 
are indelibly inscribed in each 
customer’s mind. Personalized 
moments that can be reproduced 
time and again with still more 
customers. Moments so awesome 
that customers can’t stop talking 
about what they experienced to 
everyone they know.  

CREATE PERSONALIZED 
INTERACTIONS  
Think about the pizza delivery guy 
who showed up with your order hot, 
and he brought some of the 
restaurant’s homemade salad 
dressing because he remembered 
you like to dip your Buffalo wings in 
it. Or the realtor who vacuumed your 
whole house after the open house 
and left you a box of chocolates. 
You’re still telling those stories, aren’t 
you?  

When customers can’t stop talking 
about their amazing experiences, 
they’ve become advocates, 
evangelists, defenders, apostles, 
champions — promoters.  

Ask an Apple customer, or the owner 
of a Harley Davidson. These folks are 
willing to turn down a cheaper 
product to keep doing business with 
these brands. They’re energized by 
their chosen brand.  

Various studies show that delighted 
customers can be worth 10x [or 
more] of the value of their initial 
purchase. Advocates buy more, 
more often, and actively convince 
others to buy as well.  

Step 4: Turning Customers Into Promoters
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GO ABOVE AND BEYOND 
FOR YOUR CUSTOMERS  
The ingredients for creating brand 
advocates are right at your 
fingertips: personalized 
communication, paired with 
educational information that’s useful 
and relevant.  

You need to make your customers 
feel like they’re cared about and 
taken care of, not just as customers 
but as individuals and as human 

beings. If you’re following the 
inbound marketing methodology, 
you’re already doing this to some 
degree with blogs, premium content, 
social media, email, and marketing 
automation to attract, convert, and 
close.  
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The Greeks had a maxim: “Know 
thyself.” This applies to all aspects of 
life, but especially to inbound 
marketing. It’s important, 
periodically, to take stock of your 
approach and see exactly what’s 
working and what’s not. What kind of 
content is generating the most 
interest? What kind of content is 
failing to get a following? Are you 
losing a lot of prospects at one 
particular stage? Do you have an 
especially high conversion rate at a 
different stage?   

MEASURE EVERY ASPECT OF 
YOUR ONLINE MARKETING  
One of the great things about 
marketing online is that you can 
measure every aspect of the 
process: how many people clicked 
on your blog, how they got there 
(Google search? Facebook? 

Promotional e- mail?), what other 
pages they clicked on around your 
site, and much more. And that’s just 
at the first stage.  

You get a plethora of data on every 
piece of content you offer and every 
step that potential customers take, 
from the beginning of the cycle to 
the end. Then, you can analyze that 
data to see what went right and 
what went wrong, so that you can 
improve your strategy for the future.  

SEE WHAT’S WORKING AND 
WHAT’S NOT WORKING  
If you’re looking to drive online 
awareness and drive more traffic, 
several sets of data will interest you: 
Has the site’s overall traffic 
increased? Have rankings for 
keywords inherent to the core 
business improved due to blogging? 
Have social media and link- building 
efforts translated into a worthwhile 
amount of referral traffic?  

If you’ve been tasked with lead 
generation, you’ll focus on 
conversion metrics and landing page 
performance. Have the webinars on 
XYZ topic been getting good 
registration and live attendance? 
How are the download numbers 
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versus page visits of our ebook 
landing pages? What insights can 
you glean from the numbers to 
improve your lead generation 
efforts?  

STILL NOT SURE? PERFORM 
CONVERSION TESTING  
If you still have questions about 
things on your pages that you are 
unsure of, then perform conversion 
optimization testing.  

Conversion optimization testing is 
the process of testing different 
variations of pages, or page 
elements, to see which variations 
drive the most conversions.  

For example, test one headline on a 
page against another one, or test 
multiple colors of a button.  

BUILDING YOUR BRAND? 
FOCUS ON ENGAGEMENT 
METRICS  
If your goal is growing brand equity, 
and increasing customer loyalty, then 
you’ll probably focus on engagement 
metrics: How many product tutorials 
were viewed? Which were most 
popular? How many retweets? Which 
ones got the most clicks? How many 
Facebook comments, shares? How 

many YouTube comments, reposts? 
How many LinkedIn comments, 
shares? How many blog comments? 
What’s the tone of shares and 
comments – positive, neutral, 
negative?  

ARE YOUR LEADS “SALES- 
READY”?  
And one of the most important 
factors across any assignment is 
your ability to generate quality, sales-
ready leads. How are the leads 
you’re generating being rated by 
your sales team? Are they converting 
into customers at a high rate? Lead 
nurturing sequences and click 
through rates on segmented email 
blasts need to be heavily examined 
in order to make sure the right types 
of leads are getting handed off to 
sales.  

Underlying all of these is the ability 
to analyze the data and glean 
insights into the behaviors and 
motivations behind them so you can 
eliminate unsuccessful efforts, tweak 
and fine- tune those that can be 
improved, and repeat the successful 
ones.  
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Inbound marketing is a seismic shift 
in the way businesses are marketing 
themselves. When you build out 
your company’s capabilities to reflect 
inbound marketing’s Five Steps, you 
will be poised to capitalize on the 
emerging needs of businesses using 
their marketing dollars online.  

The return on investment 
businesses are getting from inbound 
marketing is huge.  

With these five steps, you also 
remove the possibility of any 
disjointedness in your pitches and 
strategy planning, as together they 
combine into a logical and powerful 
process.   

You can create, publish, and 
promote content as well as measure 
and analyze people’s responses to 
it ...everything you need to grow your 
businesses. This includes:  

• Blogging, search engine 
optimization (SEO), and social 
media  

• Responsive and dynamic content 
management system, landing 
pages, calls-to-action, and forms 

• Marketing automation, email, 
lead scoring, and closed-loop 
reporting 

• Workflows, smart CTAs, social 
media, email and marketing 
automation  

• Analytics  

These five steps represent the core 
services of inbound marketing, the 
most effective marketing method 
for doing business online  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ABOUT SURGE LABS 

Surge Labs is a Website Design and 
B2B marketing agency that focuses 
on increasing conversions. We 
provide inbound marketing, website 
design & development, SEO and 
conversion optimization services 
that drive more ROI from your online 
marketing efforts. 

STILL HAVE 
QUESTIONS?  
Phone: 404-216-3953 
Email: sean@surgelabs.com
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