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ABOUT NEW BREED

We partner with high-growth 
companies, owning the 

entire marketing funnel on 
their behalf. We challenge 

our clients to think beyond 
the buyer’s journey 

and focus on the entire 
customer lifecycle.

New Breed is the world’s 
leading customer 

acquisition agency for 
high-growth companies. 

We accelerate your growth 
by building predictable, 
measurable and proven 

marketing and sales 
solutions.



 3

INTRO

WHY INBOUND?
The inbound marketing methodology has quickly 
become an essential component of marketing 
strategies across the globe. Inbound marketing is 
a unique and highly effective marketing method 
that leverages personalized content to attract 
visitors to your company and ultimately convert 
those visitors into loyal customers. The innovative 
nature of inbound marketing aligns the content that 
your company produces with your ideal customers’ 
interests, goals and challenges, enabling them to be 
more empowered during the buying process. 

This guide will walk you through the key elements of 
a successful inbound marketing strategy.
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BEFORE YOU BEGIN

CREATE A SOLID BRAND

At the end of the day, your brand is what sets you apart from your 
competitors. Your product or service can be replicated by your competitors, 
but no one else can duplicate how people relate to your brand. A brand is 
more than just a logo or a set of colors — it’s how people experience your 
company and how they feel when they interact with you or your content. 
Your brand and your company’s culture go hand-in-hand, with one reflecting 
the other. Your brand can also provide a snapshot of what working with your 
company would be like.

Your brand should be centered around your company’s story (why you do 
what you do) and your core values (the fundamental beliefs that guide all 
your actions). Ensuring you have a solid brand doesn’t necessarily require 
changing those factors or rebranding yourself. However, you do need to 
position and communicate your brand in a way that’ll resonate with your 
prospects and customers.

GET TO THE HEART OF YOUR BUSINESS

Is your goal to increase the ROI of your marketing investment? You’re not 
alone; many marketers struggle with this challenge. To achieve this goal, 
consider your revenue goals, your target audience and your conversion 
paths. At New Breed, we begin by analyzing our business goals and then 
work backward through the marketing and sales funnel to develop successful 
campaigns and outperform the competition. 

Buyer personas: A buyer persona is a semi-fictional representation of your 
ideal customer. Properly defined buyer personas are created through a 
combination of market research, customer interviews and feedback from 
customer-facing employees.

Your buyer personas are meant to help you refine your marketing strategy 
and align your marketing efforts with your target customer. Specifically, 
the process of identifying your buyer personas helps you to uncover their 
pain points. What in their day causes them pain or stress and how can your 
company alleviate that for them? Every one of your marketing activities 
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BEFORE YOU BEGIN

should have your buyer personas in mind and should address how your 
company can solve their challenges.

By targeting the pain points your company can solve for, you’ll draw in 
prospects who won’t just buy your product but will also benefit from it in 
the long-term. Customer retention is good for your business’s bottom line 
because the cost of acquiring a new customer is much higher than retaining 
and upselling an existing one. Plus retaining customers makes your life as a 
marketer easier because happy customers can help promote your company 
for you.

Lifecycle stage definitions: Defining lifecycle stages for prospective 
customers helps you track how they’re progressing through the buying 
process. This enables you to engage with them in contextually relevant ways. 

The lifecycle stages correspond with a prospect’s progression through the 
marketing and sales funnel and indicate increasing levels of agreement 
about where a relationship with your company can lead. The specific triggers 
for each stage are different for every company, but the six stages are broadly 
defined as:

 Visitor: Visitors are anonymous people at the very top of your             

 Lead: Leads are contacts who have provided your company with       
         

 Marketing qualified lead (MQL): MQLs are contacts who have 

                  

marketing and sales funnel. They’ve shown interest in your content             
but haven’t indicated that they’re interested in starting an engagement         
with your company.

information about themselves, indicating they have some level of 
interest in your company.

indicated an interest in your company that marketing agrees are 
good-fits for your product or service.
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BEFORE YOU BEGIN

 Sales qualified lead (SQL): When sales agrees with marketing

 Opportunity: An opportunity occurs after sales talks with the lead 

 Customer: A lead becomes a customer when they have committed

                  

Conversion paths: Creating clear conversion paths is an essential part of 
a successful inbound marketing strategy. A conversion path is the way a 
prospect progresses through the buying process. B2B buyers aren’t instantly 
making a purchase after they discover a potential solution to their problem 
— instead, they engage with various content over time as they define their 
problem, identify potential solutions and decide upon a solution to solve their 
problem. 

Conversion paths are built by marketers to help guide prospects through 
that journey. They’re not cemented step-by-step tracks that every prospect 
follows. Conversion paths are the way each interaction a prospect has with 
your content can lead to another interaction that moves them closer to 
making a purchase.

Conversion paths typically start with a call-to-action, which is an element that 
prompts the visitor to do something. Common examples include buttons with 
compelling copy like “book a meeting” or “download now.” Once they take 
that initial action, you lead them to the next logical, relevant step which will 
guide them toward a third step and so on, until they’re ready to talk to sales.

to a business engagement with your company and the opportunity 
with them is closed-won.

and both parties agree that your product or service is a viable 
solution so the lead agrees to move forward in the buying process. 

that a lead is a good fit and decides to pursue the lead, the 
lead becomes an SQL. This is typically where the responsibility 
of progressing a lead through the funnel transitions from 
marketing to sales. 



 7

Inbound marketing is designed to attract visitors to your website, engage and 
nurture those leads into customers and delight customers and prospects alike 
throughout your relationship. In 2018, HubSpot announced a change in the structure 
of the inbound methodology. Instead of using the funnel model, where prospects 
moved through marketing and sales stages without a thought for their experiences 
as customers, HubSpot embraced the flywheel. 

The flywheel puts customers in the center of a business’s marketing, sales and 
service processes and emphasizes the sales-to-service handoff just as much as it 
focuses on the marketing-to-sales handoff.

FUNNEL-TO-FLYWHEEL

FUNNEL TO FLYWHEEL: THE SHIFT IN THE 
INBOUND METHODOLOGY

https://www.hubspot.com/flywheel
https://www.hubspot.com/flywheel
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FUNNEL TO FLYWHEEL: THE SHIFT IN THE 
INBOUND METHODOLOGY

However, that doesn’t mean the marketing and sales funnel should be 
completely abandoned. The funnel model clearly demonstrates the handoff 
between marketing and sales and can be used to identify weaknesses in 
how your marketing strategy resonates with prospects at different lifecycle 
stages. But once prospects move through your funnel, they now move into 
the flywheel, where they’re the focus of services, customer marketing and 
upselling efforts. 

The funnel illustrates the process of initially attracting and converting 
customers, and the flywheel demonstrates how to retain them.

If your customer base dries up, your flywheel will lose momentum, and your 
company will lose revenue. That’s why your marketing and sales efforts don’t 
stop once a prospect becomes a customer. You need to continuously be 
delighting your customers.
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SCOPE: THE FIVE PRINCIPLES OF 
INBOUND

Even though the inbound methodology has evolved, the five guiding principles have 
remained the same: standardize, contextualize, optimize, personalize and emphasize 
or SCOPE. Regardless of what tactic you’re using or who you’re talking to, these five 
principles should inform your marketing efforts.

Standardize: Regardless of what channel you’re communicating through or which of 
your personas you’re communicating with, your brand should remain consistent.

Contextualize: Deliver the right message to the right person at the right time and 
place. 

Optimize: Analyze how your marketing strategy is performing over time and then 
work to improve it.

Personalize: Instead of sending generic mass communications, personalize your 
marketing efforts based on the data you’ve gathered on each prospect.

Emphasize: B2B buyers are people, so treat them as such. Look past the data you 
have and try to put yourself in your buyers’ shoes.
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THE STAGES OF INBOUND MARKETING

Inbound marketing aims to add 
value through every interaction 
you have with a prospective 
customer. You do this through 
the three stages of the inbound 
methodology: attract, engage and 
delight.

ATTRACT
Before you can generate leads, 
you must first think about how you 
are going to bring visitors to your 
website. The tactics that fall into 
the attract stage of the inbound 
methodology aim to draw people to 
your website initially and keep them 
coming back.
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BLOGGING

Blogging is a great way to drive traffic 
to your website. Creating relevant 
and interesting content to attract 
your audience is the key to inbound 
marketing, and a blog is an ideal place 
to start. Research from our partners at 
HubSpot has found that: 

●  On average a company that blogs 
will generate 55% more website 
visitors, 97% more inbound links and 
434% more indexed pages. 

●  Companies that published 16+ 
blog posts per month saw 3.5 times 
more traffic and 4.5 times more leads 
than companies that only published 
between 0–4 blog posts a month.

When determining what to write 
about for your blog, make sure to pick 
topics that are relevant for your buyer 
personas. Don’t just write about an 
industry fad because other companies 
in your space are. Additionally, try to 
create evergreen content. Writing 
about current news and developments 
can help you generate leads in the 
short-term, but for your blog to gain 
long-term traction, you also need to 
have posts that aren’t time sensitive. 

SOCIAL MEDIA:

Social media is an essential part of 
meeting your prospects where they’re 
at. 45% of consumers say social media 
is one of the first channels they go to 
with questions or issues, and 21% of 

                                                          

consumers are more likely to buy from 
brands they can reach on social media.

Social media provides a great opportunity 
for engagement with your prospects, target 
audience and current customers. In today’s 
digital world, it’s important to have a social 
media presence across multiple platforms.

Social media is not only a way to increase 
engagement and start a conversation, but 
it has also been shown to drive more traffic 
to your website, filling the top of your sales 
funnel. 

When working on your social media 
strategy, prioritize your efforts on the 
platforms your ideal customers are most 
active on but don’t abandon the platforms 
with lower engagement. 

As far as content is concerned, we 
mentioned blogging above. While sharing 
your company’s content is incredibly 
important, sharing your peers’ content is 
how you really begin to expand your social 
media reach. By sharing content from 
other people or companies, you’re not only 
providing more value to your followers, but 
you’re also starting to build relationships 
with other organizations. If you start sharing 
posts from another blog that you follow, 
that blogger will see and will be much 
more likely to return the favor, sharing your 
content with their followers.

https://blog.hubspot.com/blog/tabid/6307/bid/5014/Study-Shows-Business-Blogging-Leads-to-55-More-Website-Visitors.aspx#sm.000192hi7x101mdhvw2cuusbsvcxt
https://blog.hubspot.com/blog/tabid/6307/bid/5014/Study-Shows-Business-Blogging-Leads-to-55-More-Website-Visitors.aspx#sm.000192hi7x101mdhvw2cuusbsvcxt
https://blog.hubspot.com/blog/tabid/6307/bid/5014/Study-Shows-Business-Blogging-Leads-to-55-More-Website-Visitors.aspx#sm.000192hi7x101mdhvw2cuusbsvcxt
https://blog.hubspot.com/marketing/blogging-frequency-benchmarks
https://blog.hubspot.com/marketing/blogging-frequency-benchmarks
https://sproutsocial.com/insights/social-media-statistics/
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When creating social media content, 
also consider what works best for each 
platform. Facebook, Twitter, Instagram 
and LinkedIn have different purposes 
and content lifetimes, so your post rate 
and content should vary accordingly. 

Additionally, try to create content on all 
platforms that can promote your brand 
without driving the user somewhere 
else like your website. Driving web 
traffic through sharing blogs and 
webinars is great, but it shouldn’t be 
the sole goal of your social media 
efforts. Infographics, videos and quotes 
can add value for both your audience 
and your company without adding 
friction into the viewer’s social media 
experience.

WEBSITE OPTIMIZATION

Your website should no longer be just 
a digital brochure. Harness the power 
of your website and optimize it for 
inbound marketing by increasing the 
functionality and effectiveness of your 
site. 

Integrating conversion paths into your 
website is critical. You want to have 
clear paths that a visitor can follow 
through your marketing and sales 
funnel and lead them to become a 
customer. Website optimization begins 
with valuable content and strong calls-
to-action. Interesting content will help 
keep your readers engaged and give 
them the opportunity to do more than                                                           

just learn about your company. 

When you’re first attracting customers to 
your company, they might not be ready to 
purchase services from you yet or even 
know your services will be beneficial for 
them. Creating interesting and educational 
content on your website will keep visitors 
returning to your site as they gain a 
better understanding of their business’s 
challenges and start to consider how a 
product or service could solve them. Thus, 
when they’re ready to make a decision 
about what product or service to purchase, 
they already have a positive association 
with your company based on the value 
you’ve provided. 

When optimizing your website, use the 
research you conducted about your buyer 
personas. Design the site around them, 
keeping in mind what might prevent them 
from moving forward, and provide solutions 
to help them navigate those pain points.

SEO

Optimizing your website for SEO is an 
extremely important element of inbound 
marketing. First, keep your buyer personas 
in mind when you’re developing an SEO 
strategy. Use the keywords they are 
searching for. Don’t just keep using the 
words your company may currently be 
ranking for if those no longer align with your 
personas. 

We recommend focusing SEO efforts on 
long-tail keywords as they’ll result in more 
highly qualified traffic. 
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A long-tail keyword is a more specific 
search term that can often be much 
more targeted to your particular buyer 
persona. For example, “how to build 
an inbound marketing strategy” is a 
long-tail keyword as opposed to just 
“inbound marketing.” When you’re 
starting to develop a keyword strategy, 
there are many helpful tools you can 
leverage to make the process a bit 
easier. Tools like Google Analytics, 
Moz, SEMrush and HubSpot are just 
some of the SEO tools we use here 
at New Breed. Each of these tools will 
help you generate keyword ideas, 
demonstrate the difficulty of ranking for 
that keyword as well as show you the 
monthly search volume. 

When choosing keywords to target, 
keep in mind:

Rank: Your site’s approximate 
placement within search engine results. 
The lower the rank, the higher you are 
in the results. For example, if you have 
a rank of 1 for a particular keyword, 
then you would be the first result in the 
search engine. 

Difficulty: A 0–100 score of how 
difficult it will be for you to break into 
the first page of search engine results 
for a particular keyword. (Within some 
tools, the ranking may be on a scale of 
.01–1). 

Search volume: The number of times 
this exact keyword is searched on a 
monthly basis.

                                                    

There are over 5 billion searches made 
on a daily basis in Google alone. 5 billion! 
Just think about all that traffic. If you’re not 
optimizing your site with SEO practices 
in mind, you’re missing out on a huge 
opportunity to attract visitors to your 
website. By integrating SEO best practices 
into your website and targeting long-tail 
keywords that your personas are searching 
for, you will have a much better chance 
of ranking in the search engines and 
generating organic traffic.

When optimizing your website for SEO 
these are the five elements you need to 
think about adding keywords to: 

Page titles 

URLs 

Page headers 

Body content 

Meta descriptions
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SEO ELEMENT EXAMPLES
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PREMIUM CONTENT OFFERS

Now that you have quality traffic 
coming to your site, the next step is 
to ensure you have a way to capture 
that traffic and convert it into leads. 
Ultimately, you will want your visitors’ 
contact information, but oftentimes, 
this isn’t something they will give 
up freely. In order to obtain their 
contact information, you need to 
offer something of value in exchange. 
This typically comes in the form of 
a free content offer, like an e-book, 
whitepaper, webinar or the like. When 
you provide your visitors with quality 
content that is aligned with their 
interests, you have a higher chance of 
naturally converting those prospects 
into leads.

Premium content offers are a great way 
to promote your brand without being 
too assertive. Entice your consumers 
with a variety of different offers that will 
lead visitors through the funnel. 

When you’re coming up with your 
premium content offers, you want to 
not only keep your personas in mind 
but also your sales funnel. We look at 
the funnel in three stages and offer 
different types of content in each stage.

                                                    

Your premium content offers should be 
high quality and offer in-depth information 
beyond what you include in a regular blog 
post. We’re not saying that each one needs 
to be a 100-page e-book, but your readers 
need to get more than just unformatted 
words on a page. In addition to providing 
specific, actionable information, your offers 
should be well designed and easy to 
consume.

Remember, the more valuable your 
prospects perceive your offer is, the more 
willing they will be to give you their contact 
information. Once you have their contact 
information, you can effectively move them 
through your funnel. 

CTAs, landing pages and thank you pages all 
lie at the intersection of attract and engage. 
They’re essential components of your content 
strategy that’s drawing site visitors in, but they 
are also working to start the conversation the 
engage stage builds off of.

CTAS

Calls-to-action, also known as CTAs, are 
buttons or images placed on a web page 
with the intention of driving visitors to 
take the next step in their buyer’s journey. 
For best results, use a CTA on every 
page of your website so that you have 
the opportunity to convert visitors at any 
given point. Also, make sure your CTAs are 
relevant — unrelated CTAs can discourage 
your leads, which will cause missed 
opportunities. 
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We recommend that you create at least 
one CTA for every content offer you 
have. This will give you the opportunity 
to place the CTAs in relevant blog 
posts, on relevant site pages and even 
in your marketing emails.

When placing your CTAs, think about 
how visitors could have arrived at a 
given page and align your CTAs to 
where they might be in the buyer’s 
journey. Some visitors may be further 
along when they land on your site than 
others. To address that, have a 
clearly-visible sitewide CTA driving 
to the ultimate action a visitor could 
take on your website, whether 
that’s booking a meeting with sales, 
requesting a demo, signing up for your 
product or something else.

LANDING PAGES

A landing page is a web page that is 
designed solely to convert visitors into 
leads. Most people arrive on a landing 
page after clicking on a call-to-action, 
and they will provide their contact 
information through a form or chatbot 
on that page in return for an offer.

When building a landing page, there 
are a few things to consider. Here’s a 
quick list of all the things you need to 
do to create an effective landing page:

●  Write concise, persuasive headlines

●  Consider removing all navigation 
links to ensure the visitor is focused on 
the conversion point

                                                    

●  Explain the importance of the offer using 
bullet points so the content is scannable

●  Include a relevant image that represents 
the offer and your business

●  Add social media share icons

●  (Optional) Include any awards, 
recognition or credible testimonials

Having well-thought-out landing pages 
will help increase your conversions. If your 
landing page isn’t structured properly and 
the visitor gets lost, they’ll leave the page 
without ever converting. 

THANK YOU PAGES

The thank you page is where your lead 
will land after they have submitted their 
information on the landing page. The 
thank you page should look similar to 
your landing page, but serves an entirely 
different purpose: It delivers the content 
they signed up for and offers them another 
relevant opportunity to engage.

At New Breed, we generally try to offer a 
piece of content relevant to the next step 
in the lead’s buyer’s journey, in case the 
lead is ready to engage even further after 
downloading the requested offer.

Your thank you pages should:

●  Deliver the offer

●  Advance the lead in the marketing-sales 
process

●  Follow up with an email

●  Include links to social networks: 
Facebook, Twitter, Instagram, Blogs, etc.
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ENGAGE
Once you’ve converted visitors into 
leads, it’s time to nurture those leads 
through the buyer’s journey so you can 
pass them off to sales who will nurture 
them toward becoming customers. 
There are various sales enablement 
tactics you can use to help prepare 
leads for their conversations with sales.

EMAIL MARKETING

Email marketing is an excellent tool 
to build relationships, create brand 
awareness and boost social interaction. 
It’s an effective, inexpensive way 
to send personalized content and 
connect with your prospects, leads and 
customers.

When utilizing email marketing, 
don’t forget to segment your contact 
database. Segmenting your contacts 
will ensure that you’re sending 
them content that is relevant to their 
particular needs. You’ll see a much 
higher conversion rate if you send 
segmented emails based on the 
receivers’ interests and actions as 
opposed to blasting one-size-fits-all 
emails to your entire database. 

The Direct Marketing Association found 
that segmented and targeted emails 
generate 58% of all email revenue as 
opposed to unsegmented emails that 
only generated 14% of email revenue.

To engage with your contacts through 
email marketing, you can send monthly 

newsletters,

newsletters, targeted emails that promote 
your premium content offers and automated 
workflow emails that are designed to bring 
people to the next step of the marketing or 
sales process.

LEAD NURTURING

Once you have received a lead, you can’t 
just expect them to immediately buy; you 
need to nurture them through the sales 
process so that when they are in the 
purchasing mindset, your company and 
product are top of mind.

Lead nurturing establishes rapport and 
builds trust with your prospects. According 
to HubSpot, “50% of leads are qualified but 
not ready to buy. So if you’re not nurturing 
them, you are simply burning money.” You 
can convert quality leads by all the tactics 
we mentioned above, but without a lead 
nurturing program in place, those leads are 
less likely to become paying customers. 

Start your process by filling your sales 
funnel with leads that have a high potential 
of becoming consumers. You do this by 
making sure that you’re targeting your 
ideal customers with all of your inbound 
marketing tactics. 

You can nurture leads at earlier stages in 
the buyer’s journey with automated nurture 
campaigns. If you’re using marketing 
automation software like HubSpot, setting 
up an automated email campaign is simple 
and straightforward. Without a marketing 
automation tool, setting up email 

https://cdn.emailmonday.com/wp-content/uploads/National-client-email-2015-DMA.pdf
https://offers.hubspot.com/introduction-to-lead-nurturing
https://offers.hubspot.com/introduction-to-lead-nurturing
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campaigns is time-consuming and 
tedious, so we recommend looking into 
a tool that will help you leverage your 
resources more efficiently.

Once set up, an automation workflow 
can help guide your customers through 
their buyer’s journey by sending them 
targeted emails based on what content 
they have previously interacted with. 
For example, if someone comes to your 
site and they download a whitepaper (a 
top-of-funnel offer), they get put into a 
workflow where they will then be sent a 
middle-of-funnel offer, followed by the 
bottom-of-funnel offer. This gives them 
multiple chances to continue to engage 
with your company while moving 
themselves through the marketing and 
sales process.

But what if your lead is already at the 
bottom of the funnel? That’s where 
your sales team needs to step in. It’s 
important that they respond quickly 
and actively stay in touch. Typically 
this is when your lead becomes sales 
qualified, and you will want to work 
closely with your sales team to make 
sure they’re converting these SQLs 
into opportunities and, ultimately, 
customers. 

Building relationships with your 
prospects is the only way you are 
going to build a successful brand. Make 
appointments, be available, follow up 
and be timely. If your brand is reliable, 

your prospect will be able to depend 
on you. This will increase your chances 
of converting that prospect into a loyal 
consumer.

CHATBOTS

Whether a site visitor wants to talk to a real 
person or they’re just browsing on your 
website, chatbots can provide a frictionless 
way to engage with your prospects and 
customers in real-time.

Chatbots can be used on your website to 
help guide visitors to the information they’re 
seeking, book meetings or even make 
purchases. Plus, chatbots can operate 
in messaging apps and on social media 
channels to truly meet the customer where 
they’re at. 

Chatbots can also be used in place of 
forms, collecting information like names and 
email addresses in exchange for access to 
premium content. 

When creating a chatbot, make sure you 
focus on how it can make the lives of your 
prospects and customers easier. Keep your 
buyer personas in mind as you develop 
chat scripts and ensure that you are writing 
conversations, not marketing copy.
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FORMS

Forms allow you to collect information 
about site visitors so you can initiate 
further communications. At the very 
least, forms typically require an 
email address, but can also request 
information like company size, job 
title or any other relevant piece of 
information for your segmentation or 
lead qualification strategy. 

When creating forms, make sure 
you’re incentivizing people to fill 
them out by offering more value 
then you’re requesting. If someone 
wants to subscribe to your blog or 
newsletter, supplying an email address 
is no inconvenience, but asking for a 
prospect’s email address, company 
name, job title and industry is a bit 
much if all they’re getting is a blog 
subscription in return. 

To avoid inconveniencing site visitors 
with lengthy forms, mirror your forms 
to the content offer they’re gating 
and where that piece falls in the 
buyer’s journey. Forms gating top-of-
funnel offers should ask more general 
questions and be relatively lightweight 
whereas forms leading up to a bottom-
of-funnel offer can require more in-
depth information related to why the 
lead is interested in your solution. 

DELIGHT
Even satisfied customers need to be 
nurtured and cultivated so they continue 
to feel valued by your organization. 
Keeping your customers engaged with your 
business is essential for your success and 
will ensure happy customers. Keep them 
highly satisfied and returning for more by 
using specialized client offerings. 

CUSTOMER ENGAGEMENT 
CAMPAIGNS

Even though your current customer base 
has already purchased from you, you 
shouldn’t forget about them and move on 
to the next prospect. 

It’s easier — and more affordable — to 
upsell to an existing customer than to 
acquire a new customer. Delighting 
your customers isn’t just good for your 
company’s reputation, it’s great for your 
ROI. If you can be in a position where 
your current customer base continues to 
buy products or services from you, your 
organization has a more stable revenue 
stream and won’t have to rely solely on new 
business. 

Focusing on delighting and evangelizing 
your existing customers will help ensure 
their lifetime value exceeds their cost of 
acquisition. 
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Some ideas for customer engagement 
campaigns include:

●  A monthly newsletter that shares 
relevant blog articles and content offers

●  Customer promotions, exclusive 
offers for customers only

●  In-person events

●  Social media engagement 
campaigns

●  A loyalty program

SELF-SERVICE KNOWLEDGE 
BASE

A knowledge base is a            
customer-specific resource library that 
contains materials to answer frequently 
asked questions and improve the value 
your customers can extract from your 
product or service. 

Knowledge bases boost customer 
satisfaction and improve efficiency 
for both your customers and your 
customer success team. Searching a 
knowledge base for the solution to a 
frequently asked question or the details 
about a recent update is quicker and 
easier for customers and frees up 
more of your customer success team’s 
time to focus on unique-case-by-case 
questions. 

What your knowledge base contains 
will vary depending on your product

or service, but generally, service providers 
should have resources to help customers 
better understand what the service they’re 
getting is and how it’s helping them, and 
product providers should help customers 
use and troubleshoot their product.

The ultimate goal of your knowledge base 
is to enable your customers to get the most 
out of your product or service, so it should 
also include clear instructions on how to 
contact your company directly if the answer 
they’re seeking isn’t available. 

CUSTOMER SUPPORT

After putting a lot of effort into attracting 
customers into your business and guiding 
them through their buyer’s journey, you 
want them to have a positive experience. 
You want your customers to become 
evangelists and leave positive reviews, 
participate in case studies and promote 
your business for you.

To ensure your customers are gaining 
value, feedback is essential. Surveys like 
the net promoter score (NPS) survey help 
you measure your customer’s satisfaction, 
and ticketing systems and a customer 
support team help your company create a 
positive experience.

When collecting feedback, make sure you 
don’t just ask closed-ended questions that 
will provide you with a numerical rating or 
“yes” or “no” response. Follow up asking 
why respondents answered the way they 
did to gain an understanding of how your 
marketing efforts — and your company — 
can improve.
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We know it might be a new way to think 
about your marketing department, but if 
you’re committed to inbound marketing 
and see the value it can bring to your 
organization, these small changes will 
make a significant impact for you in the 
long run, including generating more 
leads and revenue.

Areas to focus on:

●  Campaign Management

●  Social Media

●  Copywriting

●  SEO

Position ideas to think about hiring: 

●  Inbound Marketer/Consultant

●  Campaign Managers

●  Social Media Marketers

●  Copywriters (Ideally with SEO 
expertise)

●  SEO Specialists

The focus of inbound marketing 
is content. By building a team 
of people who can strategize to 
create campaigns, are experts in 
the methodology and can produce 
effective copy, you will be much more 
likely to succeed because inbound 
marketing is all about delivering value 
to your prospects and customers in an 
authentic way.

STRUCTURING YOUR TEAM

HOW TO GET STARTED

BEFORE YOU CAN BEGIN AN INBOUND CAMPAIGN, YOUR 

TEAM MEMBERS WILL NEED TO ACCOMPLISH A FEW SPECIFIC 

FUNCTIONS. YOUR TEAM SHOULD BE STRUCTURED IN A WAY 

TO BEST CARRY OUT THOSE ACTIVITIES.
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Content Management System (CMS)

A CMS is a website development 
platform that allows you to easily 
create, edit, manage and track the 
success of the content on your 
website, including blog posts, landing 
pages and site pages. By removing the 
necessity of website development and 
design expertise to manage a website, 
CMS platforms empower marketing 
teams to create, optimize and track all 
content on their own, in one central 
place.

We use HubSpot’s integrated CMS 
solution to streamline our content 
development process. 

Customer relationship management 
(CRM) system

A CRM system is a database of your 
contact records that includes all the 
information captured throughout 
the buying process. That includes 
information provided through forms, 
email communications, chatbots 
and human interactions. Without an 
effective CRM, it would be next to 
impossible for your sales and marketing 
teams to organize contacts, qualify 
leads and nurture prospects into a sale.

New Breed favors HubSpot’s CRM 
system for its flexibility, scalability and 
ease of use.

SMART TECH TO SUPPORT 

YOUR STRATEGY

INBOUND MARKETING TOOLS

INBOUND MARKETING IS A POWERFUL WAY TO GROW YOUR 

BUSINESS — BUT YOU CAN’T EXECUTE A SUCCESSFUL, 

HOLISTIC INBOUND STRATEGY WITHOUT THE RIGHT 

TECHNOLOGY. FROM DRAWING CUSTOMERS INTO YOUR 

WEBSITE, ENGAGING THEM IN RELEVANT CONVERSATIONS 

AND MEASURING THE IMPACT OF YOUR MARKETING EFFORTS, 

THESE TOOLS WILL HELP YOU IMPLEMENT AN INBOUND 

STRATEGY THE RIGHT WAY.
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Marketing automation software

Like its name suggests, marketing 
automation software is used to 
automate certain marketing activities. 
A marketing automation tool should 
help you convert and nurture leads 
and get found online. The features and 
capabilities that you should look for in a 
marketing automation platform include:

●  Blog hosting and optimization

●  Social media management and 
publishing

●  Email marketing

●  CTA creation

●  Dynamic content

●  File management

●  Landing pages

●  Forms

●  Workflows

These tools can help save marketers 
time by running personalized 
campaigns across multiple channels 
at scale. Best-in-class marketing 
automation platforms can grow with 
the companies that use them. In other 
words, you won’t have to go through a 
difficult migration to a different tool as 
your company becomes larger. 

Business intelligence tools

Some would say that nothing is worth 
doing unless you can measure its 
performance. While we don’t fully 
adopt that philosophy, there is some 
truth to it. Business intelligence tools 
help you collect and analyze data that 
can be used to make more informed 
decisions. Measuring the success of 
your efforts can help you identify how 
to invest resources and where potential 
opportunities might lie. A great BI tool 
will integrate with all of your marketing, 
sales and service tools to bring all 
of your data into one place. This 
makes the decision-making process 
more efficient and impactful for your 
business. 

SMART TECH TO SUPPORT 

YOUR STRATEGY

INBOUND MARKETING TOOLS
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Video hosting and optimization 
platform

Using video in your marketing efforts 
allows you to break down technical 
information in a comprehensible, visual 
way and allows your prospects to 
engage with your content differently. 
Whether you’re creating webinars, 
video testimonials or recruiting videos, 
you need a platform to host those 
videos and track their performance.  

Conversational marketing and 
chatbot platform

As buyers become increasingly more 
accustomed to personalized marketing 
tactics, conversational marketing tools 
like chatbots become more widely 
used by marketers. Conversational 
marketing tools help increase 
conversion rates by improving site 
visitors’ experience and decreasing 
friction caused by forms.

SEO tools

Since driving organic traffic is such a 
major portion of inbound marketing, 
having access to data to inform your 
keyword strategy is essential. SEO 
tools will allow you to look into keyword 
rankings and domain authority.

If you choose to pursue paid ads to 
promote your content while you wait for 
organic traffic to grow, you’ll also need 
tools to manage your social media and 
search engine display ads.

SMART TECH TO SUPPORT 

YOUR STRATEGY

INBOUND MARKETING TOOLS
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WORKING WITH A PARTNER

Implementing an inbound 
marketing strategy from scratch 
can be time-consuming initially. 
Having the right tech stack 
definitely helps, but bringing on a 
partner can facilitate the process 
even more. 

Inbound marketing requires a 
solid foundation that can scale 
with you as your business grows. 
In addition to knowing who you’re 
targeting, you need to be able to 
reach them where they’re at in a 
contextually-relevant,  
way, have conversion paths built out 
to nurture your prospects through 
the buying process and then 
measure how your marketing efforts 
performed so you can make your 
marketing strategy even better.

Inbound marketing is a long game. 
It does have a higher long-term 
ROI than outbound methods, but 
it takes time to build and take off. 
An experienced partner can help 
you build a foundation that primes 
your company for future success 
and help you accomplish short-term 
wins while your inbound marketing 
strategy is gaining traction. 

personalized
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Sales-Ready Website

Transform your website from a 
standard digital brochure into a 
powerful lead-generation machine. 
Attract the right visitors, generate 
better qualified leads and grow your 
business one conversion at a time.

Conversion Optimization

Our conversion optimization 
program goes beyond increasing 
submission rates for your existing 
assets. It allows for the creation and 
measurement of future assets, too — 
all tracking toward your one big KPI.

Inbound Marketing 

Combining proven campaign plans 
with the details of your business, we 
design inbound marketing initiatives 
that work with your ongoing 
strategies and programs. And we’re 
always tracking those initiatives to 
your most important goal: revenue.

FULL-FUNNEL MARKETING + SALES SOLUTIONS. 

PROVEN SOLUTIONS FOR EVERY STAGE OF THE FUNNEL.

RELATED SOLUTIONS

Revenue Operations

Get the support you need to 
develop both business and technical 
processes within your Salesforce — 
plus an on-call consultant who knows 
your sales process in and out.

Search Engine Marketing

Achieve continued site 
enhancements, gain higher 
search rankings and improve site 
optimization with updated strategies 
and monthly support.

Content Development

Content is the fuel for your inbound 
program. From on-site conversion 
points to long-term nurture tracks, 
every content type can assist your 
prospects, boost your credibility and 
contribute to your bottom line.



www.newbreedmarketing.com
Phone: 802.655.0800
20 Winooski Falls Way,

Suite 306, The Champlain Mill,
Winooski, VT, 05404


