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introduction


The structure of this guide is following the official HubSpot (Tool) Certification and the related courses. It provides the context and explains all relevant functionalities of the HubSpot Marketing Software in 16 separate sections, plus a summary on the Inbound Methodology, which has been put in front as Section 0. With a time investment of approx. 3 hours per day the entire preparation for the HubSpot Certification can be completed within 8 days, corresponding to two chapters per day.


Note: The HubSpot Certification is split in two parts. The first part is a multiple choice test assessing your working knowledge with HubSpot and Inbound Marketing best practices. The second part is a certification practicum containing a number of practical action items that have to be completed in order to pass the HubSpot Certification. This guide has been designed to prepare you for both, the test in the first part of the certification as well as the practicum in the second part.




access to your FORM CHECK


To help you prepare for the HubSpot Tool Certification even better, we have created an extra offer for you: the FORM CHECK.


When you sign up for our FORM CHECK, we will test the knowledge you gathered while reading this guide. That way, you really can be sure that your journey to becoming HubSpot certified is as smooth as possible.


The FORM CHECK is of course without the pressure or consequences of the official test. In an adapted scenario we want you to see if you got all the essential information out of the guide or if you need to re-read one or two little chapters.


We’re looking forward to help you rock the Certification!


For more information please visit:
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http://discover.aptly.de/formcheck-hubspot







CHAPTER 00.





THE INBOUND METHODOLOGY SUMMARY





In order to use HubSpot in the most effective way, it is essential to understand the Inbound Methodology in general and HubSpot’s interpretation of Inbound in particular. Once you are familiar with the Inbound Methodology, many features and functions in HubSpot will become very intuitive and easy to handle. In addition to having a better understanding of the tool as such, HubSpot can serve you best when you follow the Inbound Methodology in your own marketing efforts. In this section we will summarize the most important aspects of Inbound Marketing that are relevant for an effective usage of HubSpot and will help you to pass the HubSpot Certification.







wrap up the inbound methodology


Most of the traditional marketing methods are interruptive, meaning that they reach their recipients while those are busy doing something else and hence are disturbing them. This applies to TV advertising as well as pop-up adverts on websites. They interrupt people in the middle of something that they were interested in.


The exact opposite to such a methodology, which is also called “outbound marketing” or “marketer-centric”, is Inbound Marketing. The Inbound Methodology is based on the idea that while people are looking for help or knowledgeable sources related to their business challenges on the Internet, they will find your company and the solutions you offer via relevant content that you have published. So, instead of interrupting people with your offerings, Inbound Marketing makes use of their interest in a given topic by providing related, helpful content.


As the publisher of such content, you will become a trusted source for potential customers and build up a reputation in the market. In order to succeed, your content has to be really helpful, providing a value-add to your target audience. As such, it should not promote your company or your products, but offer solutions to challenges that your readers might be facing in their business lives. Most people will acknowledge that valuable content is not entirely for free and be happy to fill in a form with their information in order to be able to download the content.




Don’t interrupt what people want to consume, be(!) what they want to consume.





This is how Inbound Marketing helps you to drive visitors to your website and landing pages and convert those visitors to leads. In addition to “Content Marketing”, the Inbound Methodology offers you a range of other tactics to generate traffic, improve conversions and make leads ready for Sales:




	
 Blogging


	
 Email Marketing


	
 Search Engine Optimization (SEO)


	
 Social Publishing


	
 Extensive Data Analysis





When all those components of Inbound Marketing are geared into each other, you can expect the following results:




	
 Your target audience will find you over the Internet. Your marketing will change from a push to a pull approach.


	
 Your company will build up a reputation as the subject matter expert in its designated business area.


	
 Your company will gain the trust of the people you are engaging with as they realize that your marketing efforts are truly customer-centric.


	
 Your Sales Team will have access to behavioral and profile information of every lead and customer as you gather more and more data in the course of your Inbound Marketing and Lead Nurturing.





Considering all those effects of Inbound Marketing, it is evident why it is regarded as an extremely sales focused strategy. The entire approach is completely designed to generate sales relevant leads and to nurture them consequently until they become sales ready.
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As much as the Inbound Methodology is essential to understand the entire setup of HubSpot, it is important to understand the idea of Buyers’ Journeys in the context of Lead Nurturing. HubSpot and the Inbound Methodology do not speak of a “target audience” but use the concept of Buyer Personas instead, which is based on the ideal customer profile (see chapter 2).


There are three relevant stages in each Buyer’s Journey:


[image: ]


The ideal Inbound Marketing strategy aims to provide relevant content for each of those buying stages across all Buyer Personas. By doing so, potential customers should run through a process from being a “stranger” to becoming an “advocate”.




helpful links & material


If you would like to go into more detail on the Inbound Methodology, please take a look at HubSpot’s user guides. They will also walk you through the entire approach step-by-step and present you all relevant basic functions of the system. Visit this link to learn more:


http://academy.hubspot.com/user-guides










CHAPTER 01.




GOAL PLANNING& STRATEGY





The very first step when you start working with HubSpot is to define the so-called SMART Goals.


The idea behind SMART Goals is to have a framework that helps you to become successful with HubSpot. Following the SMART Goal Methodology, you will be able to see what works and what doesn’t and to share your success with others based on clearly defined goals.







smart goal setting


As the name already indicates, SMART Goals have to meet certain requirements:




	
Specific (what exactly you want to set your goals for: visits, leads, or customers)


	
Measurable (provide a number for your specific goal)


	
Attainable (your specific goal should be realistic following current benchmarks)


	
Relevant (your specific goal relates back to your overall end goal)


	
Timely (your specific goal should be achieved within a given time-frame)





In order to set your SMART Goals, you have to access the dashboard from the main menu, then click on “Set Goals”. Here you define the overall goals for your entire HubSpot instance. You can also set SMART Goals per campaign.
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