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Introduction
According to a HubSpot Research 
survey, 55% of people no longer trust the 
companies theybuy from as much as they 
used to. On top of that, organic search 
is getting harder and more competitive, 
social media promotion is becoming less 
effective, and marketing costs — in general 
– are increasing. For marketers, this means 
the repeatable campaign formula that 
once existed (and worked) now requires 
more creativity and more resources to 
drive results than it did before. To remain 
competitive and keep campaign costs at 
bay, businesses need to start by rethinking 
the way they approach business growth 
– and how that approach shapes their 
campaign efforts.

For years, businesses were built around the 
concept of the funnel – and HubSpot was 
no exception. Funnel businesses produce 
customers by attracting a wide audience 
that is then qualified and nurtured until 
they buy. Unfortunately, funnel businesses 
fail to consider how the customers they 

are producing can help them create new 
customers. At HubSpot, we discovered that 
if we wanted to keep growing, the funnel 
wasn’t the way forward — the flywheel 
model was. And when you think about your 
business as a flywheel instead of a funnel, 
you make different decisions and adjust  
your strategy. 

In this guide, you’ll learn more about the 
flywheel model as we explore a step-by-step 
process for running an inbound marketing 
campaign in today’s competitive business 
landscape. You’ll hear from our partners at 
Canva, Google, Hootsuite, Hopin, Litmus, 
and monday.com, as they share their best 
practices to campaign must-haves. You’ll 
walk away with a new growth framework, an 
actionable campaign plan, and a handful 
of additional free resources designed to 
help you launch your next campaign with 
confidence—and see results.

Start the course
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Chapter 1 
What Is Inbound Marketing?
Before we dive into the actionable steps that will help 
you get your campaign off the ground, let’s start with the 
foundation. Inbound is a method of attracting, engaging, 
and delighting people to grow a business that provides 
value and builds trust. And the flywheel model, which 
serves as the new framework for your inbound efforts, is 
built around these three stages: 

Attract 
Earn your people’s attention, don’t force it. Attract visitors 
with useful content and eliminate barriers as they try to 
learn about your company. 
 
Engage 
Open relationships, don’t just close deals. Enable buyers to 
engage with you on their preferred timeline and channels. 
Tie sales incentives to customer success not just close rate 
 
Delight 
Tie your success to your customers’. Shift resources to 
be more effectively distributed throughout the entire 
customer experience.
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At its core, an inbound marketing campaign:

Starts with the customer in mind.  
 
An inbound campaign is built to attract, not annoy.  
It takes every stage of your buyer’s journey into 
account to generate new, interested leads, and turns 
them into quality leads and happy customers through 
relevant, compelling content. 

Uses integrated tools to connect everything  
 
An inbound campaign uses interconnected tools 
to weave context about a lead into every channel 
and every tool. The result is a smooth, personalized 
experience for buyers, better results for marketers 
and salespeople. 

Works in any situation  
 
Any campaign can be an inbound campaign. 
Whether you are starting with a webinar, a product 
launch, or a new list of leads, you can apply the 
inbound marketing campaign framework to organize 
and improve your effort.

What is an inbound marketing campaign?
Inbound marketing campaigns are organized, strategic 
efforts to promote a specific company goal, such as raising 
awareness of a new product or service, capturing customer 
feedback, or driving event attendance. Inbound campaigns 
often aim to reach consumers in a variety of ways and 
involve a combination of media, including but not limited to 
email, social media, online advertising, and video.
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Want to see it in action?
Here’s an example of an inbound marketing campaign: 

Make My Persona is a free, lead generation tool that our 
marketing department created to help prospects and 
customers create and document buyer personas for their 
companies. The free tool guides you through strategic 
questions designed to help you organize and better 
understand your buyer persona research. Upon completion, 
you’re presented with a fully customizable, shareable  
persona document highlighting important details about  
your target audience.

Given that buyer persona creation is a fundamental aspect 
of marketing, this campaign was designed to attract a warm, 
qualified audience that is likely to see the value in our all  
in-one marketing software. This helps to ensure that any  
follow up communication—nurturing or sales outreach—is 
helpful vs. interruptive. 

As for promotion, our efforts  
fit into a paid, earned, and owned  
model, using consistent creative  
across different channels to  
reach people where they  
want to be reached: 

Your campaign personas provide tremendous structure 
and insight for your content. A detailed buyer persona 
will help you determine where to focus your time, guide 
product development, and allow for alignment across  
the organization. As a result, you will be able to attract  
the most valuable visitors, leads, and customers to  
your business.

Paid 
Google/Facebook/LinkedIn Ads  
Paid Product Hunt Newsletter  
Awwwards.com Submission 
 
Earned 
Link Building  
Upvotes + Shares via Product Hunt  
Updates + Shares via Awwwards  
Social Shares 
 
Owned 
Blog.HubSpot.Com Launch Post  
Social Media Push via HubSpot Channels  
Email Send
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Chapter 2 
How to Brainstorm a Great Campaign Idea
When it comes time to brainstorm a campaign idea, 
unleashing your creativity can be easier said than 
done—especially if you’re brainstorming in a group 
setting. In order to keep the ideas flowing and have 
more productive brainstorms, you need to account 
for different personality types, points of view, and 
preferred ways of learning. On top of that, you also 
need to be thinking about your potential customer’s 
pain points, preferred content formats, stage in the 
buyer’s journey, etc. 

To help you conduct a better brainstorm session for 
your next campaign, consider the following tips: 

Invite a diverse group of people.
Invite new people from other teams to your 
brainstorms—people with different skill sets 
and experiences to help get you out of your 
rut and see things in a new way. It’ll give 
you that great mix of new perspectives and 
contextual knowledge that’ll help you land 
on ideas that are both original and doable.

Provide context and goals well before the meeting.
Offer any pertinent information at least two business days in 
advance so people have a fighting chance at actually being 
prepared for the brainstorm. By asking group members to 
bring a few ideas to the table, you create a launching point 
for more ideas to surface. To enforce this, you might want to 
pass around a spreadsheet for collecting ideas prior to the 
meeting.

Don’t be afraid to say “no” to the bad ideas.
Squashing bad ideas could lead people to fear speaking up, 
missing out on good ideas as a result. But if you’re giving 
every idea equal due regardless of merit, then you get off-
track real fast and end up down a bad idea rabbit hole.

Provide a place for anonymous submissions.
For some people, the “right” format might be an anonymous 
submission. Provide a place for anonymous idea submission 
both before and after the meeting. People might have 
some ideas that they’re reluctant to bring up in front of the 
group. Want more brainstorming advice? Check out the tips 
outlined in this quick video.

1

2

3
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Chapter 4 
How To Manage Your Inbound 
Marketing Campaigns To Avoid Chaos 
And Maximize Results

Whatever your goal, be it raising awareness of a new 
product or service, capturing customer feedback, or 
driving event attendance, the success of your inbound 
marketing campaign depends on how well your 
campaign is managed.

Without processes, organization, and methodology 
in place, chaos can take over, resulting in haphazard 
campaigns that lack strategy and fail to deliver against 
your objectives. 

To help you master the core tenets of effective campaign 
management, we’ll cover the best practices you’ll need 
to manage your inbound marketing campaigns, as well 
as the internal processes we use at monday.com to grow 
our business.

Why you should approach inbound 
marketing like any standard project
To be successful, any project must follow a strategic 
progression, also known as “a project lifecycle”: initiation, 
planning, execution, control, and closeout.

This sequence of stages helps you manage your project, 
maximize your resources, and align organization-wide. 
Inbound marketing is no exception. To get the most out 
of each campaign, you should approach it with these 
measured project management steps. 

Let’s take a look at each stage of the project lifecycle:
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3. Execution
As you may imagine, the execution stage is where 
you put theory into practice. Here’s where you’ll 
execute, monitor, and adjust your processes based 
on campaign results and feedback from your team.

Some of the activities involved in this stage are:

•	 Building a communications plan to centralize 
work and improve team efficiency,

•	 Monitoring campaign performance in real 
time and optimizing accordingly.

•	 Adjusting resources based on workloads and 
available capacity.

Tracking progress is a critical factor in any inbound 
campaign. And when it comes to creative and 
marketing teams, collaborating and having visibility 
into task statuses is vital. 

At monday.com, we use our seamless Adobe 
Creative Cloud integration, which allows our 
designers, content creators, and marketers to align 
and collaborate at every step of the project. 

Visualizing your entire design process in 
one workspace makes for easy collaboration 
and tracking of asset creation.

Next, to ensure our team is working as efficiently as possible, 
we create a standardized set of processes everyone can 
consistently follow. For inbound marketing, we load our 
powerful campaign planning template, which comes with 
boards, dashboards, request forms, and automations built-in.
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Using our automation center, we automatically assign 
tasks to team members, trigger notifications, and 
update statuses. For example, one of our most  
essential automation recipes is

And if something changes along the way, we use the 
“Update” section on monday.com to keep a centralized 
communication log. All stakeholders can refer to this updates 
log at any time so that nothing gets lost and all information is 
easily accessible.

“When content for email 
marketing is approved, assign 
the next available designer.”

A common automation used by the monday.com 
team, allowing us to automatically assign tasks 
and notify team members without the hassle of 
manual updates.

Collaborating with and 
communicating updates to various 
stakeholders is critical in any 
inbound marketing campaign.
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Chapter 8 
Email Marketing Best Practices: How To Win
Your Subscribers’ Hearts, Minds, & Wallets

Email marketing continues to be the most dependable 
channel, delivering a return on investment (ROI) of 
$36 for every $1 you spend according to Litmus’ State 
of Email report. And with numbers like that, it’s not 
surprising that 78% of marketing executives say email 
marketing is vital to the success of their company.

So, how do you get returns like that? It’s when you get to 
the heart of the matter: Woo your subscribers and turn 
them into loyal fans—and buyers if that fits your business 
model—for life.

We’ll dive into the following to set you up for success 
and get you the all-important more bang for your  
email buck:

Understanding your objective

Knowing your subscribers

Developing a smart segmentation & content strategy

Building and testing emails—easily

Understanding your objective
This may sound pretty straight forward, but starting with your 
objective is key to launching a successful email campaign, 
integrated or otherwise.

Have a clear goal associated with the campaign. Think of 
the business goal you’re driving when you develop your 
marketing activities. For example, you may be trying to drive 
cross-channel engagement to gauge interest for an event. 
If so, you’ll want to craft an experience that matches those 
goals. You might create a strategy so someone will open 
your email, click it, then possibly do something on social, 
and then do something else like register. However, if your 
business goal is to drive registrations for the event, your 
strategy will be quite different.

A great way to keep focused on your business goals  
and your objectives is to create a brief.

Here’s an email brief & planning worksheet to help  
you get started and for the steps to come.

https://www.litmus.com/resources/2020-state-of-email-report-fall-edition/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/resources/2020-state-of-email-report-fall-edition/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/
https://www.litmus.com/resources/email-brief-planning-worksheet/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
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Knowing your subscribers
Your subscribers are at the heart of almost every integrated campaign 
you’ll do, so understanding who they are is important. Some marketing 
teams have identified personas to fit their campaigns, which is great.  
But here, the subscriber is the focus. So, if you have personas, take those 
into account and layer on the following to get the best segmentation 
strategy possible. Let’s take a look at acquisition and engagement.

How did your subscribers come to you?
Knowing how your subscribers got on your list is an important step 
in getting to know who they are. First and foremost, no matter the 
pressures you might be facing to hit a number, resist the urge to buy 
a list.

Buying a list is a no-no for several reasons, including:

•	  High likelihood of poor list quality

•	 Less-than-your-average email performance that  
could affect your entire email program

•	 Higher spam complaints, which can drastically  
impact your deliverability rate and sender reputation

•	 Compliance with GDPR, CAN-SPAM, and CCPA 

Auditing your opt-in points and documenting them is a good way  
to understand the quality of each subscriber that joins your email list. 
Get full suggestions—and a template—for list auditing and strategy in 
the Marketer’s Guide to Revenue: Email Lists.

How are your subscribers  
interacting with you? 

Once you’ve audited your opt-in points, 
take a look at how each of those subscribers 
engage with your email program. Check  
out typical email metrics, like open rate,  
click-through rate, unsubscribe rate, spam 
rate, and delivery rate. But also go beyond 
these standard numbers. Knowing things 
like email client, device type, read rate, and 
whether your audience is using Dark Mode 
can be powerful insights to guide your 
strategy. Litmus Email Analytics is a tool that 
can empower you with this information.

Note: What’s included here is the info 
you can get on your own with tools you 
may have. Talking to your customers via 
1:1 in-depth interviews, surveys, and 
other forms of research are also powerful 
ways to get to know your subscribers, 
especially when you add to other 
information covered here.

https://www.litmus.com/blog/5-things-you-must-know-about-email-consent-under-gdpr/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/resources/the-marketers-guide-to-revenue-email-lists/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/email-analytics/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
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Developing a smart segmentation  
& content strategy
Based on what you find in getting to know your subscribers,  
you can craft the smartest segments and most effective  
content to drive your desired experience.

For example, let’s say the following scenario fits your audience:

•	 You have a large, active audience who uses iOS Mail,  
Apple Mail, and/or Samsung Mail.

•	 You have engaging videos or the means to  
produce videos easily.

The three email clients mentioned above support playable 
video in email. Couple this knowledge with the fact that 
interactive content like video can garner a 200% improvement 
in click-through rates... and this might just become a segment. 
And a high-performing one at that!

When you look at subscriber-level data, other trends tend to 
pop up that may apply to a small, engaged group or even apply 
to your whole audience. If you find those, create more content 
to support that and use dynamic content to personalize.

For example, if a blog on being earth conscious does well, 
atomize that content into an email nurture campaign with 
infographics, ebooks, and more. Or you could include a 
dynamic piece of content on tips for green living in your 
monthly newsletter for those interested in this topic.

Building and testing  
emails—easily
With 60% of marketing executives saying they’re 
sending more emails, one of the best-kept scaling 
secrets is email templates. Once you’ve tested 
email design from a performance perspective, turn 
them into email modules and templates. Better yet, 
use them in a tool that gives everyone—even those 
with no coding skills—the power to create on-brand 
emails. So, you and your team can do even more 
without adding headcount.

One thing you do need to always test? Your 
templates. Testing for performance is one thing, 
but with more than 300,000 email renderings and 
email clients updating as often as every 2 days, QA 
testing your emails is a must. You can send to all of 
your seed accounts across email clients or you can 
automate it with Litmus Previews.

https://www.litmus.com/resources/2020-state-of-email-report-fall-edition/?utm_campaign=wc-2021-04-not_a_marketing_report-hubspot-get_more&utm_medium=blog&utm_source=hubspot
https://www.litmus.com/resources/2020-state-of-email-report-fall-edition/?utm_campaign=wc-2021-04-not_a_marketing_report-hubspot-get_more&utm_medium=blog&utm_source=hubspot
https://www.litmus.com/resources/ultimate-guide-to-dynamic-content/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/resources/ultimate-guide-to-email-templates/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/blog/part-1-the-secret-weapon-to-help-your-team-do-more-with-less/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/blog/part-1-the-secret-weapon-to-help-your-team-do-more-with-less/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/blog/why-is-email-rendering-so-complex/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing
https://www.litmus.com/email-testing/?utm_campaign=wc-2021-05-campaigns_ebook-hubspot-get_more&utm_medium=offline&utm_source=marketing













































