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Inbound vs Outbound 
Marketing





Who is your target 
market?



Audience & 
personas

• Ask questions to categorise 
your contacts into personas

• Ask questions to know more 
about the contact's situation

• E.g. "What is your biggest 
marketing challenge?" or 
"What is your current travel 
budget?“

• Develop ‘negative personas’



The Buyer’s Journey





ToFu: Top of the Funnel



MoFu: Middle of the 
Funnel



BoFu: Bottom of the 
Funnel



Create compelling,
useful content





Anchor content

• Is high quality/premium and 

valuable to your target 

audience

• Aligns with your business and 

the products/services you offer

• Targeted to the RIGHT buyer 

persona at the RIGHT time











Attract more leads



Utilise lead 
capture forms

• Know who is viewing your 
content

• Begin a conversation with 
them

• Reinforce the value of the 
content you are giving them



Your Website = 
Lead gen engine

• Call-to-action (CTA) buttons in 
relevant places on your 
website

• Homepage promotional 
banners

• Catch the people who are 
already interested in your 
company and what you do



Leverage social 
networks

• Reach untouched audience 
groups

• A completely free way to 
promote your content

• High quality leads from a 
captive audience



Engage with 
emails

• Leverage the databases you 
have already built

• Make the emails personal for 
better engagement

• Access partner organisations 
and networks. eg Project 
Management Institute for IT 
Testing, NZICA for accounting 
software vendor



Measuring and 
proving success with 
content marketing



Tracking traffic

• How many people are visiting 
your website each month

• Where are they coming from 
eg. social media, Google 
searches, direct visits etc.

• Where is the world your 
audience is based

• What pages are they visiting 
the most



Converted leads

• Who has engaged with your 
content

• How many people have 
downloaded it vs. the quality 
of those that have - are they 
good leads?

• Opportunity to re-engage to 
push further down the sales 
funnel



Conversion 
ratios

• What percentage of your 
visitors are converting?

• What adjustments can you 
make to increase the ratios?

• High ratios show that your 
audience is right, your message 
is right, and your content is 
seen as valuable
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