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Inbound Marketing and Lead
Generation Checklist

This guide outlines the key components of an inbound marketing plan
that will help your organization grow membership and increase
conference attendance. Most associations have both a membership
goal (whether paid or free), and an annual conference. Some also have
quarterly conferences or webinars with attendance goals to reach.This

checklist-style guide will help you visualize what is needed in an
inbound marketing program.

Need an overview of what an inbound marketing program for
associations is in the first place? Read our overview blog post for a
30,000 foot view of inbound marketing for associations.

Searchers > Visitors } Members > Attendees > Evangelists

Blog Calls to Action E-mail Events
Social Media Landing Pages Workflows Social Media
Keywords Collaboration Tools

Establish association marketing goals:

Membership goals

Conference attendance goal

Monthly unique website visitors desired to achieve the membership and
conference attendance goals and lead conversion goals

Number of inbound leads / month required to meet membership goals (based

on conversion numbers, or estimated at 1-2% until actual conversion numbers
are tracked)




O Identify current or planned sources of traffic — pay per click advertising, SEO,
blogging, social media, email, outbound (traditional) marketing

Develop Industry Personas:

O Interview ideal customers to develop a psychographic and demographic
profile of their challenges, day-to-day work life experiences and perceptions
about your product or service

O Conduct at least two Persona Interviews of prospects and clients in your
industry

O Develop buyer’s journey statements for each persona; what do they need to
move to the next decision making stage

Perform Keyword Research:

O Use tools like Google Adwords, Hubspot Marketing Professional to research
keywords

O Write keyword search strings that match the challenges that personas face;
select those with optimal opportunity for rank

O ldentify 20-50 ideal keywords with a low difficulty score with as high of a
monthly search number as possible

Develop a Content Strategy

Develop content around the following buyer’s journey segments

Top of Funnel Awareness:

One checklist or basic offer developed around assets that the association may
have that aligns with the top challenge of the target persona

Middle of the Funnel Evaluation/Consideration:

A checklist, guide, or larger whitepaper that helps the prospect go from
awareness to consideration

Bottom of the Funnel Membership or Conference Sign Up:

A checklist, worksheet or other information piece that helps the prospect in their



decision-making stage. Ideal offers here include templates, worksheets and high-
level industry-specific case studies. For some associations the “letter to the boss” is
also suitable.

Map and Develop Lead Nurturing Process:

O Great tools abound for this including the web tool Gliffy. Map out each target
persona’s ideal buyer’s journey workflow to see the assets that will need
development, execution and monitoring

O Create workflows in your tools (MailChimp, Hubspot Marketing that match
these buyer’s journey segments

O Develop the necessary marketing materials:

Landing Pages

Email content
Whitepapers
Checklists

Overview Guides

Call to action graphics

Create Blogging Strategy:

O Blog content calendar planning

O Blog content development

O Blog CTA mapping

O Read our Trello Content Planning Blog Here

Create a Social Media Strategy:

O Platform selection

O Message and content strategy
O Management

O Metrics

Deploy inbound marketing using software tools:
O Hubspot Marketing Free or Starter,
O Blog


http://www.marketingacuity.com/blog/using-the-free-trello-app-to-plan-your-marketing-editorial-calendar

O MailChimp

O Google Analytics

O Hubspot Marketing Professional (all tools built in)

O Landing page tool (or web site page with nav bar turned off) LeadPages

Additional items needed to round out the

inbound marketing program

O E-mail template
O Blog platform/template
O CRM/prospect management/lead management

What could possibly go wrong?

Crafting an inbound marketing plan for your association is just the first step.
Executing on this plan takes effort. When inbound marketing plans do not yield
the right ROI, these are often the reasons:

® Failure to develop enough content

® Unclear goals

® Not using analytics to track how well the organization is doing

® Not allocating at least one year to an inbound marketing program

Inbound marketing programs take devoted work from a team of people. The
ideal path for a volunteer board association is to work with a marketing
consultant to connect board members assigned to membership and conference
planning to craft and execute these plans. For those with paid staff, a marketing /
communications director, a membership director and the executive director form
a small but functional team that, with the help of outside consultants in inbound
strategy, writing and management of inbound programs can make it all happen -

successfully!




Your Next Steps

Plan your content calendar with Trello (free Trello board
template!) Click to Download

Download a blogging worksheet to ensure every blog has what it
needs to help you convert leads. Click to Download.

Book a planning workshop for your team to plan, schedule and
develop the right content for inbound marketing

BOOK A Blogging
Workshop
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