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INBOUND MARKETING

CAMPAIGN CHECKLIST
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TASK

|dentify Your Campaign Audience. who are we talking

fo here? Understand your buyer persona before launching into campaign,
SO you can farget them correctly.

Set Your Goals + Benchmarks. Having SMART goals can
help you be sure that you'll have tangible results to share with the world (or
your boss) at the end of your campaign.

Create Your Offer(s) + Landing Pages. pon't forget 1o
optimize your landing page for SEO, have a clear value proposition and call
fo action (usually a form for the user to complete.)

Plan + Build Your Automation + Nurturing Flows.
Your campaign doesn't end when leads convert on your landing page. Plan and
build your follow up emails + campaigns to nurture leads down your funnel.

Kick Off Your Campaign with Targeted Email.
A targeted email to a segment of your database is a great way to engage
your existing audience of leads.

Write a B|Og Post. vour campaign is awesome — don't hide it from
the world. Use your blog post as an opportunity to introduce readers
fo the valuable content they'll find in your offer.

Share It on Social Media. promote your blog post and offer

through social media fo drive traffic into the top of your funnel.

Add in Long Tail Keywords. Make sure your campaign is
SEQO friendly — that way, inferested prospects will find your campaign long
affer you stop actively promoting it.

Consider Paid Search and Other Channels.

Ofther channels can be a part of your inbound campaign, too — just be sure
that you are measuring the effectiveness of these channels.

Track Your URLS. where s your traffic coming from, and how are
visitors finding you? Tracking URLs can help.

ReporT on Your Results. Hard work shouldnt go unmeasured.
You set goals at the very beginning; now it's fime to celebrate your success.
Organize and show off your numbers at the end of the campaign.
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