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Marketing is a (un)necessary evil
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Is marketing still relevant?
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1.
Inbound 
marketing
What is it?
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People’s 
behavior have 
changed. They 
don’t listen to 
just anything 

anymore



7

1000’s of messages a day



“I’ve raised enough money, I’ll buy 
attention”
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But just buying attention is not 
enough
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You’re not 
buying. 

You’re 
renting...

Ads are temporary. 

When you stop paying 

rent, you stop getting 

attention.
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Nor can you 
out-spend 
the big ones

Not only they have 

more money, they care 

less...
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And there is this little issue...



Who wakes 
up like this:

“I hope I am 
getting 
spammed 
today!”
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10% hate being interrupted...
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You have to 
come up with a 
message that 

your customers 
love
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In comes 
Permission 
Marketing



18

Inbound 
marketing



“
Marketing focused on attracting 

potential customers through relevant 

and helpful content and adding value 

at every stage in your customer's 

buying journey
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Inbound marketing = 
Content + Context
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Inbound marketing = 
Content + Context

What are you publishing?
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Inbound marketing = 
Content + Context

For who are you publishing?
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How do you help the customer 
through the journey?



2.
Inbound 
essentials
What do you need?
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Culture



“
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“The values and behaviors that 

contribute to the unique social and 

psychological environment of an 

organization.”
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1. Values
2. People
3. Policies

4. Benefits and development
5. Workspace



1. Learning
2. Innovative
3. Sharing
4. Transparent
5. Involved
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Buyer personas



Research
example
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Detail Question

Role Role What is your job 

role? Your title?  

Company What industry or 

industries does your 

company work in?

Goals What are you working to 

accomplish? 

Challenges What are your biggest 

challenges? 

Research How do you learn about 

new information for your 

role? 

Story What do you love next to 

your work? 



1. Anton Agency
2. Dirk Developer
3. Eddy Entrepreneur
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Buyer Journey
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Many 
questions to
answer in a 
phase

Awareness 

➔ I need to improve

➔ I need to prevent 

➔ I need to start 

➔ I need to stop

➔ I need to optimize

➔ I need to solve 

➔ I need to learn more 

How?

Blog, website, social, SEO, 

SEA, PR, events and many 

more

Consideration

➔ What tools are 

available for

➔ What are industry 

options

➔ What are my options

➔ What options are 

there

How?

CTA, Landing Pages, Email, 

Trials/Samples, Nurturing 

Purchase

➔ I need prices

➔ I need product 

specifics

➔ I need proof that this 

works for me

➔ I need evidence

➔ I need assurance

How?

Analytics, CRM, Nurturing, 

Email
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Tools



1. WordPress :)
2. Hubspot CRM
3. AdWords etc.
4. Freshdesk
5. Databox
6. O365
7. Other...



3.
Content
What do I publish?
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Product/market-fit
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Content/market-fit
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Build your content 
machine like a product
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Release early/release often

Publish early/publish often
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Validate the 
results

And always set 
SMART goals!

Publish

Learn Measure



What types 
of content?
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Video is on 
the rise
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4.
Behind the 
scenes
How do we do it?
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Attract Convert Close Delight
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Attract: Content Flow
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SEO
Social
Website

Offer

Awareness
Item 1
Item 2
Item 3

CTA

Nurturing 
Email

Traffic

Offer

Consider
Item 4
Item 5
Item 6

CTA

Nurturing 
Email

Traffic

Close
Item 7
Item 8
Item 9

CTA

Offer

Trial

SQL

Sales

Lead scoring
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Convert: Lead Flow



Convert: 
Lead Flow

SQL

Sales Qualified 
Leads are sent to a 
sales advisor

Leads

Leads are basically 
the whole market

MQL

Marketing 
Qualified Leads 
have shown some 
interest
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Close: Smarketing



Close: 
Smarketing

From seller-
centric to
buyer-centric
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Delight: Empathy



Delight: 
Empathy

The ability to 
understand and 

share the 
feelings of 
another.



Delight: 
Empathy
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Listen



5.
One last thing
Do we need to evolve

again?
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8 principles 
of the GDPR
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1. Obtain and process personal data fairly
2. Keep it only for one or more specified 

purposes
3. Process it only in ways compatible with the 

purposes it was initially given
4. Keep it safe and secure
5. Keep it accurate and up to date
6. Ensure that it is adequate, relevant and not 

excessive
7. Retain it no longer than necessary
8. Give a copy of his or her personal data on 

request



Example
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Questions?
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