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2018 Recap - Leads
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Total Tracked Leads (Feb – Oct): 204 

1st full 
month of 
new 
website

Food and 
Beverage 
Campaign



2018 Recap - Website Traffic
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ORGANIC 

Organic traffic has decreased the last couple of months. This is mainly 
due to Google re-indexing the site. 
In addition, we are reviewing the SEO tags and recommending a 
monthly SEO optimization budget.



2018 Recap - Website Traffic: Paid Ads
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GGC Rebuilt Ad 
Campaigns

• Changes:
• June: GGC Rebuilt Ad Campaigns – Solids Handling and High 

Temp/High Endurance
• July: Added Brand Campaign
• September: Added Slurry Pumps

• Top Keywords:
• BJM Pumps
• High Temperature Pumps
• Slurry Pumps
• High Temp Sump Pump



2018 Recap - Campaign Performance
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Food and Beverage Industry Campaign Results

Leads (Buyer’s Guide Downloads): 103 at $146 cost per lead
Emails: 13.9% Open Rate; 1.5% Click-Through Rate



2018 Recap 
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• Established new logo and branding 
• Blog launched
• New website launched
• 23 brochures redesigned
• Industrial Flow Solutions 

• Established name and logo
• Website launched



Marketing One Page Plan
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2019 
Updates?



2019 Planning – Content Pillar

• Typically includes: 

• 12 Page Content Offer

• 500-Word Blog Post

• Infographic

• 3 Emails (Substitute Workflow If HubSpot Is Implemented)

• Landing and Thank You Page

• Draft and Schedule 3 LinkedIn Posts per pillar

• Video

• Industry Campaigns

• 4Q18 – Horizontal Directional Drilling

• 1Q – Mining/Aggregate

• 2Q – Health Care

• 3Q – Construction

• 4Q19 – Chemical
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2019 Campaigns – Content Pillar

• Buyer’s guide: overview, key industries, focus on customer 
problems, product line highlights, infographic, case studies
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2019 Campaigns – Content Pillar

• Handbook: industry/market overview, trends infographic, what to 
consider when selecting a product, additional services, 
maintenance
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2019 Campaigns – Content Pillar

• Pump Toolkits: charts, curves, specs, checklists, selector

• Total Cost of Ownership Online Calculator

• Original Research: surveys, find a missing stat, support your strong 
opinion on industry
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2019 Supporting Tactics - HubSpot

• Track Content Effectiveness

• Easily track performance of emails, landing pages, blog
 posts, forms, social posts, CTAs, etc.

• Tie back to contacts and the contact they prefer
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2019 Supporting Tactics - HubSpot

• Respond Faster

• Automated Workflows

• Instant email notifications 

• Lead-in Messages to drive leads

• Chat/bot to reply more quickly 
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2019 Supporting Tactics - HubSpot

• Lead Scoring

• Track nurturing by 
assigning points to 
actions

• Set up MQL/SQL point 
values

• Track costs of acquiring 
leads/MQL/SQL
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2019 Supporting Tactics

• Paid Search Additions

• Display Advertising

• Competitor Keyword Campaigns

• Customer Data Match

• Video Ads

• Test Social Ads – Facebook/LinkedIn

• Blog Syndication

• Ad schedule including two webinars, white paper, storefront, etc.

• Current schedule mostly runs through early to mid 2019

• Distributor “Try and Buy” Program

• Monthly Email

• Monthly blogging

• Website Translation to Spanish
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Start/Stop/Consider

• Start

• Monthly testing – “Do Different”

• Google AdWords additions, social ads

• Email: Subject lines, CTAs

• Web: Featured pumps; offering ungated content

• Implementation and integration of HubSpot (Basic and 
Advanced Features)

• Add monthly Web Management and SEO Optimization budgets

• Establish MQL/SQL characteristics
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Start/Stop/Consider
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• Consider

• Creating New Videos (i.e. Case Study/Testimonial, How-to)

• Pump School Webinar Series

• Website Additions

• Interactive Quizzes

• “Find a Distributor” Page

• Contact Form in Footer

• Audio Advertising (i.e. Ad on Pumps and Systems Podcast)

• Amazon Sales

• Partnerships/Sponsorships

• Association Trade Shows/Events

• Colleges/Universities

• Third Party Product Reviews



2019 Goals

• Lead Goals: We gained visibility into the web leads that come in 
October (97 leads). 

• Other leads were only based on the Food and Bev Buyer’s Guide 
downloads

• 2019 will be somewhat of a benchmark year to determine level of 
leads to expect

• MQL and SQL criteria needs to be determined and lead scoring 
developed (assuming HubSpot is implemented)

• Goals: 
• 1245 Leads at a cost of $136 per Lead*

• 675 MQLs at a cost of $250 per MQL*

• 270 SQLs at a cost of $625 per SQL*

*Industry average costs
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Budget*
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Item Description Cost
Content Pillar Generally includes 12-page content offer, blog 

post, infographic, 3 emails, landing page, thank 
you page, Drafting and scheduling 3 social posts, 
video

Blog Posts Research, draft, edit and publish blog posts
Webmastering Routine monthly updates and fixes
Organic Search Monthly search engine optimization 
Google Advertising Create, schedule and optimize paid ads

Social Advertising Create, schedule and optimize paid ads for 
Facebook and/or LinkedIn

Online Advertising Enewsletters ads, webinar sponsorships
Videos/Animations Videos: Testimonials, How-tos
Email Draft and schedule monthly email

*Includes English versions only.



Budget
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Item Description Cost
HubSpot 
Implementation

Professional level; Incl. 1000 contacts - $50/1000 
additional contacts

HubSpot Lead Scoring 
Setup

Creating and determining values for lead scoring; 
updating forms for progressive profiling, create 
workflows to identify MQL/SQL

HubSpot Nurture 
Workflow Creation

Develop automated workflows, include emails to 
nurture contacts based on behaviors

HubSpot Chat Feature 
Implementation

Set up the HubSpot Chat Feature for the BJM’s 
website

HubSpot Optimization Monthly monitoring and optimization of 
workflows

Monthly Marketing 
Manager

Weekly client meetings, Lead gen strategy and 
program coordination, KPI management, 
dashboarding, budget control 



Next Steps

• Budget approval

• Start/consider decisions

• Finalize content plan
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