
Hunt Valve 

2019 Marketing Strategy



2018 Recap - Website Traffic
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Overall web traffic is trending up. It’s mostly driven by direct traffic and, 
most recently, paid search traffic.

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Total 
Users

654 623 363 414 349 473 516 678 618 787 766 810



2018 Recap - Website Traffic: Paid Ads

3

PPC Restarted and 
ad campaigns rebuilt

PPC stopped due to 
updated budget

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Paid 152 358 3 1 17 13 67 222 274 411 363 429



2018 Recap – Monthly Leads
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Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Organic 2 0 1 1 1 1 0 0 0 0 1 0

Referral 0 0 0 1 1 0 1 0 0 0 1 0
Paid 

search
0 3 0 0 0 0 1 0 1 0 0 3

Direct 1 6 0 1 1 4 6 2 5 4 7 4

Total 3 9 1 3 3 5 8 2 6 4 9 7



2018 Recap - Lead Performance Issues

5

Simply put, leads are not where we need them to be. How do we 
turn that around?

• Improved SEO Plan: Content, Content, Content!
• Continue Testing Paid Ad Programs
• HubSpot Optimization
• Test Website and Email Components to Increase Click Rate and 

Lead Opportunities
• Quick Lead Programs: Publication Digital Ad/Lead Programs



SEO Plan
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Organic Traffic Remains Flat
• Content builds authority and credibility

• Content pillars: white papers, buyer’s guides, handbooks, 
etc.

• Blog Posts
• Videos, Infographics, Fact Sheets, etc.
• Content offers the following benefits for SEO*:

• More content means more keyword opportunities
• Google prefers sites with substantial content
• Relevant content keeps users on the page (and site) 

longer
• Unique content helps achieve new rankings (possibly 

new visitors)
• Review, analyze and update keyword focus and webpage copy
• Review and update metadata of webpages
• Optimize website pdfs with internal links
*Source: https://www.webfx.com/content-marketing/content-marketing-improve-SEO.html 

https://www.webfx.com/content-marketing/content-marketing-improve-SEO.html


Paid Ads
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We’re currently testing Google AdWords programs:
• Google Tag Manager
• Conversion Tracking
• Custom Product Feed
• Display Remarketing
• Dynamic Search Campaigns
• Customer Data Match
• Competitor Targeting

GGC recommends also testing ads on Facebook and LinkedIn to 
reach relevant, targeted audiences.



HubSpot Optimization 
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Get the Most Out of Your Web Traffic 

• HubSpot Audit 



HubSpot Optimization 
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Hunt Valve Actuator Recommendations

• Add Lead Nurturing Workflows
• Add HubSpot Optimization Monthly Budget
• Website Testing: 

• Contact Us Button
• Side Flags
• Exit Pop-ups

• Email Recommendations
• Reduce Copy
• Clickable Headers/Subheaders
• Buttons
• More Images
• A/B Test Email Design

• Optimize Smart Forms and Add Progressive Profiling



Digital Ad Plans
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Many relevant publications offer digital ad programs to drive web 
traffic and leads.
• GGC can create an ad plan based on the following metrics:

• $.05 per impression
• $10 per click
• $25 per lead

• We focus on the following tactics for best results:
• Text ads in e-newsletters
• Customized emails
• Webinar presentations

• Note: these can be a bit more costly, but result in a high 
number of leads who register for the webinar



Marketing One Page Plan - Actuators
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2019 
Updates?



Marketing One Page Plan - Valves
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2019 
Updates?



2019 Planning – Content Pillar

• Typically includes

• Downloadable Content Offer

• 500-Word Blog Post

• Email Workflow

• Landing and Thank You Page

• Video (optional)

• Recommended Content Pillars

• How to Choose the Correct Drive Screw Type

• EMA/Motor Buyer’s Guide

• Electromechanical Actuator Selection and Maintenance 
Handbook
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2019 Supporting Tactics

• Valve Division

• Mega-Flo C Promotion

• Blog Post

• Email Workflow

• Collateral Materials

• Sales Brochures

• Product Data Sheets
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2019 Supporting Tactics

• Actuator Division

• Paid Search Additions

• Display Advertising

• Competitor Keyword Campaigns

• Customer Data Match

• HubSpot Automated Workflow Setup

• HubSpot Monthly Optimization

• Monthly blogging

• Repurpose email and white paper content into blog posts

• Accelerate blog post creation

• SEO Optimization
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Start/Stop/Consider

• Start

• Monthly testing – “Do Different”

• Continue Google AdWords program testing 

• Test social ads – Facebook and LinkedIn

• Email testing to increase click through rates (Templates, 
subject lines, CTAs)

• Website testing (Form placement, side flags, pop-ups)

• Creation of lead nurture workflow with monthly HubSpot 
optimization

• Re-establish and stick to blog post process 

• Optimize forms with longer form fills and utilize progressive 
profiling

• Competitor Fact Sheet Creation

• Online sizing tool implementation (Separate project)
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Start/Stop/Consider
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• Consider

• Digital ad plan

• E-newsletter ads

• Customized emails

• Webinar presentations

• Distributor Incentive Program

• Video creation

• How-to and demo videos

• Partnerships/sponsorships

• Association trade shows/events

• Colleges/universities



2019 Goals

• Lead Goals: 

• Actuator Division: 120 leads

• Valve Division: TBD based on level of activity

18



Monthly Recurring Budget
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Item Description Cost

Monthly Projects This portion of the budget would include 
prioritized projects (see next slide). Some may 
extend over a number of months depending on 
project.

HubSpot Optimization Monthly monitoring and optimization of HubSpot 
workflows

Blog Posts Draft and publish one blog post per month

Emails Draft and send one email each per month for 
Valves and Actuators 

Organic Search (SEO) Monthly optimization 

Paid Search - Actuators Google AdWords

Monthly Marketing 
Manager

Weekly calls, Lead gen strategy and program 
coordination, KPI management, dashboarding, 
budget control, general website updates

Total



Recommended Monthly Projects
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Item Description Cost
HubSpot Nurture 
Workflow Creation

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

Online Advertising E-newsletters ads, webinar presentations

Competitor Fact Sheet Sales support document including competitor 
comparison

EMA/Elwood Motors 
Buyer’s Guide

Include: Buyer’s Guide, landing/TY page, blog post, 
email workflow

Drive Screws White 
Paper

Includes: 1500-word white paper, landing/TY page, 
blog post, email workflow

EMA Handbook Includes: Handbook (compiling past white 
papers/blog posts), landing/TY page, blog post, email 
workflow

Valve Materials Mega-Flo C video promotion, sales sheets, data 
sheets, brochures, etc.



Budget for Consideration Items*
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Item Description Cost
Social Advertising Create, schedule and optimize paid ads for 

Facebook and/or LinkedIn
Mega-Flo C Video 
Promotion

Includes Blog Post and Email Workflow

Valve Division 
Brochures

Update Descale Valve Brochure; Create 
Directional Control Valve Brochure; Product Data 
Sheets

Video Creation How-To/Demo Videos
College/University 
Partnership

Partner with college or university to use Hunt 
products for class use and/or Hunt-themed class 
project; Hunt guest lecture

Association Trade 
Shows/Events 
Sponsorships

Sponsor relevant association events

*Estimate only. Full scope of project could update price.



Next Steps

• Budget approval

• Start/consider decisions

• Finalize content plan
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