
Contents	
  
FOREWORD   xiii	
  

INTRODUCTION   xvii 

SECTION ONE:  
Build	
  Your	
  Inbound	
  Marketing	
  Foundation	
   	
  	
   1 

Chapter	
  1:	
  Say	
  No	
  to	
  Grow—Create	
  a	
  Differentiated	
  Position	
  and	
  Message	
   	
  	
   3	
  

Chapter	
  2:	
  Develop	
  Your	
  Marketing	
  Plan—From	
  Goals	
  to	
  Outcomes	
   	
  	
   19	
  

Chapter	
  3:	
  Create	
  Target	
  Personas—Define	
  Who,	
  and	
  Who	
  Not,	
  to	
  Target	
   	
  	
   37	
  

Chapter	
  4:	
  Select	
  Your	
  Keywords—Use	
  a	
  Long-­‐Tail	
  Approach	
  to	
  Get	
  Found	
   	
  	
   53	
  

Chapter	
  5:	
  Design	
  Your	
  Website—The	
  Hub	
  of	
  Your	
  Inbound	
  Marketing	
  Program	
   	
  	
   71	
  

 
SECTION TWO: 
Content—The	
  Heart	
  of	
  Inbound	
  Marketing	
   	
  	
   95 

Chapter	
  6:	
  Develop	
  Your	
  Content	
  Plan—Map	
  It	
  along	
  the	
  Funnel	
   	
  	
   97	
  

Chapter	
  7:	
  Treat	
  Your	
  Content	
  Like	
  a	
  Product—Optimize,	
  Amplify,	
  Repurpose,	
  and	
  Repeat	
   	
  	
   111	
  

Chapter	
  8:	
  Create	
  High-­‐Quality	
  Technical	
  Content—Top	
  4	
  (+1)	
  Content	
  Types	
  Engineers	
  Prefer	
   131	
  

 
SECTION THREE:	
  Drive	
  ROI	
  and	
  Scale	
  for	
  Growth	
   	
  	
   153 

Chapter	
  9:	
  Generate	
  Demand	
  Online—Steps	
  to	
  Effective	
  Lead	
  Conversion	
   	
  	
   155	
  

Chapter	
  10:	
  Nurture	
  Leads	
  to	
  Build	
  Trust—Deliver	
  Qualified	
  Leads	
  to	
  Sales	
   	
  	
   167	
  

Chapter	
  11:	
  Automate	
  to	
  Efficiently	
  Scale—Marketing	
  Automation	
  and	
  Integration	
  with	
  Sales	
   	
  	
   187	
  

Chapter	
  12:	
  Organize	
  and	
  Measure—Define	
  Your	
  Team	
  and	
  Expected	
  Outcomes	
   	
  	
   209	
  

 
ACKNOWLEDGMENTS	
   	
  	
   229	
  

	
  


