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The purpose of this study was to acquire in-depth knowledge about both outbound and
Inbound marketing methodologies and gain insight on what extent the paradigm shift from
traditional marketing to Inbound marketing has revolutionized the customer attraction,
engagement and acquisition processes.
In order to determine if it is relevant to talk of a revolutionary organizational change, the
author based the subject study on both qualitative and quantitative research
methodologies. The qualitative research data consisted in two in-depth interviews with the
CEOs of two French Inbound marketing consulting companies. On the other hand, the
quantitative research data permitted to analyze secondary data from reliable sources and
collect statistics on a sufficiently large to draw reliable conclusions.
Answers of the Inbound marketing professionals highlighted that Inbound marketing has
not “revolutionized” outbound practices but has rather taken the best of existing techniques
while adapting to new consumers expectations and behavior with the new tools available
today. The major difference relies on the tools that marketers now have at their disposal to
generate leads and convert it into clients.
Nonetheless, the impact of these incremental changes on companies’ performances
remains real and well measurable. A recent survey revealed that seventy-one percent of
marketers declare adopting Inbound marketing as a primary approach in their company.
Moreover, fifty-two percent of the marketers working in a company that is running an
outbound marketing strategy claim it is not effective.
Although the evolution in the practices used cannot currently be considered as a revolution
from the semantic perspective, processes implemented by smarketing teams are part of a
continuous improvement process, which maybe one day will revolutionize the practices
marketers use today.
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1

Introduction

Over the past ten years, the advent of the World Wide Web has marked the beginning
of gradual waning of traditional media for the benefit of Web 2.0 platforms. These
changes profoundly shook up traditional marketing’s fundamentals and paradigms,
heralding a perceptible change in consumer behavior over the years. Therefore,
marketing has had to keep up and contend with leaps in technology and our relation to
it ever since.
Primarily based on the constant interruption of the leads, often unqualified, with
promotional messages maladjusted to their yearning or needs, outbound marketing
practices have progressively seen their efficiency decreasing, impacting downwardly
companies’ performances. In order to adapt to this fast-changing environment, not only
at the customer attraction stage but during the entire customer experience, and face a
marketing approach running out of steam, many companies converted to Inbound
Marketing methods.
In the late 1990s, the American entrepreneur and author Seth Godin layed what, years
later, would be considered as the premises of modern Inbound marketing by
introducing the concept of “Permission marketing”. This approach “offers the consumer
an opportunity to volunteer to be marketed to.” (Seth Godin 1999: 29).

It is only in 2006 that Brian Halligan and Dharmesh Shah embraced and popularised
the Inbound marketing notion by launching the first Inbound marketing and sales
software company, HubSpot. This approach that resides in the intake of value at every
stage of the customer's buying journey, aims to attract qualified prospects through
relevant and helpful content designed to address their problems and needs.
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1.1

Research question and objective

More than a trend, this research topic is at the heart of many companies’ foreground.
The emergence of the Inbound marketing approach brought up a lot of questions to
consider. How has this approach modified consumers’ experience? How is Inbound
marketing concretely impacting companies’ performances? What are the limits of
Inbound marketing methods? So many questions that companies may already asked
once or currently ask themselves to determine either to handle the Inbound challenge
or keep running their outbound marketing strategy.
In order to provide answers to these sub-questions, the author decided to investigate
about the following bachelor dissertation question: To what extent has Inbound
marketing revolutionized the customer attraction, engagement and acquisition
processes?”.

1.2

Scope of the study

This study will focus on three major components of the Inbound marketing approach
that are the customer attraction, engagement and acquisition, and more specifically, to
what extent Inbound marketing has modified the practices related to each of these
steps.
In order to conduct this study, the author will consider data in a set, without either any
geographical or sector distinction. As most of the existing statistics available take into
consideration companies from several continents and firms from very various fields,
making any distinction would make the study inaccurate.

1.3

Structure of the study

The thesis will begin with an overlook of the outbound marketing practices to move on
the Inbound marketing fundamentals.

The methodology section will cover up research designs and methods that were
applied to conduct the research.
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Eventually the author will present findings that resulted from the research phase, and
draw conclusions as well as recommendations.

2

Literature Review

2.1

Introduction

The purpose of this section is to review the theoretical concepts that are relevant and
related to the evolution of practices between outbound Inbound marketing approaches
in terms of consumer attraction, engagement, and acquisition. This literature review will
provide the reader with the definition and explanation of traditional and inbound
marketing key concepts. In addition to that, it will examine the whole process leading to
customer acquisition, from the attraction to the closing of a deal, as well as the
measurement process of the companies’ performances.

“Revolution” definition

2.2

First used to define a “change in the way a country is governed, usually to a
different political system and often using violence or war” (Cambridge Dictionary), the
term “revolution” has later taken another meaning to describe a “sudden, complete or
marked change in something”. (Dictionnary.com)
When talking about an area of human activity, most people associate a revolution to an
important change. However, it is sometimes hard to define the line between a strong
evolution and a revolution. There’s indeed no official assessment method to determine
whether or not a certain degree of change justifies the use of the revolution “term”.

In the organizational field, two major types of changes can be distinguished:
•

Evolutionary

•

Revolutionary

Evolutionary changes are characterized by incremental changes that takes place step
by step over the time. This type of gradual changes often occurs when an organization
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has undergone external pressure(s) such as in keeping up with technology for
example. In this approach, the change is collaborative. Each person therefore has to
understand it and embrace it.

The second type of changes is revolutionary. In that case, we are talking about
profound transformational changes that can be associated to a total renewal or at least
significant overhaul, renovation or reconstruction. In an organizational context, it often
leads to the reshaping or realignment of strategic goals, as well as radical
breakthrough in beliefs or behaviours.

2.3

Marketing fundamentals

Over the past hundred years, the definition of marketing has been influenced by many
different schools of thoughts, substantially evolving through pivotal periods.
In the 1930s, the term marketing was covering “all business activities involved in the
flow of goods and services from producer to consumer, excluding only those activities
that involve the changing of form” (Maynard, Weilder, & Beckman 1932: 3).

In 2013, Kotler et al provided a new definition of marketing by defining it as the
“process by which companies create value for customers and build strong customer
relationships to capture value from customers in response” (Kotler et al 2013: 5).

According to the entrepreneurial expert Evan Carmichael, marketing pursues three
main purposes. The first one resides in capturing the attention of a specific target
market. In a research report concerning attention span published in July 2016, the
Statistic Brain Research Institute determined that the average human attention span in
2015 was 8,25 seconds, that is to say, 3,75 seconds less than in 2000, and 0,75 less
than the average attention span of a goldfish. Marketers therefore have a very limited
time to catch their audience’s attention and convince them to engage even more in the
buying cycle. The dwindling attention span has thus forced them to adapt and optimize
their strategy towards a quest for simplicity and effectiveness.
Prospective customers operate in a super-abundant supply environment where making
a choice between the different options becomes increasingly difficult. The second
purpose of marketing is hence to facilitate the buyer's decision-making process.
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Marketers have to deliver a sufficient amount of information about their brand, products
or services to help leads making the best purchasing decision. This implies that the
company provides quantifiable proof that its products or services best responds to
prospect’s needs and desires, both in terms of price and value.
Eventually, marketing aims to provide the prospect with a specific low-risk and easy-totake action. By educating and delivering their prospects the pieces of information
needed to make a wise decision in a trusting environment, companies take them
further in the buying process.

2.3.1

The marketing mix

First introduced in 1964 by Neil Borden in his article entitled “The Concept of the
Marketing Mix”, the marketing mix so-called as the four PS model, is defined as “the
set of actions, or tactics, that a company uses to promote its brand or product in the
market.” (The Economic Times). In his writings, Borden compiled a list of twelve
elements that make up marketing programs (see Appendix 1).
A few years later, the American marketing professor and author E. Jerome McCarthy
grouped these multiple components into a combination of four broad levels of
marketing decision currently referred to as the “marketing mix 4Ps”, comprised of the
product, price, promotion and place variables. Often used to define the marketing
notion, the four Ps offer marketers a framework helping them putting the right product
at the right price, at the right time, at the right place.
In 1981, Bernard H. Booms and Mary J. Bitner unveiled an updated and extended
version of the marketing mix, enlarging the existing model with three new elements
directly related to the service provision industry. By adding the people, process and
physical evidence dimensions, the seven PS model allows services to be included, and
not only physical goods as it was previously the case.

2.3.2

Maslow’s hierarchy of needs

Just as sales and marketing are closely related, psychology and marketing often goes
hand in hand. Applying psychology theories to marketing practices enables marketers
to gain insight into their potential and existing customers’ needs and adapt their
strategy accordingly.
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In his book “A Theory of Human Motivation” published in 1943, Abraham. H. Maslow
formulated a theory about human motivation drivers and identified five interrelated sets
of goals, from the most elemental to the most evolved, that are considered as basic
needs driving human motivation and thus, decision-making.

He provided a model, often depicted as a pyramid, in which each level is arranged in a
hierarchy referred to as prepotent. Maslow explains this tiering as follows: “The most
prepotent goal will monopolize consciousness and will tend of itself to organize the
recruitment of the various capacities of the organism. The less prepotent needs are (p.
395) minimized, even forgotten or denied.” (Maslow 1943: 18). In other words, in that
context, the term “prepotent” used by Maslow designates a need that has the greatest
influence over an individual’s actions. Once a need is reasonably well satisfied, the
higher need emerges until all the needs are satisfied. (see figure 1)

Figure 1. Maslow’s hierarchy of needs.

Marketers’ ability to effectively appeal to one of these five motivation drivers in the most
relevant way possible is determinant to successfully connect to prospective customers.
In fact, by determining on which level in the hierarchy of the needs are their targets,
they will be able to identify the needs they aim to fulfill.
With this model, Maslow also laid the foundations for numerous other conducive
applications of psychological approaches in a marketing context.

7

2.4

Outbound marketing

The following sub-sections review the core concepts of traditional marketing.

2.4.1

Core concepts

Used to define the most traditional form of marketing, the term outbound refers to any
marketing action initiating a promotional communication from the advertiser to the
consumers. This marketer-centric approach uses various communication and
advertising media such as spam emails, billboards, newspapers, flyers, brochures or
tradeshows or sales cold calls.
Outbound marketing major characteristic resides in the one-way communication.
Indeed, with this traditional approach, marketers push products or services on
customers that do not necessarily know the brand and are not interested in what it
offers. By targeting a very broad audience with thoroughly impersonal and aggressive
communication, companies often face unreceptive prospects that now expect a highly
valuable and personalised relationship between them and the brands.
Moreover, outbound marketing pays little or no attention to educating potential
customers. As a result, a large proportion of the leads engaged in the sales funnel are
unqualified and remains cold leads, which significantly slows down the sales process.
Fundamentals shift in consumer behavior, especially in the way consumers want to be
approached by brands, have significantly reduced the efficiency of the outbound
marketing practices.

2.4.2

Consumers decision-making process

Historically, consumption habits have been influenced by sociodemographic, economic,
historical and technological factors, changing significantly at the same time the
consumer decision-making process.
The mid-1970s constituted a turning point in the way consumers were making their
purchasing decision. Exposed to hundreds of ads every day when reading their
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morning newspapers, listening to the radio, watching television or checking their
emails, people are henceforth assailed by promotional messages of all kinds.
Two decades later, while online shopping took off, the launch of Hotwired in 1994
marked the start of internet advertising. Simultaneously, the internet boom significantly
modified consumers’ habits by enabling them to get an immediate access to billions of
information, products and services in one click.
First examined from an economic perspective only, by Nicholas Bernoulli, John von
Neumann and Oskar Morgenstern, the consumer decision making was best fitting the
“Utility Theory” model according which “consumers make choices based on the
expected outcomes of their decisions.” (Bray 2008: 2).
From this perspective, consumers were viewed as self-centered “rational economic
men” (Zinkhan 1992). However, contemporary research on consumer behavior
highlighted a wide range of factors influencing the consumer and supported the fivestage model consumer decision-making process initially proposed by Cox et al in 1983.
Defined as “the decision-making processes undertaken by consumers in regard to a
potential

market

transaction

before,

during,

and

after

the

purchase

of

a product or service” (Altekar and Keskar 2014: 115), this model is comprised of five
discernible consumption activities beyond purchasing that are the recognition of need
or problem, information search, comparing the alternatives, purchase and postpurchase evaluation. (see figure 2)

Figure 2. Consumer decision-making process. (Cox et al, 1983)
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The first stage is the recognition of the problem by individual. According to the
American specialist in consumer behavior, Dr. Gordon C. Bruner II, problem
recognition resides in the interaction between the desired state and the actual state. In
other words, the problem lies in the discrepancy between the way a person would like a
need to be addressed and the degree to which the perceived need is actually being
met. Therefore, problem recognition occurs when a sufficiently significant difference
appears between a person's desired state and actual state with respect to a particular
want or need. The individual thus enters the consumer problem recognition process
(see appendix 2).

Once the individual has become aware of the exact problem he needs to solve, he
comes in the second phase which consists in collecting both internal and external
information. The future lead can therefore go through a self-assessment process by
identifying what he needs, wants and how he thinks he can meet his expectations. This
mechanism will enable him to orientate more precisely its external research by
consulting various sources such as internet websites, books or words of mouth. The
final goal of this step is to identify the alternatives that could meet the individuals’
needs.

Once the different alternatives have been identified, the individual has to analyse these
options. The process of analysing and evaluating alternatives relies on the
establishment of evaluation criteria. These criteria can be price, quality or reputationdriven. No need to say that there is no formal list of criteria. It can therefore vary for
each person as it partly appeals to the Maslow's hierarchy of needs. In order to choose
the best option, the evaluation process should include the assessment of each
alternative’s strengths and weaknesses according to each criterion.

After evaluating the options available, the prospective customer buys the most suitable
product or service. However, “according to Kotler, Keller, Koshy and Jha (2009), the
final purchase decision can be disrupted by two factors: Negative feedback from other
customers and the level of motivation to comply or accept the feedback.” (Altekar and
Keskar 2014: 114). A negative review or comment from a consumer, even more if it is
friend or family member, could alter the buyer's decision or even temporarily push him
to postpone it. Moreover, an unanticipated and sudden change in the buyer’s life such
as the loss of his job could also disrupt its purchase intention.
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Then, on the basis of either being satisfied or dissatisfied, the customer spreads either
a positive or negative feedback about the product/service, which in turn influences
potential buyers. According to a study conducted by the website Moz in 2015, sixtyseven percent of the customers surveyed declared being influenced by online reviews
and when finding over four negative reviews, seventy percent of potential customers
said they no longer want to buy the product or service concerned. It is therefore
marketers’ duty to find out the reasons that led their unsatisfied customers to leave a
negative review and develop a positive after-purchase communication in order to
engage more customers.

2.4.3

Customer acquisition: The outbound sales approach

In 1898, Elias St. Elmo Lewis, an American advertising and sales pioneer, introduced
what was and is still considered as the first sales funnel model that have existed: The
AIDA model. (see figure 3)

With this acronym standing for Attention, Interest, Desire and Action, Lewis identified
the cognitive stages consumers were going through during the buying cycle, from the
moment they payed attention to a product until they purchased it.

Figure 3. AIDA model. ( Honk Marketing, 2012)
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During many years, the AIDA model has been used as the basis of companies’ sale
strategy.
In an article devoted to outbound sales and marketing methods, the management
consulting company McKinsey & Company paints the following picture of consumer
acquisition with traditional marketing sales practices:
Marketing used to be driven by companies; “pushed” on consumers through
traditional advertising, direct marketing, sponsorships, and other channels. At
each point in the funnel, as consumers whittled down their brand options,
marketers would attempt to sway their decisions. This imprecise approach often
failed to reach the right consumers at the right time. (McKinsey & Company
2009)

Outbound marketers usually use cold outreach methods such as purchasing a list of
names matching basic criteria or the analysis of their ideal customer, to generate leads.
This strategy bets on the fact that, with some careful planning and a relevant study of
demographics, a small percentage of the audience will pay attention to the interruption
in the storyline and convert into customers.

2.4.4

Performance measurement

Far from being as developed as it is today, performance measurement was a short
while ago one of the main challenges faced by marketers.
In June 2004, Unica Corporation published the results of its “Marketing Challenges
2004” study. Conducted on a panel composed of more than two hundred fifty executive
marketers across several industries, the survey identified majors marketing challenges
and issues faced by the respondents. Thirty-one percent of the marketers polled
indicated that “marketing is viewed as strategic, but its effects cannot be measured.”
(Unica 2004: 1).
The difficulty to track outbound marketing campaigns performances is explained by the
fact that the technology and tools available a few years ago did not allow as advanced
performance analysis as it currently can be done today.
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Making marketing more measurable was therefore the greatest challenge of many
marketers at this period.

2.5

Inbound marketing: A revolution?

This sub-section will make an in-depth focus on what constitutes the Inbound
marketing approach.

2.5.1

Core concepts

Inbound marketing is a methodology focused on attracting customers through specific
and relevant contents. This customer-centric approach exploits many forms of pull
marketing such as content marketing, blogging, social media, search engine
optimization (SEO), webinars and more, to generate new leads and create brand
awareness. On the contrary of traditional marketing practices based on the constant
interruption of the leads that are often unqualified with SPAM, phone calls or
promotional messages, Inbound marketing’s objective is to accompany leads in their
buying journey in the most personalised way.
Buyers today operate in an increasingly connected market and no longer want to be
addressed like any other client. They do indeed expect an extremely personalized and
adaptive cross-channel experience in which companies are committed to building a
trust relationship.

In order to concentrate their efforts on the most relevant targets, companies need to
proceed to a thorough study of existing leads and identify buyer personas. The persona
is a representation of a company’s ideal client based on sociodemographic information,
psychological criteria, motivations or objectives. Having a deep understanding of their
profile and more specifically, of what they try to accomplish, the goals that drive their
behavior, the way they think, their buying habits and their decision drivers, permits to
both marketing and sales teams to encompass the customer they aim to reach. These
information are critical to make effective “lead nurturing”, product development, sales
follow up, as well as any other activity related to customer attraction, engagement,
acquisition and retention.
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Companies therefore exploit new technologies like marketing automation to nurture
their lead in the most personalized way possible and react to buyer-behavior in realtime. One of the key concept of Inbound marketing resides in arousing leads’ curiosity
and interest in a company’s products or services to eventually convert them into clients.
By offering them the opportunity to contribute, share and access information
extensively, companies lay the stones of what is considered as the cement of Inbound
marketing: Interaction

In order to identify "hot leads" and address them at the best moment, with the good
context to the sales team, marketers qualify each prospect quantitatively by assigning a
score calculated from the personal information collected on him and the actions he has
taken (activity on the website, resources consulted, commitment). This process is
called “lead scoring”.
On the contrary of traditional marketing practices, the Inbound marketing methodology
intends to provide a unique experience to the customers at each step of the process,
even after the transaction has been completed. Therefore, more and more companies
develop follow-up processes to retain existing consumers and try to convert them into
ambassadors of their products or services. In its 2016 study about customer acquisition
vs. retention, the American consulting company in conversion optimization, Invesp,
highlighted that existing customers are fifty percent more likely to try new products, and
spend thirty-one percent more than new customers. Because of its crucial importance,
this dimension of the process occupies an important place in the Inbound marketing
approach.
Each of these steps relies on the continuous alignment of sales and marketing teams
through frequent and direct communication all along the whole process. By building a
synergy between those two actors, the Inbound marketing methodology drives
companies to have measurable goals that each team agrees on and consequently,
reach a mutual accountability.

2.5.1.1 Content marketing
Inbound marketing makes a promise: Offering added value to potential consumers
even before they buy the product or service. To do so, marketers have to develop a
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solid content marketing strategy and deliver it to prospects throughout a well-structured
lead nurturing process.
The Content Marketing Institute defines content marketing as “a strategic marketing
approach focused on creating and distributing valuable, relevant, and consistent
content to attract and retain a clearly defined audience”.
The content delivered varies at each stage of the sales process and permit prospects
to evolve in their buying journey. By educating themselves, prospects do a large part of
the pre-purchase preparation work that outbound marketers previously had to do.
During the awareness stage, marketers’ challenge is to catch visitors’ attention and
arouse their curiosity. Free contents such as blog posts, social media updates,
infographics, videos or even audio podcasts are particularly relevant at this stage. This
is determinant in the rest of the consumer-decision making process. A recent study
conducted by Marketo highlighted that “approximately nighty-six percent of visitors that
come to a company’s website are not ready to buy but they may be willing to provide
contact information in exchange for valuable content.” It is therefore marketers
challenge to attract and engage these visitors.
Once the visitor enters in the consideration stage, he is qualified as a lead and is
directed towards more engaging and premium contents such as eBooks, webinars,
case studies or demo catalogs.
The third major phase consists in helping leads to evolve and become sales qualified
leads. Free trials, demos, assessment consultations and estimates are the most
recurrent types of content at this stage. In order to successfully implement an Inbound
marketing campaign, content marketing must be combined to a second major pillar of
the Inbound approach: The marketing automation.

2.5.1.2 Marketing automation
The lack of alignment between marketing and sales teams has often acted as a brake
on growth in companies. However, technological developments have enabled the
creation of new marketing automation tools that perfectly reconcile marketing and sales
problematics and provide companies with the technical support they need to optimally
develop their Inbound marketing strategy.
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Marketing automation consists in implementing automated mechanisms that aims to
segment, qualify and convert prospects throughout the whole buying process to
increase the efficiency of marketing campaigns.
Adopting an automation strategy offer companies the opportunity to link leads
generation operated by the marketing team and the processing of these leads by sales
representatives.

2.5.2

Search Engine Optimization

The Search Engine Optimization (SEO) refers to all the techniques that consist in
improving the visibility of a website’s pages in search engine results.

According to OnCrawl, the top 5 search results represent 2 clicks on 3 and eighty-nine
percent of the Internet users do not even visit the second page of results.
Getting the best natural referencing possible is therefore a critical issue for Inbound
marketers.
Search engines’ algorithms are designed to provide the users with the most relevant
results possible in relation to its search query. In order to display the results, the search
engine gathers and prioritizes websites content based on an indexing process.

This

process consists in constantly scanning the totality of the web pages with web crawlers
(also called scanning bots) to constitute the biggest data center that exists and then be
able to display the links best matching users’ search queries.
Search engines’ algorithms aim to promote authority pages to the top of their rankings.
When scanning the web, crawlers identify keywords, topics that companies’ website
covers as well as the skeleton of the pages through the back-end code lines. On
another hand, scanning bots look for links from other websites. The more inbound links
a website has, the more authority it has. The search engine indeed interprets it as a
proof of credibility and consider the website is an expert in its field. It therefore gives it
influence.
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Six factors are often taken into consideration when in ranking algorithms:

•

Geographic location of the searcher

•

Historical performance of a listing (clicks, bounce rates, etc.)

•

Link quality (reciprocal vs. one-way)

•

Webpage content (keywords, tags, pictures)

•

Back end code or HTML of webpage

•

Link type (social media sharing, link from media outlet, blog, etc.)

If the first factor cannot be influenced by marketers, they can however control the
others and especially the webpage content.
When it comes to optimizing blog articles, marketers can work on the following
elements:
•

The readability of the article (Spacing between paragraphs, use of images, text
in bold or italic...)

•

Internal links (Making links to other articles on the company’s blog redirects
some of the traffic to its own resources.)

•

The keywords (Word summarizing the subject of the article, which must be in
the titles, the meta description and the URL tag)

•

The Meta description (Its mission is to make the reader want to open the page
and read the article)

•

The URL tag (It must be "cleaned". This action consists in removing the
numbers and the useless words which compose it.)

•

The images (The loading time of the page plays a major role in the score given
to the website by the search engine. The heavier the images are, the longer the
page takes to load. Ideally, photos’ weight should not surpass 200 Ko)

Adopting a search engine-friendly web development enables companies’ website rank
on the first page of results and thus significantly increase the brand awareness which
results in an increase in the traffic and the leads generated.
In 2017, with respect to Inbound marketing projects, increasing organic presence was
designated as a top overall priority for their company by sixty-one percent of the polled
marketers. (see figure 4)
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Figure 4. Companies top overall priorities in terms of Inbound marketing projects. (HubSpot,
2017)

2.5.3

key players

The development of inbound marketing practices has brought out new problematics for
companies. In order to increase their sales productivity while reducing marketing
overhead, many companies automate a part or all of their marketing actions by using a
marketing automation integrated software. By saving time on repetitive tasks such as
emailing or community management, marketing and sales teams will be able to
concentrate their efforts on the creation of value for their potential and existing
customers.
In 2016, the company Marketing Automation Insider has realised an infographic
document detailing the evolution of the marketing automation industry over the past
thirty years. (see figure, 5)
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Figure 5. Evolution of the marketing automation industry over the past thirty years. (Marketing
Automation Insider, 2016)

During the last five years, the marketing automation industry has experienced a very
strong growth, thereby passing from $225 million in 2010 to over $1.65 billion
generated in 2015.
Two digital changes played a major role in the rapid growth of this industry. In the first
place, the increased development of the high-speed internet permitted the adoption of
new cloud-based tools, favoring the apparition of marketing automation software. In the
same time, the rise of social networks has revealed a wide new range of easy and
repetitive actions to be automated.

Among the leaders on that market, five key players particularly stand out.
In 2015, the American firm created by Brian Halligan adnd Dharmesh Shah, HubSpot,
was positioning itself as the leader of the marketing automation industry with thirty-six
point three percent of the total market shares. As stated in its annual financial report,
as of December 31, 2017, the company was counting “41,593 total customers of
varying sizes in more than 90 countries, representing almost every industry.” (HubSpot
Annual Report 2017: Part 1: 1).
Its main competitors, Infusionsoft, Marketo, Pardot and Eloqua respectively hold
twenty-four point three percent, eleven percent, height percent and seven point height
percent of the market share. (see figure 6).
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Figure 6. 2015 marketing automation market share in percent. (MarketingBoard.biz, 2015)

Due to the mass-penetration of new marketing automation software on the market, the
cost of these solutions has decreased until it has become accessible to almost all
businesses. (see figure 7)

Figure 7. The declining cost of marketing automation software. (Marketing Automation Insider,
2015)

20

2.5.4

The buyer’s journey

The buyer’s journey is defined as the active research process a buyer goes through to
become aware of, evaluate, and purchase a new product or service.
The journey is comprised of three phases that are the awareness, consideration and
decision stages. (see figure 8)

Figure 8. Buyer’s journey. (HubSpot)

The awareness stage constitutes the starting point of the buyer’s journey. At this stage,
the individual is most likely unaware that he has needs and therefore has to identify it
as well as the challenge or the opportunity he wants to pursue. The individual then
educates himself by processing to research using various channels such as online
blogs and forums, companies’ websites or social media.

The consideration stage relies on the evaluation of the different approaches and
methods the buyer is going to use to reach its goal.

Eventually, the buyer enters the decision stage. At this point, he already has decided
on a solution category and therefore needs to proceed an in-depth analysis of which
offering best fulfill its needs.
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2.5.5

Consumer’s decision journey

Over the years, the consumers’ decision-making process as referred to the 2.2.3 part
has been adapted to consumers' behavior changes and buying environment
evolutions, therefore adopting a new circular journey model. (see figure 9)

Figure 9. The consumer’s decision journey. (McKinsey & Company, 2009).

Composed of four stages, the consumer’s decision journey addresses a current
problematic encountered by marketers: Optimally capture the touchpoints while facing
increasingly well-informed consumers.
On the contrary of the traditional decision-making process, the number of options taken
into consideration does not tend to be reduced, but rather to increase. According to a
study conducted in 2009 about buyer’s decision journey by the global management
consulting company McKinsey & Company, “the number of brands added for
consideration in different stages differs by industry” (McKinsey & Company 2009) but
the upward trend is confirmed for each of the industries targeted by the survey. (see
figure 10)
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Figure 10. Number of brands added into consideration in different stages of the buyer’s decision
journey. (McKinsey & Company, 2009).

With an increasingly intensified competition, the entry into consideration of a new
option may lead to the exit of rival alternatives. Indeed, even though companies that
are “in the initial-consideration set can be up to three times more likely to be purchased
eventually than brands that aren’t in it” (McKinsey & Company 2009), they can no longer
exclusively rely on this status to convert potential consumers. Influencing consumers
touchpoints such as words of mouth (WOM) or information and reviews published on
various websites is therefore a key goal for marketers. It requires to rovide an aftersales experience that inspires loyalty and meet customers’ expectations is therefore a
crucial step.

2.5.6

Customer touchpoints

Customer experience is now at the forefront of companies’ strategy.
“Today, the positions that brands occupy in those people’s minds are the sum
of their memorable brand experiences – and the experiences shared by others.
Brands are less and less in the business of selling stand-alone products, and
increasingly in the business of curating better customer journeys. Doing so will
involve aligning a range of different touchpoints that were once the
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responsibility of different functions within a business, but must now come
together to tell a coherent brand story.” (Hawkins 2016: 5)

Used for a long time by marketers to designate passive marketing channels or some
aspects of the consumer experience, customer touchpoints have seen their meaning
change as digitisation has progressed and consumers’ behavior has evolved.
Customer touchpoints today refers to as points of contact or interactions that potential
or existing consumers experience during their relationship lifecycle with a company.
Identifying precisely where and how companies interact with their customers is a
crucial issue as it permits to improve customer experience and build better optimized
customer journeys.
To this end, touchpoint mapping method can be applied by companies to analyse
interactions and therefore obtain a clear overview of the efficiency of their strategy
through the lens of their customer touchpoints.
The technic used to identify and present touchpoints can vary depending on how each
company wants to exploit and share the findings. It can be based on visual
representation (see figure 11) through a storyboard or schema, or more data-driven to
perform a more in-depth analysis.

Figure 11. Visual customer touchpoints representation. (Bioinfo Inc, 2016)
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Nonetheless, each journey mapping must imperatively comprise several key elements
such as the steps taken by customers to meet their needs, before, during and after the
purchase act and an inventory of the touchpoints encountered along the customer
journey, as well as the lifecycle stages and marketing channels. In order to gather data
about how customers interact with the company and the way they evaluate their
experience, quantitative and qualitative research therefore have to be conducted.

As illustrated in figure 11, customer touchpoints can be very diverse and are not always
controlled by the company. In the same way as companies influence potential
consumers throughout their communication on social networks or traditional media,
third parties also play a role in their buying decision-making process. In 2015, the
global management consulting firm Boston Consulting Group conducted a survey on
227000 consumers in height countries (Canada, France, Germany, Italy, Japan, Spain,
United Kingdom and United States), about 650 different brands. The study revealed
that “direct words of mouth has four to five times more impact on the act of buying than
traditional media and social networks." (The Boston Consulting Group 2015).
Moreover, fifty-five percent of the respondents declared valuing the opinion of their
family and friends before a purchase, when only thirty-six percent of the customers
polled pay attention to the company’s website, thirty-five percent to forums or blogs and
ten percent to social networks.
The global information and measurement company Nielsen confirmed this tendency in
the research results it published the same year (see figure 12). Recommendations from
friends and family remain the most trusted ad format. Indeed, eighty-three percent of
the global respondents said they completely or somewhat trust this advertising format,
closely followed by consumer opinions posted online with sixty-six percent.
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Figure 12. Recommendations from friends and family remain the most trusted ad format.
(Nielsen, 2015)

A company that optimally controls its “manageable” customers touchpoints during the
whole customer lifecycle is more likely to influence positively the unmanageable
touchpoints aforementioned. Moreover, by aligning touchpoints to a strong real-time
marketing strategy, companies will be able to establish a contact with their prospective
customers at the moment they are the most receptive and thus, engage them more and
take them straight from a moment to a purchase opportunity.

2.5.7

Customer acquisition: The content marketing sales funnel approach

Outbound marketing has often been criticized for not sufficiently aligning marketing and
sales teams. In order to get a better understanding of how the Inbound marketing
approach address this problem, two distinct funnels need to distinguish:
•

The marketing and sales funnel

•

The content marketing funnel

A sales funnel (see figure 13) is a visual representation of a company’s buyer’s journey
through its sales process. This tool enables the smarketing team (combination of the
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sales and marketing teams) to measure, manage, forecast and ultimately improve its
sales process to ultimately increase the number of deals closed.

Figure 13. Marketing and sales funnel. (HubSpot, 2014)

In order to be fully effective, an Inbound marketing and sales funnel needs to deliver
value to prospects at each stage of the sales process. This value resides in the helpful
contents created by marketers to qualify, nurture and convert leads into customers.
Marketers have therefore modified the traditional sales funnel mainly based on the
marketing aspect to align it with the content dimension to create a sales content
marketing funnel. (see figure 14).
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Figure 14. Content marketing sales funnel. (Shopify 2018).

As exposed in the 2.5.1.1 Content Marketing section, specific types of content have to
be created to accompany prospects throughout each step of content marketing sales
funnel.

2.5.8

Performance measurement (Key Performance Indicators)

In his book “Key Performance Indicators (KPI): Developing, Implementing, and Using
Winning KPIs”, David Parmenter identified four types of measurement that are the Key
Result indicators (KRIs), the Result indicators (RIs), the Performance indicators (PIs)
and the Key Performance Indicatorss (KPIs). (see figure 15)
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Figure 15. Four types of performance measures (Parmenter, 2010)

In this section, the author is going to focus on the key performance indicators.
Key performance indicators are defined as measurable values that demonstrate how
effectively companies, business units or individuals are performing with regard to the
strategic goals and objectives they set. These tools therefore enable companies to
assess the results obtained, adapt or review their strategy and align their daily activities
to their strategic objectives.
Although the mastery of KPI is crucial for the successful development of an inbound
project, numerous are the marketing professionals that still do not, or not properly
exploit these data. A very large number of indicators are now available to marketers.
However, if they do not know what they are looking for, they are unlikely to find
anything constructive. In order to take full advantage of these precious metrics, it is
therefore critical to have first a clear understanding of the objectives that need to be
achieved. Then, according to the strategic objectives that the company is trying to
meet, marketing and sales teams can identify the most appropriate indicators to track
and analyse.

This continuous analysis and improvement approach is in line with the "lean startup"
methodology (see figure 16) introduced by Eric Ries and the “agile methodology”.
According to him, “the fundamental activity of a startup is to turn ideas into products,
measure how customers respond, and then learn whether to pivot or persevere. All
successful startup processes should be geared to accelerate that feedback loop.” (Ries
2011: 8)
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Figure 16. The lean startup methodology. (Ries, 2011)

The lean startup methodology aims to teach companies “how to drive a startup-how to
steer, when to turn, and when to persevere-and grow a business with maximum
acceleration.” (The Lean Startup Methodology).

3

Methods

3.1

Marketing research types and designs

In this section, the author goes through the acknowledgments related to different
marketing research types and designs that were used to achieve this study.

3.1.1

Descriptive research design

Descriptive research design is defined as a type of study which is aimed at describing a
subject, situation or phenomenon through a process of data collection, with respect to
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variables or conditions in a situation. When collecting the data, the researcher must
take care of not influencing or changing the environment in which he proceeds to the
analysis. Due to its conclusive nature rather than exploratory, descriptive research
design does not attempt to discover inferences, make predictions or establish causal
relationships. This research design endeavours to gather quantifiable information that
can be used to statistically analyse a target audience or a particular subject.
Descriptive research is therefore sued to answer the question “what?”, rather than the
question “why?”.
This research design uses three main methods to collect data that are the
observational, case study and survey methods.

3.1.2

Exploratory research design

In his book “Doing Your Dissertation in Business and Management: The Reality of
Research and Writing”, Reva Berman Brown writes that exploratory research “tends to
tackle new problems on which little or no previous research has been done” (Brown
2006: 43). Exploratory research is indeed often conducted to determine the nature of a
problem and explore the research question rather than offering conclusive evidence to
existing problems. When conducting this type of research, the researcher must adopt a
flexible analysis approach and be willing to change his/her direction as a result of
revelation of new data and new insights.
This type of research is commonly using opened-ended questions to make the largest
amount of insights and ideas emerge from the surveys.

3.1.3

Causal research design

Causal research differs from the two-previous research design in its attempt to identify
and explain the cause and effect relationship between variables.
This research design often implies experiments as it involves “manipulation with an
independent variable in order to assess its impacts on dependent variables”. (Research
Methodology.net).
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3.1.4

Quantitative and qualitative research types

Quantitative research aims to quantify data and generalize results from a usually large
sample of population that is representative to the overall target market. This type of
research relies on structured techniques such as online questionnaires, on-street or
telephone interviews.

On the other hand, researcher can collect qualitative. Denzin and Lincoln defines
qualitative research as follows.

Qualitative research is multimethod in focus, involving an interpretive, naturalistic
approach to its subject matter. This means that qualitative researchers study
things in their natural settings, attempting to make sense of, or interpret,
phenomena in terms of the meanings people bring to them. (Denzin and Lincoln
1994: 2).

Many methods can be used by the researcher to collect data such as in-depth
interviews, focus groups or participants observation.

3.2

Research Design

Research objective of this thesis is to make a general assessment of the Inbound
marketing methodology’s efficiency and develop an insight on how the evolution from
outbound to Inbound marketing practices has modified the customer’ attraction,
engagement and acquisition processes.
Therefore, the most suitable research design for the thesis was descriptive design.
A key purpose for the descriptive research design is to “attempt to determine, describe
or identify what is” (Ethridge 2004: 24). The descriptive researcher is thus looking for
concrete and valid information without influencing the environment in which he collects
data.
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3.2.1

Interviews

In order to collect qualitative data about how Inbound marketing practices have shaken
outbound marketing paradigms, the author conducted two in-depth interviews with the
Chief Executive Officers of the French Inbound marketing consulting agencies
Markentive and Winbound, Christian Neff and Michel Brebion. Since their creation,
these agencies accompanied many companies from various fields, mainly business-tobusiness oriented, in the transition of their business towards an inbound marketing
strategy.

The author drew up a list of twelve questions distributed as follows (see Appendix 3):
•

Outbound marketing

•

Inbound marketing and its performances

•

Inbound marketing axis of improvement

Open-ended questions were favoured to bring out as much information as possible
from the interviews carried out. For practical reasons, both interviews were conducted
remotely, via a telephone call or in writing.

3.2.2

Secondary data

The analysis of secondary data enabled the author to make primary data collection
more specific and supported the answer of the thesis question with concrete figures.
Using studies that have been conducted by large structures gives the researcher
access to data that are representative of a large sample and thus, makes the
conclusions that are drawn more reliable.
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3.3

Planning

Research were conducted during a height months period from autumn 2017 to spring
2018.
The author adopted the following research process:
First, the research subject was identified and problem question established. In order to
confirm the interest of the chosen thesis subject and the relevance of the question, the
thesis framework was presented. In the same time, based on secondary sources,
preliminary research was conducted to identify the current state of literature and the
major knowledge to be integrated into the thesis writing.
Following that, the author proceeded to the writing of the literature review and method
of research sections. The findings section was fulfilled based on the analysis of primary
and secondary data.

3.4

Reliability and validity

It is every researchers’ duty to ensure the reliability and validity of the study that he is
conducting. According Garson, “a study is valid if its measures actually measure what
they claim to, and if there are no logical errors in drawing conclusions from the data.”
(Garson 2013: 8).
In order to avoid drawing any biased conclusion, references used by the author for this
study all come from conclusive sources such as specialized books or blog articles
published by expert firms in the field. Moreover, during the whole data collection
process, the author ensured of the internal and external validity of the data collected.

3.5

Limitations

Several limitations were encountered during the writing of the thesis. The first one
resides in the broadness of the subject. Outbound and Inbound marketing are very
complex topics which involve a large number of related concepts. Providing a
comprehensive review of this subject was thus rather burdensome.
The second limitation relates to the relatively small number of existing writings
reviewing outbound marketing’s performances.

This aspect has complicated the

analysis of the traditional marketing approaches efficiency.
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4

Results

The purpose of this research was to identify to what extent Inbound marketing
practices have revolutionized the customers’ attraction, engagement and acquisition.
Based on existing secondary data and the in-depth interviews conducted with Inbound
professionals, this section exposes key findings that emerged from the research.

4.1

Customer attraction

From the late 1860s’ to the early 2000s’, outbound marketing was the methodology
used by most companies to generate and convert prospects into customers.
Michel Brebion, Chief Executive Officer of the French Inbound marketing consulting
company Winbound and organizer of the national and international “Inbound marketing
France” event presents the traditional marketing picture in the following way:
The 2000’s marketing was a mass marketing. The advertiser was most
usually building its communication plan around a geographic zone he
wanted to cover up rather than around a specific target. In most cases,
outbound marketers were concentrating on a promotional message and a
consumer panel that vaguely matched the company's regular customers.”
(Michel Brebion).

Outbound marketers’ strategy mainly relied on the use of broadcast, print advertising,
telemarketing, direct mails, tradeshows and cold calling. However, the recent years
shift in consumer behavior marked the decline of traditional marketing.
In 2011, a study conducted by Voltier Digital highlighted that “44% of direct mail was
never opened”, “200 million Americans had registered their phone numbers on the
FTC's “Do Not Call” lists” and “84% of 25-to-34-year-olds had already left on their
favourite website because of intrusive or irrelevant advertising.” (Voltier Digital 2011).

These figures emphasize the fact that the traditional marketing techniques that were
used to attract prospects have been running out of steam during the last years and
have now lost much of their effectiveness.
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In order to adapt to changing customers’ behavior and digital enhancements, traditional
advertising tools have gradually, and more or less partially, been replaced by marketing
practices that attach great importance to make of the “Permission marketing” notion a
central dimension of the business-consumer relationship. consent is deemed essential
Instead of constantly interrupting individuals that are not interested in the company’s
offering, and thus not receptive, “Inbound marketing aims to attract qualified prospects
on a company’s website by providing them the specific content they need to educate
themselves and solve their problems.” (Michel Brebion).
A Content Marketing Institute’s survey has indeed highlighted that “eighty percent of
business decision makers prefer to get company information in a series of articles
rather than in an advertisement.”
Over the last years, Michel Brebion observed that “one of the major changes that was
brought with the advent of web 2.0 is that the customers are no longer looking for
companies. They are looking for a solution to solve their problem.” (Michel Brebion)
Inbound marketing offers them the opportunity to find relevant and helpful answers to
their query.
Thanks to a well-structured content marketing strategy, companies are thus able to
arouse and nurture the interest of the prospects visiting their website. This central
dimension of Inbound marketing that widely contributes to engage the leads relies on
the creation of relevant high-quality contents such as blog articles, videos, infographics
or eBooks.
In its 2017 “State of Inbound” annual report, HubSpot revealed that in 2015, forty-three
percent of the sales representatives were considering prospection as the part of the
sales process they struggled with the most. This percentage was reduced by five
percent in two years which highlights improvements in prospecting strategies. (see
figure 17)
This tendency is also confirmed for the qualifying and closing parts with a drop of eight
percent for both.
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Figure 17. Part of the sales process that sales representative struggle with most. (HubSpot,
2017)

4.2

Customer engagement

Findings have highlighted a major evolution in the customer’s engagement field.
The ability to engage prospects in the buying process and get them to the final stage of
the buying cycle, that is to say the act of purchase, is absolutely crucial.

This part of the process appeared as one of the most complex steps in the outbound
marketing methodology. Due to the extremely fine line that existed between informing
customers and making them turn away from the brand because of interruptive and
bothersome communication, outbound marketers previously experienced many
difficulties to engage their prospective customers. Prospects were not receptive
anymore to this one-way interruptive communication.
However, the emergence of Inbound marketing, and especially of content marketing
has significantly modified the way companies engage prospective consumers to their
products or services.

A study conducted by the marketing advisory firm Demand Metric has revealed that
“seventy-percent of consumers feel closer to a company as a result of content
marketing” and “eighty-two percent of customers have a more positive outlook on a
company after reading custom content”. (Demand Metric)
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These statistics suggest that Inbound marketing practices are more effective at building
a trust relationship between the company and the customers. Marketers are no longer
considered as intruders and are increasingly viewed as professionals seeking to best
satisfy the expectations and needs of their customers and prospects.

Moreover an Inc. study showed that “nighty-three percent of the customers consider that

interactive content is somewhat or very effective at educating the buyer, compared to
seventy percent for static content”. By betting on more interactive contents such as
videos or webinars, Inbound marketers succeed at engaging their audience and even
more, give them pleasure getting truly involved in the process.

Marketing automation also appears as one of the element that contributed to drastically
modify the way professional engage with consumers.
By providing marketers with the technology and the tools to automate and personalize
more than ever simple recurrent actions, marketing automation both releases more
time for content creation and helps them build a trust relationship with the leads that
aimed being converted into customers.

One of the best example of marketing

automation used in marketing campaigns is the emailing automation. Thanks to online
platforms such as HubSpot, Marketo or Pardot, marketers are able to program
segmented email workflows for each step of the buying process with personalisation
tokens. As an example, they can therefore send emails beginning with the first name of
their contact to each of their prospective and existing customers.

A survey published in 2017 by Ascend2 about email marketing strategy highlighted that
respectively “fifty-one percent and fifty percent of marketing influencers consider the
ability to segment email lists and individualize email campaign messaging as the most
effective personalization tactics.” (Ascend2) However, these tactics appear as being
the most difficult to execute. (see figure 18).
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Figure 18. Effectiveness of emailing tactics versus difficulty to execute it. (Ascend2)

It has been established that interactive email content increases the click-to-open rate of
by seventy-three percent compared to passive email content, which clearly brings to
light the importance of developing personalized contacts with prospects and customers
from their very first steps with the company. “Seventy-four percent of the marketers say
that targeted personalization increases customer engagement” (eConsultancy).
Nowadays, “online buyers go through about fifty-seven percent of the buying cycle on
their own without talking to sales.” (Executive board). In other words, more than half of
the buying cycle is completed by consumers without a single contact with the sales
team. These statistics therefore confirm that Inbound marketing is very successful and
performant at engaging prospects in the buying process.
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4.3

Customer acquisition

According to Michel Brebion, “Inbound marketing and even more the web
enhancements have modified the acquisition process. Instead of devoting time to
prospecting by using a prospecting list, companies now attract sales opportunities to
them thanks to a content marketing strategy.” (Michel Brebion)
In addition to enhance the company's expertise, this approach enables smarketing
(contraction of the terms sales and marketing) team to attract prospects into an
acquisition and conversion funnel, which clearly speeds up the sales process and
consequently, the speed of closing.

However, it is important to mention that no success can be expected with an Inbound
marketing strategy if companies do not properly align their marketing and sales teams.
Creating a synergy between these two teams is essential to improve the qualification of
the leads and address them at the right moment, with the right context to the sales
team. By doing so, companies will be able to optimize their chances of closing the deal.
We can even say that a big part of the Inbound sales method relies on the sales team
ability to efficiently treat hot leads generated by marketing.
In 2017, on 6399 respondents participating to HubSpot’s “State of Inbound 2017’
survey, forty-four percent (2815 respondents) defined their company’s sales and
marketing teams generally aligned while twenty-two percent (1407 respondents)
indicated having set a formal Service Level-Agreement (SLA) in place between teams.
(see figure 19)
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Figure 19. Sales and marketing teams’ relationship. (HubSpot, 2017)

An Annuitas Group survey has revealed that “businesses that use marketing
automation to nurture their prospects see a four hundred fifty-one percent increase in
qualified leads” and a study from the Aberdeen Group has shown that conversion rates
observed by companies using content marketing are six times higher (2,9%) than those
that aren’t (0.5%).

Properly executed, Inbound Marketing tactics demonstrate higher performances
compared to outbound methods. For example, Inbound marketing methods generate ten
times more effective lead conversion rates compared to outbound methods. (Gartner).
The statistics of CEB Global showed that fifty-seven percent of B-to-B buyers would have
already made their purchase decision before ever speaking to a sales representative.

4.4

Has Inbound marketing been a revolution?

As it can be observed on the chart below (see figure 20), forty-six percent of marketers
indicate obtaining a higher return on investment (ROI) with the Inbound marketing
approach when twelve percent of the marketers declare obtaining higher ROI with the
outbound marketing approach.
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Figure 20. Inbound marketing’s and Outbound marketing’s ROI comparison. (HubSpot 2017)

In addition to the previous figures, another chart from the HubSpot “State of Inbound
2017” annual report (see figure 21), brings to light that sixty-height percent of the
respondents working in an organization implementing an Inbound marketing strategy
think it is effective against forty-height percent for the respondents working in company
that runs an outbound marketing strategy. On the contrary, fifty-two percent of the
respondents think that the outbound strategy implemented by their organization is not
effective.

Figure 21. Perceived effectiveness of organisations’ marketing strategy. (HubSpot, 2017)
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According to Christian Neff, Chief Executive Officer of the French Inbound marketing
consulting agency Markentive,
“the adoption of this methodology has undeniably accompanied a
profound paradigm shift and opened the doors of new marketing
practices. However, saying that Inbound marketing has revolutionized the
customer’s attraction, engagement and acquisition is not true. For many
years, professionals have been trying to attract clients on their websites
and gain visibility. Customers’ acquisition and conversion is not a new
concept. The major difference lies in the fact that marketers now have at
their disposal tools enabling a much more personalized approach to
customers and have the ability to deliver the right message, at the right
person, at the right moment, which was much more complicated to do
before. These new mechanisms such as marketing automation permit to
absorb customers that are not ready to buy yet and help them become
mature.” (Christian Neff)

However, although Inbound marketing is a very efficient marketing approach, it also
has limits.
From Christian Neff’s experience, adopting a full Inbound marketing strategy and
completely abandon outbound marketing is not the best strategy to adopt. Indeed,
being able to combine Inbound and outbound methods by harmoniously mixing pull
and push approaches is fundamental in order to make a business grow faster.

Moreover, just as the digital actions implemented by companies require time to build
trust between a company and its customers, the Inbound marketing methodology
requires a relatively long time before concrete results can be observed. Due to its long
purchase cycle, the B-to-B sector particularly well lends itself to the implementation of
an Inbound marketing strategy as it gives marketers the materials to produce content
on many subjects that interest the final customer and helps him mature. However, in
the case of sectors in which the buying-cycle is shorter, the efficiency of an Inbound
marketing can be diminished.
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5

5.1

Conclusion and discussions

Conclusion

Over the past twenty years, strategies implemented by marketers to attract, engage
and convert new customers have undergone many changes, adapting to the evolving
buyers’ behavior.
The thorough study of outbound and Inbound marketing attraction, engagement and
acquisition processes has highlighted major differences, particularly in the technics
deployed to attract and engage prospects.
Previously based on a one-way communication model and a marketer-centric
approach, traditional marketing paradigms were widely modified with the emergence of
the web 2.0 era. The related digital enhancements raised new challenges and provided
companies with new opportunities waiting to be seized.
Thanks to a well-structured content marketing strategy, a good mastery of marketing
automation tools and a deep understanding of the Search Engine Optimization
principles, Inbound marketers are now able to efficiently generate traffic on their
website, qualify the leads generated throughout the whole content marketing sales
funnel and address them at the right time, with the right context to the sales team. This
agile approach brings alternatives to marketers to overcome the limits of traditional
marketing and increase their business performance.

From a semantic point of view, defining the Inbound marketing approach as a
revolution does not match with the definition of a revolutionary change. The shift that
was operated between traditional and Inbound practices occurred gradually and was
not the result of a sudden upheaval.

From a practical perspective, it is extremely difficult to defined if whether or not Inbound
marketing has revolutionized the processes operated by marketers.
Marketing professionals can perceive the evolutions between the outbound and
inbound practices very differently based on the performances they obtain when
implementing it.
However, it clearly appears that for the majority of companies, Inbound marketing
generate higher performances on each of the customer attraction, engagement and
acquisition.
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5.2

Recommendations

The following recommendations concern how Inbound practices could be improved.
The author found more relevant to discuss potential axes of improvements with
Inbound marketing professionals to identify areas for improvement based on field
experience.
As exposed in the 4.3 Customer acquisition, to obtain satisfying results with Inbound
marketing, the whole company must be involved in the digital transformation. When
questioning Inbound marketing professionals about how to increase the alignment
between the sales and marketing teams, Michel Brebion he has brought to the fore that
it is very effective to organize a monthly "Smarketing or alignment" meeting to reflect
about the concrete actions that could be implemented to improve company’s key
performance indicators.” (Michel Brebion).

According Christian Neff, there are many different ways to improve the way companies
operate Inbound marketing approach.

This can involve being more creative, attaching a bigger importance to
the analytics or being agiler. The key is the search for continuous
improvement. Even if the strategies implemented appear as being
effective, marketers shouldn’t satisfy themselves of what has already
been done and should always try to go further, try to reflect about what
else could be done to perform even better. (Christian Neff)

Eventually, one of the most critical dimensions of inbound marketing resides in the
ability to be agile and react quickly accordingly to what performance measurement
reveals about the efficiency of the implemented actions.
Companies thus must give a greater importance to their analytics and take the time to
rethink their strategy when needed.
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6.1

Appendix 1. Elements of the Marketing Mix of Manufacturers (Borden 1964: 9)
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6.2

Appendix 2. The Consumer Problem Recognition Process
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6.3

Appendix 3. Survey Interview Mr. Michel Brebion
Survey interview: To what extent has Inbound marketing revolutionized the
customer attraction, engagement and acquisition processes?

Respondent identity: Michel Brebion
Company name: Winbound
Job Title: Chief Executive Officer
Date: 21/04/2018
Duration: 30 minutes

Additional Information:
•

Winbound is a subsidiary of the French MediaVeille Group (170
employees and 24 million annual turnover). The group also owns the
Inbound marketing agency Mychefcom.

•

Michel Brébion is the organizer of the national & international “Inbound
marketing France” event.

Number of Questions: 12
I.

Outbound marketing

1) How would you define outbound marketing?

2) What are the limits of the traditional marketing approach?

II.

Inbound marketing and its performances

3) How would you define Inbound marketing?
4) What is the most important dimension in the Inbound marketing approach?
5) What tangible changes have you observed between the outbound marketing's
and Inbound marketing's prospects attraction processes?
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6) Are prospects more engaged with the Inbound marketing approach? (Why
would you say that?)
7) To what extent has Inbound marketing modified the customer acquisition
process?
8) How is the mastery of key performance indicators impacting your decisionmaking process?
9) Based on your experience, would you say that Inbound marketing practices
have “revolutionized” customer attraction, engagement and acquisition? (Why
would you say that?)
10) At the moment, would you say that adopting an inbound marketing strategy is a
mandatory step to develop a business?

III.

Inbound marketing axis of improvement

11) Have you identified limits to the Inbound marketing method? (If yes, which
one(s)?)

12) Given your experience, how could Inbound marketing approach be improved or
taken to the next level?

