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TODAY’S AGENDA

Why are training frameworks important?

How do you plan your training?



WHY ARE TRAINING
FRAMEWORKS
IMPORTANT?



WHY

Frameworks provide a supporting structure for your

training. By using frameworks, you already have a
documented approach that can serve as a guide.



WHY USE A TRAINING FRAMEWORK

Solves for consistency

Develop quality training faster

Guides instructors and learners

Provides structure



HOW DO YOU PLAN
YOUR TRAINING?
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FOUNDATIONAL STEPS TO
PLAN YOUR TRAINING

-

PICK YOUR
FORMAT



ONLINE VS IN-PERSON

“Do | want to hold a workshop in person,
or hold a training online®



Above all else, you must keep in
mind the needs of your audience.
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if you're doing an in-person training,
you can run an hour, half day, full day
or even multi-day training.
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Are your trainees willing
to do something during
work or after work?

Live training is great because you can
get that face-to-face interaction, and for
some learners, nothing beats that.



While in-person workshops can encourage
audience engagement, it's more local.
Online training can have a much broader reach.




J

Cost also varies between these formats.

Typically, you can charge more for an in-person workshop than for an online training.
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Ask yourself,

“For the types of people and audience |
want to get, which is better for them
and which is better for my agency?”



DURATION OF TRAINING

How long will your training run for? Will it be a stand-
alone class or part of a series?



Use the
Academy Resources.

Online training decks (30 min duration)
Live training decks (1 hour duration)

Customize as you wish, but you must
keep the first and last pages intact.

HUbSp}St Academy READ DOCS WATCH TRAINING DO PROJECTS GET CERTIFIED

Inbound Fundamentals

TOPIC DESCRIPTION

HATSs accredited In the Inbound Fundamentals are able to teach the framework of the Inbound
Methodology, buyer personas, and the buyer’s journey.

RESOURCES TO DOWNLOAD

HATs must maintain the HubSpot Academy logo on the first and last siide, and use the Inbound Methodology.
buyer personas and Buyer's Journey to frame thelr inbound training.

The Essentials of an Effective Inbound Strategy online training deck
The Essentials of an Effective Inbound Strategy live training deck
Essentials of an Effective Inbound Strategy worksheet

Introduction to Buyer Personas online training deck

ADDITIONAL RESOURCES
Buyer Persona Creation Template

The Buyer's Journey Broadcast

HubSpot Customer Projects
HubSpot Marketing Blog
New In HubSpot

WATCH THE ACADEMY TRAINING VIDEOS
The Essentials of an Effective Inbound Strategy (video)

Introduction to Buyer Personas (video)

HUBSPOT ACADEMY PROFESSOR TO FOLLOW

BE INSPIRED

Join the private HAT group on
inbound.org
CLASS DURATIONS
Online training 30 minutes.
Live trairing 1hour

N\ Lindsay Thibeault (Linkedin, Twitter) teaches Inbound Fundamentals and Buyer Personas. She Is a Principal Inbound
‘ Professor on the HubSpot Academy team. She's currently responsible for bullding out the team's content strategy along

with being the edttor for the Academy Blog. Lindsay has been driving Interactive marketing, brand strategy, and soclal
media marketing at global companies for over seven years. She specializes In bullding communities that generate leads
through compelling and ‘remarkable’ content, and has experience doing so In both agency and In-house settings.
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LEARNING PERSONA

Semi-fictional representation of your ideal workshop attendee.
This will help you design your training, promote it effectively,
and gather qualified leads.

What are they looking to learn?

What are their goals?

What are their pain points and challenges?
Where do they go to learn?

Are they prospects, clients, or total strangers?

SIS SENIE
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HOW DO YOU DECIDE
TO FOCUS
YOUR TRAINING ON?



This will vary depending on whether
you're providing an educational training
for a group of strangers, versus a
smaller workshop for a potential client.



BEST PRACTICES FOR PICKING
YOUR TOPIC

lv]  Know your audience.
lv]  Know your strengths.

\v]  Know your goals.



BEST PRACTICES FOR PICKING
YOUR TOPIC

lv]  Know your audience.
[v]
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PLANNING A
TRAINING FOR

PROSPECTS

Think about the type of person
you want to attend your
training.

* [sis someone who has
never heard of inbound?

* [sitsomeone in a specific
industry?



Know the type of people who are
going to be joining you.

PLANNING A * What is their current

understanding of inbound?

TRA'N'NG FOR  What level of content is
appropriate for them?

A N EW CLI ENT * How experienced are they?

 What have been their biggest

challenges?
* What are their goals?




PLANNING A
TRAINING THAT A

CLIENT ASKS FOR

Make sure to flesh out the
topic and work with the client
to get a clear understanding
of the level of education of
the attendees.



BEST PRACTICES FOR PICKING
YOUR TOPIC

2

lv]  Know your strengths.



What are you an expert on?
What are you passionate about?



BEST PRACTICES FOR PICKING
YOUR TOPIC

=
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\v]  Know your goals.



KNOW YOUR GOALS

. What types of clients do you want to attract and work with?
. What type of client work do you wish you had more of?

. What do you want your agency to be specialized in”?



BEST PRACTICES FOR PICKING
YOUR TOPIC

lv]  Know your audience.
lv]  Know your strengths.

\v]  Know your goals.



WHAT ARE THE DIFFERENT
TYPES OF TOPICS YOU
COULD PROVIDE?



INTRODUCTORY VS
ADVANCED

Are you following the Academy introductory training
or diving deeper into the subject?



BLOGGING: HOW TO BECOME A BETTER BLOGGER BLOGGING: HOW TO WRING MORE ROI OUT OF YOUR BLOG

Air Date: 4/21/2015 | Length: 46:58 Air Date: 6/18/2013 | Length: 60:00

AGENDA

How to measure & analyze your blog
How to promote you
Ways to make your b nvork harder

Next steps & resources

Which keywords do your buyer personas use? Which are associated with your industry?

© =

Ne dooutr tnose IOPICS 10 getouna ana startranking mgnerinmsearcr

INTRODUCTORY ADVANCED



GO GENERAL OR
GO SPECIFIC

A general topic would be Lead Conversion. A specific
topic would be Landing Pages for Ecommerce.
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WITH
BUILDING YOUR TRAINING
UNTIL THESE ARE DECIDED.



z >

fter you know who and

nat to teach, how do you



STEPS FOR CREATING YOUR TRAINING
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Use the Create a Frame training Use examples. Set an
Why-How-What  backwards plan.  with the inbound agenda.
framework. fundamentals.




STEPS FOR CREATING YOUR TRAINING

Q

Use the
Why-How-What
framework.



—orget about what you will do.



Simon Sinek:

How great leaders
inspire action |

TEDxPuget Sound - 18:04 - Filmed Sep 2009

[-] 43 subtitle languages @

% View interactive transcript

The Why-How-What Framework

“Simon Sinek has a simple but powerful model for inspirational leadership —
starting with a golden circle and the question ‘Why?” — TED website



The Golden Circle

What

Every organization on the planet
knows WHAT they do. These are
products they sell or the services
they offer.

How

Some organizations

know HOW they do it. These
are the things that make
them special or set them

How apart from their competition.

WHAT o
Very few organizations know WHY
they do what they do. WHY is not
about making money. That's a result.
It's a purpose, cause or belief. It's the
© 2013 Simon Sinek, Inc. Very reason your organization exists.



Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

.
' [ Leads Promoters
) .
. .
~ e
Blog Forms CRM Surveys
Keywords Calls-to-Action Email Smart Content

Social Publishing Landing Pages Workflows Social Monitoring

Forget about what you'll do. . HUbS@Bt

Start with the why.

Explain why this topic is important TRADITIONAL INBOUND

for your student’s success. c

Cold Calling ' SEO
Cold Emails (SPAM) Blogging
Interruptive Ads Attraction

Marketer - Centric Customer - Centric




INBOUND BEST PRACTICES

[v]  Use buyer personas.

[Z] Use the Buyer’s Journey.

[¥] Create remarkable content.

[¥] Leverage your content.

SAMPLE PERSONA RESEARCH QUESTIONS

Role

Company/Organization

Goals

Challenges

Watering Holes

Shopping Preferences

What is your job role? Your title?

What industry or industries does your company
work/is your role in?

What are you working to accomplish?

What are your biggest challenges?

How do you learn about new information for your
job?

Do you use the internet to research vendors or
products?

The How

Teach the best practices for
doing this topic with success.



The What

Apply what you’ve just learned —
in examples, exercises or
getting into the HubSpot tool.

Financial services
advisory group that
help business owners
in Australia and

New Zealand.

CFO on-call

by CAD Partners

BLOG POSTS s

* “22 Warning Signs of a Business M o
ZaT A -
1 1 SUBSCRIBE TO EMAIL UPOATES

in Trouble” T

* “9 Keys to Small Business N omssmeation sunscan
Growth for 2014” )

* “8 Ways to Improve Profit
in a Business”

::::::::::




EXAMPLES OF THE GOLDEN CIRCLE IN
HUBSPOT ACADEMY TRAINING

1. Why you need buyer personas
/. How to create buyer personas
5. What buyer personas look like



STEPS FOR CREATING YOUR TRAINING
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Create a
backwards plan.




WHAT IS

A method of designing educational curriculum by

setting goals before choosing instructional methods
and assessment.



WHY USE BACKWARDS PLANNING?

It's a way of beginning with the end in mind.
It will help provide a better focus for each class.

By having a backwards plan, we can assess if someone has
retained the knowledge that they just learned through video.



EXAMPLE

You are a hockey coach deciding what to do
during practice.

Which drill do you choose?



STEP 1: IDENTIFY THE GOAL

This is the

of your training. Goal: How can players

communicate better?
Your goals are the big-overarching

questions that you want to answer.




STEP 2: WRITE OUT THE OBJECTIVES

T'he objective should Objective: Players will
be measurable. | pa aple to call out to

Your objectives should align with each other on the ice.
your goal.




Use action words from Bloom’s Taxonomy.

Use clear action verbs — don’t use “know” and “learn” and “understand”.

Action Words for Bloom’s Taxonomy
Knowledge Understand Apply Analyze Evaluate Create

define explain solve analyze reframe design
identify describe apply compare criticize compose
describe interpret illustrate classify evaluate create
label paraphrase modify contrast order plan
list summarize use distinguish appraise combine
name classify calculate infer judge formulate
state compare change separate support invent
match differentiate choose explain compare hypothesize
recognize discuss demonstrate select decide substitute
select distinguish discover categorize discriminate write
examine extend experiment connect recommend compile
locate predict relate differentiate summarize construct
memorize associate show discriminate assess develop
quote contrast sketch divide choose generalize
recall convert complete order convince integrate
reproduce demonstrate construct point out defend modify
tabulate estimate dramatize prioritize estimate organize
tell express interpret subdivide find errors prepare
copy identify manipulate survey grade produce

| discover indicate paint advertise measure rearrange




STEP 3: CREATE ACTIVITIES

What will your students
do in order

the objectives?

Activity: A passing drill —in
order to improve players
communication, you can
only pass the puck if you
call out the name of the
receiver and they respond.



STEP 4: FINISH WITH THE ASSESSMENT

This allows you to prove
that your students
achieved an objective.

The assessment must be measurable
and aligned with objectives.

Assessment: Players are
able to complete vocal
passes to each other.




Objective

Activity

IN-PERSON TRAINING: INBOUND FUNDAMENTALS

Assessment

What are the
fundamentals of
inbound success?

Customers will be able to
articulate who their
primary buyer persona is

Customers will role
play as their primary
buyer persona with
another peer and
answer questions
regarding role, goals,
problems, and
activities

Customers can fill out
a buyer persona
worksheet with details

Is this a big
question with no
simple answer?

Are these
measurable?
Are these linked
to the goal?

Will these help
meet
objectives?

Is this linked to the

objective?
Measurable during
the activity?




ONLINE TRAINING: INBOUND FUNDAMENTALS

Goal Objective Activity Assessment

What are the | Student will be able |2-3 test Student can
fundamentals [to interpret the questions on the |answer the test
of inbound different stages of | buyer’s journey |questions
success? buyer’s journey correctly

Is this a big Are these measurable? Will these help

question with no Are these linked to the NEE IS this linked to the object.iv'e??
simple answer? goal? objectives? Measurable during the activity’




STEPS FOR CREATING YOUR TRAINING
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Frame training
with the inbound
fundamentals.



THE INBOUND FUNDAMENTALS

Inbound methodology
Buyer personas

The buyer’s journey



Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

Promoters
Blog Forms CRM Surveys
Keywords Calls-to-Action Email Smart Content
Social Publishing Landing Pages Workflows Social Monitoring

oy HUbSEHL



BUYER PERSONAS

Semi-fictional representations of your ideal customer based on
real data and some select educated speculation about customer
demographics, behavior patterns, motivations, and goals.




THE BUYER’S JOURNEY

Awareness Consideration Decision
Stage Stage Stage




STEPS FOR CREATING YOUR TRAINING
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Use examples.



Use examples in your slides to

Is it in the page title?

Is it in the URL?

you're making.

% How to Calculate the Valu X

3 Signs to Disqualify a Prospect ASAP

Infograpl

Win a Free Linkedin Profile Makeover This
Month

SALES /2 daysago 2

How to Calcul Value of Sales

ncentives

SALES /1 minute ago
3 Signs to Disqualify a Prospect ASAP

SALES
Win a
Month

nkedin Profile Makeover This

SALES / An hour ago
The Uttimate Guide to Linkedin Etiquette
[Infographic]

SALES /1daysgo 2
How Relationship Capital Drives Sales Leads

[ blog.hubspot.com/sales/how-to-calculate-the-value-of-sales-incentives Qe

March 30, 2015 // 9:30 AM

How to Calculate the Value of (
Sales Incentives

en by Adam Wiggins | @ajwiggins85

we 0D E

There is a definite connection between sales incentives and a profitable return of investment

(ROI), but it's often more than just hard results. Many times, there are intangible benefits that

are difficult to measure, but just as valuable e—

The Magic Equation

First and foremost, there is an equation you can use to calculate your ROI, and it's not a di

one. Essentially it's this

Profit less Cost of Investment equals ROI.

For example, if the profit of a sales incentive program is $5 million, and the cost of the incentive
). then the ROl is $3.5 million

investment is $1.5 million (in cash, merchandise or travel vouche

That's the simple equation, and simple is often best

Sort Out Your Incentives (

Once you have decided that sales incentives will bring a profit, you'll need to decide what form

fer cash rewards, often in the form of a bonus,

those incentives will take. Many employees

ifs rarde are alen & mrnd idas e

lica rawarde oftmh

illustrate the points

Is it in the post title?

Is it in the
image alt-text?

Is it used naturally
in the body?

Is it in the headers?



Delve into real examples and analyze them.

QUTDOOR
ELEGANCE

PATIO DESIGN CENTER Products / Services / Resources / About / Contact

Educational Writing about

subject \Tl I ‘GG N 1 I'_il their industry,
1¢ imate eglnners uide 0 narcoa H @
= not themselves

Grills
Posted by on Mon, Feb 24, 2014 @ 01:00 PM
deis 1 81 1

Topic their buyer o - - oo

pe rSO n a S Wa nt to ﬁ Trying to find the right grill for your backyard?

Charcoal grills are a favorite among outdoor BBQ enthusiasts because of the unique flavor

W about and the cooking experience you can only get from cooking with charcoal.
Categories

This guide will cover everything you need to know about charcoal grills.




Ask for permission.
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Set an
agenda.



Set an agenda for your course.

No matter how long or short your training is, an agenda will help you structure
your course and help your students stay on track.

TODAY'S AGENDA

Welcome 8:30am-8:45am AG E N DA
Inbound Fundamentals 8:45am-9:30am
SEO 9:30am-10:00am Picking your format
Break 10:00am-10:30am Knowing your audience
Content & Blogging 10:30am-11:30am
Social Media 11:30am-12:00pm PICklﬂg you r tOpIC
Lunch 12:00pm-1:00pm The Why-How-What framework
Conversion Process 1:00pm-2:00pm )

: Backwards planning
Email 2:00pm-2:30pm
Break 2:30pm-3:00pm Using the inbound fundamentals
Smarketing & Sales 3:00pm-4:00pm .

Using examples

Delight 4:00pm-4:25pm

Close 4:25pm-4:30pm Setting an agenda




f training is over an hour, include breaks.
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STEPS FOR CREATING YOUR TRAINING

R & 2k =

Use the Create a Frame training Use examples. Set an
Why-How-What  backwards plan.  with the inbound agenda.
framework. fundamentals.




THANK YOU.

HubSpot -
Academy



