
HubSpot Audit (Client Example)  
 
Sections:

1. CRM (Contacts, Companies, Lists)
2. Planning Strategy (Campaigns & Projects)
3. Email
4. Workflows
5. Social
6. Landing and Website Pages
7. Blogging
8. Files
9. Lead Capture (CTAs, Forms)
10. Sales
11. Ads
12. Dashboards/Reports

1. CRM

Overview: The CRM is the customer relationship model. Its the backbone of your 
HubSpot account. It gives you access to each contact's information and see every in-
teraction you've already had. You use CRM data to create hyper-targeted campaigns 
that close more deals. 

CRM data includes company information/properties such as (office address, compa-
ny website, social media links, etc.) and contact information/properties such as (con-
tact name/email, workflows associated, webpage activity, lists associated, products pur-
chased associated deals, HubSpot score, etc.)

Lists are a part of the CRM data. Lists can be segmented in a variety of ways important 
so you can understand your audiences better. For example, lists can be segmented into 
website visits, recent deals, forms filled in, workflows completed, lead scoring, etc. Lists 
can be static, meaning capturing data in a one time use, or lists can be active and 
constantly be updated automatically by HubSpot.

You can create your own customized properties in the system and/or use HubSpot’s de-
fault properties.  
 
Best Practices (videos and links):  
 
HubSpot's default contact properties https://knowledge.HubSpot.com/contacts/hub-
spots-default-contact-properties 



 
Contacts lesson - https://academy.HubSpot.com/contact-management

Best practices lists’ management - https://knowledge.HubSpot.com/email/how-to-
clean-up-your-contact-lists-to-improve-
deliverability#:~:text=Best%20practices%20for%20adding%20and,as%20an%20opt%2
Dout%20list. 
 
Good examples vs needs more development: 
 
Good - Good to see that some contact owners have their own lists, example - https://ap-
p.HubSpot.com/contacts/2920140/lists/767

 
Need more dev - Keep your library clean and free from lists that are no longer useful to 
you and your team. There are 105 lists that haven't been updated in the last two months 



(https://app.HubSpot.com/contacts/2920140/lists/cleanup). And they are also not being used 
in any tools like workflows or emails. 

We don’t know the purpose of certain lists. For example, this one stemming from a 
workflow https://app.HubSpot.com/contacts/2920140/companies/list/view/all/ 
 

 
 
Recommendations:
We recommend that you sort all your lists in a standardized format so we can under-
stand the some formality of each list. For example, [Purpose][Name][Date] > Events: 



CIO Attendees - April 2018. Or another example, [Pete’s Monthly or Quarterly or Yearly 
Contacts] “Pet’s contacts: August/Q2/2020”.

Again, some lists are dangling in the database without a purpose. For example, this one 
is just a test https://app.hubspot.com/contacts/2920140/lists/719 You should also archive 
lists after 6 months if not used, thus using folders is helpful. 

With companies, we see many don’t have contact owners. To help organize the data-
base better, you need to assign contacts to the relevant owner on the sales team. Here 
is the list we started, with over 1,000 contacts who are without an owner. https://ap-
p.HubSpot.com/contacts/2920140/lists/791

 

2. Planning Strategy  

Overview: Planning strategy is a feature that enables you to create campaigns, and 
organize different projects. Campaigns are within “planning strategy” under the HubSpot 
menu. Campaigns hold different assets including call to actions (buttons), emails, work-
flows, landing pages, and social media posts and so forth. Projects are within “planning 
strategy” and are a nice feature that enables you to organize your initiatives, from your 
development efforts to execution.
 
Best Practices (videos and links): 
 
Running a Campaign in HubSpot https://www.HubSpot.com/running-a-campaign-in-
HubSpot



How to Organize HubSpot Campaigns for Better Reporting and Optimization 
https://blog.pipelineops.com/how-to-organize-HubSpot-campaigns-for-better-reporting-
and-optimization

UTM Tagging Best Practices for Campaigns - https://hubspotcourse.com/lessons/
utm-tagging-best-practices/

Using Workflows in Your Sales Process https://app.HubSpot.com/academy/2920140/
lessons/589/2943 
 
Good examples vs needs more development: 
 
The good - This is the most developed campaign we found, including most influenced 
contacts campaign is here (200+ people), 12 + emails, new traffic visitors (4) https://ap-
p.HubSpot.com/campaigns/2920140/1998a6b4-f099-4d14-bc05-63047aaf10bb



Need more development -

1. Demo campaign - https://app.HubSpot.com/campaigns/2920140/27de5d9f-
d4e8-4c3d-97f9-66a0dd89038d Only have one landing page. We don’t have social me-
dia posts, CTAs, workflows, blog posts, etc. Demos campaigns are super important for 
SQL reasons and opportunities.

 

2. There are 2 campaigns that are the same name “newsletter blogs” https://ap-
p.HubSpot.com/campaigns/2920140/170386b8-3efb-45e7-b4a3-a4fa2c28e18dand 
“newsletter blog”https://app.HubSpot.com/campaigns/2920140/618da09b-



ba05-436b-91ce-d15f4ab5d41d. Should delete one or both. They’re more than 3 years 
old, with old metrics. 

 
 

3. Blog posts https://app.HubSpot.com/campaigns/2920140/02c6aeed-
a074-4284-87a2-50147c68cb1a- Blog posts vary. They should be sorted in separate 
campaigns depending on the topics. Also, they shouldn’t be separated from newsletter.

 

4. Also, all the campaigns from 2018-2017, are they relevant anymore? Then you 
should consider which campaigns are important to learn from or not. If some aren’t 
anymore, you should just delete. 

5. We should have influenced revenue data in these campaigns, going forward.
6. Campaigns should follow a standardized format. For example, month-year-

name. 7.20 ALL-IN VoIP Promo  
 
Recommendations: 
 
Campaigns encompass different assets in order to maximize performance while tracking 
data. Assets are various components of a campaign, including social media posts, 
CTAs, workflows, blog posts, ads, landing pages, website pages, and static lists. Each 
campaign should have a set goal. Some examples of goal-oriented campaigns include:



1. Demos or sales call campaigns: they are super important for pushing leads 
down the funnel to becoming opportunities or sales-qualified leads (SQL).

2. Content themed: These campaigns are nice for creating multiple blog posts 
surrounding a pillar piece of content, such as a report, customer case study, or eBook.

3. Event based: Events such as webinars, remote calls, or in-person events usu-
ally require a lot of ground work. Building out a campaigns surrounding it can be benefi-
cial pre-event, during, and post-event stages. Creating awareness blog posts, social 
media announcements, landing pages to register, emails workflows to execute, all are a 
few ways to get events going. 
 
You should also consider using influenced revenue in your campaigns, which is the total 
of all closed deals from the contacts associated in the campaign. Campaigns also com-
pose influenced contacts which are contacts who are new or existing that recently en-
gaged with one of your assets in that particular campaign. The influenced contacts met-
ric is highly recommended to use as metric indicating the performance of the campaign. 
 
Projects are an important tool also to organize your initiatives in the beginning of setting 
up HubSpot. You should finish getting started with HubSpot project - https://app.Hub-
Spot.com/projects/2920140/387378/task/6412118. Other projects are already pre-made 
from HubSpot and can hep guide you in executing different plans. See picture below.



3. Email

Overview: Emails are fundamental for marketing. You can create stunning email tem-
plates, automatically personalize subject lines and content for each recipient, and run A/
B tests to improve open rates and click throughs. HubSpot emails can be automated 
and sent more than once without doing it yourself via a workflow or emails can be sent 
only once.  
 
Emails can be scheduled, scheduled for different timezones, or published immediately. 
Email templates can be customized in the design manager. Emails templates are free or 
cost money in the marketplace here - https://app.HubSpot.com/marketplace/2920140/
products?source=topNav

Best Practices (videos and links): 
 
17 Email Marketing Best Practices That Actually Drive Results  
https://blog.HubSpot.com/blog/tabid/6307/bid/23965/9-email-marketing-best-practices-



to-generate-more-leads.aspx 
 
HubSpot Email Certification - https://app.HubSpot.com/academy/2920140/tracks/
11/218/1142 
 

Good examples vs needs more development:
 
Good - Overall the open rates are excellent, average of 25%. However, we should see 
higher CTR, at least hit a 1%. Also, the design for some emails is pretty good. Example 
-https://app.HubSpot.com/email/2920140/details/30304693687/performance we see a brand-



ed header, a convincing copy of body, line breaks, bullets, a CTA, and contact info at the 
bottom.

We also noticed your overall email performance metrics from all time is pretty good! 

 



Need more dev - We sometimes see clones of emails and not being named properly 

https://app.HubSpot.com/email/2920140/details/33945852375/performance 



 
 
Also would be good to see an improved Weekly notification email for blog "Client VoIP 
Blog”, it is very basic with no CTAs.  

 



Recommendations: Overall, we see that your emails are varied in different brand-
ing, format, and purpose.  Different logos, and colors are used which can confuse read-
ers in your branding and communications. For example, we see XYZ Communications 
as one company name, then Client as another. 

We also recommend that you do monthly newsletters. We see that you do them, namely 
The Communicator Monthly Newsletter, but you don’t publish them monthly, rather a bit 
sporadically. Also the name formatting isn’t consistent. Some are named just “news-
letter.” 

Additionally, we see emails that say very vague names like “offer #3.” It is necessary to 
name emails as specific and standardized as possible, like the way we label campaigns, 
lists, workflows, etc. Because you have over 56,000 emails in your database, organiza-
tion and standardization is key to having a well-managed library or HubSpot database.  

4. Workflows 
 
Overview: Workflows enables you to automate your marketing, sales, and service 
processes. It’s one of the most important tools of HubSpot because you can design dif-
ferent marketing email campaigns and tasks, and actions, all through an automated 
process. 



For example, internal processes that can be automated include notifying and assigning 
deals to your sales team based on various qualifying factors, as well as rotating leads. 

Workflows are crucial for pushing content to new leads, or reworking contacts that aren’t 
engaged anymore, or warming up to a sale. Drip campaign workflows are a good ex-
ample of developing leads to becoming SQLs or converting sales/opportunities. 

Best Practices (videos and links): 
 
How to Set Up Automated Email Marketing Workflows (+ Examples) https://
blog.HubSpot.com/marketing/email-marketing-automation-examples

5 Biggest Workflow Mistakes (and How to Avoid Them) https://blog.HubSpot.com/
customers/5-biggest-workflow-mistakes-how-to-avoid-them

Understanding workflows https://academy.hubspot.com/lessons/understanding-workflows-
in-hubspot

Workflow Actions https://knowledge.hubspot.com/workflows/choose-your-workflow-actions

 
 
Good examples vs needs more development:

Good - This is a nice workflow surrounding an CIO event. Good method of using 3 
emails https://app.HubSpot.com/workflows/2920140/platform/flow/14693413/edit but we 
need a split if/then action for those that didn’t open or click the 1st follow email, so that 
people don’t get constant reminders of #2 and #3  

 



More development - Need to name workflows more clearly. Example, what does the 
offer 3 mean? https://app.HubSpot.com/workflows/2920140/platform/flow/14688844/edit

Some workflows aren’t live yet. Decide which ones need to be revisited and turned on, 
example https://app.HubSpot.com/workflows/2920140/platform/flow/33818064/edit

 

Some are untitled too - https://app.HubSpot.com/workflows/2920140/platform/flow/
32431927/edit 



 
 
 
Recommendations:
Overall we see you have over 95 workflows that are being used. That is a good start, 
however, there are over 67 workflows that aren’t being used. That is a waste of space in 
your hubspot database, so we recommend you go through each workflow and archive 
or delete the unnecessary ones.

We’ve also noticed a lot of workflows are build out very in a basic way. We didn’t find ay 
workflows that have the “if/then” branch. This branch is highly important to segment 
contacts into receiving different emails depending on the action they took. For example, 
if a contact didn’t open the first email, the “no branch” would automate the 2nd follow up 
email to this contact. 

The point of workflow is to automate the process of lead nurturing. We want to see more 
of this in your workflow developments. Workflows are highly important capability in 
HubSpot, and can offer dozens of different ways to communicate with your contacts and 
companies. Also setting up workflow goals is important so you know what you want to 
achieve. We encourage you to check out the resources above to get started. 

5. Social

Overview: HubSpot offers social media publishing, monitoring, and analytics capabili-
ties. Social media can be automated in a scheduled fashion, enabling you to prepare 
the work in advance and let HubSpot execute the social media posts. Essentially, you 
can monitor brand mentions and relevant conversations, track engagements automati-
cally, and schedule your social posts to be published when the right people will see 
them. You can also import massive excel sheets with the right formatting into HubSpot 
social, if you prefer to prepare and edit the social media posts outside the HubSpot in 
Excel. 

Best Practices (videos and links): 
 
Social media certification - https://app.HubSpot.com/academy/2920140/tracks/
29/263/3532 
2 minute lesson - https://app.HubSpot.com/academy/2920140/lessons/552/2819
Social media strategy - https://app.HubSpot.com/academy/2920140/lessons/263/3532
 
Good examples vs needs more development:



Good- It’s great to see you are using the tool to publish social, you’ve published more 
than 2,500 messages this year! Also good to see you are using relevant hashtags. We 
also appreciate that you are publishing holiday posts, such as the Happy Labor Day 
posts. 

Additionally, it is also good to see you are publishing social media posts that don’t al-
ways backlink to your site. Sharing relevant information outside your company is impor-
tant because it means you’re not centering everything around your brand. For example, 
you shared a tip post to this site about remote work https://searchunifiedcommunication-
s.techtarget.com/tip/Why-remote-work-needs-mobile-unified-communications It had more likes 
and interactions that other company center posts.
 
 

 
 
 
 

 





More dev- However, we noticed you have repetitive images in each post. Try to change 
it up so that your followers have some variety to look at. 



Recommendations:
We recommend that you make your images have more variety. Repeating the same im-
age can indicate that you didn’t put efforts into each post. Also repeating the game text 
for different people doesn’t convey authenticity. We are ok with the same text being re-
peated per company social channel, but when it comes to individuals representing the 
company, we think they should vary their message. 

We also recommend that you study your top posts of the month, quarter or year. See 
the picture below to see which posts did well. You can find this information under “ana-
lyze” in social media. https://app.hubspot.com/social-reports/2920140/?
rangeType=THIS_YEAR



6. Landing Pages & Website Pages  
 
Overview: A landing page is a page on your website where you can offer a resource 
from your business in exchange for a visitor's contact information. Marketers can cap-
ture this contact information using a lead-capture form, where visitors can enter details 
like their name, email address, and job title. Website pages are hosted via HubSpot and 
are directly incorporated on your website.

Best Practices (videos and links): 
 
Guide to LPs best practices https://blog.HubSpot.com/marketing/landing-page-best-
practices 
 
25 minute guide to creating better LPs https://app.HubSpot.com/academy/2920140/
lessons/39/1727 
 
Getting started https://knowledge.HubSpot.com/cms-general/get-started-with-landing-
pages-and-website-pages 
 
Good examples vs needs more development:



Good - Overall, it’s very good that you are hosting some of your website pages on hub-
spot and using the landing page tools to host content.  

Needs dev - We see that your overall performance of all pages (landing pages, blog 
pages, and website pages) this year needs improvement in terms of submission rates. 
We should aim to have at least 1.5%. Ideally, we should have a 5% submission rate 
overall. Right now it’s (.93%). We can improve this metric by cleaning up the landing 
page/website pages mechanics and blogging.

Here’s some examples of pages that can improve:
https://www.simplicityvoip.net/getbacktobusinesspromotion We can see multiple offers 
in 1 landing page and too much text. It can be overwhelming for a visitor to take any ac-
tion. Slim it down and see if submission rates go up. 

 

We’ve also noticed some web pages aren’t 
very clear. The text is very small and the links 
and content isn’t very clear on what the pur-
pose is. There’s a lot of whitespace also in 
these website pages.



Recommendations: Overall, we see a lot of room for improvement in your landing 
pages and website pages. We noticed that some pages haven’t been used or updated 
in over 3 years. Please consider archiving, deleting or updated what is needed.  Also 
figure out which draft pages are needed to keep or archive. 

In terms of visual design and mechanics, your website/landing pages should have clear 
call-to-actions (purpose) for the visitor to take. Forms, buttons, copy and images should 
be clear for the leads/visitors to understand what to do on each page. Also, using con-



sistent branding is needed per page. It would be good to use images on pages showing 
the offer, or conveying what the page is about. 

Additionally, each page should have a green light SEO, with relevant keywords, meta 
descriptions, alt text, etc. Some pages are published but have 0 views, contacts, sub-
missions, etc. That is a problem and we need to investigate why this is the case. Per-
haps the page isn’t in your menu or visible online in a link for the visitor to find. See 
BaSS picture below.



7. Blogging and Blog Posts

Overview: Blogging is a highly important capability within the HubSpot platform. It’s a 
tool that enables you to publish relevant, engaging, conversion-optimized content. Hub-
Spot has clear and easy blogging features that speed up the blog creation, keeps the 
formatting consistent, and make it easy to optimize your blog posts for search and SEO. 
HubSpot gives content creators and bloggers the chance to build up search and SEO 
authority around your topics and generating traffic and relevant leads to your site ulti-
mately. 

Best Practices (videos and links): 
 
17 mistakes in blogging https://blog.HubSpot.com/marketing/beginner-blogger-mis-
takes 

Business blogging course - https://app.HubSpot.com/academy/2920140/tracks/
43/376/2050

13 minute HubSpot blogging class - https://app.HubSpot.com/academy/2920140/
lessons/36/45 

Content strategy for blogging https://blog.HubSpot.com/marketing/blog-strategy-guide
 
Good examples vs needs more development:

Good - good to see you use blog posts as landing pages for resources 

Need dev - Some blogs are missing images, sub-headers, and space between long 
paragraphs, example http://blog..



Recommendations: 

Also the overall blog design needs improvement. You should make the subscribe button 
higher top of the funnel, and the pop-up more pronounced. The blog index shouldn’t 
look like a list, but more like a visual diary, easier on the eyes. The search site on 
google in top isn’t necessary, it’s confusing because a user can search google in anoth-
er tab. 

On a high level, the most important takeaway is that you should have a content strategy 
put into place so we can attract the right kind of leads. Blog content can be used as an 
awareness tool, essentially shedding light on topics that the reader is interested in 
learning more about. Awareness content is supposed to educate the leads into taking 
an action or getting solutions to a problem they might have. 



The bottom of each blog post should always have a call-to-action. The call to action can 
be a resource on the bottom of the blog post, such as reports, factsheets, sales calls, 
demo requests, etc. We highly recommend you develop a content calendar also and 
keep blogging as a consistent activity, with relevant resources, links, and actions for the 
reader to take. Blogging only works when you go all in, and building up content market-
ing overall takes commitment, consistency, and relevant research put into each blog 
post. Hiring a writer who can take on this commitment and knowledge is necessary for 
the uses of the blog and content marketing strategy. Also, you should consider using the 
topics cluster tool to organize your topics and keywords per blog post https://app.hub-
spot.com/content-strategy/2920140/clusters.

 
8. Files  
 
Overview: Files are the backend of your HubSpot account. Files include images, 
fonts, audio files, PDFs, and other files will be hosted on HubSpot's content delivery 
network servers.

Best Practices (videos and links): 

HubSpot how to article https://knowledge.HubSpot.com/cos-general/upload-your-site-as-
sets-to-file-manager

External article https://www.alanizmarketing.com/blog/best-practices-for-organizing-the-Hub-
Spot-file-manager/

HubSpot blog post https://blog.HubSpot.com/customers/naming-convention-for-HubSpot-file-
manager 
 
Good examples vs needs more development: 
 
Good - It’s good you have folders (12) so far. Folders are super important to store cam-
paign files, images, videos, and so forth inside.  

More development - You have more than 100 pages of files! This is a huge project in 
itself to delete unnecessary files that aren’t used anywhere, and place files that require 
proper placement in folders. Take advantage of organizing now, or you will have a more 
bloated system in the future, and that will be difficult to give future employees structure.

Recommendations: 
You should organize your videos into 1 folder or place extra images into individual fold-
ers. For example, there are employee headshots, should go in employee folder. Also, 



you could make individual campaign folders with dates and place files in there. And 
make sure you put your assets such as white papers, reports, pdfs into folders.  

 
Date the asset is first used/or the campaign launches. For naming standardization, we 
would recommend YYYYMM, YYMM, or YYQ# (19Q1) because this will keep your 
campaigns in order. - Give the asset an identifier so you know what type of asset it is: 
EM for Email, LP for Landing Page, etc. 

If you have products or groupings within your product consider an identifier for that. Or 
consider an identifier for the stage of the lifecycle stage.
 
 

9. Lead Capture  
 
Overview: Lead capture is the art of attracting visitors to your website, and converting 
them to becoming a lead, once they fill in a form or sign up for something. Call-to-Ac-
tions are buttons or image buttons that visitors clicks to take an action or get an offer. 
HubSpot can track and know who clicks which CTAs, and measure performance to op-
timize clickthrough rates over time. Offers can be forms or assets such as reports, 
eBooks, factsheets, customer case studies, demos, newsletter sign ups, blog subscrip-
tions, etc.

Lead nurturing is the art of educating or pursuing your leads (or contacts) into becoming 
a more developed lifecycle stage such as a marketing qualified lead (MQL), sales quali-
fied lead (SQL), opportunity and more. Lead nurturing strategies vary. Some strategies 



stem from email marketing and workflow campaigns, while other strategies focuses 
more on different content marketing stages, such as awareness, consideration, and de-
cision triggered offers.

Best Practices (videos and links): 

Lead Management: Segmentation, Nurturing, and Lead Qualificationhttps://ap-
p.HubSpot.com/academy/2920140/tracks/35/212/1083

Nurture Leads and Customers With HubSpot https://app.HubSpot.com/academy/
2920140/tracks/56/212/1083 
 
Good examples vs needs more development: 
 
Good - There are some defined lifecycle stages here, but majority of contacts are listed 
as “leads” Only these 8 contacts came up as MQL or SQL.

Recommendations: 
 
We recommend that you develop better lifecycle stages for defining Leads, MQLs, 
SQLs, Opportunities, etc. Define these terms first, then segment these people based on 



the terms you defined. Align your lifecycle stages with a developed content marketing 
plan. You can create content assets, workflows/emails, and campaigns that would cater 
to these different stages of the lifecycle. 

For example, an awareness stage would cater to leads, or people who subscribe the 
blog. Content can be about problem solving blog posts or events that might interest the 
reader. Consideration stage material would cater to MQLs or SQLs. These are the peo-
ple who would sign up for a customer case study or watch a webinar. Lastly, the deci-
sion making stage would cater to people who are ready to speak to sales. They’ve al-
ready made their decision and did their research into your company. They could be cin-
dered an “opportunity.”
 
In terms of CTAs, you have over 300 buttons! We know that many of these buttons 
aren’t being used actively. Consider cleaning up the database and eliminating CTAs that 
aren’t used anymore or anywhere. There should also be some CTA content offers that 
are visual instead of a button. See the 2nd pic for an example of a company the makes 
visual CTAs for their assets, like a downloadable guide about retail in AI.



 
 

10. Sales  
 
Overview: HubSpot Sales automates all sales-related operations, and saves valuable 
time at every stage of the funnel. HubSpot sales pro includes features like pipeline 
management, lead scoring, email templates, and pre-scheduled sequences.

Best Practices (videos and links): 

Sales certification - https://app.HubSpot.com/academy/2920140/tracks/12/425/2347

The Ultimate Guide to Sales Prospecting: Tips, Techniques, & Tools to Succeed
https://blog.HubSpot.com/sales/prospecting



Habits of successful sales people https://blog.HubSpot.com/sales/habits-to-become-
a-more-effective-salesperson
 
Good examples vs needs more development:

Good - excellent use of the sales dashboard. We see you’re making good use of the 
deals and different stages of the sales process.

Need development - Tasks can be created to give reminders to contact owners to look 
at a new lead coming in, as we see many in the CRM who are lacking an account hold-
er. this task can be arranged in the workflows and can be referenced here https://ap-
p.HubSpot.com/contacts/2920140/tasks/list/view/all/?ownerId=50353868

 
Also meeting widgets can be used in emails, LPs, to help drive more calls with sales 
https://app.HubSpot.com/meetings/2920140/integration



Recommendations: First we believe you should take your sales pipeline the the 
next level by enabling a book a meeting widget, helpful for visitors who want to schedule 
on the spot a meeting with sales. We also think you should manage your open tasks 
better, there are many that are still open an overdue.

 
 
 
We also recommend that you consider using lead scoring to help qualify your leads bet-
ter. Lead scoring is an excellent capability within the HubSpot platform that allows you 
to quantify each lead from a positive to a negative score, depending on what actions 
they do. For example, if a lead visits your site more than 2 times a month, then you 
could give them 2 points. Or is a lead subscribes to your blog, give them 5 points, or if a 
lead unsubscribes, - 2 points. These lead scoring criteria depends on what you find im-
portant or not for quantifying leads, MQLs, SQLs, and so forth. 
Also you are missing quote owners per on the quote pages. See https://app.hubspot.com/
quotes/2920140/
 



 
 

11. Ads 
 
 
Overview: HubSpot has an integration with Google Ads allowing you to track the ROI 
of your Facebook, Instagram, LinkedIn, and Google advertising.

Best Practices (videos and links):

Facebook ads training - https://app.HubSpot.com/academy/2920140/tracks/
27/238/1321
2 min ads Training: Fundamentals of Digital Advertising https://app.HubSpot.com/
academy/2920140/tracks/91/487/2607

Analyze ad campaigns in HubSpot https://knowledge.HubSpot.com/ads/analyze-ad-
campaigns-in-HubSpot 

2020 guide to ads in HubSpot https://blog.HubSpot.com/marketing/advertising 

Good examples vs needs more development: 
 
It looks like you haven’t really fleshed out an ads campaign and only used it on one 
Facebook post. There isn’t much to compare here. 

Recommendations: For now, we can recommend that you set up a monthly budget 
that you’d like to spend on Google ads for attracting relevant leads. Once we have an 
idea on the kind of budget you’re willing to spend on Google ads, we can discuss what 
kind of leads you want to attract, what kind of offers you want to place on google search 
results pages, the keywords you want to rank high for, etc.

12. Dashboards  
 
Overview: Reporting in HubSpot CRM is built around the idea of dashboards. A 
dashboard is, quite simply, a collection of reports. At the top of any dashboard, you can 
easily change the dashboard's date range, customize who can access it, and drag & 
drop or resize the individual reports based on your team's priorities.



Best Practices (videos and links): 
 
Best practices for building marketing dashboardshttps://supermetrics.com/blog/
HubSpot-reporting-dashboards#:~:text=Best%20practices%20for%20building%20mar-
keting%20dashboards&text=Decide%20what%20you%20want%20to,combining%20-
marketing%20and%20sales%20data.

9 dashboards that will help set you up for success - https://blog.HubSpot.com/sales/
sales-dashboard 
 
Lesson on dashboards and design https://app.HubSpot.com/academy/2920140/lessons/
726/3702 
 
Good examples vs needs more development:

Good - It’s excellent to see a variety of reports in your dashboard. We can see the you 
analyze all types of data ranging on all fronts, from emails to visitors, device breakdown, 
traffic sources, blog views, web analysis, etc.  
 
Need dev - if you want to promote more offsite links, use the url tracking builder, so you 
can see this referral traffic data in your reports https://app.HubSpot.com/analytics/
2920140/tracking-urls


