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Hi, I’m Hannah

Product Expert - Data Analysis

4 years at HubSpot

Previously Customer Support

Originally from Ireland

Living in Berlin for 2 years



Who’s here today?

● HubSpot users
● Marketing Hub Users
● Sales Hub Users
● Service Hub Users
● Reporting Feature Users



Agenda



How to think 
about reporting





Our customers have changed.



What sources of information do you rely on 
when purchasing software?

Word of mouth referrals

Crowd-sourced Review Sites

Customer References

Media Articles

E-Books, Blogs, Case Studies

Analyst Reports

Salespeople

55%

46%

38%

38%

34%

27%

22%



Our customers have changed.
We haven’t.



Farewell funnel…



Hello flywheel



 



 

Force Friction

The speed of your flywheel 
decreases when you 
experience friction.

The speed of your flywheel 
increases when you apply 

more force. 



Friction
(n) resistance

Force
(n) energy, positive movement

Blog traffic up
International lead generation up

Global SLA attainment up

Event attendees down
Persona X NPS down

Partner acquisition down





Traffic analytics

Attribution reports

Custom ticket reports





3 reports to run



Traffic analytics





What to look for in Traffic Analytics

● Source 

● Quality

● Differences across slices

















Pro tip #1: Overlay a website metric



And follow it….



Before After



Pro tip #2: Create an analytics view



Pro tip #2: Create an analytics view

Domain/subdomain
Directory (e.g. lineup pages)
Country of traffic



What to look for in Traffic Analytics

● Source (social vs. paid, Facebook vs. Insta, etc.)

● Quality (conversion rates, bounce rate, time on page)

● Variances across slices (analytics views)



FB and local traffic

Bounce rate

Organic traffic to blog



Attribution reports



Think of 
customer 
experience like 
football.



Who deserves credit for this goal?



Who scored 
the most goals?



Who had the 
most assists?



The same is true for your business.



Multi-Touch 
Attribution

IN MARKETING HUB ENTERPRISE

Fully take stock of what marketing assets 
should receive credit for influencing deals 
that go closed won.

#INBOUND19





Meet 
Bethany



FIRST TOUCH



FIRST TOUCH



FIRST TOUCH LEAD 
CREATED



FIRST TOUCH LEAD 
CREATED

DEAL 
CREATED



FIRST TOUCH LEAD 
CREATED

DEAL 
CREATED CLOSED WON



$800Total
Purchase



Bethany’s Buyer’s Journey

PAID SOCIALORGANIC 
SEARCH

ORGANIC 
SOCIAL BLOG EMAIL

FIRST TOUCH LEAD 
CREATED

DEAL 
CREATED CLOSED WON



FIRST TOUCH LEAD 
CREATED

DEAL 
CREATED CLOSED WON

$$$ $$$ $$$ $$$ $$$

% % % % %



Attribution
Models

First touch model

Last touch model

Linear model

Full path model

U-model

W-model



“How are paying customers first 
finding out about us?”



FIRST TOUCH 
ATTRIBUTION

SINGLE-TOUCH ATTRIBUTION

Gives all the credit to the first touch point 
someone has with your brand on their way 
to becoming a customer.

#INBOUND19

100%



Bethany’s Buyer’s Journey

PAID SOCIALORGANIC 
SEARCH

ORGANIC 
SOCIAL BLOG EMAIL

FIRST TOUCH LEAD 
CREATED

DEAL 
CREATED CLOSED WON



First Touch 
Attribution

ORGANIC 
SEARCH

$800
REVENUE

100%
CREDIT





Paid social is driving a 
bulk of their revenue for 
first touch.

Analyze the 
results



Organic social is hardly 
moving the needle.

Analyze the 
results



Email isn’t making an 
influence on first touch. 
Neither is the blog.

Analyze the 
results



“What is influencing paying 
customers across the entire 

buyer’s journey?”



FULL PATH 
ATTRIBUTION

MULTI-TOUCH ATTRIBUTION

Gives an equal 22.5% of credit to the four 
main touchpoints. The remaining 10% is 
distributed to any other touchpoints.

#INBOUND19

90%

10%

○ First touch

○ Lead created

○ Deal created

○ Closed won

○ All other 
touchpoints



FIRST TOUCH LEAD 
CREATED

DEAL 
CREATED CLOSED WON

$180 $180 $180 $80 $180

22.5%
CREDIT

22.5%
CREDIT

22.5%
CREDIT

10%
CREDIT

22.5%
CREDIT

Bethany’s Buyer’s Journey



Paid social is still on top.

Analyze the 
results



Organic social is hardly 
moving the needle.

Analyze the 
results



Email and blog are driving 
a lot of revenue with this 
model.

Analyze the 
results



What to look for in Attribution Reports

● What question are we trying to answer?

● How is a specific channel or asset performing?

● What is driving revenue?

○ Give credit where credit’s due

○ Optimize for what’s working



FB and local traffic

Bounce rate

Organic traffic to blog

Paid Social, Email

Organic Social, Blog



Tickets & Feedback 
Reports







How long do they take? 
What are they about? 
Where are they coming from? 
Who’s answering them? 



How long do they take? Time to first reply
What are they about? Ticket category
Where are they coming from? Ticket source
Who’s answering them? Ticket owner



Step 1

From any HubSpot 
dashboard or from your 
Reports screen, click Add 
report then Create custom 
report.

Get to the builder



Step 2

Do you want to report on 
contacts, companies, etc.?

In this case, tickets.

Choose your data set



Step 3

Examples: 
Source, status, pipeline

In this case, category.

Pick your properties



Step 4

Which tickets do we want 
to see?

Add your filters



Step 5

Chart type, sort, data 
labels, colors, etc.

Create your visualization



Step 5

Chart type, sort, data 
labels, colors, etc.

Create your visualizationAmenities

Bag 
Policy



Step 6

Click Save, and decide 
whether you’d like to add 
your report to a 
dashboard, or have it live 
on its own.

Save your report.







Pro tip: Measure NPS



NPS stands for Net Promoter Score. 

It's a customer satisfaction benchmark that 
measures how likely your customers are to 
recommend you to a friend.







FB and local traffic

Bounce rate

Organic traffic to blog

Tickets about water

Net Promoter Score

Paid Social, Email

Organic Social, Blog



Summary

● Force is good. Friction is bad. Flywheel is our guide.

● Traffic analytics = Attract

● Attribution report = Engage

● Custom ticket reports & feedback = Delight



That’s A3C’s reporting flywheel. 
What’s yours?



Thanks!


