
BECOME AN INBOUND SALES 
NINJA: ONE TEAM’S ULTIMATE 

PLAYBOOK FOR SUCCESS 
WITH HUBSPOT SALES HUB

N I C K  S A L V A T O R I E L L O  
I M P A C T ,  H U B S P O T ’ S  2 0 1 7  A G E N C Y  

P A R T N E R  O F  T H E  Y E A R



HI I ’M NICK SAL
NICE TO MEET YOU!
M Y  B A C K G R O U N D

• 7th year attending INBOUND 

• 4.5 years on the team at HubSpot Inc.                  
(April 2011- November 2015)

• 3rd time hosting a break-out session at INBOUND

• 2nd year working full time on a sales team using 
HubSpot Sales Hub

THANK YOU FOR 
JOINING ME TODAY!



THIS IS THE 1 NOTE YOU MUST CAPTURE TODAY:

Visit
IMPACTBND.COM/NINJA

to get the deck, all resources, and keep in touch



INBOUND SALES NINJA?

ULTIMATE PLAYBOOK?

ONE TEAM?

HUBSPOT SALES HUB?

BREAKING DOWN THE TOPIC:
B E C O M E  A N  I N B O U N D  S A L E S  N I N J A :  O N E  

T E A M ’ S  U L T I M A T E  P L A Y B O O K  F O R  S U C C E S S  
W I T H  H U B S P O T  S A L E S  H U B
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WHAT DOES INBOUND SALES MEAN?

WHO HERE IS “IN SALES”?



WHAT DOES INBOUND SALES MEAN?
A S K  M Y  B O S S ,  I M P A C T ’ S  F I R S T  H E A D  O F  S A L E S :

“Inbound Selling or Sales (to me) is the art of guiding a 

prospect through a personalized buying journey on their 

terms while further educating and challenging them to 

make the best decision for them and their organization.”

-Tom DiScipio, Chief Revenue Officer and Partner, IMPACT
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“Inbound salespeople focus on their prospect's pain 

points, act as a trusted consultant, and adapt their 

sales process to the buyer journey.”

-Mark Roberge

HubSpot’s first rep and former VP of Sales

Inbound Sales: How to Sell the Way Prospects Buy

A S K  H U B S P O T ’ S  F I R S T  H E A D  O F  S A L E S :

WHAT DOES INBOUND SALES MEAN?

https://blog.hubspot.com/sales/inbound-sales-transforming-the-way-you-sell
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YOU CAN LEARN ALL ABOUT THE 
FUNDAMENTALS IF YOU HAVEN’T ALREADY



WHAT DO WE MEAN BY 
BEING A ‘NINJA’ AT IT?
Y O U ’ R E  P R A C T I C E D  +  S U B T L E :

• Practicing and preparing over time. 

• Your weapons, techniques are hidden.  

• Not like a clown with novelty gadgets and “look 
at me!  Look what I can do!”

• When done well, your craft is unnoticeable - it’s 
that natural.  Source: Wikipedia

https://en.wikipedia.org/wiki/Ninja#/media/File:Hokusai-sketches---hokusai-manga-vol6-crop.jpg


“THE ART OF SALESMANSHIP 
IS THE ABSENCE OF 
SALESMANSHIP.”

A S K  O U R  S A L E S  C O A C H :

-Jack Carrol of SalesLinks.com



KEY RESOURCES
A S  A  T E A M ,  W E  C O N S U M E D  A L L  
O F  T H E S E  R E S O U R C E S  I N  Y E A R  1

They Ask You Answer:

Why you want it: A really easy to follow guide on inbound 
sales/content marketing by the most successful HubSpotter 
I’ve ever met.

The Challenger Sale:

Why you want it: It’s a guide for reps and managers to be 
better teachers/advisors in sales.

The Ultimate Sales Machine:

Why you want it: Bring all you’ve learned about marketing 
and sales together in a complete guide that is VERY inboundy.



WHAT DO WE MEAN BY 
‘ONE TEAM’?
T H I S  I S  W H A T  I M P A C T  D I D ,  G I V E N  
O U R  S I T U A T I O N ,  B U T  I T ’ S  P R O B A B L Y  
N O T  T H A T  D I F F E R E N T  F R O M  Y O U R S … .
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Other vital stats: 

• 60+ full time staff members ranging from inbound 
strategists, trainers, marketers, designers, developers

• 50+ organizations currently retain us as their ‘go-to’ 
agency and resource for all things inbound  

• Retainer clients invest an average of $85k/year with us 

• Retainer clients work with us for an average of 2 years 



WHAT WAS IMPACT’S SITUATION?
R E A P I N G  T H E  R E W A R D S  F R O M  C O N S I S T E N T  

I N V E S T M E N T  I N  I N B O U N D / C O N T E N T  M A R K E T I N G

Sessions >>

New Contacts >>
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SALES STILL HAS ITS 
CHALLENGES…

Source: The State of Inbound Report
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MOST COMPANIES ARE STILL UNDERINVESTING 
IN SALES…

Source: The State of Inbound Report
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THE CLOSE OF OUR 1ST YEAR USING SALES HUB



IMPACT’S 2020 VISION
IMPACT’s Leadership Team, using staff interview/survey input, 
invested 2-days off-site with a consulting firm to draft it. 

Our CEO reviews elements of the vision in each monthly All-Hands.



REVENUE GOALS CALLED FOR 
GROWING $10 MILLION/YEAR 

RUN RATE BY END OF 2019

For us, that meant our sales, marketing and services teams 
working together to grow by $3 million+/year



WHAT DO WE MEAN BY 
‘ULTIMATE PLAYBOOK’?

B E C A U S E  I T ’ S  A D A P T A B L E  A R O U N D  Y O U R  
G O A L S ,  N O T  J U S T  A R O U N D  G E T T I N G  
E V E R Y  F E A T U R E  U S E D .   



THE BEST PLAY IS IMPLEMENTING 1-2 
REGULAR USES FOR EACH FEATURE 

UNTIL IT FORMS A HABIT. 
SALES PEOPLE RUN OFF OF HABITS.

@ N I C K S A L I N B O U N D



HOW OUR TEAM ADOPTED 
CRM + SALES HUB

(A HIGHLIGHT REEL)



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

GOALS IMPACT SET FOR 
HUBSPOT SALES HUB
F E A T U R E  A D O P T I O N  F O L L O W E D  

O U R  T E A M ’ S  G O A L S :



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

W I T H  H U B S P O T  S A L E S  H U B

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

OUR PLAYBOOK FOR 
INBOUND SUCCESS

CENTRALIZE INFO 
TRACKING



ALL CONTACTS TRACKED IN CRM

\

“ I F  I T ’ S  N O T  I N  T H E  C R M ,  I T  D O E S N ’ T  E X I S T ”



EVERYTHING ATTACHED 
TO THE DEAL RECORD



PIPELINES FOR EVERYTHING WE SELL
S T A R T  W I T H  B A S I C  O N E S  A N D  B U I L D  O U T  F R O M  T H E R E



ALL REPORTS ON DASHBOARDS
T H E R E ’ S  S O M E  G R E A T  D E F A U L T S  T O  S T A R T  W I T H  

A N D  Y O U  C A N  A D J U S T  F R O M  T H E R E



TRACK AND MANAGE “DEMAND” FOR 
EXPLORATORY CALLS/NEW OPPS



REPORTS ON WHERE OUR DEALS 
WERE COMING FROM

W E  F O C U S E D  W H E R E  W E  F O U N D  T H E  M O S T  S U C C E S S  
( I N B O U N D  L E A D S  V S .  O U T B O U N D  P R O S P E C T I N G )



REPORTS: ON HOW MANY DEALS I  HAD IN EACH 
STAGE OF MY PIPELINE



ALL REPS AND ALL DEALS ON ONE DASHBOARD
A L L O W S  M A N A G E R S  T O  C O A C H  A N D  A D V I S E  A C C O R D I N G L Y  

( S O M E T I M E S  A B O U T  F E A T U R E  U T I L I Z A T I O N )



REPORTS: ON HOW DEAL SOURCES 
WERE TRANSLATING INTO REVENUE

A R E  T H E R E  S O U R C E S  T H A T  S H O W  A  B E T T E R  F I T  T H A N  
O T H E R S ?  E M E R G I N G  C H A N N E L S  F O R  N E W  O P P S ?



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



WHAT IS OUR TEAM’S BASIC SALES PROCESS?

1.Connect Call (get our script we drafted)

2.Exploratory/Goals Call (I pick an outline and drop into my CRM deal notes. 
Inspired by GPCT CI BA article)

3.“Demo” Call (Deck on how we operate, Meet a Services Team member)

4.Proposal + Estimate Presented (Deck with Goals/Trends/Insights and Quote)

5.Master Services Agreement + Statement of Work Finalized (Review both 
docs on a call and confirm timeline and commitment before sending over)

6.Closed Won (Complete Closing Checklist, Host internal kick-off)

https://docs.google.com/document/d/1a5j52Qy6QOk552mr0z-CDillfF3s5-c9C30lKfuteNM/edit?usp=sharing
https://docs.google.com/document/d/1mEFrAmRDYjjjas3aQCiMB276eoApPWxcXxOkQ5QcQDc/edit?usp=sharing
https://blog.hubspot.com/sales/gpct-sales-qualification
https://docs.google.com/presentation/d/1myfa5fWL9pfHAFQnEkRKBCXwC8n_7XjEOj7t1Y-yzWI/edit?usp=sharing
https://www.impactbnd.com/inbound-marketing-agency/the-impact-team
https://docs.google.com/document/d/1TPm_-QK2YgkvEYyWddaOKJpkICf2o186Q_6owN6Ir-o/edit?usp=sharing


PIPELINE DEAL STAGES THAT 
MIRRORED OUR SALES PROCESS



�37

NOT A GOOD FIT?  
ALWAYS AT HELP WITH FREE RESOURCES. IT’S INBOUNDY.



REQUIRED DEAL INPUTS IN ORDER TO 
MOVE DEALS AHEAD 
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REQUIRED FIELDS TO 
MOVE DEALS AHEAD 
(FOR BOTH PARTIES)



EMAIL TEMPLATES FOR POST 
EXPLORATORY CALL FOLLOW UP

Resource: More template ideas from HubSpot

https://www.hubspot.com/sales/sales-follow-up-email


INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



HIRE A
LEAD MANAGER /  CONNECTION SPECIALIST

Also sometimes known as:

• Business Development Rep (BDR)

• “The Front Desk” 

• Sales Team’s Gatekeeper / Filter

Sometimes can double as:

• Outbound Sales Development Rep 
(SDR)

• Marketing + Sales Tech Integrator

• Head of Online Community

In charge of all consultation 
requests and making sure no 
lead is left behind.

 

https://www.impactbnd.com/blog/tips-for-more-effective-sales-connect-calls
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LEAD MANAGER /  CONNECTION SPECIALIST: 
TRACKED ON THE DASHBOARD

Learn More: AFTER 50+ SALES CONNECT CALLS, HERE ARE 10 
THINGS I LEARNED ABOUT BEING EFFECTIVE.

https://www.impactbnd.com/blog/tips-for-more-effective-sales-connect-calls
https://www.impactbnd.com/blog/tips-for-more-effective-sales-connect-calls
https://www.impactbnd.com/blog/tips-for-more-effective-sales-connect-calls


�44

LEAD MANAGER ENTERS 
CONNECT CALL + DEAL INFO 

BEFORE BOOKING US



DEALS ‘CARD VIEW’ = MY HOME PAGE



SET UP SELF-SERVICE MEETING BOOKING



STAYING IN THE APP, STAYING IN THE FLOW…



‘TASKS’ = MY 2ND HOMEPAGE



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



"IT’S REALLY ABOUT TAKING 
THESE INDIVIDUAL PIECES OF 

DATA AND CORRELATING THEM 
TO EACH OTHER TO SEE IF THE 

SALES PROCESS CAN HELP 
INFLUENCE THEM.”  

@ D A K O T A H E R S E Y
@ I M P A C T B N D

https://twitter.com/DakotaHersey


TOP REASONS FOR CLOSED/
WON OR CLOSED/LOST
Conducting a mini-debrief on every 
deal that goes into either closed/won 
or closed/lost stage



MAINTAIN RESPONSIVENESS AND QUALITY

We attained an average 18-20% 
close/won rate on all deals we got 
assigned to do exploratory calls with

We learned that we could handle 10-15 active 
opportunities at once.  

Anything more and our responsiveness and/or 
quality of response dropped.



ADOPTION OF FEATURES WAS INCONSISTENT



HERE COMES 2018….
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GREAT SUCCESS = GREATER RESPONSIBILITY
Increasing team size, talent, and specialization allows us to 

expand the business, but also brings new challenges…..



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



CREATING A 
TRIP WIRE /  
KICK-START OFFER



2 - W E E K  M A R K E T I N G  A U D I T  A N D  
R E C O M M E N D E D  M A R K E T I N G  
S T R A T E G Y  F O R  N E X T  9 0  D A Y S

OUR NEW OFFERING: 
MINI AUDIT + 90 DAY PLAN



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



FOCUSING ON 
CUSTOMER 
SUCCESS



ONBOARDING / ENGAGEMENT

CONTINUATION / RENEWAL

Internal hand-offs 

Joining Project kick-offs 

Quarterly Business Reviews 

Ensuring timely conversations are had with 
customers

Discounts/pricing are available

Adjusting expectations based on lessons 
learned from previous work together

RETENTION / ACCOUNTABILITY

UPGRADE / EXPANSION

Owning the agreement.  

Owning the executive relationship.  

Running point if/when either party seeks to 
change direction.

Helping Product/Service team with timing, 
packaging, strategy 

Presenting scope to client and closing

FOCUSING ON POST SALE /  
CUSTOMER SUCCESS MANAGEMENT
T R A N S I T I O N I N G  F R O M  ‘ H U N T E R ’  T O  ‘ F A R M E R ’  

A S  R E L A T I O N S H I P S  G R O W  A N D  E X P A N D



HUBSPOT’S VP OF CUSTOMER SUCCESS SPOKE 
ABOUT IT YESTERDAY

A L I S O N  E L W O R T H Y  A N D  H E R  T E A M  
K N O W  T H E I R  S T U F F

Learn more: Customer Success - The Third Growth Engine of Business

https://blog.hubspot.com/service/customer-success


KEY RESOURCE
D E E P  S P E C I F I C S  F O R  T H I S  F A S T  
D E V E L O P I N G  B U S I N E S S  D I S C I P L I N E :

Why you want it for your team:  

Customer success begins long before they 
become a customer (like, during the marketing 
and sales process).

Learn how the most successful companies are 
increasing retention and overall lifetime value of 
the deals they close.  



INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS AS 
WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



 EXPANDING THE 
INBOUND SALES 
‘NINJA ARSENAL’

Source: Wikipedia, HubSpot

https://en.wikipedia.org/wiki/Ninja#/media/File:Kumawakamaru_by_kuniyoshi_-_24_paragons_of_filial_piety.jpg


NEW SALES TOOLS TO BE FORGED…



VIDEO IN THE SALES PROCESS:
M O R E  E F F I C I E N T ,  E F F E C T I V E ,  A N D  M O R E  H U M A N  

C O M M U N I C A T I O N  T A C T I C S

RESOURCE: 4 step-by-step scenarios that IMPACT used to deploy video

https://www.impactbnd.com/blog/using-video-in-your-sales-process


HEAR IMPACT TALK ABOUT IT -  TODAY!

Learn more: ‘FIND VIDYARD DURING 
INBOUND 2018’

(tell them you heard about it here ;)

W E ’ R E  P R E S E N T I N G  W I T H  V I D Y A R D  
A T  I N B O U N D &

https://www.vidyard.com/hubspot-inbound-2018/
https://www.vidyard.com/hubspot-inbound-2018/
https://www.vidyard.com/hubspot-inbound-2018/


LEAD MANAGER/CONNECTION 
SPECIALIST OWNING LIVE CHAT



PODCASTING

See our example:  impactbnd.com/show

http://impactbnd.com/show


INCREASE EFFICIENCY

STANDARDIZE PROCESSES

EXTRACT INSIGHTS

CENTRALIZE INFO 
TRACKING

CLOSING DEALS FASTER

FOCUSING ON CUSTOMER 
SUCCESS

EXPANDING OUR INBOUND 
SALES TOOLSET

SUSTAINING  TEAM SUCCESS 
AS WE GROW

W I T H  H U B S P O T  S A L E S  H U B

OUR PLAYBOOK FOR 
INBOUND SUCCESS



EPILOGUE:
SUSTAINING 
SUCCESS AS THE 
TEAM GROWS
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FOCUSING ON “THE URGENT” PUTS 
PROCESS AND TRACKING AT RISK…



MAINTAINING QUARTERLY OBJECTIVES 
+ KEY RESULTS

This is the responsibility of the sales leader, in consultation with his 
direct team and peers on IMPACT’s leadership team. 



PEOPLE TOOLS: BECAME IMPORTANT TO HELP SCALE
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ARE YOU A NEW LEADER OF INBOUND SALES NINJAS?
G E T  T O  K N O W  T O M  D I S C I P I O

https://www.impactbnd.com/blog/managing-sales-team-first-time
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THE INVESTMENT IS WORTH IT,  YOU’LL SEE!
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WANT TO LEARN MORE ABOUT HOW IMPACT DOES 
INBOUND (AND HOW YOU CAN TOO?)

L E T ’ S  C H A T  A T  O U R  B O O T H  T H I S  W E E K  
O R  R E Q U E S T  H E L P  V I A  O U R  W E B S I T E

https://agency.impactbnd.com/
https://www.impactbnd.com/website-throwdown-inbound


QUESTIONS?

WHAT’S YOUR 
EXPERIENCE?

BE BOLD. ASK AWAY…



GET THE DECK
impactbnd.com/ninja

LET’S CHAT
Let’s connect at the event or online

GET TO KNOW US
Come find me at the IMPACT Booth
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