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Growth Hacking:  
Not Just for Startups



Growth Hacking has exploded past the endless 
promotional noise of traditional marketing 
by merging out-of-the-box creativity with a 
strong customer focus. And to achieve high-
performance growth, add into the mix adept 
use of technologies and customer-responsive 
product development.   

Growth hacking has its origins in the world 
of startups. However, it’s important not to 
focus so much on the term “growth hacking”, 
but rather to focus on what growth hacking 
means and how it can make a difference to 
any organization. The overall purpose is to 
permeate companies with a strong growth 

vibe, away from traditional marketing, into 
faster and more Agile modes to attract and 
engage buyers.

They Tell Two Friends

and They Tell Two Friends

and So the Message Spreads…
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Growth Hacking: The New Hybrid

These three diagrams (below) are used pervasively to depict growth hacking. While they come from somewhat different perspectives, they’re 
all relevant. Evolution and practices in action have made growth hacking an organic phenomenon for many different kinds of organizations.

For Growth Hacking to work well, there can 
be no silos in organizations, whether a startup 
or a well-established company. It takes many 
roles to pull off successful hacks.

A Growth Hacker can combine marketing 
creativity and innovation with the ability to 
code marketing hacks.

 A Growth Hacker may be actively involved 
in product engineering that melds customer 
desires with Agile marketing, where the 
product markets itself.

And behind it all—customer intelligence from 
advanced analytics. Growth Hackers have to 
be masters of continuous customer analytics 

to craft hacks that will hit the mark, to speed 
growth with the acquisition of the right 
customers, at the right time.
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Why “Growth Hacks”?
Growth hacking didn’t just pop up from nowhere—it began with the technology industry, 
influenced by Agile and Lean technology development, and, even more importantly, the 
limited or sometimes non-existent marketing budgets of technology startups. Growth 
hacking also came from the realization that traditional marketing wasn’t very effective  
for creating fast growth for online startups.

Many agree that Hotmail pulled off the  
first recognized “growth hack” in the  
late 1990s with this clickable tagline  
in every email:  

“Get your free email at Hotmail!”

It’s likely no one called it a growth hack.  
This unusual (at the time) approach resulted 
in tremendous user growth and a fast 
acquisition by Microsoft.  

Sean Ellis is the originator of the “growth 
hacking” term, which he used to describe the 
marketing tactics that led to rapid growth for 
Dropbox and other online businesses where 
he had worked. This quote from Ellis continues 
to reverberate across the Internet:

 “A growth hacker is a person whose true north 
is growth. Everything they do is scrutinized 
by its potential impact on scalable growth. 
Is positioning important? Only if a case can 

be made that it is important for driving 
sustainable growth (FWIW, a case can 
generally be made).”

Instead of business-as-usual marketing, 
spotlight what’s best for connecting 
a company to the right buyers, for the 
current point in time. Growth hacking often 
concentrates on digital channels, such 
as social media, to measure and analyze 
user behavior. The continuous mantra of 
“scalable growth” speaks about purposefully 
and “economically” choosing the right 
techniques, programs, and tactics that will 
most likely lead to growth. Use social media 
to listen and engage—to learn more and 
apply lessons.



The Allure of Viral Hacks
The classic trademark of growth hacks is virality, something that is especially important for 
startups. The most successful hacks are ones that quickly and infectiously move through 
large numbers of people, often based on the product itself providing just what they need. 
This then inspires people to spread the word, usually through social channels, further 
fueling virality.

People interested in growth hacking often seem 
to give virality mystical powers. But it rarely 
happens by accident. Viral growth results from 
the things that companies do to make sure they 
have positive answers to these kinds of questions: 

•  Why should our customers want our 
product? 

•  Have we really made it easy for them to 
spread the word about our product? 

• Is the product even worth talking about?

In the early days, virality was a sign of success. 
But growth hacking and the world of customers 
have evolved—like all things used by many 
different people in many different ways. 
Growth hacking can still be effective without 
always resulting in viral buzz and growth.
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The Realities 
of Growth
Obviously, growth hacking has a tight fit for startups that are online 
businesses. But all kinds of businesses can benefit from growth 
hacking methods, especially since marketing is now largely digital. In 
established companies, the path to growth may need to be more of 
a marathon than the sprints that smaller startups favor. Or individual 
growth hacks may need to interconnect purposefully to handle the 
larger challenges of such companies. 

Growth hacking can balance aspects of traditional marketing by 
lightening heavy-handed marketing through faster and less expensive 
hacks. Growth hacking provides a significant lesson that should help 
transform traditional marketing: too many processes will kill the 
creativity and innovation at the heart of growth hacking.

Growth hacking doesn’t happen overnight—it takes lots of concentrated 
preparation. And growth hacking won’t work if the product is inherently 
flawed or isn’t what customers want. It can’t be applied to any company 
go-to-market situation simply as a “marketing add-on”.

Viral-type growth is not a one-size-fits-all strategy. And it’s clear 
that growth hacking can promote sustainable growth without viral 
responses to every hack. 

And the real “secret” of growth hacking success is the mindset of the 
team, not some super-cool toolset.



1. Conceptual

2. Problem Structuring

3. Data Preparation and Exploration

4. Analysis and Modeling

5. Recommendations and Deployment

Characteristics 
of the Growth 
Hacker Team
The characteristics cited most often for growth hackers are things 
such as creativity, curiosity, fearlessness, and challenging the status 
quo. Growth hackers are often obsessed with rapid growth and are 
able to spin out hacks in record time.

But behind all these characteristics must be a serious analytics 
professional—one that can correlate results from different advanced 
analytics processes to derive timely and relevant customer 
intelligence and behavioral patterns. And then continuously 
translate analytics into actions to create hacks, to assess 
performance, make changes quickly, and know when to terminate 
the hack and move on to a new one.

For startups and established companies, it’s often better to have 
several growth hackers embedded in various functions to eliminate 
silos that can get in the way of successful hacks.
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The Right Product
Technology is the core of growth hacking, both 
to create hacks quickly and to track and measure 
performance in terms of customer response and 
behavior. Advanced analytics plays a key role 
in continuously identifying and understanding 
customers and what they want from products.

The right product, with the right marketing, 
leads to customer “stickiness”. Begin with 
determining the product/market fit, identifying 
the target customers that want and need your 
product—before trying any sort of marketing, 

including growth hacking. It takes a lot of work to 
determine who those customers are: iterations of 
testing, analytics, tweaking, and improving.

A crucial point of product/market fit is that 
understanding who your customers are—how 
they find and use your products—will open 
the way for developing products and features 
that will attract and retain more of that target 
market. This means money spent on creating 
the right product, instead of money wasted on 
marketing the wrong product.

The right product is often the pinnacle of a 
necessary and unique solution to a particular 
problem. When this solution happens, the 
product may even market itself. It will certainly 
provide authentic ways to create effective 
hacks over and over again.

Product/market fit will lead naturally to 
engendering positive customer experiences, 
particularly that “must-have experience” (MHX) 
that is so important to successful growth 
hacking.

Turn Product Development on Its Head
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Failure as a Means to Successful Execution
Growth hacking teams spend a great deal 
of time testing, tracking, and measuring 
all aspects of hacks, including the value 
proposition. These teams also have to master 
the rapid redesign of both hacks and products 
themselves. Fast-growth online businesses 
have an obsessive focus on the right landing 
pages, applying A/B testing where appropriate, 
and virality frameworks. Much of growth 
hacking utilizes direct marketing (social media, 
digital channels, targeted email marketing), 
with an emphasis on testing, quantitative 

measurement, scenario modeling, data 
analytics, and querying. 

A startup mentality also prepares growth 
hackers for being comfortable with  
embracing failure as simply a step in the 
process. With an approach of continuously 
jumping in to try new hacks, failure is 
a constant. Not everything will work, even 
after research, testing, and adjustments. Fail 
early, fail fast—but learn from failures to apply 
knowledge to new hacks.

Growth hackers borrow from Agile/Lean 
processes for developing technology 
and other products: 

• Shorter sprints to test early and often
• Fail early—fail fast—learn
•  Know when to turn off the hack  

and move on to the next
•  Show the core value in the first five seconds 

of any interaction



How Do Users Find Us?

Do Users Tell Others?

Do Users Come Back?

Do Users Have a Great First Experience?

How Do You Make Money?

Activation

Retention

Revenue

Referral

Acquisition
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Individual hacks require specific 
and continuous analytics, for testing 
and tweaking them to reach successful 
outcomes. But take care not to focus 

solely on short-term growth related to 
individual hacks. Brands need to continue 
to establish and nurture customer value and 
relationships for the long haul, too. Without 

the bigger picture of goals that extend into 
the long term, even if at an abstract level, 
growth can eventually stall and the company 
may fail.

Goals and Metrics—Anchors 
for Growth Hacking
Growth hacking cannot ignore the 
importance of business objectives and 
strategy. Analytics and metrics are at the 
heart of many aspects of growth hacking, 
where a creative mindset merges with an 
analytics mindset. This should also serve to 
connect the actions and results of hacks to 
business goals. The entire team should be 
aligned on specific goals, to add context to 
analytics results and improve execution. 

For each company, what comprises the 
right attributes to measure can be fairly 
unique, generally leading to a matrix of 
metrics. And for each company, the right 
metrics and attributes are the ones that 
measure actions and events that relate to 
key business context and goals. It’s just as 
important for startups to understand why 
goals and metrics matter, both for the short 
term of each hack and for the long-term 

development of products, ongoing customer 
engagement, and the company itself.

One framework favored by growth hackers 
is Pirate Metrics, aka AARRR. This framework 
is iterative, mirroring customer buying 
journeys (especially repeat customers) as 
well as customer advocacy opportunities. 
Most startups want customers to travel 
through these five essential stages:



Real World Hacks:  
Startups and Established Companies
There are numerous widely published examples of successful growth hacks pulled off by 
startups. These hacks focus on well-designed products that do the marketing naturally:

Dropbox, the well-known online 
file-sharing service, used an incentivized 

referral hack to achieve viral growth. The pitch 
was simple: get more free storage simply by 
inviting others to join the service. This 
approach made each user stickier.

Other successful hacks for Dropbox include:

•  A simple sign-up as the main purpose of 
the homepage—after sign-up completion, 
“Getting Started” pops up to guide new 
users.

Working on any device, on any platform, 
epitomizing the idea of the “right product”.

Pinterest used simple hacks to achieve 
rapid growth, including: 

•  Automatic following of certain profiles for 
news feeds when users registered for the 
service, which helps new users get their 
feet wet.

•  Simplified navigation for basic activities 
such as likes, re-pinning, and comments, as 
well as incorporating infinite scroll to make 
it even easier to navigate.

Growth hacking isn’t just for startups anymore. 
Established companies are constantly 
challenged to find new growth. And many of 
these organizations are feeling the competitive 
pressures to become Agile, responsive, 
and relevant to the needs of customers. 
Accordingly, growth hacks do offer value to 
these companies, to transform how they 
develop products and how they go to market:

A digital company like Amazon 
obviously uses lots of traditional 

marketing approaches. But Amazon also 
experiments continuously on tweaking online 
services—for example, experiments to see how 
users respond to different buttons and offers. 
Continuous hacks and experimentation can 
lead to bigger innovations while finding ways 
to generate additional value for the existing 
customer base and to find new markets. 

Ticketmaster has successfully used 
a timed countdown to create “urgency” 

to encourage users to buy tickets more quickly. 
This hack has worked well to fuel growth. 
Many people will take action when faced with 
a limited timeframe, for fear of missing out on 
a good deal.
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Growth Hack Like 
a Mobile App Designer 
Digital real estate, especially on mobile devices (where much of the buying world spends 
a lot of time), is at a premium, which is a natural reminder that growth hacks should be 
Lean with targeted pizzazz that quickly grabs buyer interest. Another parallel between 
growth hacks and mobile apps is the intense focus on what matters to users:

•  Your target audience is everything: 
know and understand them to craft what 
will engage them in product, content, and 
marketing design

•  Market where your customers are: your 
customer intelligence efforts will help you 
spend your acquisition dollars wisely, with 
an increased probability of connecting 
with the right customers 

•  Rotate messages: alternate text in one area 
to free up space for the rest of your hack

•  Utilize images related to using your 
product: give users insight about what 
your product does, with the bonus of the 
natural attraction to interesting images

•  Prove product value with confirmation 
from social channels: share the social 
feedback that you collect with the world

•  Craft the presentation of hacks to fit the 
channel: here’s where testing, analyzing, 
and tweaking come into play to create 
successful hacks

•  Powerful calls-to-action: a targeted 
CTA that spurs action through specific 
and compelling language—(Click for free 
access)

•  Leverage an established brand: for 
established brands, a logo brings great 
recognition value to limited digital real 
estate



Content Marketing and Growth Hacking: 
Two for the Price of One
You test and analyze for product/market 
fit to get it right before attempting growth 
hacks—now apply these same lessons 
to content marketing. The driving force 
for growth hackers is to create the “must-
have experience” of a product for the right 
customers who are then likely to share this 
experience with many others. The same 
driving force of growth hacking will improve 
your content marketing. Think in terms of “the 
must-have topics” for the customers you seek.

Growth hacking activities, especially using 
customer analytics, can make content marketing 
more effective, more timely, more targeted, and 
more innovative. Testing and quickly adapting 

how content is presented and shared serves to 
fine-tune better content marketing. Evaluate 
reader responses and actions related to content 
topics to determine what works and what 
doesn’t—then act quickly to change tactics. 

Find out which are the best forms of content 
for your products and your customers: high-
quality live webinars and videos may be the 
right ways to communicate with potential 
customers rather than blogging or articles. 
Provide value-added content for videos. Make 
it easy to share any content.  

Growth hacking methods can improve content 
marketing by making content:

•  Desirable through enticing titles 
and taglines.

•  Easier to share through in-content triggers 
placed adjacent to specific passages.

•  Innovative with unexpected share 
button placements.

•  Engaging through gamification value-adds.

•  Compelling with high-quality writing 
and topics that customers are seeking.
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Impact on Digital Agencies
Obviously, a great deal of marketing is digital 
and, as such, has good potential to fit well 
with growth hacking. For digital agencies, 
the growth hacking mindset can be applied 
to specific projects for established clients. 
Services, teams, and talent can be deployed 
around the value of growth hacking for new 
product launches, activation campaigns, and 
new market entries. Short-lived aggressive 
marketing ploys can be focused on rapid hacks.

At least half of digital marketing activities 
already comprise data collection, analytics, 
and improvement, leading to a natural 
relationship to growth hacking. If digital 
agencies get it right, they can improve the way 
they work on behalf of clients. Growth hacking, 
done right, can be a new way to manage and 
execute certain client projects quickly and 
efficiently. As with established companies, 
digital agencies usually have extensive 

resources for accomplishing work—imagine 
what agencies can accomplish with hacks that 
are backed by healthy resources. 

Growth hackers can be valuable hybrid 
professionals for digital agencies, where 
they bring a fresh vision to marketing that 
can be aligned with specialist agency roles 
to revitalize the digital agency impact for 
marketing established brands.
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Does Growth 
Hacking Have 
a Long-Term 
Future?

Is growth hacking a totally new way to 
do marketing? No. A lot of what makes 
growth hacking tick is not completely 
new. It’s a culmination of several trends 
for a stronger dedicated customer focus to 
improve targeted product development, 
marketing, and customer experiences. 
Essentially, growth hacking is a hybrid: 
marketing, product development, analytics 
for customer intelligence, and Agile execution. 
Growth hacking is a means to trying new 
growth-oriented tactics that can be tested 
and executed quickly—and just as quickly 
terminated. 

Growth hacking can take many organizations 
beyond the failures of traditional marketing, 
particularly the high expense for many 
traditional marketing approaches. The 
methods of growth hacking align product 
development and marketing more closely 
to the way buyers behave in a digital world. 
Growth hacking ensures that organizations 
continuously respond to the constant shifts 
of markets and customer behavior.

There isn’t just one way to growth hack. The 
path for individual growth hacking depends on 
the industry and the nature of the company. 
And companies themselves can benefit greatly 
from a growth hacking culture, to respond 
quickly to market changes, competitive 
pressures, and customer demand.



A Step-by-step Guide to Using 
a Growth Hacking Tactic in Kentico
As we have already seen, the goal of 
Growth Hacking is to use inexpensive and 
scalable techniques or tactics that drive 
user acquisition, engagement, and most 
importantly, increased conversion rates. 
Kentico’s all-in-one Online Marketing solution 
provides a platform for digital marketers to 
deploy growth hacks fairly easily on their 
Kentico-based websites. 

If you are new to growth hacking and 
currently utilize Kentico to power your online 
presence, you might be questioning how 
to get started with growth hacking. This  
step-by-step guide shows you how to build 
growth hacking abilities into your website. 
It illustrates a few simple requirements 
to build upon, allowing your growth 
strategies to succeed.

Brian McKeiver
Co-owner/Kentico MVP @ BizStream

http://www.bizstream.com



Develop Your Strategy or Idea into a Plan
This should be a given, but the first step to any 
strategy is actually to have the blueprint figured 
out. Growth hacking is no different. Start by 
defining one measureable goal you want to 
increase. Then whiteboard out the steps you 
want to take to accomplish that increase. Using 
a simple flow chart is sometimes the best way. 

Once you have your goal and execution steps 
defined, you can review the steps to provide 
an inventory of all the assets you will need to 
implement the strategy, as well. Maybe you 
will need a new landing page, or a new email 
template, or a new online form to execute the 
steps. Knowing the blueprint will help deliver 

the requirements to your team and not slow 
down the execution.

For instance, let’s say your measurable 
goal is to build the number of leads a 
B2B service landing page generates for 
your organization. First, note the current 
impression rate of the page and record the 
number of leads you are already generating 
that can be attributed to the page—this is 
your baseline for the goal.

Next, to increase that goal, you could decide to 
watch out for return visitors to your website for 
whom you already have email addresses, and of 
those contacts, which of them viewed the same 
B2B service landing page more than three times 
within the last five-day period. If this condition is 
met, you can decide you want to send an email to 

that visitor automatically. This email will contain 
a related case study about that specific service 
in order to spark interest and engagement to 
convert that visitor into a qualified lead.

Mocking up the flow of this on a whiteboard 
would be simple and would illustrate that you 
might need a quality piece of content (the 
case study), a single email template (with your 
branding and messaging correctly figured out), 
and a new landing page to hold a conversion 
form (to capture the lead after the email 
interaction). You now have your measurable 
goal, blueprint, and needed asset inventory for 
the growth hack.

By the way, the scenario above will be the 
growth hack example that we are building 
upon for the rest of this step-by-step guide.

Enable Measurement
All digital marketing strategies require having a 
set of metrics that you can measure a baseline 
from and allow you to set a target for success 
and failure. How else would you know if your 
efforts have any effect on ROI? To enable the 
full suite of metrics and measurements in 
Kentico, you need to take the following steps:

• Sign in as a Global Administrator account.
•  Navigate to the Settings application from 

the Kentico menu.
•  Expand the Online Marketing settings group, 

and then the Web Analytics settings group.

•  Check the Enable Web Analytics checkbox 
to true.

•  Select the Online Marketing settings 
group again.

•  Check the Enable Online Marketing 
checkbox to true.

Your site is now set to track macro-level 
analytics (very similar to Google Analytics) as 
well as micro-level analytics. At a macro level, 
page views, visitors, content reports, and other 
stats will be generated in the Web Analytics 
reports that Kentico provides. At a micro level, 

Kentico’s Activity Tracking feature will be used 
to track anonymous and authenticated user 
behavior to a very detailed level.

Web Analytics and Activity Tracking are the key 
features of Kentico that allow you to measure 
and report over 30 different activities a visitor 
can perform on your site. From viewing a 
page to logging in, to adding a product to a 
shopping cart or filling in an online form, these 
metrics set up the baseline and even become 
the triggers or starting point of your growth 
hacks.

1

2

Step
A Step-by-step Guide to  
Growth Hacking in Kentico

Step



Display name:*

Type:

Edit Clear

Activity type:

Condition:

Trigger

Activity performed

Form submission

Activity 'Form submission' was performed for
form Download Kentico CMS/EMS trial
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Create the Content and Delivery Mechanism
After you choose to use an existing case study 
or have a new case study ready to go, you 
need to set up the email communication that 
will send it out. To do so, create your email 
template in the Kentico Email Templates 
application. Ensure that you choose its email 
type as Automation.

You should continue to generate a simple 
email template that has your message, 
branding, and the case study as an 
attachment. Don’t forget to have the body of 
the email contain a strong call to action or 
value statement.

Pro Tip: You can attach files to an email 
template through the Attachments button in 
the header of the template editing page. You 
may also want to upload it to the Media Library 
of your Kentico website. This will make it easy to 
distribute as a download link on any page in the 
CMS or as an attachment in the email.

Next, either choose to use an existing page 
with an online form already placed on your 
website to collect leads, like your Contact Us 
page, or generate a new landing page that has 
an online form configured as a lead form. Make 
sure this URL is linked in your email CTA.

Define the Marketing Automation Trigger
The next step involves creating the automatic 
and scalable part of the growth hack. Since 
we have activity tracking enabled and 
are already watching all of the behavior 
of our visitors, we can create a marketing 
automation process that runs whenever our 
condition is met. The first step of that is to set 
up the process and its trigger.

To do so, navigate to the Marketing 
Automation application. Create a new process 
named something similar to “B2B Service Page 
engagement offer” (the name can really be 
whatever makes sense to you). In the General 
vertical tab, make sure to set the Start the 
process setting under Advanced to If it hasn’t 
been run before. This setting makes sure we 
don’t spam the visitor with more than one 

email communication. Save the setting, and 
then switch over to the Triggers vertical tab.

Create a new trigger by clicking the New 
trigger button. Remember, triggers are the 
reason that a marketing automation process 
starts. They allow you to specify why and when 
to start a process by defining a condition. 
Specify the Display name as “Viewed B2B 
Service Page often”, and change the Type 
property to Contact performed an activity. This 
should open up the Activity type and Additional 
condition properties.

For the Activity type, choose Page visit. Then 
create an Additional condition using the macro 
editor by clicking the Edit button. You can 
choose from the available rules on the right-

hand side bar of the modal dialog window in 
the Kentico interface, or copy and paste the 
following condition into the code tab:

(!(Contact.ContactEmail == null) && 
(Contact.Activities.Where("ActivityType = 
'pagevisit' AND ActivityURL = '/Service-
Page' AND ActivityCreated >= DATEADD 
(dd, -5, GETDATE())").Count >= 3)) 

After you have finished configuring, click  
Save & Close to close the macro, and click 
Save to complete the trigger.

Kentico’s digital marketing solution will now 
know to fire off a process anytime a website 
visitor lands on the same B2B service landing 
page more than three times in the last five days.

4

3Step

Step
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View the Results
By using the Automation Process’s Reports 
vertical tab, you will be able to see the results of 
your growth hacking tactic. Viewing the detail of 
the reports will show you how many Contacts 
have run through the process and which step 
they might be waiting at, if not finished yet.  

You can also use the Web Analytics reports in 
Kentico to see the number of page views of 

your B2B Service page, the number of times 
your case study was downloaded, and the 
number of form submissions that occurred 
on your lead form. Typically, you would run 
the automation for at least 30 or 60 days to 
determine the success or failure rate.

Define the Marketing Automation Process
Now that we have a marketing automation 
process and the trigger to run the process, we 
need to configure the steps that process takes 
when it executes. Click the Steps vertical tab. 
The visual process designer should open up 
with two default steps already configured—  
the Start and Finished steps. 

First, drag the Finished step over to the  
right-hand portion of the screen a few inches 
to give yourself some space to add a new 
step in the middle. Next, find the Send email 
action in the action toolbar and drag that 
between Start and Finished. As soon as you 
release your mouse, the action should appear 

in the designer. Connect the red dots between 
Start and Send email, and also between Send 
email and Finished to make a single linear 
path through the process.

Configure the Send email action by clicking the 
Edit icon (a green pencil) in the action header 
area. Configure the Name, From, and To values 
accordingly, and make sure you choose your 
existing email template by clicking the Select 
button in the Email template field. 

That’s it! Your growth hacking strategy is now 
in place. As always, remember that the minute 
the process is enabled, it will become live on 

your website. The best practice of configuring 
and testing your marketing automation on a 
development server still exists here. You would 
not want to send multiple emails to the wrong 
person, right? Also, on a very highly trafficked 
website, you might need to run a more 
optimized version of the macro, but that is out 
of the scope of this guide.

Once the setup is tested and certified, you 
can use the Content Staging application to 
promote your process to the live site.

5
6

Step

Step
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Conclusion
As you can see, the solution for implementing 
a growth hacking tactic through Kentico’s 
activity tracking and marketing automation 
capabilities is entirely possible. The solution 
should hardly take any developer effort and 

not require a code change, which makes it 
inexpensive to create. Since we are using a 
fully automated solution that is targeted at 
only engaged visitors, it should also scale very 
well. Being able to report on the impact of 

conversion rates, against our baseline metrics, 
through the built-in Kentico reporting, is the 
last piece of the puzzle to getting a full insight 
into how well the tactic is performing. This is 
what growth hacking is all about.
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A Glossary of Kentico Growth 
Hacking Features
Here is a list of Kentico features that you can effectively leverage to enjoy  
the incredible benefits of running your own growth hacking campaigns.

Content Management
Through frequent and targetted content management, additional traffic can be raised for a campaign or marketing initiative. 
With a defined content update strategy, marketers can ensure the most up-to-date information is presented to their 
audience and drive rapid growth.

Contact Management
The management of contacts can ensure the most engaged individuals are contacted, capitalizing on their interests and 
patterns to achieve maximum growth. Understanding contacts can ensure effective communication and optimal impact for 
a campaign. Custom fields can easily be applied to collect and store visitor preferences for further personalization in your 
marketing and growth efforts.

Activity Tracking
Understanding contacts’ activity is critical in identifying trends and patterns. Through proper activity tracking, companies can 
understand their audience, their behaviors, and other unique characteristics that can aid in the presentation of information. 
Leveraging this data can also help you better anticipate what the next step in your marketing should be.

Lead Scoring
Assigning leads to user activity aids growth by classifying contacts into pre-defined segments. These segments can then 
be targeted individually, ensuring the most effective communication and information are selected for the target audience. 
When a visitor crosses a certain scoring threshold, that might be the right time to act.

Online Forms
The capturing of data is critical to accelerating growth, as it will be the basis for all decisions and marketing functions.  
Online Forms allow specific data points to be collected and used for optimized growth and planning. 

Marketing Automation
Through automated marketing processes, activities can be scripted and executed as they occur, without relying on human 
interaction. This will allow companies to capitalize on opportunities, eliminate errors, and maximize their efforts for 
a campaign. Automation speaks to the key growth tenant of scalability.
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A/B Testing
A/B Testing allows companies to assess multiple presentation options and determine which is the most effective for their 
audience. By identifying the optimal presentation of the content, maximum growth can be achieved. A/B Testing allows you 
to turn assumptions into facts and prove your efforts are working.

Email Marketing
Targeted communication is the key to expanding growth and reaching an audience. With Email Marketing, companies can 
create and manage multiple campaigns for their audiences, ensuring optimal open and click-through rates.

Content Personalization
Understanding each visitor, and their behaviors and preferences, is critical to communication. With Content Personalization, 
information can be displayed that is specific to each visitor, incorporating their individual styles and selections. This will 
result in maximum engagement and drive growth. Personalization can happen based on behavior, attributes, or patterns.

Web Analytics
Through the use of Web Analytics, marketers can better understand their traffic and visitor activity. With page views, drop 
off rates, and conversation statistics, companies can make better content decisions and eliminate ineffective campaigns. 
Analytics can show growth charts in a visual and easily consumable manner.

Custom Reports
As companies collect data, they will often have disjointed information from several sources. Through Custom Reports, 
marketers can combine data points into a single view, eliminating wasted efforts and improving productivity.
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