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HubSpot
Best Practices

A practical guide to cleaner data, stronger
follow-up, better reporting, and scalable
CRM adoption

c For business owners, sales leaders,
() @ marketing managers, and
operations teams
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Inside This Guide

A strong HubSpot portal should make work easier. The goal is not to
turn on more tools. The goal is to create a clear process, clean data,
and a system that teams can trust and use every day.

Who this ebook
is for

000

What this guide will
o

help you improve

® Business owners % Cleaner contact and company data
® Sales leaders .
E Mare consistent sales follow-up
® Marketing managers o
£ Simpler marketing segmentation
@

Operations teams
More accurate lifecycle and

pipeline reporting

Better alignment between marketing,
sales, and service

30 A practical 30-day cleanup plan
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1. Start with the business ¢ ..........
process’ nOt the SOftwa F@ - Usephin-language stage names.

» Assign one owner for each key process.
Before changing properties, workflows, dashboards,

or pipeline stages, define the real-world process
HubSpot is supposed to support. Automation should
reinforce a process, not hide confusion.

» Document stage-entry requirements.

» Start with the standard path before
handling exceptions.

U:@ Map the customer journey

Step HubSpot areas

@ New inquiry > Forms, contacts, source tracking
& Qualification > Lifecycle stage, lead status, tasks
@ Sales opportunity 2 Deals, pipeline, activities

0 Customer onboarding > Tickets, tasks, workflows

ﬁ‘ﬁ Retention and growth > Lists, service data, reports

2. Build a clean 32> 8> @ il
data foundation

Collect Clean Govern Use & Improve
Clean data is the foundation for segmentation,
automation, reporting, and Al-assisted work.
@ Property governance Data quality habits
‘ Nami Use clear names;
e avoid duplicates. Review duplicates on a recurring schedule.
- Use dropdowns for

® = Field type

consistent reporting. Standardize key dropdown values.

ONONONC

. Require only what is
Required fields ; 4 Train users on notes vs activities vs
truly needed. .
properties vs tasks.
4 Review unused and
T | Cleanup duplicate properties Keep imports controlled and documented.
regularly.
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3. Define lifecycle stages and lead status clearly

Lifecycle stage, lead status, and deal stage serve
different purposes. Clear definitions improve
reporting and follow-up.

; Deal stage
Lifecycle stage Lead status 9
; . ] Opportunity progress
High-level relationship stage. Current follow-up status. in the pipeline.
Example values: Example values: Example values:
® Subscriber ® New ® Qualified
® Lead ® Attempted ® Proposal Sent
e MQL
e Connected ® Negotiation
e SQL
e Opportunity ® Open Deal ® Closed Won
o Custormer ® Unqualified
Best @ Write entry and @ Separate marketing @ Use automation @ Report on records
o
practices exit criteria for every qualification from only when criteria stuck in a stage
lifecycle stage. sales qualification. are objective, too long.

4. Standardize pipeline and deal management

A healthy pipeline gives the sales team a shared language and
gives leadership a realistic view of revenue.

Qualified _ Negotiation Closed Won

—

=o ) Deal stage design rules @ Pipeline health report

e Each stage should represent verifiable progress.

Keep the pipeline simple. @ _© @ ./I\ﬁ

® Define required fields by stage. . _

® Use close dates realistically. Dﬁ;w'tp i E;“'-":E:‘t Eii'ir".iil'Er Cﬂﬂgﬁgn rates
no n actvi close date agin 5 e

o Create a stale-deal report. ging g
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5. Use automation carefully

Automation is valuable when it saves time, improves consistency, or
reduces manual errors. It becomes risky when it updates important
fields without clear rules or sends messages to the wrong audience.

: s Automation workflow example
Good automation candidates P

Assign new inbound leads based on B ——— ? e =) < ﬁ’ S Y ° E ==Y .Iﬂ

territory, source, or product interest

Lead Enrollment Automation Action Results
Captured Criteria Met Runs Completed Tracked

Create tasks after high-intent

form submissions i ;
Automation guardrails

Use descriptive names so anyone can

Send internal notifications for @ Name workflows clearly e aratandiib par

sales-ready leads

Define precise conditions to avoid

U ] t criteri full
@ g e TR LS S ) unintended enrollments.

Update lifecycle stage when
Prevent automation for people who

objective criteria are met
should not receive actions.

Build suppression lists

Verify logic, timing, and notifications
Create onboarding tasks after @ Test before launch Mthﬁ;ea;; i Dg

a deal is closed-won

Ensure accountability and keep

Assign an owner and review regularly

automations aligned with goals.

6. Segment contacts before sending campaigns

Better segmentation improves relevance, protects deliverability,
and helps sales understand which engagement matters.

Campaign best practices
Customers Open opportunities MQLs 0 Segment before you send.
Existing customers who Contacts tied to active Marketing-qualified leads
need updates, support, deals and key decision who have shown clear Exclude the wrong audiences
oFr exXpansion, makers. interest, ‘
Match content to the
. contact’s stage.
Cold prospects Unengaged contacts Competitors,

E ﬂ vendors, and partners
External stakeholders
who receive specific
communications.

Use suppression lists
consistently.

Early-stage contacts Contacts who have not
with limited or no engaged for a defined
recent activity. period.

Review performance
by segment.

O 0 00
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7. Make lead scoring
simple and explainable

Lead scoring should help teams prioritize attention.
A simple, explainable model is usually better
than a complicated score no one trusts.

Use two types of score signals Best practices

Start with a small number
O of scoring criteria.

al (@)

' Separate high-intent actions

from general engagement.

Fit - Intent
Industry, company size, Pricing page visit, demo Use negative scoring
role, geography, product request, reply, webinar when appropriate.
interest. attendance, repeated high-

value content engagement. .
Review score performance

with sales monthly.

Shows whether the prospect Shows whether the prospect
matches your ideal customer may be ready for sales
profile. follow-up.

O OMOMOMONH:

Create a clear handoff rule.

8. Build reporting
around decisions W & @ H B

. . Executive Marketing Sales Service Data quality
Build one dashboard per audience and focus each dashboard distiboard rar dashbosrd dashboard
dashboard on decisions that person or team

J -~ al ~ Q O

$1.42M 4,256 $928K 92% 97%
Revenue YTD Leads Generated Pipeline Value CSAT Score Data Quality Score
& 22% A 18% A 16% A 5% A 3%

Reporting

) Define the business Use consistent date Track source @ Make dashboards
best practices

question first. ranges and filters. definitions carefully. actionable, not crowded.
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9. Connect marketing, sales,
~and service

HubSpot works best when teams share context. Marketing should
understand lead quality. Sales should understand engagement
history. Service should understand promises made during the sale.

&

Marketing to sales Sales to onboarding Service to sales

@ Source @ Deal summary
'Eﬁ Offer

@ Products or services sold
O : - = = =l
~  Lifecycle stage o = e A~ Expansion signals

{E} Customer health

E"J Fit criteria Timeline

(te)) Intent signal 2% Key contacts D Unresolved concerns
% Owner i':? Expectations

(7] Next task [\ Risks 7 Renewal timing

Alignment practices

5& * Hold a monthly revenue meeting.
* Create shared definitions for MQL, SQL, opportunity, customer, churn risk, and expansion-ready.
* Capture lost reasons in a dropdown field.

* Use playbooks or snippets for common handoff notes.

10. Keep adoption high with simple operating rules

The best CRM architecture fails if people do not use it.
Adoption improves when the system is simple
and expectations are clear.

Training that drives results

CRM operating agreement

New user onboarding

Get new users productive quickly.

Every active deal has an owner, amount, stage,

close date, and next activity. v i
Pipeline hygiene
Every inbound lead is assigned or disqualified Keep stages, activities, and next steps up to date.

within the agreed timeframe.

Campaign setup

Every closed-lost deal has a lost reason.
y Build, track, and report with confidence.

Every import is reviewed before upload.
Data cleanup

S
v
«
S

Maintain clean, accurate, and trusted data.

©
9
©
©
©
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11. The 30-day HubSpot cleanup plan

Use this plan when HubSpot is working, but the team does not fully trust the data or
reporting. Keep the scope realistic and focus on changes that create immediate clarity.

Review properties, pipelines, lifecycle stages,
Audit the system workflows, reports, duplicates, imports,
and user feedback.

Merge duplicates, archive unused fields,

Clean the foundation standardize key dropdowns, clean imports,
and define required fields.

Clarify lead ownership, set task rules,

Fix fﬂ"ﬂw-up clean pipeline stages, review stale deals,
and improve handoffs.

Build role-based dashboards, verify source
Improve reporting definitions, create data quality reports,
and schedule recurring reviews.

12. HubSpot best practices checklist

3
Business process Data structure Lifecycle stages Pipeline Automation
Document and align Keep properties Use clear stages Define stages, Automate the
on how work flows. simple, consistent, that match the exit criteria, and right things with
and purposeful. buyer journey. stage owners. clear guardrails.
(0)e @ {? @ I I @ ol @ @ @
Y il RS
Segmentation Lead scoring Reporting Team alignment Adoption
Use lists to target, Score based on Build reports that Define roles, Train, communicate,
personalize, and fit and intent. drive decisions, ownership, and and make it easy
prioritize. Keep it current. not just activity. handoff rules. to use.

Need help improving HubSpot?

Evolution CRM helps SMBs improve HubSpot architecture, cleanup,
0 automation, reporting, and adoption.
— Book a CRM assessment at evolutioncrm.us

@ Clear processes and clean data make HubSpot easier to trust,
easier to use, and easier to scale.
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