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INTRODUCTION 
The right business tools are critical for growth, visibility with 
your audience, and success. You need the right product or 
service, a business plan, funding to get the company o! the 
ground, and more. However, even with all that in place, 
you’re probably missing one of the most essential tools of 
all: 

Lead generation. 

Without leads, your business cannot grow. However, 
generating them is no simple matter. If you think that 
building a website and putting your name on the home 
page will automatically mean a stream of quali"ied leads to 
your inbox, you’re in for some disappointment. 

Lead generation is the missing part of the puzzle, but too 
many small business owners and entrepreneurs fail to 
account for it.  

Not sure why lead generation is so critical to your business? 
In this eBook, we’ll explore what lead gen is, why it matters, 
and the fate that awaits your business if you’re unable to 
master this business tool. 
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CHAPTER 1 

WHAT IS LEAD 
GENERATION? 
Lead generation is nothing more than 
attracting prospects who have no idea who 
you are or what your business offers and 
turning them into someone with an interest in 
what you offer. 

Lead generation can occur through any number of 
methods. For instance, chances are good that you receive 
weekly circulars from local area businesses every week in 
your mail containing coupons and special deals. Those 
coupons represent attempts to generate leads – reaching 
those who might not know about a company and 
generating interest in their products or services. 

Why does that matter, though? Think about it this way: What 
are you more likely to respond to, a phone call from a 
telemarketer who probably purchased your information or 
from a business that you’ve already communicated with in 
some way? 
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For most people, it’s the latter. Cold calls and emails are 
largely ine!ective because they rely on marketing your 
business to people who may not care anything about what 
you’re o!ering. Product quality or service value has no 
bearing on this – they simply aren’t interested and there’s 
little you can do about it. 

With lead generation, though, you’re able to build familiarity 
and, thus, interest. That changes the dynamic from cold 
marketing to warm. Instead of o!ers coming from nowhere, 
your prospects are receiving emai ls and other 
communications from someone they know concerning 
something they’d like to know more about. 
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This shift in perspective and process bene"its you, the 
business owner, but it also does a lot of good for your 
prospects. Instead of wasting their time with cold calls and 
o!ers they’re not remotely interested in, it ensures 
personalized communication about something that they 
want or need. 

As you can see, lead generation has a lot to o!er, but why 
does it matter to your business? Let’s take a deeper dive 
into that in the next chapter. 
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CHAPTER  2 

WHY LEAD 
GENERATION 
MATTERS 
By this point, you have a better idea of what 
lead generation is and why it’s superior to cold 
calling or emailing. However, why does it 
matter? Why do you need it?  

Before we answer those questions, let’s take a look at some 
eye-opening statistics regarding marketing and building 
your business. 

• Only 16% of marketers report that outbound marketing 
practices provide the best sales leads. 

• 527 million people in the US alone use ad blockers on 
their mobile devices. 

• 45% of US citizens use an ad blocker on at least one 
device. 

7



Given that information, it’s easy to see one thing: Outbound 
marketing, particularly online, isn’t all it’s cracked up to be. 
In fact, it’s very di#icult to reach your audience through 
these methods. Lead generation is important to bridge the 
gap and generate interest from outbound e!orts. 

Think of it this way: Lead generation o!ers an organic 
introduction for someone to your business and what you 
do. You’re able to provide just enough information to make 
them interested in your company so that they will 
eventually warm up and convert into a customer.  

In a nutshell, lead generation is all about warming up 
potential customers to your brand and getting them into 
the sales funnel. It’s not about closing the sale – it’s all about 
casting a targeted net to draw them in.  

Lead gen is also about empowering potential customers 
and putting them in the driver’s seat, something that today’s 
consumers and business owners appreciate. They’re no 
longer satis"ied with being marketed to. They want to be 
part of the wider conversation and they want to have a say 
in how the relationship develops. With modern lead 
generation methods, you’re able to allow potential 
customers to start the relationship on their terms instead of 
through a cold call or email. That helps them build interest 
in your brand and want to buy from you in the future. It also 
breaks you out of the death spiral associated with using 
only outbound marketing. Instead, you’re able to use 
inbound marketing to attract, convert, and close more 
sales. 
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The Bene!its of Lead Generation for Your Brand 

With a better understanding of why lead gen matters, let’s 
turn our attention to the more concrete bene"its that your 
business can reap by using this methodology. 

Broaden Your Horizons 
One of the most important bene"its here is the ability to 
cast a wider net and broaden your marketing horizons. 
Chances are good that you’ve been marketing to a very 
speci"ic market segment since your business got o! the 
ground. However, there are others out there who might be 
interested in what you have to o!er. How do you reach 
them, though?  

We’ve already talked about the fact that cold calling and 
unsolicited emails are not going to work. Enter modern lead 
generation and the power of inbound marketing! Lead 
generation allows you to surface trends and capitalize on 
them by expanding into new markets that would otherwise 
have remained closed to you. 
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Expand Your Audience 
One of the primary di!erences between cold calling and 
lead generation is the fact that you’re able to warm your 
audience up by providing them with valuable information. 
That’s a key part of inbound marketing – content creation 
and communication. Not only does it create warm leads 
and move them into your sales funnel, but it helps you 
expand your audience and build your reputation.  

Quality content and ongoing conversations help establish 
you as an authority within your industry and show potential 
customers that you have an open door if they want further 
information or have questions. It also helps you establish 
yourself as a thought leader in your industry, creating brand 
advocates in the process. 

Enhance Your Revenue 
The entire point of your business is to serve customers and 
generate pro"it. However, both of those are impossible if 
you’re unable to reach your audience. With lead generation 
methods, it becomes possible to maximize reach and 
accuracy in your audience-targeting e!orts. That makes it 
simpler to capture the attention that you need. 

Simply put, people who are interested in what you o!er and 
who feel empowered to build a relationship with your 
business are more likely to convert into customers. With an 
in"lux of quali"ied leads, you bene"it from more revenue 
potential. Plus, inbound marketing allows you to capitalize 
on things like pain points and challenges, as well as 
interests and aspirations your audience might have. 
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Business Synergies 
Lead generation isn’t always about 
moving potential customers into 
your sales funnel. Sometimes it’s 
about " inding new business 
partners and building synergies 
with non-competing companies. If 
your inbound marketing e!orts 

establish you as an authority within your industry, then 
other local businesses could reach out to discuss co-
hosting events or other initiatives.  

This allows you to further expand your marketing e!orts and 
gain access to their audience (and they’re able to access 
yours, creating a win-win for both businesses). 

Reduce Marketing Costs 
How much money do you spend on cold calling, emailing, 
and similar e!orts every year? If yours is like most 
businesses, it’s a considerable portion of your budget. And, 
likely, you don’t see the ROI you need from those e!orts. 
With accurate lead generation, you’re able to reduce your 
marketing costs while driving up e!ectiveness. 

Not only do you reduce those costs, but you’re able to free 
your team members from time-consuming yet low-value 
activities. How much more could you achieve if you or your 
team members were able to focus on high-value e!orts 
instead? 
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Build Buzz 
No matter your industry or niche, your business is only as 
successful as the amount of buzz (notice) that you’re able to 
generate. If people aren’t talking about your brand, they 
don’t know that you exist. With lead generation-infused 
inbound marketing methods, you can build the buzz that 
you need for enhanced visibility and brand awareness.  

Lead Quali!ication 

Not all leads have the same value. One consumer and 
another might have very di!erent meanings to your 
business, so why should you spend money on contact 
information for people who might have nothing to o!er 
you? Lead quali"ication is a critical bene"it of lead 
generation activities. This process allows you to identify 
leads who’ve expressed an interest in what your business 
o!ers (or in similar products/services) and then act 
appropriately. 
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Of course, each person’s need for information and goals will 
di!er. That means it’s important for you to be able to qualify 
di!erent leads based on where they are in the process, 
rather than on where you want them to be. There is no one-
size-"its-all solution here. 

For instance, consider the di!erence between someone 
who downloads a coupon that you o!er versus someone 
who downloads an eBook. Chances are good that the 
person who downloads the coupon intends to use it – they 
want to act right away. The person who downloads the 
eBook, on the other hand, is likely still researching their 
options.  

Lead generation allows you to segment your audience and 
di!erentiate your marketing e!orts based on where each 
person is at in the overall process.  

The bene"its lead generation o!ers are substantial. 
However, without the right lead gen methods, you won’t be 
able to take advantage of them. In the next chapter, we’ll 
discuss just a few of the ways to generate leads and build 
success for your business. 
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CHAPTER 3 

HOW TO  
GENERATE LEADS 
With a better understanding of the bene!its of 
lead generation, it’s now time to turn our 
attention to other topics.  

What can you use to generate 
leads? How do you put those tools 
to work on behalf of your business? 
In this chapter, we’ll dive into the 
nuts and bolts of it all and explore 
how to generate leads. 

The Right Content 

Lead generation is part of inbound marketing and relies on 
having the right content in place at the right place for the 
right audience segments. What types of content can you 
use, though?  
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First, understand that lead generation should be part and 
parcel of your content marketing plan. Everything from blog 
posts to social media e!orts should tie in here. Second, 
realize the di!erence between lead gen and demand gen. 
Both are similar, but content developed for lead generation 
is usually more in-depth and is created with a speci"ic 
customer persona’s pain points in mind.  

With that being said, some of the most popular types of 
content include the following: 

• eBooks – One of the most popular types of content for 
lead generation is the eBook. They provide the 
opportunity to take a deep dive into challenges that 
speci!ic parts of your audience are experiencing, discuss 
how to address those challenges, and then present a 
solution.  

• Reports – Reports are like eBooks in that they o"er the 
chance to take a more in-depth dive into a challenging 
topic than what you can with other types of content, such 
as blog posts. 

• Whitepapers – Whitepapers o"er unique opportunities in 
that they usually present real-world challenges your 
clients have experienced and the actual results achieved 
by your company.  
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All three types of content discussed above usually build on 
a foundation established elsewhere. For instance, you could 
have a series of blog posts on a particular topic and then 
link out to a report, whitepaper, or eBook on the subject to 
further drive interest and o!er value to your audience. 

Of course, other types of content can and should be used in 
your lead generation e!orts. Social media posts and ads, 
PPC ads, email marketing, and more all play a role here. 
However, you must be able to make the most of the leads 
that you generate (and qualify them at the same time).  

To do this, you’ll need a compelling landing page for every 
campaign, as well as the right calls to action (CTAs), forms, 
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o!ers, and placements. In the following sections, we’ll 
address all these topics. 

The Challenge of Landing Page Creation 

Landing pages are exactly what they sound like – the page a 
lead lands on when they click a link in a social media post or 
ad, PPC ad, blog post, etc. These pages must be 
constructed properly, or they will not do their job 
e!ectively.  

How do you build landing pages that work well? Resist the 
urge to use the same landing page for all your e!orts. 
Create a separate page tailored to each audience segment. 
That will also help you gauge the results of each e!ort 
(email marketing versus social media marketing, for 
instance). 

An e!ective landing page does several things: 

• It builds from the point of origin tied to this speci!ic page. 
For instance, if you ask a question in a social media ad, 
then the landing page needs to continue that theme and 
eventually provide an answer to the question. 

• It continues to pique curiosity while eventually positioning 
your business as the answer to the visitor’s needs or pain 
point. However, your landing page can be more sales-
oriented than the text within social media ads or PPC ads 
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(which should be almost exclusively geared to incite 
curiosity to get people to click through to the landing 
page). 

• It continues to provide valuable information interlaced 
with sales-focused messaging. Landing pages should be 
more than long-form sales letters, or they won’t be as 
e"ective. Remember that today’s audiences are savvier 
than ever and don’t want to be sold to. They want to be in 
control. Your landing page copy should make them feel 
that they are. 

• It communicates your unique selling proposition (USP) to 
your audience e"ectively. This message will change on 
each page and should be directly related to the page’s 
designated audience and how your business bene!its that 
segment. Essentially, this sums up what makes your 
business special for those people – what do you o"er that 
addresses their needs?  

• It explains the bene!its of your o"ering in no-nonsense 
terms that are both informative and sales-focused. The 
key to achieving that balance is to speak about the 
bene!its o"ered, as well as the features that deliver those 
bene!its. Bene!its sell your product or service, but the 
features provide a point of comparison for your audience. 

• It should provide some form of social proof. This is user/
customer-generated content that speaks to the 
experience of your customers. It can come in many 
di"erent forms, as well, from customer reviews and 
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testimonials to case studies, video interviews, review 
scores, and even the logos of customer companies in the 
case of B2B !irms. 

CTA Success: Creating a Compelling Call to Action 

The entire point of your landing page is to get your reader 
to take action. This is where your call to action (CTA) comes 
in. What do you want your reader to do? Should they 
request more information? Schedule an appointment or 
consultation? Make a purchase? 

Creating a well-crafted CTA can be immensely challenging. 
It’s also easy to fall victim to thinking that something like a 
“click here” or “submit” button is going to be e!ective. It’s 
not. To drive action, you need to go beyond bland text and 
speak directly to why your reader needs to act right now. 

Creating e!ective CTAs is as much an art as it is a science. It 
requires an understanding of your audience’s mindset, what 
they want from the interaction, and the ability to provide 
something of value. For instance, instead of “Book Now”, 
you could use “Claim Your Free Consultation”, or instead of 
“Submit”, you could say “Yes, I Want to Save Money” – 
whatever it is, it should be relevant to the audience, your 
business, and the o!er in question. 

You also need to use the right CTA within di!erent aspects 
of lead gen. For instance, you’ll have a CTA on your blog 
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post, social media ad, or other front-facing content that 
leads to the landing page. Then you need additional CTAs 
on the landing page and they should lead to other 
destinations where you want to drive tra#ic. 

The Need for the Right Forms 

One common reason for lead generation tactics is to get 
potential leads to provide you with their information so that 
you can market to them more directly and gain a better 
understanding of their challenges. For instance, you might 
o!er a report or whitepaper in exchange for them signing 
up for your email list. 

In addition to having something of value to o!er your 
audience, you’ll also need the right form(s). Forms consist 
of several "ields that the lead must "ill out to get whatever it 
is that you’re o!ering. Some of the most common "ields 
include: 

• Name 

• Email address 

• Phone number  

Of course, form "ields vary dramatically depending on 
where the individual is within the funnel. They will also vary 
depending on whether you’re marketing to consumers or 
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business owners. You also need to balance time and 
patience in the equation. 
How much time will it take 
your leads to "ill out the 
form? Do they have enough 
patience to enter all that 
i n f o r m a t i o n ? I s t h e 
perceived value of your 
o!ering worth the time and 
hassle required? Are you 
asking for information that’s too personal for what you’re 
o!ering?  

As an example, let’s say that you’re o!ering access to a 
whitepaper. Is the information in that whitepaper 
commensurate with the value of someone’s contact 
information, street address, and other details? Consumers 
value their privacy today more than ever before and are 
only willing to part with this type of information if they 
perceive that the value of whatever you’re o!ering is on par. 

Go Beyond “Top of Funnel” 

All too often, lead generation activities focus on getting 
leads into the top of your sales funnel. In a way, that makes 
a lot of sense. After all, if you don’t get them into the funnel, 
they can’t move down and become customers, can they? 
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Here’s the thing. Focusing on the top of the funnel is all 
about awareness, which is good, but the trap here is that 
you can become stuck looking for more and more leads. 
You’re focusing on quantity and not quality. Both are 
important – you need a signi"icant number of leads, but 
they need to be high-quality leads that are likely to move 
through the entire sales funnel instead of bouncing out. 

By focusing on lead quality (called lead quali"ication or 
vetting), you help ensure that as your prospects move from 
the awareness stage into the consideration and conversion 
stages, more of them remain with you than fall away. That 
has an immediate, dramatic e!ect on your overall success, 
drives down the cost of your marketing activities, and 
delivers a critical boost to your overall ROI. 
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Your Lead Generation Action Plan 

Finally, let’s bring everything together. We’ve established 
why lead generation is so important as well as discussed 
several of the most important aspects of the process. 
Below, we’ll outline the elements of a successful lead 
generation action plan. 

De"ining Your Leads 
To begin generating leads, you’ll need to de"ine whom you 
want to attract in the "irst place. What types of leads matter 
most to your business? 

Achievements 
What do you want to achieve? What makes a lead valuable? 
Is it making a purchase? Scheduling a consultation? 
Something else? 

Content/Methodology 
What methods will you use to generate leads? Will you 
focus on inbound marketing? What about outbound 
marketing? How will you generate compelling content and 
e!ective calls-to-action as well as incite curiosity in your 
leads? 

Redirect 
Once you’ve decided on who makes a good lead and what 
you want to achieve, it’s time to "igure out when you’ll 
redirect leads from marketing to sales. This is a critical 
transition period that must be handled correctly and marks 
the transition from a marketing-quali"ied lead to a sales-
quali"ied lead. 
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Nurturing 
Leads don’t convert on their own. They must be nurtured 
and cared for. Each lead will also have di!erent 
requirements in terms of guidance and nurturing. Have a 
plan for how you’ll do this. 

Measuring 
Finally, you’ll need a way to measure your success. Which 
methods o!er the best ROI? What are the most e!ective 
tools to connect with your audience? How will you continue 
to use them in the future? 

 

24



CONCLUSION 
Ultimately, lead generation is an essential activity for any 
business today, but especially for startups, SMBs, and 
entrepreneurs. However, successfully identifying your 
audience, connecting and engaging with them, and then 
moving them through the sales funnel is no easy feat. It 
takes a deep understanding of their pain points and 
challenges, but it also requires time and expertise that most 
business owners and entrepreneurs lack.  

At Performance Based LLC, we have years of experience in 
working with businesses just like yours to help jumpstart 
success and generate pro"itability. We o!er cutting-edge 
solutions to your most pressing needs, including expert 
lead generation services. Whether you’re building a new 
business or "inding that your existing company isn’t 
generating the traction that it should, we can help. 

Contact us today to schedule your free consultation and 
learn more about how we can help you thrive.
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