
THE 30 GREATEST LEAD GENERATION TIPS, TRICKS AND IDEAS 1

GREATEST 
LEAD GENERATION
TIPS, TRICKS & IDEAS

TH
E

Lovable       Marketing
Presented by:



THE 30 GREATEST LEAD GENERATION TIPS, TRICKS AND IDEAS 2

THE 30 GREATEST LEAD 
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Presented by Carrie Gallagher 
HubSpot Partner & Owner of Lovable Marketing, LLC

Lovable Marketing helps small businesses implement 

strategic inbound marketing principles and optimize 

their websites according to the wants and needs of their 

ideal customers. Our Inbound services include:

 

 

For information on how inbound marketing can help 

your business see great results for little investment, visit 

www.carriegallagher.com.

EMAIL CARRIE AT
carrie@carriegallagher.com

FOLLOW ON TWITTER
@lovablemarketer

CONNECT ON LINKEDIN
linkedin.com/in/carriegallaghernyc

Mobile-Ready Web Development
Lead Generation Campaigns
Email Lead Nurturing
List Segmentation
Content Creation (like this ebook!) 
Blogging 
Social Media Management
HubSpot Admin & Training
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http://www.carriegallagher.com
http://twitter.com/lovablemarketer
http://linkedin.com/in/carriegallaghernyc
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Generating leads - high in both quantity and quality - is a marketers most important objective. A successful lead generation 

engine is what keeps the funnel full of sales prospects while you sleep. Surprisingly, only 1 in 10 marketers feel their lead 

generation campaigns are effective. What gives?

7KHUH�FDQ�EH�D� ORW�RI�PRYLQJ�SDUWV� LQ�DQ\� OHDG�JHQHUDWLRQ�FDPSDLJQ�DQG�RIWHQ�WLPHV� LW·V�GLIÀFXOW� WR�NQRZ�ZKLFK�SDUWV�

QHHG�ÀQH�WXQLQJ��,Q�WKLV�JXLGH��ZH�ZLOO�H[SRVH�WKH�top 30 techniques marketers should utilize to increase leads and 

revenue. These tactics have been tested over the past 7 years and have been used by 10,000+ HubSpot customers to 

generate more than 10 million leads last year.

So what goes into a best-of-class lead generation engine? First, lets take a look into the mechanics of high performing 

lead generation campaigns ...

“LEADS ARE THE METRIC THAT, AS MARKETERS, 
WE RELY ON. BECAUSE LEADS MEAN MONEY.”

- KIPP BODNAR
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THE MECHANICS OF LEAD GENERATION
%HIRUH�ZH�GLYH�LQWR�WKH����WLSV��ZH�VKRXOG�ÀUVW�FRYHU�WKH�PHFKDQLFV�RI�OHDG�JHQHUDWLRQ��7KH�EHVW�OHDG�JHQHUDWLRQ�FDPSDLJQV�

contain most, if not all, of these components. From a tactical perspective, a marketer needs four crucial elements to make 

inbound lead generation happen. These include:

OFFER LANDING PAGE FORMCALL-TO-ACTION

An offer is a piece of content that 
is perceived high in value. Offers 

include ebooks, whitepapers, 
free consultations, coupons and 

product demonstrations.

A call-to-action (CTA) is either 
WH[W��DQ�LPDJH�RU�D�EXWWRQ�

that links directly to a landing 
SDJH�VR�SHRSOH�FDQ�ÀQG�DQG�

download your offer.

A landing page, unlike normal 
website pages, is a specialized 
page that contains information 
about one particular offer, and 
a form to download that offer.

<RX�FDQ·W�FDSWXUH�OHDGV�
without forms. Forms will 

collect contact information 
IURP�D�YLVLWRU�LQ�H[FKDQJH�IRU�

an offer.

The tips in this ebook will cover each of these elements so that each component is fully optimized to help you generate 

WKH�PRVW�OHDGV�IRU�\RXU�EXVLQHVV��1RZ�WKHQ��OHW·V�JHW�VWDUWHG�
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CHAPTER 1
CREATING IRRESISTIBLE OFFERS
Yes��,W·V�RQH�RI�WKH�PRVW�SRZHUIXO�ZRUGV�LQ�WKH�KXPDQ�ODQJXDJH��$QG�LI�\RX�WKLQN�DERXW�DOO�WKH�WKLQJV�ZH�GR�DV�PDUNHWHUV��
LW·V�XOWLPDWHO\�WR�JHW�SHRSOH�WR�VD\�´\HVµ�WR�RXU�RIIHUV�

:KHQ�DQ�RIIHU�LV�H[FOXVLYH��VFDUFH��RU�LQ�KLJK�GHPDQG��LW�EHFRPHV�PRUH�GHVLUDEOH��:KHWKHU�WKH\�DUH�whitepapers, free 

trials, memberships, sales promotions, or downloads�� WKHVH� LUUHVLVWLEOH� HOHPHQWV� FDQ� RYHUFRPH� D� OHDG·V� W\SLFDO�

friction, doubt, or concern.

Why do these elements work? Because they trigger a physiological reaction that makes an offer more valuable. People 

QHHG�WR�SHUFHLYH�WKH�YDOXH�RI�\RXU�RIIHU�WR�EH�JUHDWHU�WKDQ�ZKDW�\RX·UH�DVNLQJ�IRU�LQ�UHWXUQ��7KH�KLJKHU�WKH�SHUFHSWLRQ�RI�

value, the more irresistible the offer. So how do you create irresistible offers? Glad you asked ...
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,I�\RX�ORRN�DW�WKH�SULQFLSOH�RI�VXSSO\�DQG�GHPDQG��\RX·OO�QRWLFH�WKDW�ZKHQ�VXSSO\�LV�OLPLWHG��GHPDQG�JRHV�XS��6FDUFLW\�KDV�

D�SV\FKRORJLFDO�LQÁXHQFH�RQ�XV��PDNLQJ�XV�ZDQW�VRPHWKLQJ�HYHQ�PRUH�LI�WKHUH�LVQ·W�HQRXJK�WR�JR�DURXQG��6FDUFLW\�LV�JUHDW�

because it creates a fear of shortage, and thus a sense of urgency.

Limited Time Offers
Limited time offers are among the most popular in the scarcity category. Just think about your average car dealership. 
3UDFWLFDOO\�HYHU\�FRPPHUFLDO�LV�D�OLPLWHG�WLPH�GHDO��´*HW����ÀQDQFLQJ�EHIRUH�LW·V�JRQH�µ

Limited Quantity Offers
:KHQ�VRPHWKLQJ�LV�RI�OLPLWHG�TXDQWLW\��LW�VXGGHQO\�EHFRPHV�PRUH�XQLTXH�RU�H[FOXVLYH��,Q�VRPH�VWXGLHV��OLPLWHG�TXDQWLW\�

RU�VXSSO\�RIIHUV�KDYH�RXWSHUIRUPHG�OLPLWHG�WLPH�RIIHUV��:K\"�%HFDXVH�LW·V�KDUG�WR�WHOO�ZKHQ�DQ�RIIHU�RI�OLPLWHG�TXDQWLW\�ZLOO�

suddenly become unavailable, while a time-based offer has a known end time. Limited quantity offers are great for not 
only getting people to say “yes” to your offer, but to avoid procrastination completely.

Limited Time and Limited Quantity
*URXSRQ�LV�WKH�SHUIHFW�H[DPSOH�RI�XVLQJ�ERWK�WDFWLFV��$OO�*URXSRQ�GHDOV�HQG�ZLWKLQ�D�FHUWDLQ�WLPH�IUDPH��DQG�WKH\�OLPLW�WKH�

QXPEHU�RI�SHRSOH�ZKR�FDQ�EX\�D�*URXSRQ��7KDW·V�D�SRZHUIXO�FRPELQDWLRQ��7KH�VLWH�DOVR�SDFNDJHV�WKHVH�VFDUFLW\�WDFWLFV�

with discounting, which is another great value-add, especially for ecommerce businesses.

#1
Use the Element of Scarcity
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,W·V�D�QDWXUDO�WHQGHQF\�IRU�KXPDQV�WR�FRS\�RQH�DQRWKHU��HYHQ�ZLWKRXW�UHDOL]LQJ�LW����ZH�OLNH�WR�EH�D�SDUW�RI�WULEHV�DQG�VRFLDO�

communities. So when we notice our social circle is doing one thing, we tend to follow suit. One great way to make an 
offer more valuable is to show that other people are participating in that offer.

Proof in Numbers
When possible, a great way to indicate how awesome an offer is to mention the number of people who have purchased, 
downloaded, signed up, or donated.
 
Examples:             

 
Just make sure your claims are not only true, but believable.

#2
The Bandwagon Effect

• Webinars: On this page HubSpot promoted a webinar with Facebook, 
stating that more than 40,000 had signed up.

• Blog Subscription: Similarly, on the HubSpot blog under the 
“subscribe” module, it indicates over 130,000 people have subscribed. 
7KLV�LV�SURRI�WKDW�LW·V�D�KLJKO\�WUXVWZRUWK\�DQG�SRSXODU�EORJ�SHRSOH�
should follow.

• Conferences: Events like SXSW and INBOUND are some of the 
KRWWHVW�HYHQWV�EHFDXVH�WRQV�RI�SHRSOH�ÁRFN�WR�WKHP�HYHU\�\HDU�

http://www.hubspot.com/four-steps-to-achieving-business-success-with-facebook/
http://blog.hubspot.com/
http://www.inbound.com


THE 30 GREATEST LEAD GENERATION TIPS, TRICKS AND IDEAS 9

$IWHU�3ULQFH�:LOOLDP�DQG�.DWH�0LGGOHWRQ�JRW�PDUULHG� LQ�$SULO�RI�������QR�RQH�FRXOG�VWRS�WDONLQJ�DERXW�.DWH·V�ZHGGLQJ�

GUHVV��:LWKLQ�KRXUV�DIWHU� WKH�ZHGGLQJ��YHQGRUV�EHJDQ�PDNLQJ�QHDU�LGHQWLFDO�FRSLHV�RU�VLPLODU�VW\OHV�RI� WKH�$OH[DQGHU�

0F4XHHQ�GUHVV��(YHQ�YHQGRUV�VXFK�DV�'DYLG·V�%ULGDO�QRZ�KDYH�D�´5R\DOµ�FDWHJRU\�VR�\RX�FDQ�GUHVV�´MXVW�OLNH�.DWH�µ

:KHQ�VRPHWKLQJ� LV�EX]]�ZRUWK\�� LW�FUHDWHV�KLJK�GHPDQG�� ,Q�VLWXDWLRQV� OLNH�WKLV��\RX�FDQ�DOLJQ�RIIHUV�ZLWK�´ZKDW·V�KRW�µ�

Companies will often leverage newsjacking for this type of technique and it works very well for offers, too.

$V�DQ�H[DPSOH��LQ������SHRSOH�FRXOGQ·W�VWRS�WDONLQJ�DERXW�3LQWHUHVW��+XE6SRW�FDSLWDOL]HG�

RQ�WKLV�FUD]H�E\�FUHDWLQJ�WKH�ÀUVW�3LQWHUHVW�HERRN�IRU�EXVLQHVV�RZQHUV�DQG�PDUNHWHUV��

How to Use Pinterest for Business. It quickly became one of their most successful ebooks 
ZLWK�PRUH� WKDQ���������GRZQORDGV� WR� GDWH��%HFDXVH� LW�ZDV� WKH� ÀUVW� DQG�RQO\� HERRN�

available on Pinterest (and they made sure people knew that), and learning how to use 
Pinterest for marketing was in high demand, it made the offer more unique and thus more 
LUUHVLVWLEOH����WKDW·V�WKH�SRZHU�RI�OHYHUDJLQJ�ERWK�WLPLQJ�DQG�SRSXODULW\�

#3
Leverage Newsjacking

http://blog.hubspot.com/blog/tabid/6307/bid/33326/blog/tabid/6307/bid/32983/The-Inbound-Marketer-s-Complete-Guide-to-Newsjacking.aspx
http://www.hubspot.com/how-to-use-pinterest-for-business
http://www.hubspot.com/how-to-use-pinterest-for-business
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Brian Halligan, HubSpot CEO and co-founder, once said that “you can have a great offer with a bad title and no one will 
GRZQORDG�LW��%XW�LI�\RX�KDYH�DQ�DPD]LQJ�WLWOH��VXGGHQO\�HYHU\RQH�ZDQWV�LW�µ��<HV���SHRSOH�GR�MXGJH�D�ERRN�E\�LW·V�FRYHU��

If your offer is a piece of content, such as a whitepaper, ebook, or presentation, put effort into creating an amazing title.

)RU�DQ�H[SHULPHQW��+XE6SRW�FKDQJHG�WKH�WLWOH�RI�DQ�HERRN�DQG�UDQ�DQ�$�%�WHVW�WR�VHH�ZKLFK�RQH�ZRXOG�SHUIRUP�EHWWHU��

They took the original title “The Productivity Handbook for Busy Marketers” and changed it to “7 Apps That Will Change 
the Way You Do Marketing.”

$V�\RX�FDQ�VHH��WKH�UHYLVHG�YHUVLRQ�RXWSHUIRUPHG�WKH�RULJLQDO�E\������DW�JHQHUDWLQJ�OHDGV��ÀUVW�WLPH�VXEPLVVLRQV���1RW�

RQO\�WKDW��EXW�LW�UHVXOWHG�LQ�PRUH�FXVWRPHUV�DV�ZHOO��,I�\RX·UH�VWUXJJOLQJ�WR�FRPH�XS�ZLWK�WKH�SHUIHFW�KHDGOLQH��WU\�XVLQJ�WKH�

Headline Analyzer Tool by Advanced Marketing Institute or read 7 Proven Headlines that Convert.

#4
Focus on Creating An Amazing Title

http://www.hubspot.com/7-apps-change-way-you-do-business
http://www.hubspot.com/7-apps-change-way-you-do-business
http://www.aminstitute.com/headline/
http://blog.crazyegg.com/2011/11/09/headline-formulas-that-convert/
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The most common offer you see on most websites is “Contact Us.” Sure, you want all your prospects to talk to sales, but 
not everyone is ready. As you know, buyers are more likely to do their own research before even engaging with a sales 
UHS��$QG��HYHU\�SURVSHFW�LV�DW�D�GLIIHUHQW�VWDJH�RI�H[SORUDWLRQ��6RPH�PD\�QHHG�PRUH�HGXFDWLRQ�WKDQ�RWKHUV��7KDW·V�ZK\�LW·V�

LPSRUWDQW�WR�GHYHORS�GLIIHUHQW�RIIHUV�IRU�GLIIHUHQW�VWDJHV�RI�WKH�EX\HU·V�MRXUQH\��

Someone at the top of the buying cycle may be more interested in an informational piece like a guide or ebook, whereas 
VRPHRQH�PRUH�FRPPLWWHG�DW�WKH�ERWWRP�RI�WKH�F\FOH�PLJKW�EH�PRUH�LQWHUHVWHG�LQ�D�IUHH�WULDO�RU�GHPR��<RX�GRQ·W�QHHG�WR�

pick and choose; create offers for each phase, and include a primary and secondary CTA to these offers on various pages 
throughout your site.

#5
Create Offers For Different Buying Stages

Early Middle Ready
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A professional image is necessary but you still want to avoid the dreaded corporate gobbledygook. What is gobbledygook 
you ask? Great question.

7KHVH�DUH�MDUJRQ�WHUPV�DQG�SKUDVHV�WKDW�KDYH�EHHQ�RYHU�XVHG�DQG�DEXVHG�UHQGHULQJ�WKHP�PHDQLQJOHVV��\RX·OO�ÀQG�WKHP�

mostly in the high-tech industry, but everyone is an offender at one point or another). These words are meant to add more 
emphasis of a particular subject but instead they make your eyes roll.

Avoid these words when describing your offers

To learn more, download The Gobbledygook Manifesto by David Meerman Scott

#6
Avoid Corporate Gobbledygook

• 1H[W�*HQHUDWLRQ
• )OH[LEOH
• Robust
• Scalable
• Easy to use

• Cutting edge
• Ground breaking
• Best of breed
• Mission critical

http://www.davidmeermanscott.com/documents/3703Gobbledygook.pdf
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1RW�DOO�RIIHUV�DUH�FUHDWHG�HTXDO��6RPH�´IRUPDWVµ�RI�RIIHUV�SHUIRUP�EHWWHU�WKDQ�RWKHUV�DW�FRQYHUWLQJ�OHDGV��)RU�H[DPSOH��

ZKDW·V�PRUH�YDOXDEOH��D�ZKLWHSDSHU�RU�DQ�HERRN"

Below are the type of offers, in order of performance, that generate the most amount of leads.

,W·V�LPSRUWDQW�WR�WHVW�GLIIHUHQW�W\SHV�RI�RIIHUV�ZLWK�\RXU�DXGLHQFH�WR�GHWHUPLQH�ZKDW�ZRUNV�IRU�\RX��:KLOH�HERRNV�VFRUH�KLJK�

RQ�RXU�OLVW��\RX�PD\�ÀQG�WKDW�UHSRUWV��YLGHRV�RU�RWKHU�IRUPDWV�GR�EHWWHU�

#7
Use High-Value Offer Formats

• Ebooks or Guides
• Templates or Presentations
• 5HVHDUFK�	�5HSRUWV��H[��6WDWH�RI�,QERXQG�0DUNHWLQJ�
• Whitepapers
• Kits (multiple offers packaged together)
• Live Webinars
• On-demand Videos
• Blog (including offers in the nav or sidebar)
• Blog posts (if there is a CTA in the post)
• Middle-of-the-funnel offers: Demo Requests, Contact Sales, RFP, etc. (more sales-ready offers).

http://www.hubspot.com/state-of-inbound-marketing/
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CHAPTER 2
CALLS-TO-ACTION THAT ROCK
&DOOV�WR�DFWLRQ� �&7$��DUH� WKH�VHFUHW� VDXFH� WR�GULYLQJ�SHRSOH� WR� \RXU�RIIHUV�� ,I� \RXU�&7$V�DUHQ·W� HIIHFWLYH�DW� FDSWXULQJ�

SHRSOH·V�DWWHQWLRQ�DQG�SHUVXDGLQJ�WKHP�WR�WKH�FOLFN��WKHQ�LW�PDNHV�WKH�RIIHU�XVHOHVV�

CTAs can be used on product pages (non-landing pages), in display ads, email, social media, direct mail and pretty much 

anywhere you can market your offer.

%XW�QRW�DOO�&7$V�DUH�FUHDWHG�HTXDO�� ,Q�D�ZRUOG�ZKHUH�HYHU\�EUDQG� LV�ÀJKWLQJ� IRU�FRQVXPHUV�DWWHQWLRQ�� LW·V�FULWLFDO� WKDW�

SURVSHFWV�FKRRVH�\RXU�RIIHU�RYHU�\RXU�FRPSHWLWRUV��,Q�WKLV�JXLGH��ZH·OO�XQFRYHU�WLSV�WR�FUHDWLQJ�&7$V�WKDW�URFN�
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Calls-to-action do best “above the fold” - the space where your web page is viewable to the user without having to scroll 
down.  According to heat map analysis, anything “below the fold” will only be viewed by 50% of people who visit your page. 
'RXEOLQJ�LPSUHVVLRQV�RQ�\RXU�&7$V�FDQ�VLJQLÀFDQWO\�LQFUHDVH�\RXU�OHDG�FRXQW��

#8
Place Your CTA Where the Eye Can See

Notice the placement of the 
primary CTA on the Freshbooks 
homepage. Two buttons for “Try 
it Free for 30 Days” stand out 
above the fold
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Often times, marketers will put more focus on being clever than clear. Be crystal clear about what offer is in your CTA. And 

EH�VSHFLÀF��,I�\RX·UH�JLYLQJ�DZD\�D�IUHH�JXLGH��VD\�´'RZQORDG�RXU�)5((�JXLGH�WR�;�µ�,I�\RX·UH�KRVWLQJ�D�IUHH�ZHELQDU��VD\�

´5HJLVWHU�IRU�RXU�)5((�ZHELQDU�RQ�;�µ�;�VKRXOG�FOHDUO\�FRQYH\�D�FRPSHOOLQJ�EHQHÀW�RI�UHFHLYLQJ�WKH�RIIHU��7KLV�LV�PXFK�

PRUH�HIIHFWLYH�WKDQ�´'RZQORDG�1RZµ�RU�´*HW�D�)UHH�$UWLFOH�µ�7KHVH�VLPSO\�DUHQ·W�VSHFLÀF�HQRXJK�

#9
Clarity Trumps Persuasion

Notice that this CTA is to promote a free ebook. 
There is little copy in this banner ad and a button 
WKDW�LQGLFDWHV�LW·V�FOLFNDEOH�
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A call-to-action is meant to stand out, so if your CTA blends in too much with your site design, no one will notice it. You 
want as many eyeballs to land on that call-to-action as possible, so use contrasting colors to make the CTA stand out, and 
more importantly, use design to make it clear it is a clickable call-to-action.

#10
Use Contrast to Make CTAs Stand Out

While Evernote has a beautifully 
designed website, the primary 
call-to-action for their free trial 
is somewhat buried because 
the button is the same color as 
the green background. It would 
be worth testing to see that if a 
different color - such as blue, red, 
or orange - would result in more 
clicks.
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7KLV�WLS�PLJKW�VHHP�PLQRU��EXW� LW·V� LQFUHGLEOH�KRZ�RIWHQ�EXVLQHVVHV�PLVV�WKLV�RSSRUWXQLW\��&DOOV�WR�DFWLRQ�DUH�PHDQW�WR�

VHQG�YLVLWRUV�WR�D�GHGLFDWHG�ODQGLQJ�SDJH�ZKHUH�WKH\�UHFHLYH�D�VSHFLÀF�RIIHU��'R�QRW�XVH�&7$V�WR�GULYH�SHRSOH�WR�\RXU�

homepage. Even if your CTA is about your brand or product (and perhaps not an offer like a download), still send them to 
a targeted landing page that is relevant to what they are looking for. If you have the opportunity to use a CTA, send them 
to a page that will convert them into a lead.

#11
Link Your CTA to a Dedicated Landing Page

This CTA for a blogging ebook drives visitors directly to a 

ODQGL
QJ�S

DJH�
VSHF

LÀFDO
\�IRU

�WKDW
�HER

RN�

http://offers.carriegallagher.com/get-started-with-business-blogging-ebook
http://offers.carriegallagher.com/get-started-with-business-blogging-ebook
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&7$V�VKRXOGQ·W�EH�RQH�VL]H�ÀWV�DOO��,I�\RXU�FRPSDQ\�RIIHUV�YDULRXV�SURGXFWV�RU�VHUYLFHV��\RX�PD\�ZDQW�WR�FRQVLGHU�FUHDWLQJ�

a different offer for each of them. Then you can place CTAs linking to each offer on the website pages that are most 
relevant to that offer.

#12
Promote Offers on Product Pages

,Q�WKLV�H[DPSOH��D�&7$�
for “Request a Demo” 
is placed on a product 
page. To generate more 
leads, we might also 
have a CTA for a “Free 
Guide to SEO,” because 
it is related to the 
product offering.
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(YHQ� LI� VRPHRQH�FRPSOHWHV�D� IRUP�RQ�\RXU�ZHEVLWH� �WKXV� WKH\·YH� FRQYHUWHG�DV�D� OHDG��� GRQ·W� VWRS� WKHUH�� ,QFUHDVLQJ�

engagement is also a top priority for marketers so that prospects turn into loyal fans.

Once someone reaches a “thank you page,” the page that a visitor arrives on after completing a form, use that space as 
DQ�RSSRUWXQLW\�WR�SURPRWH�PRUH�RIIHUV�DQG�FRQWHQW��)RU�H[DPSOH��LI�D�YLVLWRU�RQ�KXEVSRW�FRP�GRZQORDGV�D�JXLGH�RQ�HPDLO�

marketing, they can offer them another offer for a chance to see a demo of their email marketing platform.

#13
Thank You Pages Are Great CTA Real Estate

PrecallPro, a HubSpot customer, 
offers a secondary call-to-action for 
a demonstration on their thank-you 
page.
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CHAPTER 3
LANDING PAGES THAT CONVERT
/DQGLQJ� SDJHV� DUH� RQH� RI� WKH�PRVW� LPSRUWDQW� HOHPHQWV� RI� OHDG� JHQHUDWLRQ�� ,Q� IDFW�� DFFRUGLQJ� WR�0DUNHWLQJ6KHUSD·V�

research, landing pages are effective for 94% of B2B and B2C companies. The use of landing pages enables marketers 

to direct website visitors to targeted pages and capture leads at a much higher rate.

:KDW·V�JUHDW�DERXW�ODQGLQJ�SDJHV�LV�WKDW�WKH\�GLUHFW�\RXU�YLVLWRUV�WR�RQH�SDUWLFXODU�RIIHU�ZLWKRXW�WKH�GLVWUDFWLRQV�RI�HYHU\WKLQJ�

else on your website. Visitors are on a landing page for one and only purpose: to complete the lead capture form.
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Landing pages, sometimes called a “Lead Capture Page,” are used to convert visitors into leads by completing a transaction 
or by collecting contact information from them.  Landing pages consist of:

#14
Elements of an Effective Landing Page

A headline

A description of the offer

An image of the offer

A form to capture information

Social sharing icons

http://offers.carriegallagher.com/get-started-with-business-blogging-ebook
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2QFH�D�YLVLWRU�DUULYHV�RQ�D� ODQGLQJ�SDJH�� LW·V�

your job to keep them there until they give up 
their precious contact details.

If there are links on the page to move about 
your website, it will distract the visitor and 
decrease the chance of them converting to a 
lead.

One of the best ways to increase your landing 
page conversion rates is to simply remove the 
PDLQ�QDYLJDWLRQ�IURP�WKH�SDJH��7KDW·V�LW�

#15
Remove the Main Navigation

Removed main navigation

http://offers.carriegallagher.com/get-started-with-business-blogging-ebook
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Keep your messaging consistent on both your CTA and 
the headline of the landing page. If people click on a link 
IRU�D�IUHH�RIIHU�DQG�WKHQ�ÀQG�RXW�WKHUH·V�D�FDWFK�RQ�WKH�

ODQGLQJ�SDJH��\RX·OO�LQVWDQWO\�ORVH�WKHLU�WUXVW��

Similarly, if the headline reads differently than the CTA, 
it might lead to confusion, and the visitor might wonder if 
the CTA is linked to the wrong page.

#16
Match the Headline of the Landing Page to the 
Corresponding CTA
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,·P�VXUH�\RX·UH�DZDUH�RI�WKH�UXOH�´NHHS�LW�VLPSOH��VWXSLG�µ�7KH�VDPH�DSSOLHV�WR�ODQGLQJ�SDJHV��$�FOXWWHUHG�SDJH�PHDQV�

a distracted visitor. %H�EULHI�DQG�WR�WKH�SRLQW��LW·V�LQ�WKH�RIIHU�LWVHOI�ZKHUH�\RX�JLYH�PRUH�LQIRUPDWLRQ��,Q�DGGLWLRQ�WR�\RXU�
KHDGOLQH��LQFOXGH�D�EULHI�SDUDJUDSK�H[SODLQLQJ�ZKDW�WKH�RIIHU�LV��IROORZHG�E\�D�IHZ�EXOOHW�SRLQWV�RXWOLQLQJ�WKH�EHQHÀWV�RI�WKH�
offer.

#17
Less is More
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0DNH�LW�FOHDU�LQ�\RXU�EULHI�SDUDJUDSK�DQG�RU�EXOOHW�SRLQWV�ZKDW�WKH�EHQHÀWV�RI�WKH�RIIHU�DUH��,W·V�PRUH�WKDQ�MXVW�OLVWLQJ�ZKDW�

WKH�RIIHU�LV�FRPSULVHG�RI��LW�WDNHV�D�ELW�RI�VSLQ��,QVWHDG�RI�́ ,QFOXGHV�VSHFLÀFDWLRQV�RI�SURGXFW�;<=�µ�VD\�VRPHWKLQJ�OLNH�́ )LQG�

RXW�KRZ�;<=�FDQ�LQFUHDVH�SURGXFWLYLW\�E\�����µ�,Q�RWKHU�ZRUGV��FRQYH\�WKH�YDOXH�RI�\RXU�RIIHU�FOHDUO\�DQG�HIIHFWLYHO\�

#18
(PSKDVL]H�WKH�%HQHÀWV�RI�WKH�2IIHU

The landing page copy tells 
the visitor what they will 
receive when downloading 
the offer.
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2Q�\RXU�ODQGLQJ�SDJH��GRQ·W�IRUJHW�WR�LQFOXGH�EXWWRQV�WR�HQDEOH�\RXU�SURVSHFWV�WR�VKDUH�FRQWHQW�DQG�RIIHUV��,QFOXGH�PXOWLSOH�

social media channels as well as email, since people have different sharing preferences. When your offer is shared more, 
PRUH�SHRSOH�ODQG�RQ�WKH�SDJH��DQG�WKHUHIRUH�PRUH�SHRSOH�ÀOO�RXW�\RXU�IRUP�DQG�EHFRPH�OHDGV�

#19
Encourage Social Sharing

Social media sharing 
buttons are prominately 
displayed on the page.
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According to a recent marketing benchmarks report, companies see a 55% increase in leads by increasing landing 
pages from 10 to 15. The more content, offers, and landing pages you create, more opportunities to generate more 
leads for your business.

#20
More Landing Pages Equal More Leads

EBOOK WHITEPAPER WEBINAR FREE TRIAL

http://offers.hubspot.com/marketing-benchmarks-from-7000-businesses
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CHAPTER 4
237,0,=('�)2506

Forms are the key to a landing page. Without them, there is no way to “convert” a visitor into a lead. 
)RUPV�FRPH�LQ�KDQG\�ZKHQ�LW·V�WLPH�IRU�SHRSOH�WR�VLJQ�XS��VXEVFULEH�WR�\RXU�VLWH�RU�GRZQORDG�DQ�RIIHU�

The following tips will uncover how to build great landing page forms.
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You might be wondering how much or how little information you should require with a form. There is no magic answer 
ZKHQ�LW�FRPHV�WR�KRZ�PDQ\�ÀHOGV�\RXU�IRUP�VKRXOG�FRQWDLQ�EXW�WKH�EHVW�EDODQFH�ZRXOG�EH�WR�FROOHFW�RQO\�WKH�LQIRUPDWLRQ�

you really need.

7KH�IHZHU�ÀHOGV�\RX�KDYH�LQ�D�IRUP��WKH�PRUH�

likely you will receive more conversions. This is 
EHFDXVH�ZLWK�HDFK�QHZ�ÀHOG�\RX�DGG�WR�D�IRUP��

it creates friction (more work for the visitor) and 
fewer conversions. A longer form looks like 
more work and sometimes it will be avoided all 
WRJHWKHU��%XW�RQ�WKH�RWKHU�KDQG��WKH�PRUH�ÀHOGV�

you require, the better quality those leads might 
be. The best way to determine what works best 
is to test it.

#21
The Right Form Length
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That is the question most of your visitors are asking. One of the best ways 
to increase form conversion rates is to simply NOT use the default word 
on your button: “SUBMIT.”

If you think about it, no one wants to “submit” to anything. Instead, turn 
WKH�VWDWHPHQW�LQWR�D�EHQHÀW�WKDW�UHODWHV�WR�ZKDW�WKH\�DUH�JHWWLQJ�LQ�UHWXUQ�

)RU�H[DPSOH��LI�WKH�IRUP�LV�WR�GRZQORDG�D�EURFKXUH�NLW��WKH�VXEPLW�EXWWRQ�

VKRXOG�VD\��´*HW�<RXU�%URFKXUH�.LW�µ�2WKHU�H[DPSOHV�LQFOXGH�´'RZQORDG�

whitepaper,” “Get your free ebook,” or “Join our Newsletter.”

Another helpful tip, make the button big, bold and colorful. Make sure it 
looks like a button (usually beveled and appears “clickable”).

#22
To Submit or Not to Submit

'RQ·W�GR�WKLV�
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People are more resistant to give up their information these days, especially because of the increase in spam. There are 
D�IHZ�GLIIHUHQW�HOHPHQWV�\RX�FDQ�DGG�WR�WKH�IRUP�RU�ODQGLQJ�SDJH�WR�KHOS�UHGXFH�D�YLVLWRU·V�DQ[LHW\�WR�FRPSOHWH�WKH�IRUP�

#23
Reduce Anxiety With Proof-Elements

([DPSOH�RI�VHFXULW\�VHDOV�DW�WKH�
bottom of a landing page form.

• Add a privacy message (or link to your privacy policy) that indicates 
their email will not be shared or sold. 

• If your form requires sensitive information, include security seals, a 
%%%�UDWLQJ��RU�FHUWLÀFDWLRQV�VR�WKDW�YLVLWRUV�NQRZ�WKHLU�LQIRUPDWLRQ�LV�
safe and secure. 

• Adding testimonials or customer logos is another great way to indicate 
VRFLDO�SURRI��)RU�H[DPSOH��LI�\RXU�RIIHU�ZDV�IRU�D�)UHH�7ULDO��\RX�PD\�
want to include a few customer testimonials about your product or 
service.
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6RPHWLPHV�SHRSOH�ZRQ·W�ÀOO�RXW�D�IRUP�MXVW�EHFDXVH�LW�́ ORRNVµ�ORQJ�DQG�WLPH�FRQVXPLQJ��,I�\RXU�IRUP�UHTXLUHV�D�ORW�RI�ÀHOGV��

try making the form look shorter by adjusting the styling.

)RU�H[DPSOH��UHGXFH�WKH�VSDFLQJ�LQ�EHWZHHQ�ÀHOGV�RU�DOLJQ�WKH�WLWOHV�WR�WKH�OHIW�RI�HDFK�ÀHOG�LQVWHDG�RI�DERYH�LW�VR�WKDW�WKH�

IRUP�DSSHDUV�VKRUWHU��,I�WKH�IRUP�FRYHUV�OHVV�VSDFH�RQ�WKH�SDJH��LW�PD\�VHHP�DV�LI�\RX·UH�DVNLQJ�IRU�OHVV�

#24
Make the Form Appear Shorter

%RWK�IRUPV�KDYH�WKH�VDPH�DPRXQW�RI�ÀHOGV��EXW�YHUVLRQ�A 
might look shorter than B on the page.

Name:*

Email*

Company*

Phone*

Name:*

Email*

Company*

A B

Phone*
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CHAPTER 5
MULTI-CHANNEL LEAD GENERATION

<RXU�ZHEVLWH�LVQ·W�D�VLOR��0DUNHWHUV�PXVW�XWLOL]H�PDQ\�RWKHU�FKDQQHOV�LQ�RUGHU�WR�PD[LPL]H�WKHLU�OHDG�JHQHUDWLRQ�HIIRUWV��

,Q�WKLV�VHQVH��D�FKDQQHO�PLJKW�EH�D�UHWDLO�VWRUH��D�ZHEVLWH��D�VRFLDO�PHGLD�SODWIRUP��DQ�HPDLO��RU�D�WH[W�PHVVDJH��7KH�

objective is to make it easy for buyers to research, evaluate and purchase products in any way that is most appropriate 

IRU�WKHP��,W·V�DOO�DERXW�KDYLQJ�WKH�ULJKW�PDUNHWLQJ�PL[�

,Q�WKLV�ODVW�FKDSWHU��ZH·OO�FRYHU�D�IHZ�FKDQQHOV�WKDW�KHOS�EXVLQHVVHV�JHQHUDWH�WKH�PRVW�DPRXQW�RI�OHDGV�
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$FFRUGLQJ�WR�+XE6SRW·V�UHFHQW�Benchmarks report, companies that blog 6-8 times per month double their lead volume. 
This proves that blogging is a highly effective channel for lead generation.

In every blog post, include hyperlinks to landing pages within the copy of the post, as well as a prominent call-to-action.

#25
Blogging Brings in the Leads

$Q�H[DPSOH�RI�D�&7$�DW�
the bottom of a HubSpot 
blog post. The offer 
matches the content of 
the post for relevance.

http://offers.hubspot.com/marketing-benchmarks-from-7000-businesses
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0DQ\�EXVLQHVVHV�PD\� WKLQN� WKDW�HPDLO�PDUNHWLQJ� LV�RQO\�EHVW�XVHG�ZKHQ�FRPPXQLFDWLQJ�ZLWK�H[LVWLQJ�SURVSHFWV�DQG�

FXVWRPHUV��1RW�VR��(PDLO�FDQ�EH�D�JUHDW�FKDQQHO�IRU�QHZ�OHDG�JHQHUDWLRQ��+HUH�DUH�VRPH�ZD\V�\RX�FDQ�XVH�HPDLO�WR�

generate more new prospects:

#26
Email Marketing

• Focus on an opt-in strategy��,I�\RX·UH�EX\LQJ�HPDLO�OLVWV�
and spamming your prospects, no one will want to share 
\RXU�HPDLO�ZLWK�RWKHUV��7KH\�ZLOO�RQO\�ZDQW�WR�XQVXEVFULEH��
7KH�ÀUVW�VWHS�WR�HPDLO�OHDG�JHQHUDWLRQ�LV�WR�PDNH�VXUH�\RX�
have happy subscribers that enjoy receiving emails from 
you. 

• Send people valuable offers. If you send really interesting 
RU�YDOXHG�RIIHUV���ZKHWKHU�LW·V�GRZQORDGV��GLVFRXQWV�RU�
educational content - people will more likely share your 
emails with their friends or colleagues. 

• Give people the tools to share��'RQ·W�IRUJHW�WR�DGG�D�
“Forward to a Friend” link or social media sharing buttons 
within each email so people are encouraged to pass it on.

Simple email promoting a valuable offer that 
includes social media sharing buttons.
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6RFLDO�PHGLD�LVQ·W�MXVW�IRU�OLNLQJ�IXQQ\�SLFWXUHV�RU�WZHHWLQJ�ZKDW�\RX�DWH�IRU�EUHDNIDVW��6RFLDO�PHGLD�LV�DQ�HPHUJLQJ�FKDQQHO�

that many businesses are taking advantage of. Here are some ideas for generating leads on social networks.

#27
Social Media

• Build a loyal following��%XLOGLQJ�D�UHODWLRQVKLS�ZLWK�SRWHQWLDO�FXVWRPHUV�LV�D�FULWLFDO�ÀUVW�VWHS��6RFLDO�PHGLD�
connections are really about people-to-people, not always company-to-individual. Get to know your audience 
online, communicate and share information. In order to generate leads, you need to have human interaction 
with others. 

• Remember, social media is a dialogue. Companies that only use social media to blast out messages about 
WKHPVHOYHV�DUHQ·W�XVLQJ�VRFLDO�FKDQQHOV�HIIHFWLYHO\��7KH�JRDO�LV�WR�LQWHUDFW�ZLWK�RWKHUV�DQG�EH�KHOSIXO��:KHQ�
\RX�VKDUH�FRQWHQW�RQ�VRFLDO�PHGLD��GRQ·W�DOZD\V�SRVW�VRPHWKLQJ�WKDW�UHODWHV�WR�\RXU�FRPSDQ\��6KDUH�OLQNV�WR�
RWKHU�LQWHUHVWLQJ�WKLQJV�\RX·YH�IRXQG�RQOLQH��3HRSOH�ZLOO�EH�YHU\�WKDQNIXO�\RX�DUH�QRWLFLQJ�WKHLU�ZRUN��WRR� 

• ,QÁXHQFH�FRQQHFWLRQV�IRU�FRQWHQW�VKDULQJ��3XEOLVKLQJ�DQG�VKDULQJ�FRQWHQW�WKDW�GLUHFWV�WUDIÀF�WR�WDUJHWHG�
landing pages is the single biggest lever to increase lead generation through social media. Share your new 
content offers by posting links to landing pages, and in addition, share blog posts, discounts, and other great 
resources.
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:KLOH�SURPRWLQJ�\RXU�RIIHUV�LQ�PDQ\�FKDQQHOV�LV�FUXFLDO�IRU�OHDG�JHQHUDWLRQ��LW·V�DOVR�HTXDOO\�LPSRUWDQW�WR�PDNH�LW�HDV\�IRU�

SHRSOH�WR�ÀQG�\RXU�ODQGLQJ�SDJHV�WKURXJK�VHDUFK�HQJLQHV��7R�GR�WKLV��\RX�QHHG�WR�DSSO\�VHDUFK�HQJLQH�RSWLPL]DWLRQ��6(2��

best practices to your landing pages, such as:

#28
Organic Search

• Pick a primary keyword for each landing page and focus 
on optimizing that page for that word. If you oversaturate 
a page with too many keywords, the page will lose its 
LPSRUWDQFH�DQG�DXWKRULW\�EHFDXVH�VHDUFK�HQJLQHV�ZRQ·W�
have a clear idea of what the page is about. 

• Place your primary keywords in your headline and  
sub-headline. These areas of content have greater weight 
to search engines. 

• ,QFOXGH�WKH�NH\ZRUGV�LQ�WKH�ERG\�FRQWHQW�EXW�GRQ·W�XVH�
WKHP�RXW�RI�FRQWH[W��0DNH�VXUH�WKH\�DUH�UHOHYDQW�ZLWK�WKH�
rest of your content. 

• ,QFOXGH�NH\ZRUGV�LQ�WKH�ÀOH�QDPH�RI�LPDJHV��H�J��
mykeyword.jpg) or use them in the ALT tag. 

• Include the keywords in the page URL.
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<RXU�RIIHUV�WKHPVHOYHV�DUH�JUHDW�FKDQQHOV�IRU�OHDG�JHQHUDWLRQ��)RU�H[DPSOH��LQ�WKLV�HERRN�,�KDYH�LQFOXGHG�OLQNV�WR�RWKHU�

content offers you can download. As people share this ebook, they may discover other resources that we offer by the links 
within the content.

#29
Use Links and CTAs within Offers

Within this ebook “25 Website Must-
+DYHV�µ�DUH�OLQNV�WR�RWKHU�HERRNV�DQG�
guides.

http://www.hubspot.com/25
http://www.hubspot.com/25
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:KLOH�WKLV�LVQ·W�D�FKDQQHO�SHU�VD\��LW�is a great way to 
increase leads across all channels and tactics. A/B 
testing can be used in calls-to-action, landing pages, 
email marketing, advertising, and more. 

According to HubSpot research, A/B testing your 
landing pages and other assets can help you 
generate up to 40% more leads for your business. 
When done correctly, A/B testing can provide a huge 
competitive advantage for your company.

#30
A/B Testing
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CONCLUSION
Generating leads online has the power to transform your marketing. Using great offers, calls-to-action, landing pages 
and forms - while promoting them in multi-channel environments - can reduce your cost-per-lead while delivering higher 
quality prospects to your sales team.

The basics herein are just the beginning. This guide contains many best practices for every aspects of lead generation 
to help bolster your conversion rates, but these tactics are only the tip of the iceberg. Continue to tweak and test each 
step of your inbound lead generation process in an effort to improve lead quality and increase revenue.

Now go, young grasshopper, on your way to becoming a lead generation master.
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A Publication of:

Inbound marketing is a proven methodology that yields results 
RQ�DQ\�EXGJHW��,I�\RX·UH�UHDG\�WR�MRLQ�WKH�WHQV�RI�WKRXVDQGV�
of business owners embracing Inbound, why not start with a 
friendly, no-obligation assessment?

GO INBOUND

Request your assessment
with a Lovable Marketing
Inbound Specialist

Lovable       Marketing

http://www.carriegallagher.com
http://offers.carriegallagher.com/free-inbound-marketing-assessment



