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INTRODUCTION
IS YOUR MARKETING 
RUINING DINNER?
We’ve all been through it. The moment you’re about to dig into 
the best darn pile of spaghetti and meatballs you’ve ever seen. 
Just as you twist your fork in the pasta, spear a mouth-watering 
meatball, and go in for the  rst savory bite... the phone rings. 
“May I speak to Aaahnooom Hahsahn?” says the telemarketer 
on the other end. “This is an important message regarding your 
oven preferences.”

This frustrating interruption is exactly why this ebook will 
introduce you to inbound lead generation — a solution that can 
save your business or organization from being that annoying, 
disruptive cold caller who is ruining spaghetti nights for pasta 
lovers around the world.

About the author:

A N U M  H U S S A I N
@ANUM
Anum is an Inbound Content Strategist at 
HubSpot where she manages content plans for 
various company goals. She is an active blogger 
for the HubSpot Inbound Marketing Blog, and 
has been published on blogs such as LinkedIn. 
Anum was also recognized for her work by 
B2B Marketing Magazine as one of ten 2013 
marketing rising stars.
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WHAT IS A LEAD?

LET’S START WITH THE BASICS. A LEAD IS 
A PERSON WHO HAS IN SOME WAY, SHAPE, 
OR FORM INDICATED INTEREST IN YOUR 
COMPANY’S PRODUCT OR SERVICE.

This means that instead of getting a random cold call from 
someone who purchased your contact information, you’d hear 
from a business or organization with which you’ve already 
opened communication. For example, perhaps you took an 
online survey to learn more about how to take care of your car. If 
you got an email from the auto company that hosted the survey 
on their website about how they could help you take care of your 
car, it’d be far less intrusive and irrelevant than if they’d just 
called you out of the blue with no knowledge of whether you 
even care about car maintenance... right?

And from a business perspective, the information the auto 
company collected about you from your survey responses would 
help them personalize that opening communication to meet the 
existing needs of the potential client.

So really, lead generation is a win-win situation. It benefits the 
customer and the marketer.
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WHY DO YOU NEED LEAD 
GENERATION?

WHENEVER SOMEONE OUTSIDE THE 
MARKETING WORLD ASKS ME WHAT I DO, 
I CAN’T SIMPLY SAY, “I CREATE CONTENT 
FOR LEAD GENERATION.” IT’D BE TOTALLY 
LOST ON THEM, AND I’D GET SOME REALLY 
CONFUSED LOOKS.

So instead I say, “I work on finding unique ways to attract people 
to my business. I want to provide them with enough goodies to 
get them naturally interested in my company so they eventually 
warm up to the brand enough to want to hear from us!”

That usually resonates better, and that’s exactly what lead 
generation is. It’s a way of warming up potential customers 
to your business and getting them on the path to eventually 
buying. By showing an organic interest in your business, they 
are starting the relationship (instead of the business starting the 
relationship with a cold call), making it easier and more natural 
for them to want to buy from you somewhere down the line.

Data from Hinge Research Institute also shows that  firms 
generating 60% of their leads online are 2X more profitable than 
those generating less than 20% of their leads online.

https://hingemarketing.com/research-institute
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Within the larger inbound marketing methodology, lead 
generation falls in the second stage. This methodology makes 
one concept clear: Consumers have all the power. Lead 
generation calls for an end to interruption marketing, and 
it occurs after you’ve attracted an audience and are ready to 
actually convert those visitors into leads for your sales team.

We call this modern marketing. As you can see in the diagram 
below, generating leads is a fundamental stop in an individual’s 
journey to becoming a delighted customer of your business.

You’ll see an example of this flow in the Mechanics of Lead 
Generation chapter.

This graphic represents a brief overview of the inbound 
marketing methodology. Get the details at hubspot.com/
inbound-marketing.

i

http://www.hubspot.com/inbound-marketing
http://www.hubspot.com/inbound-marketing
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HOW DO YOU QUALIFY 
SOMEONE AS A LEAD?

AS YOU NOW KNOW, A LEAD IS A PERSON 
WHO HAS INDICATED INTEREST IN YOUR 
COMPANY’S PRODUCT OR SERVICE. NOW 
LET’S TALK ABOUT THE WAYS IN WHICH 
SOMEONE CAN ACTUALLY SHOW THAT 
INTEREST.

Essentially, a lead is generated through information collection. 
That information collection could come as the result of a 
job seeker showing interest in a position by completing an 
application for the job, a shopper sharing contact information 
in exchange for a coupon, or a person  filling out a form to 
download an educational piece of content.

These are just a few of the many ways in which you could qualify 
someone as a lead. Each of these examples also highlights the 
fact that the amount of information you can collect to qualify 
someone as a lead, as well as the that person’s level of interest in 
your company, can vary.

Let’s assess each scenario:

»» JOB A PPLICAT ION:  Any individual  filling out an application 
form is willing to share a lot of personal information because 
he/she wants to be considered for the position. Filling out that 
application shows their true interest in the job, therefore qualifying 
the person as a lead for the company’s recruiting team.
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»» COU P ON:  Unlike the job application, you probably know very 
little about someone who has stumbled upon one of your online 
coupons. But if they  find the coupon valuable enough, they may be 
willing to provide their name and email address in exchange for it. 
Although it’s not a lot of information, it’s enough for a business to 
know that someone has interest in their company.

»» CON T EN T:  While the download of a coupon shows an 
individual has a direct interest in your product or service, content 
(like an educational ebook or webinar) does not. Therefore, in 
order to truly understand the nature of the person’s interest in 
your business, you’ll probably need to collect more information 
— you’ll need enough information for a sales rep to actually 
understand whether the person is interested in your product or 
service, and whether they’re a good fit.

These are just a few of the many ways in which you could qualify 
someone as a lead. Each of these examples also highlights the 
fact that the amount of information you can collect to qualify 
someone as a lead, as well as the that person’s level of interest in 
your company, can vary.

Ektron is a HubSpot customer. You can learn more about 
their inbound marketing in this customer case study.i

http://www.hubspot.com/customers
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Let’s look at Ektron for example. They use educational 
webinars for lead generation, collecting seven pieces of 
information from prospective leads.

As you can see, Ektron asks for:

1. FIRST NAME: 
Basic information needed for communication with the to-be 
lead.

2. LAST NAME: 
Basic information needed for communication with the to-be 
lead.

3. EMAIL:
The email address will allow your business to communicate with 
the to-be lead through your email marketing campaigns.

4. COMPANY NAME: 
This will give you the ability to research what the business does 
and how the lead might benefit from your product or service 
(mainly for B2B).

http://www.episerver.com/?utm_campaign=REF-ektron-redirect&utm_medium=referral&utm_source=ektron.com
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5. JOB TITLE: 
Understanding an individual’s role in the business will help 
you understand how to communicate with them. Every brand 
stakeholder will have a different take and perspective on your 
offering (mainly for B2B).

6. PHONE NUMBER: 
A phone number will be used for your sales team to actually 
reach out to the lead and open conversations with him/her.

7. PROJECT TIMEFRAME: 
Ektron ends with a specific question that will benefit their 
assessment of how to speak with the lead (used for lead 
scoring).

That being said, it’s important to realize that asking more 
questions like the one Ektron tacks on to the end of their form 
helps you generate more qualified leads. You can learn more 
about qualified leads in this blog post. For the purposes of 
this ebook, we’ll stick to the basics of lead generation.

http://blog.hubspot.com/blog/tabid/6307/bid/31279/How-to-Score-Your-Leads-So-Sales-Works-the-Hottest-Prospects.aspx#sm.001c4k3mk145vdc3xre1nixrzpc67
http://blog.hubspot.com/blog/tabid/6307/bid/31279/How-to-Score-Your-Leads-So-Sales-Works-the-Hottest-Prospects.aspx#sm.001c4k3mk145vdc3xre1nixrzpc67
http://blog.hubspot.com/blog/tabid/6307/bid/30889/How-to-Expose-the-Best-Leads-to-Your-Sales-Team.aspx#sm.001c4k3mk145vdc3xre1nixrzpc67
http://blog.hubspot.com/blog/tabid/6307/bid/30889/How-to-Expose-the-Best-Leads-to-Your-Sales-Team.aspx#sm.001c4k3mk145vdc3xre1nixrzpc67
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Now that you understand how lead 
generation fits into the whole inbound 
marketing methodology, let’s 
review the four components of the lead 
generation process.

A VISITOR has discovered your 
business through one of your marketing 
channels, whether that’s your website, 
blog, or social media page. On either 
of these channels, you’ll need to have a 
customized CALL-TO-ACTION (CTA). A 
CTA is an image, button, or message that 
calls visitors to take some sort of action. 
When it comes to lead generation, this 
action is to navigate to a...

... LANDING PAGE. A landing 
page is a web page a visitor lands 
on for a distinct purpose. While a 
landing page can be used for various 
reasons, one of its most frequent 
uses is to capture leads through...

... a FORM. Forms are hosted 
on landing pages. They consist 
of a series of fields that collect 
information in exchange for an offer. 

An offer is the content or something 
of value that’s being offered on 
the landing page. The offer must 
have enough value to a visitor to 
merit providing their personal 
information in exchange for it. 
In the example above, Impact 
Branding is providing a free 
webinar.

After clicking the final submit button on the form, 
the visitor has successfully become a LEAD for your 
business or organization.

1

2

3

4

VISITORS

LEADS

http://www.hubspot.com/inbound-marketing
http://www.hubspot.com/inbound-marketing
https://offers.impactbnd.com/event-marketing-webinar
https://offers.impactbnd.com/event-marketing-webinar
https://offers.impactbnd.com/event-marketing-webinar
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To review these key terms, you have four main mechanics for 
lead generation:

»» LA N DI NG PAGE:  A web page a visitor lands on for a 
distinct purpose. While a landing page can be used for 
various reasons, one of its most frequent uses is to capture 
leads through...

»» FOR M S:  Hosted on landing pages, they consist of a series 
of fields that collect information in exchange for an...

»» OF F ER:  The content or something of value that’s 
being “offered” on the landing page. The offer must have 
enough value to a visitor to merit providing their personal 
information in exchange for access to it. You can learn how 
to create marketing offers in our blog post here.

»» CA LL -TO -ACT ION (CTA):  An image, button, or 
message that calls website visitors to take some sort of 
action. When it comes to lead generation, this action is (you 
guessed it!) to fill out the form on the landing page and 
redeem the offer. See how everything fits together?

Once you put all these elements together, you can use your 
various promotional channels to link and drive traffic to the 
landing page so you can start generating leads — as shown on 
the previous page.

Now that you understand how lead generation works, you must 
be thinking, where can I promote my landing pages and CTAs 
in order to gather leads? We’ll cover seven basic places to start 
next.

http://blog.hubspot.com/blog/tabid/6307/bid/31252/How-to-Create-Marketing-Offers-That-Don-t-Fall-Flat.aspx#sm.001c4k3mk145vdc3xre1nixrzpc67
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7 PLACES TO PROMOTE 
YOUR MARKETING 
OFFERS FOR LEAD GEN

1 .  O N  W E B S I T E  P A G E S
Link to your landing pages on various pages of your website 
through CTAs. Try to align the offer you link to with the goals 
of that page. For example, a visitor to your website’s product 
pages might indicate someone who is further along in the 
sales cycle and closer to buying, so place CTAs like free trials, 
product demos, or free consultations that speak to the interests 
of a visitor who is closer to a purchasing decision. You’ll notice 
that Brightfire’s About Us page has a CTA for a free inbound 
marketing assessment. Visitors to this page are interested in 
learning more about the actual company, therefore a CTA for a 
free assessment aligns with the buyer’s stage in the information 
seeking process.

Website Page 
CTA

http://www.brightfire.co.uk/inbound-marketing-agency
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2 .  O N  Y O U R  B L O G
Just about every blog post you publish should have an 
opportunity to include a CTA. Again, try to align the content of 
the offer with the content of the blog post as best as you can in 
order to increase clickthroughs. The CTA below is added to the 
end of Element Three’s blog post.

You can also link to other marketing offers within a blog post if 
the content of the offer is relevant to the post.

Blog CTA

http://info.elementthree.com/Blog/bid/183205/Strategic-Leadership-4-Key-Takeways-from-Brad-Stevens
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3 .  I N  A N  E M A I L  S I G N A T U R E
This will be particularly effective for your business’s sales team. 
Encourage them to add a brief text-based call-to-action at the 
end of their email signature to help nurture prospects with 
whom they’re communicating using more offers of free content 
in exchange for more information.

You can also link to other marketing offers within a blog post if 
the content of the offer is relevant to the post.

4 .  O N  S O C I A L  M E D I A
Sharing links to your offers’ landing pages is the main way you 
can use social media for lead generation. Use the space that the 
specific social network allows to describe the value that fans and 
followers will get out of the offer. Try to vary the timing of when 
you share certain offers so people who follow you on multiple 
social sites aren’t hit with the same promotion on each site. The 
example below shows Memphis Invest sharing their webinars 
on their Facebook page.

Facebook page 
CTA

https://www.facebook.com/Memphis-Invest-121568694583878/
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3 .  W I T H I N  P R E S S  R E L E A S E S
If your business uses news releases as a way to promote 
information about your business, don’t overlook the opportunity 
they provide for lead generation. Just as you’d use anchor text 
(text that is visible and clickable in a hyperlink) in a blog post to 
point to a landing page, do the same in your news releases.

BONUS: You’ll likely reap some SEO benefits from this practice, 
as well!

4 .  I N  P P C  C A M P A I G N S
If you’re using pay-per-click (PPC) as a way to complement your 
organic SEO efforts, think of your PPC ads as simply CTAs for 
your offers. Follow best practices for creating calls-to-action, 
and you’ll enjoy better clickthrough rates and more leads 
from your PPC campaigns as well. Our data shows that B2B 
companies are allocating 8% of their budget to PPC, and getting 
6% of their leads from that source.

These are merely six popular and effective plays to try in your 
lead generation campaigns. As highlighted throughout this 
ebook, it starts by creating a remarkable marketing offer and 
ends with a great promotion plan for distributing that offer on 
your digital channels.

http://blog.hubspot.com/marketing/where-do-marketers-get-leads-data#sm.001c4k3mk145vdc3xre1nixrzpc67
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HOW TO START YOUR 
FIRST LEAD GENERATION 
CAMPAIGN

NOW THAT YOU’VE LEARNED THE RUDIMENTS OF 
LEAD GENERATION, YOU MUST BE THINKING ...

“How do I start my first lead generation campaign?”

“How am I going to find time to build these marketing offers?” 

“Where do I even begin with all these best practices?”

We get it. We’ve been through it. And we want to help you get 
started.

On the next page, you’ll find a lead generation worksheet. This 
worksheet will walk you through building your first lead gen 
campaign. The most important idea to keep in mind is that you 
truly only need one offer on one landing page to start generating 
leads. As your experience grows and your time allows, you can 
create more offers and advance your lead generation strategy.

Hopefully this ebook and the worksheet on the following page 
will prove useful as you embark on the path of truth and justice, 
the path of lead generation. Good luck!
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SOCIAL TIP
Share your offer multiple times on your social channels by 
extracting different parts of it each time. For example,
if you have 10 tips in the offer, share one tip a day.

BLOG TIP
Write multiple blog posts that include a theme or idea related to 
your offer. Every time you publish a post, you can add a CTA to 
your same offer in each published post.

PPC TIP
Experiment with different targeting options on your PPC 
campaigns in order to use your offer in multiple ways. This will 
help you generate more leads while learning what works best.
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Whether this is a coupon, an ebook, or a webinar, you only need 
one offer to start generating leads. We’ll share ways you can 
reuse this one offer in later steps. We even have a free ebook 
template you can use to help you get started; click here to 
grab it.

BUILD LANDING PAGE & FORM
Build a dedicated landing page (sometimes referred to as a 
microsite) for your completed offer. Be sure to include
a form on the landing page that visitors will need to complete in 
exchange for the featured offer.

BUILD THANK YOU PAGE OR EMAIL
Provide a way for your leads to receive the offer they filled out 
the form for by redirecting them to a thank you page where the 
offer is hosted or by sending a confirmation email with the offer.

PROMOTE WITH CHANNEL CTAs
Now that your offer is created and ready for download from your 
landing page, start promoting the landing page URL on your 
various promotional channels.

http://offers.hubspot.com/ebook-templates
http://offers.hubspot.com/ebook-templates
http://www.hubspot.com/products/landing-pages
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CONCLUSION
DON’T RUIN 
DINNER. LET YOUR 
MARKETING ADD 
VALUE.
Now let’s recreate our scenario from the introduction, this 
time with lead generation in mind. You’re sitting at your 
desk when you suddenly receive a call (yes, lovable inbound 
marketing means calling people at decent hours, not dinner 
time). The voice on the other end says, “Hi Anum, I work for 
Ovens R Us and saw you downloaded our free whitepaper on 
choosing the right oven for your home. I just wanted to reach 
out to see if there were any unanswered questions that I could 
help fill the gap on?”

There we go. I, the lead, started the relationship. Now 
someone wants to take what I started and provide me with 
further value and information? That I can do. And that is the 
desired result of lead generation. Hopefully the resulting oven 
leads to even greater pasta intake, too.
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