The Lead Gen
System™
Connect all your marketing tools, channels &
tactics into an organized System for lead
generation that actually works!

Greg Schraff
Managing Director, digetry, LLC.

A Publication of

© 2018 digetry

Welcome to digetry’s Lead Gen System™.
I created this System out of a need in my own business to
generate leads on a consistent and predictable basis.
My background is online marketing and sales. I’ve worked at
companies such as Adobe and AOL, as well as digital marketing
agencies whose clients included The Wall Street Journal, Conde
Nast, AARP, SiriusXM Radio and other mainstream brands. But I
quickly realized that being an experienced marketing and sales
professional didn’t mean that as someone starting a business from
scratch I knew how to generate leads!
Yes, there are many tools and channels that you can use to get
leads – trade shows and conferences, professional networking
groups, Facebook, LinkedIn, Twitter and Instagram, HubSpot,
Infusionsoft and Sumo, email, SEO, paid media, content
marketing, landing pages and on and on.
But these tools are just that, devices or
implements used to carry out a
particular function. Not only do you
need to know how to use the tool, but
you also need to know how to apply the
tool in relation to what you are trying to
do, whether that be driving traffic,
building brand, increasing sales, or in
this case, getting leads.
© 2018 digetry

And, there’s no lack of advice or opinions around the tactics on
how to generate leads. There are countless articles, podcasts,
infographics, webinars, seminars, whitepapers and more, but I
found no set of principles or procedures with which leads can be
generated on a consistent and predictable basis!

I found no system. Nothing that connects all the tools,
channels, and tactics into an organized scheme or
method for lead generation.

“

“

So, I went ahead and created one. It took a while, and there was
plenty of trial and error, but over time I developed a system that
works.
And now I’ve made it available to you.
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The Lead Gen System™ consists of nine modules that, when
completed, will serve as your business’s lead gen engine.
These modules are:
•
•
•
•
•
•
•
•
•

Focus on ONE Product or Service
Identify Your BEST Customer
TALK with the Customer
Bring the Customer to LIFE
ANSWER Your Customer’s Questions
OFFER What They Want
Identify the BEST Marketing Channel
Make It Easy to Be FOUND
CREATE & LAUNCH Your Campaign

Each one of these modules is important in and of itself, but they
must be completed in the order outlined above for the System
to come alive and work for you.

“

““

Leads just don’t materialize as if by
magic. Lead gen requires hard work
and (proverbial) perspiration .
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The Lead Gen System™ will help you focus on and apply the
concepts that are essential in reaching your audience, connecting
with them, and turning them into leads!
Without further ado, I introduce to you the Lead Gen System™.

Questions? Email me at gschraff@digetry.com

Put in a “system” that makes
lead generation actually happen!

This document is proprietary to digetry, LLC and cannot be used, disclosed, or duplicated without the prior written
consent of digetry, LLC. This is a published work protected by federal copyright laws and no unauthorized copying,
adaptation, distribution or display is permitted. Revised on 02/26/18. © 2018 digetry
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MODULE 1

Focus on ONE
Product or Service
LEARN MORE

Focus on One Product or Service; Your Best One

One mistake that many businesses make in their lead generation
efforts is casting too wide a net. It’s a natural reaction: promote all
of your products and services to attract as many prospects to your
business as you can.
The risk here is that, as a small business, you simply don’t have
the time and resources to do an excellent job competing for
attention across many fronts. In fact, you probably can’t do an
excellent job promoting more than one product or service at a
time, especially if your business is just starting out.
Casting a wide net also attracts prospects who fall outside of your
area of expertise. As a result, these people won’t value what
makes you special, which means you will need to compete on
price (bad!), and it means that they won’t treat you or your
business with the respect you deserve.

“

“

Identify the product or service that
is most valuable to your prospects;
this is usually what you do best and
what you enjoy most.
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Focusing on what you do best – that which makes your business
extremely important to your customers – will not only result in
more leads, but it produces a higher quality lead, leads whose
needs and wants are aligned with your strengths .

For these reasons, you will be much more successful generating
leads by focusing on just one of your products or services at a
time. Once you perfect your lead generation system for one
product you can then repeat the process for a second, after that a
third, and so on.

Highlight your expertise and attract
the right type of customer!

“

“
“
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Exercise 1
Choose Your Primary Product or Service

Use this simple brainstorming exercise to help you focus on the
one product or service that is most valuable to your customers.
1.

Which product / service is most important to your target market?

2.

Which product / service are you an expert in?

3.

Which product / service best supports what your business offers?

4.

For which product / service can you provide the most specialized,
high value outcomes for your customers?

You should have arrived at the same answer for each of the four
questions, or at worst, the same answer for three of the four. Write
it down below and decide that for the purposes of creating your
lead generation system this will be your Primary Product or
Service.
The Primary Product / Service that will be the focus of my lead
generation efforts is: ____________________
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2
MODULE 2

Identify Your BEST
Customer
LEARN MORE

Know Which Customers Most Often Lead to Success

Just as it’s important not to cast too wide a net when marketing
your products and services, it’s just as important to focus on one
type of customer at a time.
And, one of the keys to successfully generating leads on a
consistent basis is not only concentrating on a single customer
type but identifying your best customer.
Identifying your customers may seem like a rather obvious and
unnecessary step – after all, what business doesn’t know who
buys from them? But if you take a moment to think about why your
customers buy you’ll most likely come up with two or three
different reasons, which equate to two or three different types of
people, or segments, who make up your customer base.

“

“

Identify the customer who gets the
most value out of your product or
service.
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For example, if you run a sales training & coaching business your
customers are going to be sales reps. But there may be three
types of sales people who buy from you, all of whom want
coaching for different reasons: 1) those who are new to sales and
are looking for how to get started, 2) those who are experienced
sales reps but who can’t seem to get to the next level of success
and want best practices, and 3) those who are top performing
sales people but want a coach to keep them accountable and at
the top of their game. (We’ll be using this sales coaching business
as an example throughout The Lead Gen System™.)
For your lead generation system, you will identify the customer
type that is your best customer – the customer segment that most
often results in successful engagements, both financially and
personally, both for you and your customer.
Once you have identified this customer type, make them the focus
of your lead gen efforts. After all, if you are going to go through the
hard work of attracting leads, you might as well be attracting the
best possible ones – those that will help grow your business.
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Exercise 2
Identify Your Primary Target Prospect

With the Primary Product / Service that you identified in Module 1
in mind, use this brainstorming exercise to identify the best
customer segment for your Primary Product or Service.
1.

Who are my customers? And can I identify particular segments or types
within my customer base?

2.

Of those, which segments do I deliver the most value to?

3.

Which customers have the most important and urgent problems?

4.

Which customers do I most enjoy working with?

5.

Which customers readily pay the highest fees?
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How many different types of customers did you identify in your
answers? If it’s just one customer type, or the majority of your
answers are represented by one customer type, you’re in good
shape. Write it down below and simply decide that this will be your
“Primary Target Prospect” for your lead generation efforts. *
The customer type that will be the Primary Target Prospect of my
lead generation efforts is: ____________________
Now that you’ve identified the Target Prospect that is going to be
the focus of your lead generation, it’s time to learn more about
who this person is.

* Note: If you identified multiple customer types, prioritize them. For the purposes of
creating your lead generation system choose just one customer segment to target at
this point in time – your Primary Target Prospect. Make your other customer types the
focus of future lead generation efforts.

© 2018 digetry

3
MODULE 3

TALK With The
Customer
LEARN MORE

Look at Your Business From
Your Customer’s Point of View

The only way you stand a chance of connecting with your
prospects is to use language they relate to (which we’ll cover in
detail in Module 8). In order to do this, you must understand your
current customers very well.
Only by intimately understanding your customers can you
accurately address their needs – and the needs of prospects –
through your lead generation efforts. You’re not just interested in
who they are, but what they are looking for, what questions they
have, and what keeps them up at night.
Without this level of insight your aim will be off, if just slightly, and
that’s enough for your message to miss its target and your
prospects will pass you by. You will have wasted your time.
The best way to understand your customers is to talk to them.

“

“

Talk with your customers to
understand what they’re thinking
and look at your business from their
point of view.
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Conduct a survey – either in person, via phone, or online (if online,
I recommend SurveyMonkey. They have a free version and a very
solid product) – and ask your customers what they think of your
product or service. Talking with your customers is the most direct
way of learning about their attitude toward your business, and it
allows you to move away from what you think to what your
customer thinks.
Talking with your customers can . . .
•

Reveal differentiators – the things that are unique to your
business that your customers really appreciate.

•

Uncover opportunities – ways your customers use your
product or service that you are unaware of but which you can
now promote as a feature.

•

Help with your messaging – the language your customers
use to describe your business is the same language you
need to use in your messaging.

•

Identify gaps – understand what gaps exist between what
you offer and what your customers want.
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The Transition from Prospect to Customer
The transition from prospect to customer is the “Customer
Journey”, and there are four stages: Consider, Evaluate, Buy, and
Use.
Below are sample questions you can ask your customers as you
survey them to understand their mindset as they move from
prospect to customer. The goal is to better understand your
customers’ needs when they were a prospect for your business.
Because each business is unique, some of these questions may
not be appropriate for you, and you can certainly come up with
your own questions. What you want is to end up with three or four
questions from each stage of the Customer Journey to ask your
customers.
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Consider
Ask these types of questions to understand what your prospects
are thinking as they first begin to consider a product or service like
yours. What causes your prospects to think about the idea of your
product or service as a solution to their problem? And what
event(s) triggers their journey toward purchase?
Ø Why did your customer originally consider a product or service like
yours?
Ø Was your product/service something that was “nice to have” or
something your customer “needs to have”? (E.g., if the treads on your
car’s tires are low it would be “nice” to have new tires. If your car’s tire
is flat you “need” to have a new tire.)
Ø What problem, challenge, or need were your customers looking to
solve when considering a product/service like yours?
Ø Before buying your product/service, how did your customer
satisfy/solve the need your product/service fulfills?
Ø Was there something specific that triggered your customer’s initial
interest in a product/service like yours?
Ø Did timing play a part in the customer’s initial consideration? (E.g., is
your product specific to a particular time of year, season, or holiday?)
Ø How did your customer first hear of your business/product/service?
Ø Did physical location play a role in their exposure to your
product/service? (e.g., did they learn about you from attending a
conference?)
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Evaluate
Once your prospects have been exposed to your message, and
assuming they are interested, they’ll more seriously evaluate what
you have to offer. This is the prospect’s information-gathering
phase. What information did your customers use to decide
whether it’s worth their time and money, and where are they
getting this information? Questions to be answered at this phase
are:
Ø What caused the customer to move beyond their initial consideration
and begin to seriously evaluate your product/service as a potential
investment of their time and money? (E.g., was there an event or
circumstance that triggered this decision?)
Ø What sources did your customer use to get information about your
product/service? (E.g., specific websites, peers, social networks,
trade show, etc.)
Ø If your customer searched for your product/service online, what terms
did he/she use to search on?
Ø Did your customer evaluate other competing products/services? If so,
which ones?
Ø What types of features or benefits did your customer want or expect
in a product/service like yours?
Ø What questions did your customer have about a product/service like
yours?
Ø Was it easy for your customer to get information that addresses their
questions? And where did they get their information?
Ø What value or benefit of your product/service was appealing do your
customer?
Ø What did your customer want to get out of your product/service?
Ø What did your customer hope to get out of your product/service?
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Buy
The moment of engagement with your business is when the
prospect transitions to a customer. How and why do your
customers buy from you? What friction do they encounter during
the purchase process? And what alternatives to purchasing your
services do they consider? Questions to be asked here are:
Ø Did your customer consider competing products/services? If so, which
ones?
Ø Not including competing products/services, what was competing with
your customer’s decision to buy? (E.g., budget, time, resources, doing
nothing)
Ø What would prevent your customer from buying your product/service?
Ø Was there a specific feature or benefit that compelled your customer
to buy?
Ø Did your customer find the product/service offering clear?
Ø Did your customer believe the price for the product/service to be fair?
Ø After your customer made the decision to buy, did he/she find the
buying process easy? (I.e., the actual process of paying and obtaining
the product/service.)
Ø Did your customer like the method of payment?
Ø What is it that your customers are ultimately buying? (E.g., yours may
be a home cleaning business, but what your customers are buying is
time – the time it saves them if had to clean the house themselves).
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Use
Once a customer purchases, you’ll ultimately want to know, “Was
it worth it?” You’ll want to better understand their experience with
your product or service and find out if it meets their expectations.
This stage is also referred to as the loyalty loop, where customers
can serve as advocates (which fuels future sales), but it’s also
where customers are open to being swayed by competitors or
other options if their expectations aren’t met. Are your customers
motivated to promote your services, and are you establishing an
advocate for life? Questions to be answered here are:
Ø How often does your customer use your product/service?
Ø Does your customer find the product/service easy to use?
Ø What is the product’s/service’s most valuable feature?
Ø Does your product/service meet your customer’s expectations?
Ø What doesn’t the product/service do that your customer would like it
to do?
Ø Are there ways that you can improve upon your product/service?
Ø Do your customers feel they got their money’s worth out of your
product/service? If yes, why? If no, why?
Ø Why would, or wouldn’t, your customers recommend the
product/service to a friend?
Ø On a scale of 0 to 10, with 0 being Not Likely at All and 10 being
Extremely Likely, how likely is it that your customer would recommend
your company/product/service to a friend or colleague?
Ø Besides the product or service itself, is there something that your
customer likes or values about working with our company?
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Exercise 3
Create Questions to Ask Your Customers

Use the worksheet below to know how your customer views your
business. Choose from the list above or come up with your own
questions to ask your customers.
Again, the goal is to better understand what your customers’
needs were when they were a prospect for your business. So,
choose questions that give you the best insight into what they
were thinking.
In order to get a complete picture, it’s important to include
questions from each stage of the Customer Journey: Consider,
Evaluate, Buy, and Use. Keep your interaction with your
customers brief – no more than 15 minutes. As such, you’ll only
want to use three or four questions from each of stage.

Questions? Email me at gschraff@digetry.com
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Questions to Ask Your Customers
Consider
1.
2.
3.
4.
Evaluate
5.
6.
7.
8.
Buy
9.
10.

“
12

13.
14.

Use

“

11.

15.
16.
© 2018 digetry

Your customers' answers to your questions will allow you to create
more relevant, valuable, and useful messaging – messaging that
resonates with your Target Prospect and attracts more, and better,
leads!
With your customers’ answers in hand – knowing what motivates
and attracts your prospect to your business – let’s begin the
process of creating this messaging.

“

“
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4
MODULE 4

Bring the Customer
to LIFE
LEARN MORE

Put the Customer at the Center of Your Business

Before we actually write the messaging, we have to really know
who we are writing for.
Your experience from the previous module, talking with your
customers, allows you to better understand who they are and why
they are interested in your business. Talking with your customer
clarifies that these are real people with real needs, challenges,
and aspirations. And while you’d stand a much better chance of
generating interest in your business if you had one-on-one
conversations with each potential customer, this isn’t practical.
So, the question becomes, how do you incorporate this human
element into your lead generation efforts?
The best way to do this is to use the answers you obtained from
talking with your current customers to create customer
“Personas”.

“

“

Put the customer at the center of
your business and treat them like
real people.
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A Persona is a semi-fictional representation of your ideal customer
based on real data and your select educated speculation about
customer demographics, behavior patterns, motivations, and
goals.
In Module 2 we segmented your customers and identified the best
customer type for your lead gen efforts – your Primary Target
Prospect. While segmentation allows you to group your customers
into the different reasons they buy from you, Personas allow you
to create messaging that speaks more directly to the needs and
wants of each different segment, increasing the likelihood that
you’ll get a response.
Another way to put it is, Personas take segmentation one-step
further and breathe life into your Primary Target Prospect –
creating the type of human touch required to connect with the
person you are trying to reach with your marketing.
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Exercise 4
Create Your Persona

Use the Persona Development Worksheet to create a Persona for
the Primary Target Prospect you identified in Module 2 – a semifictional representation of your best customer. The information you
gathered and what you learned from talking with your customers in
Module 3 will help you complete this exercise.

Note: If you identified more than one customer type in Module 2, for the purposes of
creating a Persona, use the customer that you identified as your Primary Target
Prospect. Focusing on a single customer segment allows you to create messaging that is
specific for that customer type, ensuring that the language and tactics you use to gain
their interest is on-target as possible. Again, once you have your lead generation system
complete for one customer type, you can go back and repeat the process for additional
customer types, if necessary.
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Personal Development Worksheet
Answer the questions below to create a picture of your Primary
Target Prospect.
1. What is their job and level of
seniority?

2. What is their demographic
information? (E.g., age, gender,
education, income, race, religion)

3. What does a day in their life look
like?

4. What are their pain points? What
do you help them solve?

5. What do they value most? What
are their goals?

6. Where do they go for
information?

8. What are their most common
objections to your product or
service?

“

“

7. What experience are the looking
for when seeking out your product
or service?

© 2018 digetry

Next, give your Persona a name. Adding a name will further
personify and make more real the person you are marketing to.
For example, if you’ve created a Persona for prospects who are
new sales reps, you might call this Persona, “Rob Newby”.
The name of the Persona I created for my Lead Generation
System is ___________________.
Now that you’ve breathed life into your Primary Target Prospect
with your Persona, we can turn to the task of writing the
messaging that addresses the questions your Persona is looking
to have answered. This is your outward communication, using the
language you’ve gotten from your customer to draw in more
customers.

“

““

Personas serve as a constant
reminder of who you are selling to –
the person that needs to inform your
lead generation efforts.
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5
MODULE 5

ANSWER Your
Customer’s Questions
LEARN MORE

Create Messaging That Answers Questions

In this Module we are going to create messaging that resonates
with your Target Prospect by doing two things: 1) combine the
Persona you just created with 2) the four stages of the Customer
Journey from Module 3 (Consider, Evaluate, Buy, Use).
These two pieces of information – understanding your customer
and their decision-making process when buying your product or
service – allow you to map and answer the questions your
prospects have at each stage of the Customer Journey.
Knowing the questions your prospects ask means you can provide
answers to these questions at each stage of the sales process,
which in turn generates a whole bunch of good will and trust. And
satisfying your prospects’ inquiries moves them one step closer to
becoming a customer!
Let’s get started.

“

“

People aren’t attracted to what your
business is, they’re drawn in by how
it can help them.
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Exercise 5
Craft Your Messaging

Below is a tool we call the Messaging Matrix. Use this tool to
create marketing messaging that corresponds to the needs,
wants, and questions your Persona has about your product or
service at each stage of his or her journey with your business.
In preparation, go back and look closely at the survey results and
information you received from talking with your customers in
Module 3. You should be able identify common themes or trends
in their responses to your questions, particularly as they relate to
each of the four Customer Journey stages (Consider, Evaluate,
Buy, Use). Apply these themes to each stage of the Customer
Journey in order to identify your prospect’s mindset along their
experience with you. These will be the themes you want to
emphasize in your messaging because these themes are
important to your prospects.
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To help you, we’ve provided an example of these themes. In our
example below, we use the persona of someone starting a career
in sales – Rob Newby. The business is trying to market their sales
training services, and it wants to identify the needs of this ‘new to
sales’ persona.
For your exercise, use the name of the Persona you created from
Module 5, and in the empty dialog bubbles insert the themes that
address the needs of your Persona at each stage of their
Customer Journey.

“
““

““

Know the questions your prospects
have and answer them with your
marketing.
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Messaging Matrix for (Persona name): _______________
CUSTOMER JOURNEY STAGES
Consider
User Behavior

Have realized & expressed
symptoms of a potential
problem or opportunity

Persona (Example)
‘New to Sales’ Persona
(Based on the Persona’s
needs – indicated here
– craft a messaging
theme that address
these needs at each
stage)

I need to find
direction; figure
out what I’m
supposed to do
each day! How
do I get started?

Evaluate

Buy

Use

Have clearly defined and given
a name to their problem or
opportunity

Have identified their solution
strategy, method, or approach

Bond and advocate OR seek
out an alternative (competing)
solution

I need to build a
pipeline,
establish a
prospecting
routine, track
and measure my
activity.

I’m price
sensitive; realize
the importance
of best practices;
willing to learn!

My expectations
were met. I’m a
fan OR This isn’t
worth my
money. I need to
find another
solution.

Your Persona Name:
__________________

Now that you know what your Target Prospects are looking for at
each stage of their journey with your business, it’s time to create
an Offer that matches what they are looking for.

Questions? Email me at gschraff@digetry.com
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MODULE 6

OFFER What They
Want
LEARN MORE

Promote the Solution Your Prospects Are Looking For

In Module 1 you identified the Primary Product or Service for your
lead generation efforts, and in Module 2 you identified the best
Target Prospect for your particular product or service. In this
Module you are going to identify the Offer that not only reflects
your Primary Product or Service but, more importantly, represents
what your Target Prospect is actually looking for.
The Offer is an extremely important component of The Lead Gen
System™ because the Offer is the trigger that converts a
prospect to a lead! In marketing, offers are the gateways to lead
generation. Without them, your prospects have no way of getting
turned into leads. Offers are also a critical tool for nurturing
existing leads into a position that makes them more sales-ready.
To understand the value of your Offer in generating leads you
have to understand the difference between your product or service
and what your customer is actually buying:

“

“

People don’t buy your product, they
buy what it stands for.
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Your product or service is what your customer walks out of
your business with in his hand (i.e., it’s a commodity –
something the marketplace treats the same regardless of
who produced it, such as accounting services, an insurance
policy, building supplies, cupcakes, etc.), but what your
customer is actually buying is the feeling she has as she
walks out of your business after the purchase. For example,
Nike manufactures sports gear, but in the store Nike
produces a feeling within its customers of a spirit of athletic
excellence, determination and hip authenticity. Do you see
the difference?
The truth is, no one buys commodities, but everyone buys
feelings. As the world becomes more and more complex, and
the commodities more varied, the feelings we want become
more urgent, less rational. How your business anticipates
these feelings and satisfies them is your actual product or
service.
And while your product or service ultimately satisfies your
customers’ feelings, it’s your Offer that needs to address these
feelings in order to trigger their interest in your business.
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There are many different types of marketing offers, such as a
free sample or trial, a how-to-guide, infographic or white paper,
but regardless of the form, it is vitally important that the offer be
1) relevant to your customers’ needs and 2) articulated in a way
that they understand.
1. To make your Offer relevant, ask yourself, “What kind of
business am I in?” The answer is usually a commodity, like
computers, insurance, or in the example we’ve been using
throughout, professional coaching. What you have to do is
differentiate between your product or service itself and what
your product or service means to your customer. What
feelings do your customers walk away with when they
purchase your product or service? Is it Inspiration, Peace of
Mind, Order, Power, Confidence, Security, Time or Cost
Savings? There are countless competing products and
services for your customer to choose from. What is IT that
inspires your Target Prospect to buy from you?

“

“

Your Offer addresses needs while
your product satisfies them.
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2. After you’ve identified the feelings your product or service
satisfies within your customer, you must articulate this in a
way that your prospect understands. To create an interest
within your prospects, engage their unconscious by
speaking primarily about the feelings your product or
services produces instead of the commodity itself. For
example, don’t speak about life insurance, rather speak
about the peace of mind it provides knowing that your family
is taken care of financially should anything happen to you.
In order to make a deep-seated connection with the feelings
your prospect is trying to resolve, your Offer must represent that
which your target market is actually looking for. On the other
hand, if what you are offering is not aligned with what your
prospects are looking for, there will be a disconnect, and they
will move on. Exercise 6 will help you to create an Offer that
instinctively resonates and grabs your Target Prospect’s
attention.

“

“

Align your Offer with customer
intent.
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Exercise 6
Create Your Offer

Your Offer has to be the most tangible deliverable or benefit that
you provide your Target Prospect, and it must be articulated in
language that makes it immediately clear how your Offer differs
from the competition.
To help you identify a compelling Offer and craft a message that
resonates with your Target Prospect, answer the questions below.
Then decide that this will be your Primary Offer moving forward.
1. What commodity do you provide your customers? (in other
words, what industry are you in? E.g., insurance, professional
coaching, plumbing).

2. What feelings does your Product or Service produce within
your customer when he or she “walks out of the store” / buys
from you? (This feeling is what you are really selling.)
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3. What representative piece of your Product or Service can you
give to your prospects, at no cost, that addresses the feelings
it satisfies when they buy from you? (This is your Offer. E.g., a
free sample, case study, contest, how-to-guide, etc.)

4. What phrasing speaks to the feelings your Product or Service
produces within your customer (your answer to #2 above) and
that makes it immediately clear to your Target Prospect how
your Offer differs from the competitors’ offers? (Go back to
Module 5 and use the themes you created in the Messaging
Matrix to determine the language you must use in your
responses.)

The Primary Offer that will be the focus of my lead generation
efforts is: ____________________
Now that you have an Offer that addresses what your Target
Customer is looking for, you will attract more leads because they
will be able to more clearly see the unique value your Product or
Service can bring to their business.

“

It’s finally time to take action and begin to generate leads!
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7
MODULE 7

Identify the BEST
Marketing Channel
LEARN MORE

Know Which Marketing Channel Is Best at Reaching
and Resonating with Your Target Market

Now that you’ve spent the necessary time focusing on your
Primary Product / Service, your Target Prospect, and the Offer
that is going to generate interest, the rubber can hit the road. It’s
time to dial-in and identify the marketing channels you are going to
use to reach your prospect.
There are a lot of channels at your disposal, offline and online,
from conferences and trade shows to email, SEO, paid
advertising, and the myriad of social media options, to name a
few.
The question you need to answer is, of all the channels available,
what channels do your Target Prospects use to get their
information? If you and your prospect aren’t on the same channel,
any message you send is going to be missed. You’ll simply be out
of synch, and as a result, off target.

“

“

Identify the marketing channels that
your prospects use to get their
information.
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So, how do you know which marketing channels your Target
Prospects use to get their information? And of these, which one
is the best at reaching and resonating with your prospects?
If you are just starting your business, you’ll want to identify the
best channel to use out of the gate.
And if you are an existing business you probably have
experience with certain channels already. If this is the case, of
the channels you’ve been using, are you confident that these
are the best ones for your Primary Target? (And even if you are
confident, this Module will serve as confirmation.)
The goal of this Module is to align the messaging that you
created in Module 5 with the channels your Target Prospect
uses to get his or her information. To do this, we’re going to use
something called a Heat Map.
A Heat Map is a visual depiction of all the available marketing
channels and customer touch points along the Customer
Journey. It’s a grid that allows you to prioritize and ‘map’ the
marketing channels that are most important to your lead
generation success.
It looks like this:
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The customer touch points, or stages in their Customer Journey,
run left to right in columns along the x axis, while the different
marketing channels run top to bottom in rows along the y axis.
•

Touchpoints Along the Customer Journey (X axis)
Consider, Evaluate, Buy, Use

•

Marketing Channels (Y axis)
Website, Blog, Newsletter, Content Marketing, etc.
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When your Heat Map is complete, you are able to evaluate how
important each marketing channel is with respect to each stage
of the journey your Target Prospect takes when interacting with
your business. The channels that are more important are the
ones you want to use in your lead generation efforts, naturally.
To visually depict their importance, the channels are color
coded: Red, Orange, Yellow, and White – from more important
to less important in that order. For lead generation purposes,
the Consider and Evaluate stages of the Customer Journey are
critical – these are the stages when your prospect is most
susceptible to being swayed toward your product or service; it is
when you are more likely to capture them as a lead.
Looking at the example Heat Map above, the boxes that are
Red in the Consider and Evaluate stages are Blogging, Search,
and Social Media. Your own Heat Map will be different,
obviously, but in this particular example, these are the channels
that need to be prioritized for lead generation.
Now, let’s create your own Heat Map so that you can prioritize
the marketing channels that you’ll use to reach your Target
Prospect.
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Exercise 7
Map the Marketing Channels Your Prospects Use

Evaluate how critical each marketing channel is with respect to
each touchpoint your Target Prospect takes along its Customer
Journey with your business. Use the following criteria to make
your evaluation:
Importance of Customer Touchpoint with Your Business

Red

Very High - represents a critically important touchpoint for reaching and
communicating with your prospects.

Orange

High - represents an important touchpoint for reaching and communicating with
your prospects.

Yellow

Medium - indicates a less important touchpoint for reaching and communicating
with your prospects.

White

Low – indicates an unimportant touchpoint for reaching and communicating
with your prospects.

For this exercise, it’s essential that you put yourself in your Target
Prospect’s shoes. Using all the information you have gathered and
identified up to now, everything you know about your Target
Prospect, think about how he or she would best receive
information from your business about your product or service.
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For example, how important is Email as a channel to reach your
Target Prospect when he or she is first “Considering” using a
product or service like yours? In other words, does your Target
Prospect typically find out about new products or services from
their email? Or, are there other channels, such as Social Media,
and more specifically, from their friends on Facebook, where your
Target Prospect first learns or hears about new products or
services that might benefit them?
If you determine that Email is unimportant in reaching and
communicating with your Target Prospect during the Consider
phase, then Email receives a “Low” score, which corresponds to a
White box.
Use the template on the next page to create your Heat Map.

Questions? Email me at gschraff@digetry.com

“
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Heat Map
Identify the BEST Marketing Channel for Your Business

Consider

Evaluate

Buy

Use

Website
Blog
Content Marketing
Email
Newsletter
Organic Search (SEO)
Paid Search
Social Media (Facebook,
Instagram, Twitter, etc.)
Webinar
Video (e.g., YouTube)
Mobile
Trade Shows /
Conferences
Speaking Engagements
Phone Calls
Direct Mail (Postal)
Magazines / Trade
Publications
Other
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When the map is complete, Red and Orange are the colors to pay
attention to – they represent the areas of highest impact for your
lead generation success. Prioritize the marketing channels based
on those that receive the most Red designations at the two stages
that are most important in generating leads, the Consideration and
Evaluation stages.
Ideally you should have identified two to three critically important
channels for your lead generation efforts. If you have more than
one channel that ranks as critically important, focus on no more
than three of them to create your Lead Generation System, at
least out of the gate. After you’ve been working within the
channels for a while, and feel comfortable with them, you can add
additional channels, if necessary.
The channels that are most important in my lead generation efforts
are:
1. ______________________
2. ______________________
3. ______________________
Now that you know what marketing channels you are going to use
to reach and communicate with your prospects, it’s time to prime
these channels, and the content you are going to use to message
with your Target Prospect, for maximum effectiveness!

© 2018 digetry

8
MODULE 8

Make It Easy to Be
FOUND
LEARN MORE

Use the Words Your Prospects Are Searching For

As we get to the second to last module in The Lead Gen
System™, you should by now have picked up on a recurring
theme used throughout: focus on the customer.
In order to generate leads on a consistent and predictable basis,
you need to focus on the specific person you want as a lead and
create an experience for this person that leaves no doubt that
what you have to offer is tailor made for him or her!
You’ve done this so far by identifying your Primary Target,
choosing the best Product or Service for this target, and creating
an Offer that reflects your focus.
The last step to ensure that your messaging resonates with your
Primary Target is to speak their language.

“

“

Reach the right customers with
the right (key) words.
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By using the words your Primary Target uses to describe and
define what they are looking for, you will literally be speaking
directly to them, in a language they understand, because it’s
their language.
The language that your Primary Target uses to describe or talk
about your product or service we call Keywords.
Keywords come in the form of questions, phrases, words,
names, business names, products, services . . . really, any
descriptive format that can be typed into a search engine.
Keywords are used two ways:
1. For your prospects, Keywords are usually something that
they want more information on, and the information will help
him or her to learn, solve a problem, answer a question, find
an appropriate product or service, etc.
2. As a business owner, Keywords are important to you
because they are what your customers use to find the
answers to their questions. And you know this, because
you’ve talked with your customers to create your Personas.
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When it comes to lead generation, all of your marketing
materials must be built upon Keywords – your website, blog
posts, offers, emails, business cards, brochures, even the
conversations you have with your prospects and customers.
For example, if you’re an expert in California labor law, and you
want to reach prospects who have employee issues, the
Keywords that are important to you are the same ones your
prospects use to search for answers to their questions, such as:
How is age discrimination defined in California? Based on this, a
Keyword phrase that you’d want to use in your marketing
material is, “California age discrimination defined”.
Which begs the question . . . are your marketing materials
optimized with Keywords?
As a business, you must take advantage of the Keywords your
prospects are using, but in order to do this you must first identify
what these words are. You’ve gotten a head-start on this when
you talked with your customers back in Module 3 – the
language they used to describe your product or service are
potential Keywords – and the following exercise will help you
identify your Keywords.

“

“

Keywords are what your prospects
use to find the businesses that can
help them fill their needs.
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Exercise 8
Identify the Words Your Prospects Use to Find You

In this exercise you will create the list of Keywords that your
customers use to find answers to their questions, words they use
when they search for a product or service like yours. With this list,
you’ll be able to work the Keywords into your marketing content
and messaging, which will make it a lot easier for your business to
be found.

Step 1
The first step in creating the Keyword list for your Target Prospect
is to refer to your Primary Product or Service.
Think about all the different ways your Primary Product or Service
can be described and use the first column, labeled “Primary”, in
the Keyword Planner below to write these down (or download our
Keyword Planner Sheet).
As you create your list, organize or group your Keywords by
theme - it will make it easier to organize and expand your list later
on. For example, if your service is “sales coaching”, some
Keywords that you’d want to group together are those that use the
term “coaching”, another group can use the word “training” as a
central motif, and “mentoring” and “education” may also be terms
that you can use to organize your Keywords into groups.
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Step 1 (cont.)
Don’t restrict yourself. This is a brainstorming exercise. You can
go back later and clean up your list, but at the outset write down
anything that comes to mind.
Keyword Planner
Primary

Secondary

Tertiary

“
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Step 2
When you’ve exhausted all the descriptions you can think of for
your Primary Product or Service, go back to Module 3, where you
talked with your customers. Look at their responses to your
questions. What language do they use to describe the needs or
challenges they are looking to solve? What words do they use to
talk about your product or service and their experience with your
business? Capture all of the terms and descriptions that are
relevant in the “Secondary” column above. In particular, look for
any themes or trends in the words they use, and group your
Keywords around these themes.

Step 3
Once you have your Primary and Secondary list of Keywords set,
it’s time to turn to one of the most popular sources of all prospect
inquiries: Google (Google has an almost 80% search market
share).
Go to Google’s search engine. Start by searching on the first
Keyword in your Primary list. As you type, and as Google
interprets your Keyword, it will suggest related Keywords.

“

In the example below, we use the Keyword “sales coaching” and
Google suggests terms that other people have searched for in
relation to your particular Keyword.
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Step 3 (cont.)
When doing this for yourself, identify suggested terms that are
relevant to your Primary Product or Service. Choose the keywords
you like and add them to the Tertiary column of your Keyword
Planner.
Another tactic to build out your Keyword list with Google is to
perform an actual search on a Keyword of your choice then scroll
to the bottom of the results page. Google lists other popular
searches related to your keyword. You might find some of these
relevant and valuable.

“
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Step 3 (cont.)
For example, a search on the term “sales coaching” produces the
following related terms at the bottom of the search results page:

If my business is sales coaching, terms such as “sales
performance coaching”, “personal sales coach”, “sales coaching
training”, and many of the others, are excellent Keywords to use in
my marketing messaging.
Now that you have your Keywords, incorporate them into your
marketing messaging and you will be utilizing the words your
prospects use in search of answers to their questions. This will
make your messaging very relevant as it adds the human element
into your lead generation efforts because the words you are using
are the words your Primary Target uses to describe or talk about
your Product or Service!
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9
MODULE 9

CREATE & LAUNCH
Your Campaign
LEARN MORE

Put in a System for Generating Leads
That Actually Works!

After you’ve done all the hard work required to understand your
Target Prospect, craft your Offer, and align them with your Primary
Product or Service, now comes the fun part: putting it all into
action!
It’s time to create a campaign that draws upon all the Modules in
The Lead Gen System™ and start capturing new leads.
The checklist below contains 8 action items you need to complete
in order to design and run a successful lead gen campaign (or you
can download the Lead Gen Campaign Checklist here).
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Exercise 9
Design & Run Your Lead Gen Campaign

Complete the checklist below to ensure that you have all the
pieces in place for a successful lead generation campaign.
Lead Gen Campaign Checklist
TASK

DUE

IN PROGRESS

DONE

Choose Your Product or Service. Focus on your best product or
service, the one you identified in Module 1 - the Primary Product
or Service you identified as the most valuable to your prospects.
Identify Your Campaign Audience. Who are we talking to?
Identify your best customer so you can target them correctly. Use
your Target Prospect and the Persona you created in Module 4.
Create Your Offer. Use the Offer you identified in Module 6 –
that’s aligned with your Target Prospect’s intent so they will
clearly see the unique value you bring to their business.
Select Your Marketing Channel. Use the channel that is most
important to your lead generation efforts – the one your prospects
are using to get their information – identified in Module 7.
Craft Your Message. Drive traffic into the top of your funnel by
crafting a message that promotes your Offer with the language from
Module 5. Include a clear value proposition and call to action.
Add in Your Keywords. Make sure the messaging you craft uses
the language your customers speak – optimize with Keywords from
Module 8. Prospects are much more likely to find you.
Set Your Goals & Benchmarks. Setting goals that are specific,
measurable, attainable, relevant and timely can help ensure that
you’ll have tangible results at the end of your campaign.
Expand Your Reach. If you identified more than one channel as high
impact for your lead gen efforts in Module 7, consider adding these
other channels to your lead gen campaign.
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In order to generate leads you need to practice “customer focused
marketing”.
What does this mean, “customer focused marketing”? It means
putting your customer at the center of your business and looking
at your product or service from their point of view. Getting inside
your customer’s shoes.
Your business, any business, is about solving a problem or filling a
need someone has. And in order for your business to accomplish
this, in order for it to exist, it needs sales to survive. Leads are the
lifeblood of sales.
To generate leads, it’s not enough to simply produce a product or
service that solves a problem. In order to get leads, you have
address the emotions your prospect has in fulfilling their needs.
And in order to know what these emotions are you must know
your prospect. You must practice “customer focused marketing”.

- Noah Kagan

“

““

Create a parallel with your
customers on an individual basis.
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After completing The Lead Gen System™ you now have a much
sharper focus on your target customers, what they find valuable,
and how to best communicate to them so they clearly understand
the unique value your business provides.

You are now in a much better position to align all the
essential and core elements of your lead generation
efforts with the process that your customers undertake
when they make the decision to work with you and
integrate these elements across your marketing
operations.

Nullify the competition, become irresistible to prospects in your
niche, and command higher prices – The Lead Gen System™
makes leads a reality!
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