


Housekeeping

• Turn off Cell Phones!

• Close Laptops

• If possible, please wait for the break

• Write down questions



Who Is This Guy?

www.FocusMarketingInstitute.com



The Five Growth Drivers





Today’s Game Plan

• Help you discover actionable strategies 

you can use - starting today - that will…

‾ Increase the quantity of your leads

‾ Increase the quality of your leads

‾ Show you some case studies as examples

‾ Show you a social media strategy on 

LinkedIn that is revolutionizing the way we 

do networking



Today’s Game Plan

Just one new idea 

that you put into 

action can change 

everything



• Consider a roadmap you can 

use this week to start 

improving your  sales and 

marketing results

Today’s Game Plan



• Have something good to say – “Market-Dominating Position”

• Say it to the Right People - targeting

• Say it well – compelling marketing

• Say it often – repetition

=> “Your prospects have a problem they don’t want, and want  
a result they don’t have”

=> “Enter the conversation in the mind of your prospect”

Marketing Fundamentals



A simple formula for generating more leads           
(from Dan Kennedy)

Market (the target)

Message

Media

Marketing Fundamentals



Case Study: Chiropractor
Specialized in “Fibromyalgia Diagnosis”

Market, Message, Media

=> 3 leads 

per month 

running 

newspaper 

fliers ($2k)



Refocus: Chiropractor / Fibromyalgia

• Market: women 18 – 85, massive pain throughout body

• Message: If you’re misdiagnosed,                                
you’re suffering needlessly

• Media: Cable TV, Facebook PPC, direct mail, radio

Market, Message, Media



Offer:

FREE Report

The Secret To Total                          
And Complete                              

Fibromyalgia Relief

Refocus: Chiropractor



Refocus: Chiropractor



Refocus: Chiropractor / Fibromyalgia

Result: Generated 137 leads in 4 days

4,566% LEAD INCREASE

Market, Message, Media



Case Study: Daycare

Mailed out postcard  

to every home within 

a 5 mile radius

NO calls!!

Market, Message, Media



Refocus: Daycare

• Market: Parents that want their kid(s) educated in daycare

• Message: We GUARANTEE your child will be reading at a 
first grade level prior to entering kindergarten

• Media: Networking, targeted direct mail, radio, TV, FB PPC

Market, Message, Media



Message: Useful Information



Refocus: Daycare

Result:

Generated 58 leads in first week

Had to stop running the ad!!

Market, Message, Media



The beginning point to converting more 
leads is to create a compelling offer

Compelling OFFER



What’s The Offer???



What’s The Offer???



Compelling Offer



Future Buyers
Now Buyers

< 1%

Benefits of 

Ownership

Why SHOULD I 

buy?

Objections to 

Ownership

Why 

SHOULDN’T     I 

buy?

Vendor 

Selection

WHO should     I 

buy from?

The Buyers Journey

Useful Information – Email Drip

Soon-to-be Buyers



A “Drip Campaign”

- Automated, Periodic, short emails reinforcing the 
information sent. Simple, discreet call-to-action

More Leads & Conversions



Hi, <<First Name>>,

Have you had time yet to review the discussion on page 4 of my Fibromyalgia Report?  Have you 
found something that resonated?  I will be the first to agree that this condition is hard to pin down 
sometimes.

I've set up a blog for us to talk about all this. Just click here to give us your thoughts: 
http://9nl.de/Day1. We need to work together to beat this debilitating condition.

I look forward to hearing back from you,

Dr. Jones

301-XXX-XXXX 

PS: If you’d like to come in and talk about your situation, just give us a call and we’ll get you on the 
calendar right away.

More Conversions



A Strategic LinkedIn 
engagement campaign targeting 

the exact people you need to 
talk to

The S-BEEP Method For

Lead Generation

Case Study: LinkedIn Lead Generation



The S-BEEP Method

Strategy

• Create Ideal 
Prospect 
Description

• Develop offer / 
Value Prop

• LinkedIn Profile 
Optimization

• Establish / join 
groups

Build

• Build Connections 
to target prospects

• Regular, daily / 
weekly outreach to 
targeted lists built 
in LinkedIn Sales 
Navigator

Engage

• Weekly / periodic 
drip messaging 
campaigns

• Relevant content 
that helps the 
target prospect 
with their business

Educate

• After Engage 
messaging, 
continuous content 
distribution

• On your profile, in 
groups, in 
messages

Promote

• Promote your offer, 
appointment, 
phone call, cup of 
coffee workshop, 
or other

• Make SPECIFIC 
OFFER

All Inside



GOAL: 10-15 Highly Qualified Leads Every Month

10-15 phone calls, short meetings, 

invitations to events, networking, etc. per month

Strategy

• Create Ideal 
Prospect Description

• Develop offer / Value 
Prop

• LinkedIn Profile 
Optimization

• Establish / join 
groups

Build

• Build Connections to 
target prospects

• Regular, daily / weekly 
outreach to targeted lists 
built in LinkedIn Sales 
Navigator

Engage

• Weekly / periodic drip 
messaging campaigns

• Relevant content that 
helps the target prospect 
with their business

Educate

• After Engage 
messaging, continuous 
content distribution

• On your profile, in 
groups, in messages

Promote

• Promote your offer, 
appointment, phone call, 
cup of coffee workshop, 
or other

• Make SPECIFIC OFFER









M1. SUBJ: Thanks for connecting

M2. SUBJ: Interesting article on how the best leaders give 
feedback

M3. SUBJ: I'd love to hear your thoughts...

M4. SUBJ: Reaching Out…

M5: SUBJ: Re: checking in

Sample LinkedIn Drip Messaging Campaign







…feed them into a long-term educational email drip 

campaign, gleaning another 10 + leads per month over 

time

And for all those connections that do not respond 

by the end of the S-BEEP process…



Future Buyers
Now Buyers

< 1%

Benefits of 

Ownership

Why SHOULD I 

buy?

Objections to 

Ownership

Why 

SHOULDN’T     I 

buy?

Vendor 

Selection

WHO should     I 

buy from?

The Buyers Journey

Useful Information – Email Drip

Soon-to-be Buyers



• If you need more leads….

- Take ACTION!

• DIY – possible but not probable

• DFY – consider it. Many, many possibilities   
out there

Conclusions





I am writing for Six Figure Coach Magazine

And also finishing up my own book to

use with private clients

Opportunity

I need more detailed case 

studies, and that creates a mutual 

opportunity



Offer 

• Linked In Presence and Strategy Assessment

• Online Meeting and Screenshare

• Show you exactly what you need to do to 
begin implementing a LinkedIn lead gen 
strategy



Strategy

• Create Ideal Prospect 
Description

• Develop offer / Value 
Prop

• LinkedIn Profile 
Optimization

• Establish / join groups

Build

• Build Connections to target 
prospects

• Regular, daily / weekly 
outreach to targeted lists built 
in LinkedIn Sales Navigator

Engage

• Weekly / periodic drip 
messaging campaigns

• Relevant content that helps 
the target prospect with their 
business

Educate

• After Engage messaging, 
continuous content 
distribution

• On your profile, in groups, in 
messages

Promote

• Promote your offer, 
appointment, phone call, cup 
of coffee workshop, or other

• Make SPECIFIC OFFER





Henri Schauffler, Founder, Focus Marketing Institute

henri@FocusMarketingInstitute.com

301-806-0510 | www.FocusMarketingInstitute.com

Questions / Discussion?

mailto:henri@FocusMarketingInstitute.com



