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Opportunity, and Harper College to 

help our local businesses start, grow, 

and expand.
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The ILSBDC helps businesses…

Start, Survive, Expand, Prosper

Our mission is to contribute to the growth 
and prosperity of existing business, and 
improve the success rate of new business 
formation.

 Provide No-Cost 1-1 guidance & educational programs
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The ILSBDC helps businesses…
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Competing in a New Business Landscape



Today’s Topics

1. The Problem

2. The “Ultimate” Lead Generation System 
Looks Like…

3. The 3 Basics of Lead Generation

4. Top 5 Lead Generation Systems

5. The Fortune is in the Follow-Up
5
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1. The Problem…

1. Major issue for small biz owners is not having enough 

qualified prospects

2. Don’t have time/don’t know how to generate leads

3. Most don’t have a follow-up strategy in place once they   

get lead

4. The solution: An effective system that takes the least 

amount of effort, and works!
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2. The Ultimate Lead Generation  

System Looks Like…
1. Has a great strategic foundation

2. Requires little manual effort to effectively run it, with ability to 

put some elements on “autopilot” (you’ve got a system)

3. Generate names, addresses, email of interested people

4. Permission-based – so you can contact people in the future

5. Creates positive relationship of trust

7



3. The 3 Basics of Lead Generation
1. Lay the foundation

• Before you generate leads, have a great strategic 

foundation in place

• Choose a target market to focus your marketing

8
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1. Lay the foundation

• Develop a marketing message that communicates

• Problems you solve (pain)

• Benefits or results 

• How your customers will feel when you solve the 

problem (emotion)

• What sets you apart (differentiation)

• Proof of your success (testimonials)

9
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 Problems you solve 

• Provide product they WANT

• Determine 
• Online forums, blogs, discussions, etc. 

• Ask your market questions in your newsletter

• Ask for feedback on all programs and products you offer

• Read industry periodicals, websites, and other e-newsletters, business 

magazines, books 

• Create a focus group 

• Market research survey (surveymonkey.com)

• Describe problem in simple 1-sentence statement
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Examples:

They wish they knew how to generate leads online.

They wish they knew how to differentiate themselves from the 

competition.

They wish they knew how to create a follow-up system that is easy to do.

3. The 3 Basics of Lead Generation
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My niche’s problem statement is:

They wish they knew how to—

Action Step:

Write your problem statement.

3. The 3 Basics of Lead Generation
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 Benefits or Results

• Crucial to identify core benefits so customers know exactly

how your products help

• Features describe characteristics of product

• Batteries included

• Benefits describe experience

• Convenience, saves time

13
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 Other examples of results

 Step-by-step plan (what to do 1st, 2nd, 3rd) 

 Fast results

 Easy to do

 No technical jargon

 A "recipe" for success

 To make more money

 To increase sales 

 To have you do most of the work

 Use this information in

 Marketing brochures, flyers, Website, Blog, Facebook/Twitter posts
14
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"I Give" "You Get"

A marketing workbook with 150 pages

Step-by-step worksheets that help you  

create a marketing plan fast

Action Step:

Write features and benefits.  Use in sales copy.

3. The 3 Basics of Lead Generation
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 Emotion

• What is going to happen to them if problem not solved?

• Income/sales stay stuck

• How does your customer feel before the problem is solved

• Frustrated

• How will your customer feel after problem solved

• Secure, independent

• 5 Tips How to Write Compelling Copy to Get Clients Hooked on You

• http://ezinearticles.com/?Sales-Copy---5-Tips-How-to-Write-

Compelling-Copy-to-Get-Clients-Hooked-on-You&id=2727483
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Action Step:

Identify emotions and write about them.

3. The 3 Basics of Lead Generation
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 Differentiation
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USP Analysis

0

2

4

6

8

10

12

P
ric

e

Q
ua

lit
y 

R
an

ge
 o

f P
ro

du
ct
s

Tes
tim

on
ia
ls

E
as

e 
of

 u
se

E
xp

er
ie
nc

e

N
um

be
r o

f c
lie

nt
s

M
ill
io
na

ire
 

W
eb

si
te

Criteria

ABC Coaching

Profit Coaching

Passion Coaching

XYZ Coaching

Action Step

3. The 3 Basics of Lead Generation

http://images.google.com/imgres?imgurl=http://www.ultimateinsurancesystem.com/insurance-leads.jpg&imgrefurl=http://www.ultimateinsurancesystem.com/&usg=__Obwe13vIgoGE5HMIpaDwuYN5mAk=&h=600&w=408&sz=160&hl=en&start=2&um=1&tbnid=VMSngeB6c_JhzM:&tbnh=135&tbnw=92&prev=/images%3Fq%3Dleads%26hl%3Den%26sa%3DG%26um%3D1


 Proof of Success 

• Get testimonials

• Social proof

• If someone else says something must be noteworthy       

than we think that must be so…

• P - problem

• A - action

• R - result

18

Action Step:

Get testimonials.

3. The 3 Basics of Lead Generation
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2. Target the best buyers

• Look at your customer history

• The “80/20 Rule” is probably at work

• 20% of your clients giving you 80% of your business

• These are your “Best Buyers” or “Dream Clients”

• This means…

• Target and concentrate on finding more of these “Best Buyers”

• Easiest way to grow your business and profitability

• Another tip

• Have a laser-focused target market 19
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2. Target the best buyers

• Action Step: Look at your customer history and create a written 

profile of your “Best Buyers”

• Size of company

• Industry

• Number employees

• Consumer demographics information

• Etc

Here is a link about how to create a customer profile:

http://www.esmalloffice.com/SBR_template.cfm?DocNumber=PL12_2000.htm

• .
20
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Marketing Strategy Blueprint 

My Market Niche/Ideal Client 
 

Female coaches, consultants, and other solo en-

trepreneurs, 35 to 55 years old, whom have a 

bachelors or masters degree.  They are middle-

upper class, live in affluent areas, have a house-

hold income of $100,000 +, and work from home.   

They have children, whom are most likely teenag-

ers or college students.  They are married, but 

their husbands work a lot, which gives them free 

time to pursue their multiple interests.   

They are sophisticated, classy, and enjoy cultural 

pursuits.  They are achievers, though not neces-

sarily Type A.  They are confident, but seeking to 

self-actualize their lives.   

They seek business programs and systems that 

will shorten their learning curve in starting, mar-

keting, and growing their business, and are ex-

cited to invest in proven programs that work; 

programs which are facilitated/coached by ex-

perienced and knowledgeable professionals.   

They make buying decisions carefully..  They are 

located in the Chicagoland area, as well as world-

wide. 

My Client's Problem 
 

They wish they knew how to create a 
business and marketing strategy that 
works and is simple to manage, so they 
can increase sales, and make more money 
to live their chosen lifestyle. 

My Products & Prices 

 
90-Minute Marketing Campaigns that Get  

More Clients! 
eBook 

$37  

  

7-Step Easy-To-Implement Marketing    

Success System 
Hard-bound notebook, eBook 

$97  

  

Profit Strategies eCoaching Café 
Online coaching services 

1 month  = $250; 3 months = $650 

  

VIP Coaching 

1-on-1 

$500/hour 

  

Various live teleseminars and events 

 

 

My USP, Brand Essence, and Brand Promise 
 

Focus. Achieve More. 
Only Profit Strategies delivers complete clarity of vision, focus, and simple-to-use business growth systems. 

My Main Marketing Challenge 

 
How do I create an online presence that 
will establish me as an expert, so I can 
increase sales of my information products 
and coaching services offered online? 

Places (How) I Will Sell 
 

Personal 1-on-1 service 

Group Seminars 

Internet 

Affiliates My Annual Promotional Budget 

$1,750 
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3. Have a follow-up strategy in place

• Many companies spend enormous effort generating leads

• Yet, many do not invest time, attention to follow-up in a diligent, 

timely, continuous manner

Every day that goes by with inattention erodes viability of lead

22
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Key to Success

A proactive, aggressive, yet simple follow-up 

system to keep in touch with leads 

(weôll discuss this later)

23
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4. Top 5 Lead Generation Systems
1. Direct mail to your “Best Buyers”

• Laser-focus approach is fastest ways to build business

• Identify target group who will hear from you at least 1x per month

• www.Infousa.com

• Go to your local library to get a free list

• Most people will throw the letter or postcard away the first 5

• Target 25 to 100 prospects

24
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4. Top 5 Lead Generation Systems
 Your goal is to build name recognition and reputation

 Here’s how to do it:

1. Mail a letter introducing yourself

2. Then, every month, send out a letter, flyer or postcard offering 

a free consultation, free report, or free gift of some kind to get 

them to respond to you --- an IFO

3. Over the next 12 months they will hear from you 12 times

25
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2. Buy leads from lead brokers and leads companies
• These companies sole focus is to generate leads and to sell them

• Hoovers.com/Leads

• Salesgenie.com

• Industry-specific companies

• In my experience, has worked well for some companies

• Each lead may cost up to $25, so keep track of your close rate percentage 

and and ROI (Gain from lead - Cost of lead/Cost of lead)
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3. Buy leads from Internet Search Engines

• Attract targeted leads to your website with “Pay-Per-Click Search 

Engines” (PPCSE)

• Put your site directly in front of people actively searching for what 

you’re selling

• You set---

• Budget

• How much you’re willing to pay for each lead

• Pay only when prospects click through to your website
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3. Buy leads from Internet Search Engines

• The 2 best PPCSEs are

• Google AdWords at google.com/ads

• Overture at overture.com

• Here’s an example of how to do it---

• Have a website offering a free gift, trial version of “x”, report, checklist, etc.

• Have a sign-up box on the website to capture name, email, mailing address

• Have a compelling headline that speaks to peoples’ “pain” and offers a benefit

• Get these people on your list so you can follow-up with them

• Build relationship

• Permission-based

• Track ROI

• Get Google Adwords for Dummies
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4. Advertise

• Studies show 50% of all purchasing is motivated by advertising

• Great way to build name recognition
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4. Advertise

• Here are a few tips to run an advertising campaign that’ll get a high 

ROI---

• Place ads in targeted publications your target market reads

• Consider inexpensive ads in email newsletters and Web sites

• Use direct response ads (ask reader to respond to your ad for more 

information by phone, email, visit your website, store)

• Use a compelling headline that introduces biggest benefit

• Make an offer they’d be crazy to refuse

• Have a follow-up system in place
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5. Referrals

• According to Jupiter Media Metrix survey, 70% of Internet users 

visit new websites through referrals from others

• Cost-efficient, profitable, fastest, and most loyal leads you can 

generate

• Tend to buy quicker, negotiate less, and refer more business to 

you

• The Key: Create a proactive referral system
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Top 5 Lead Generation Systems

5. Referrals

• Give customers an incentive or additional products/services to refer 

business to you

• “Give a Gift” – invite you customers to give a free sample of your 

product/service to others as a gift (use referral gift certificates)

• “Loss Leader” – Advertise a free sample to get people in door, then 

give these people 3 “Give a Gift” certificates
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5. Referrals

• Send a survey to your clients – ask for referrals if they like your 

service (offer an incentive, as well)

• Build a Business Referral Network (10 occup. x 10 people = 100) 
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More Lead Generation Systems
 Other high-impact ways to get visible

1. Join trade associations where your target market hangs out

2. Join a Chamber of Commerce

3. Use the ReferenceUSA  database in the library to find leads

4. Attend a convention or trade show where your target market will be

5. Speak and collect attendees business cards

6. Write and submit articles to print publications or online-link to your website

7. Do community service in a leadership role

8. Issue newsworthy press releases

9. Post informational and educational content on your website and update frequently

10. Write white papers and give to potential clients

11. Start a blog

12. Viral advertising (post videos on YouTube, Podcasts, Viddler)

13. LinkedIn, Twitter, FaceBook, Myspace,
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5. The Fortune is in the Follow-Up
Up to 80% sales are lost because of weak follow-up

 Take a look at these alarming statistics:

* it takes 8 - 12 contacts before people are ready to buy

* 50% of all salespeople quit after only the 1st contact

* another 40% quit after the 4th contact

* 80% of all sales happen on or after the 5th contact

The clear implication is that if you are a small business owner who's only 

doing one or two follow-ups with your prospects and clients, you are 

missing out on a lot of business.

Create a follow-up system, document it, and follow it!35
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5. The Fortune is in the Follow-Up
• Create a follow-up system

• Document it

• Follow it

• Include

• Method of follow-up

• Frequency

• Special notes
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 Here are 14 ways to follow-up
1) When someone requests information give it to them immediately.

2) When someone asks a question respond within 24 -48 hours.

3) When someone makes the first contact , follow up with emails every few days providing helpful 

information, highlighting specific ideas, or providing some tips.

4) When you have a time-limited special on a service or product, make sure to remind your 

prospects frequently. People always buy on the last day, so send a friendly reminder email that 

today's the last day to get the discount.

5) Call or send an email to a customer who has just purchased something from your website. Say 

"thank you" and ask them if they need any questions answered or anything clarified.

6) If someone has made an appointment, do a reminder phone call or email a day before the 

scheduled time.

7) If someone sends in a contact via your website form, make sure you get back to them within 48 

hours.
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The Fortune is in the Follow-Up
 Here are 14 ways to follow-up

8. If you've made a good contact at a seminar or networking event, send them an email or better 

yet, a handwritten note, expressing your desire to keep in touch. Then mark a date in your 

calendar in one month to follow up with a phone call or email.  Keep following up.

9. Send "thank you" promptly to people - i.e. they've given you a referral, a great piece of 

information, someone's name as a possible Joint Venture partner, etc.

10. Have a system in place that captures people's names and contact information so that you can 

keep in touch (on your website, direct response forms, etc.)

11. Keep track of clients' birthdays, business anniversary dates, when you started working together, 

and send cards (via mail or email) to mark these milestones.

12. Send out a weekly, bi-weekly or monthly ezine or newsletter to all your prospects and 

customers.

13. When someone buys from you, be sure to send emails or letters to inform them about new 

offers.

14. At an initial meeting, schedule a date for a follow-up meeting right away.
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