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Chapter 1.1 Exit Intent Popups 
Exit Intent Popups That Rock 
Simply put, an exit intent popup is a popup that appears the moment the chosen technology detects 
that the webpage viewer is going to hit the back button or the homepage button. When employing this 
strategy, you should test different popups, make sure that each popup is clear and concise, and most 
importantly – the popup needs to appear within a few milliseconds to retain user attention.  

Implementing Exit Intent Popups:  
1. As E-Mail Marketing: Add More Users to Your List  

The exit intent popup that the website uses can literally be about anything. But, if you’re going to make 
the effort to employ this system, you might as well make it as effective as possible. First and foremost, 
your exit intent popups are great for email list generation. Right before your user is about to click the 
“back” button on their screen, your exit intent popup can feature an ad that prompts the user to 
subscribe to your email list.  

2. The “Sign Up” Approach  

Another way that exit intent popups are poised to increase your lead generation is through a “sign up” 
approach. This approach requires you to create and employ a popup that causes users to visit other 
content on your website that requires them to sign up for something useful to them. Many website 
usually redirect users to webpages on their site that offer a free webinar that can help the user improve 
their revenue stream. The catch is that to gain access to the free webinar about improving revenue, the 
user must subscribe to the monthly newsletter.  

3. Make it an Instant Rebate 

With the instant rebate option, the exit intent popup offers the user a discount or promotional code if 
they decide to subscribe right at the moment. The promotional code pops up once their email is 
entered. With this option, you’ll not only gain subscribers, but you’ll also give users incentive to 
purchase either the products or services that you offer on your website. As with all popup exit 
strategies, there are certain techniques that you need to be sure you’re doing in order to make things 
most effective.  

Resources:  
• Seven Best Practices for Exit Intent Popovers 
• The Art of the Exit Overlay   

 

  

http://conversionscientist.com/online-sales-conversion/7-best-practices-using-exit-intent-popovers/
http://unbounce.com/landing-pages/exit-overlays-make-your-landing-page-offer-more-persuasive/
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Chapter 1.2 Udemy  
What is Udemy?  
Udemy is perhaps one of the most unique lead generation strategies and truth be told, it is also one that 
may not be effective or useful for everyone. This type of lead generation strategy works best for 
websites and brands that have something to teach their users. Simply put, Udemy is a learning 
marketplace that allows your brand to teach something to its users. With Udemy, you can create a 
virtual course and through that virtual course, you gain  access to a vast and highly empowering lead 
generation resource.  

Implementing Udemy   
1. Use Udemy as a Teaching Tool and Gain Subscribers  

With Udemy, you can create a company profile that you to post videos or online activities that teach 
something to the users. For example, if your brand or business deals with real estate, you can create an 
Udemy account that gives home buyers a range of tips to improve the prospect of a sale. With every 
user registration, you can require the user to subscribe to your newsletter by providing their email. The 
most successful your Udemy course, the more potential users are going to subscribe and watch 
information that you provide.  

2. Create Quality Content on Udemy  

When you use your Udemy account, you should also realize that you’re doing more than teaching users 
– you’re trying to hook them into becoming your brand’s clients. To do this, you want to make sure that 
the content you provide is useful, effective, and leaves users wanting more. The “more” element comes 
into play through giving user’s incentives to reach out to you for services or products that they may 
need.  

3. Add the Time – It’s Free Promotion  

In addition to doing your job with your Udemy account, you’ll also find that Udemy make the lead 
generation process much easier for you. With Udemy, you’ll get expert positioning, free traffic, 
customers who are ready to buy your products or services, and you’ll also get a great deal of free 
promotion. At the heart of it, Udemy requires a lot of work but the tradeoffs are completely worthwhile.  

Resources:  

• How to Start Using Udemy  

 

 

  

https://www.udemy.com/marketing-strategy-for-business/
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Chapter 1.3 Gated Videos 
Gated Videos: Barring Your Way to Leads  
You’ve likely been in a situation where you eagerly click on a website in order to access a video or 
document of interest. At this point, you promptly wait for the video to start but are mildly disappointed 
when you realize that you’ve been “gated” from the video. Essentially – the website where the video or 
document is featured prompts you to enter your personal information, including your email address, to 
see the video. In this scenario, the most interesting the content, the most willing you are to subscribe. 
As you can probably tell, you know where this is going. Gated videos are great for lead generation, but 
not all gated videos are created the same. If you want your gated videos to produce more leads, you 
need to work for it.  

How to Use Gated Videos to Generate Leads  
1. Create an Alluring Gate  
First and foremost, you want the gate to allure and inspire the user to enter their information and to 
move on ahead to the video. As you can imagine, simply asking the user for their information to see the 
video is not going to make the cut. Instead, you’re better off employing a call to action that is engaging, 
subtle, and even fun. For example, you may want to employ a call to action that comes in video form. 
With a video, you can create a creative call to action that explains your brand or company, what you 
have to offer users, and finally – the end can kindly prompt users to subscribe so that you can reach out 
with some great offers and information. With this strategy, you’re bound to increase your lead 
generation.  

2. Make Sure the Content is Worthwhile  

Next, if you do decide to use gated content, then you need to make sure that the content that users 
want to view is worth their time. This means the content needs to be high quality, well written or 
presented, and it must also offer something of substance to the viewer. With quality gated content, 
you’ll be able to retain users and you’ll also prompt them to come back to your website for more.  

Resources:  

• Understanding the Purpose of Gated Videos  
• Tips to Keep in Mind  

 

 

 

http://www.clickz.com/clickz/column/2338041/to-gate-or-not-to-gate-examining-why-marketers-gate-white-papers-behind-lead-forms
http://www.slideshare.net/Uberflip/the-dos-and-donts-of-gating-content-for-lead-gen


 

 
 

11 

Chapter 1.4: Email Signatures  
Email Signatures: An Underused Advantage  
As a marketing professional or a brand manager, chances are you have an email signature. Even more 
likely is that you have an email signature that simply displays your name, your job title, and your contact 
information. While it’s certainly great that you have down the basics, unfortunately you’re overlooking 
the potential that comes with having a more advanced and creative email signature. By improving your 
email signature, you can improve your business through lead generation.  

Implementation: Spruce Up the Signature in Three Effective Ways  
In addition to featuring the basics, your email signature can go beyond that by promoting your brand or 
company through the following methods:  
 
1. Company Events  

If your company has an upcoming event, you can improve your lead generation through your email 
signature by adding a banner of the event on the signature. The banner should explain what the event 
is, its location, and briefly why users should come. More conveniently, the banner should prompt users 
to click on the banner to subscribe to the email list for most information.  

2. Special Offers  

If an event is not in your company’s future, then you can also offer users special offers through a 
banner. The offer can be a discount for your products or services, a gift card, or some other great 
incentive. The only trade off which most users will be more than happy to oblige to is a simple 
subscription to your brand’s email list.  

3. Add a Video  

If the above two options are not available to you, then you could also add a video. A video is extremely 
effective because it enables you to promote the brand through a fun and interesting call to action. At 
the end of the video, you can offer viewers the opportunity to subscribe for more information. 
Remember, the better the video, the higher the chance users are going to want to receive more 
information. If they do want to receive more information, they will likely subscribe – thereby improving 
your lead generation.  

Resources:  

• Best Model Signatures 
• Other Noteworthy Tips  

http://small-bizsense.com/10-examples-of-well-crafted-email-signatures-for-businesses/
http://www.everything-email.com/10-ways-of-email-signature-marketing/
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Chapter 1.5: After Post Opt-In  
After Post Opt-In: A Gentle Approach  
If you’re a business or brand that believes in a gentle approach to generating leads, then after post opt-
in may be the best option for you. After post opt-in is an opt-in option that you present to your readers 
at the end of your website content. While most brands and businesses display an after post opt-in at the 
end of a blog post on their own website, there are other ways that you can reach a greater audience for 
higher conversion. In addition, many support this option because it feels like a much gentler way to gain 
additional leads compared to bombarding viewers with the option to opt-in through other methods.  

Three Steps to Implementing After Post Opt-In 
1. A Post on Other Blogs  

For more viewership, one option that you have is to write a guest post on blogs that are relevant to your 
business. The guest post should be subtle, interesting, and attempt to gain the trust of readers on the 
respective blog. By achieving these points, you’ll find that viewers are much more likely to opt-in at the 
end of the blog post. The opt-in message should also be brief and simple. By adhering to these 
guidelines, you’ll find that your after-post opt in will lead to more people signing up for your emails or 
newsletters.  

2. Adding an After Post Opt-In  

If you’re concerned about how to add an after post opt-in, you’ll find the process to be fairly easy. Most 
marketing professionals use plug-ins or website software that allows them to easily install the plug-in 
and add it to their website. For the best results, you can also try different plugins or you can vary the 
wording and test which approach works best for your viewers. Don’t forget to ensure that the blog that 
you feature the post on is relevant to your brand and that it has viewers who are going to be likely to 
opt-in. 

3. If Using WordPress  

For those using WordPress, you’ll need to copy the embedded code that you find online and paste it into 
the post. If you don’t want to put it into the post, then you can position it in the template of your theme 
or a text widget. Next, simply enable the program where you found the code to run and make sure the 
short code is available.  

Resources:  

• Why Implement After-Post Opt Ins 
• The Advantages of After-Post opt Ins 

 

http://www.zerys.com/solutions/zerys-for-agencies/content-agency-blog/bid/87427/The-Advantages-Of-An-Opt-In-Marketing-Strategy
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Chapter 1.6: Pop Up Opt-In 
Pop Up Opt-In: The General Version  
If you’re looking for a different approach that varies from an opt-in at the end of a blog post, then you 
also have pop up opt-ins that are much more general. According to marketing professionals, lead 
generation can drive a high amount of subscribers per year, which means more business and a higher 
success rate for your brand. Some websites have been so successful that they’ve been able to generate 
400 additional leads per day. While this is an example of high-level efforts on behalf of marketing 
professionals, you still have the potential to reach the same results.  

Three Implementation Methods for the Pop Up Opt-In:  
1. The Simple Version  

The first pop up opt-in version that you can try employing is the simplest form. Meaning, the pop-up 
doesn’t need to feature anything fancy, just a simple request to the reader to opt into a subscription 
from your brand or website by filling out their personal information and email address. For some users, 
this approach is the most effective. The pop up should feature a one sentence call to action, what a 
subscription will provide the user, and a box that allows the user to enter their email and submit the 
form.  

2. Opt-In with an Offer  

Another option is that you can create an opt-in that provides users with an incentive, the incentive being 
an offer. Usually, most marketing professionals and brand managers prefer offers that come in the form 
of a discount or a promotional code for a certain sum of money off the next purchase. The advantage of 
this type of opt-in is that it not only leads to lead generation, but it also creates business because users 
will be more likely to purchase, like a product or service, and repeat more transactions.  

3. The Statistical Popup  

Finally, there is also a statistical popup. Many call this popup version an arrogant one because it 
presents the viewer with reasoning behind why your brand is so great and why the viewer should 
subscribe. For example, if you are a service, you’ll create a popup that features statistics listing how your 
services compare to others and obviously, you’ll explain that yours are better. At the end of the 
statistics, you then ask the reader if they want to improve their own prospects and if so, they should 
subscribe. While this may seem a bit counter effective because it can be rude to some viewers, it is 
actually one of the most effective options for lead conversion.  

Resources 

• The Statistics Behind Opt Ins 
• Make Opt Ins More Effective  

http://blog.crazyegg.com/2014/08/18/opt-pop-ups/
http://unbounce.com/email-marketing/increase-your-email-opt-ins-and-subscribers/
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Chapter 1.7: Google + Community  
Google +: A Wealth of Users  
For those who are social-media savvy, it is easy to see why Google + is such a wonderful resource for 
lead generation. Google + boasts an online community of over 300 million active individuals. Those who 
participate in the Google + community are able to promote their online activities, create 
announcements for other users to see, and so much more. If you’re looking for leads, then creating your 
own Google + page, if you don’t have one already, is certainly the way to go.  

Four Strategies for Implementing Google + 
1. An Easily Searchable Brand  
 
When creating a Google + page for your business of brand, the first thing you need to do is to make sure 
that your business or brand is easily searchable. This means that when users search on Google +, they’ll 
be able to put in keywords that avert them to your page. So, the tip here is to pick three keywords that 
represent your brand and that are words which people are likely to use in their search.  

2. Relatable Content  

Your Google + page has a lot of features, but one of those features is content that you are able to post 
on your page. To ensure that your target audience decides to opt-into your Google + account and 
eventually your email subscription list, you should make sure that the content you post is relatable to 
the reader. This means that the content should be content that the reader will be interested. You also 
shouldn’t hesitate to post content that connects the reader to your brand’s website.  

3. Follow People With Leads 

Another strategy is to follow people who have leads. While you may need to search around through the 
vast network on Google +, if you can find an individual whose audience provides you with a wealth of 
leads, then you have just hit the jackpot.  

4. Join Communities with Leads 

The same rule above applies to communities. You should also join a few communities that may have 
leads for you and before you make your decision, you should be certain that the community’s members 
are a target group that will be interested in your brand. The reason behind the thoroughness is that your 
Google + page reflects the brand, and by being specific, you can present your brand in a much better 
light.  

Resources:  

• More Tips to Help You Out  

 

http://blog.hubspot.com/marketing/google-plus-lead-gen-process-list
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Chapter 1.8: Social Media 
Social Media: Directly Target the Buyer  
Social media is a wonderful resource, especially if you have a strong command of social media platform. 
Marketing professionals who use social media marketing are able to improve their lead generation, 
thereby increasing sales.  Below are a few social media strategies to help you get started.  

Four Steps to Implementing a Social Media Strategy to Generate Leads  
1. The Right Social Media Websites 

When using social media, the first step is to always pick social media sites that are relevant to your 
brand. For example, if your brand is a website that targets female consumers, then the social media 
website most applicable to you is Pinterest because statistics show that a majority of Pinterest users are 
female. But, keep in mind that using Pinterest should not preclude you from using other social media 
sites that may also be relevant. For example, you may also want to create accounts in Facebook, Twitter, 
and more. Overall though, the point of choosing the right social media site is that it is going to ensure 
that the people you target are individuals who will be interested in subscribing.  

2. Focused Content  

The higher the quality of your marketing efforts, the more likely it is that users will opt-in. When 
creating content for social media websites, the content needs to be high-quality, targeted, and about a 
specific topic. For example, if you’re creating a blog post about a certain product that you offer, the post 
needs to be only about that product. By introducing additional information, you risk misleading the 
reader and causing their interest to wane. Therefore, it is best to play it safe.  

3. Reach Out to Leads  

Social media marketing for lead generation is not only about posting information that potential leads 
may be interested in, but it is a two-way street. You should engage people and build a relationship with 
them. By building a relationship and helping potential customers out, you’ll be able to improve the 
chance that they’ll subscribe and become your lead.  

Avoid Direct Pitches 

If you haven’t realized it yet, social media marketing is about building relationships. The surest way to 
prevent a relationship from growing is to directly pitch the viewer. Therefore, for the best results, avoid 
pitches and build a relationship with the reader.  

Resources:  

• 16 More Resources  

http://www.socialmediaexaminer.com/social-media-lead-generation/
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Chapter 1.9: Incentives  
Incentives: Incentivize Your Potential Leads  
The incentive strategy is the process of gaining leads through providing them with incentives to 
subscribe to your business newsletters or email marketing campaigns. While this strategy certain isn’t 
effective for everyone, it does work well for businesses who offer services instead or products. 
Therefore, if you’re a service based brand and you’re looking to improving your leads, you may want to 
start thinking of a few incentives that you can offer individuals.  

How to Create Incentives for Potential Leads – Three Implementation Methods  
1. The First Question  

When adopting this strategy, the first thing you need to do is to brainstorm incentive approaches that 
are going to create the most leads. As you brainstorm, you should think about your brand, what it has to 
offer, and the types of incentives that are going to be most attractive to those who are interested in 
your brand. After you have a few incentives that may work, you then should test each one to see which 
one yields the highest rate of lead generation. This way, you can focus your time and energy on the 
most effective incentive to generate the highest number of leads.  

2. One of Multiple Incentives  

Sometimes, more than one incentive is more effective than one incentive alone. For example, you can 
create a popup that offers potential subscribers a free e-book. However, to fully make this incentive 
worthwhile, you can also offer a free consultation session with the e-book. This way, potential leads not 
only get an e-book that is useful to the reader, but it also helps the potential subscriber gain an 
understanding of what your business has to offer through a free consultation. With this strategy, you get 
to market your brand through the consultation, you gain a subscriber, and you also market your brand 
through the e-book. Even better – the e-book can be shared with the subscriber’s friends and family, 
thereby increasing your potential leads.  

3. Additional Tip:  

If you really want to get fancy, you can gate the e-book for other potential readers. Meaning, those who 
want to access the e-book will need to subscribe to your brand’s email list. With that, you’ll get more 
leads. 

Information:  

• Incentives to Generate Leads 

  

 

http://blog.wishpond.com/post/91361705440/the-5-best-incentives-to-generate-leads
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Chapter 1.10: Optimize the Website 
Optimize – as Much as You Can  
Out of all of the marketing methods available, your website is perhaps one of the most important. Your 
brand’s website represents everything about your brand, and therefore, it has the potential of either 
inspiring or discouraging leads. One of the best ways to ensure that your website generates leads is to 
optimize your website. Website optimization is the process of improving certain components of your 
website, such as the landing page. To help you through the process, below are a few suggestions to 
optimizing your website in order to generate leads.  

How to Optimize Your Website to Generate Leads – A Few Steps  
1. Contact Information  

Contact information is crucial to generate leads because many leads are based on trust. Individuals are 
going to subscribe to your brand if they trust what it has to offer, whether its products or services. 
Having your contact information on the website is a sure way to build trust because it builds business 
credibility and it also allows individuals to contact the business if they have questions or need further 
guidance regarding the brand. While many people may not call, the simple fact that having contact 
information generates leads should be reason enough to add it to the landing page.  

2. Easy Access to the Lead Generator  

Even if your potential leads want to subscribe to the site, it is unlikely that they are going to go out of 
their way to subscribe. As a result, you should make it as easy as possible for them to subscribe by 
optimizing every page of your website with a form. The form should have a call to action and boxes 
where the potential lead can enter their information, such as their zip code, email address, and products 
or services that they may be interested in.  

3.  Video Content  

Another way to optimize your website is to post video content. The tone of the video content is 
obviously going to depend on the type of product or service that you’re offering, but regardless - if 
you’re able to create videos that appeal to the viewer, you’re going to get more leads. At the end of the 
video, leave a call to action that explains why the viewer should subscribe to your brand and also posit 
what you can offer the potential subscriber.  

Other website optimization methods to generate leads:  

1. Effectively leave whitespace (also known as negative space) 
2. Use a unique site template  
3. Have a call to action  

Resources:  

• The Ten Commandments of a Great Lead Generation Strategy  

https://blog.kissmetrics.com/lead-generating-website/


 

 
 

18 

Chapter 1.11: SEO Strategies  
Search Engine Optimization: Always a Focus  
SEO, or Search Engine Optimization, has been one of the most consistent features in the marketing 
world. No matter what, marketing professionals swear by SEO and its advantages. The advantages of 
SEO are many, but one of the best advantages is that SEO provides marketing professionals with the 
opportunity to generate leads.  

Using SEO to Generate Leads: Three Implementation Methods  
1. Long Tail Keywords  

Long tail keywords are keywords that are comprised of three or four phrases. These phrases are 
supposed to be extremely specific to your brand’s service or product. The most specific the long tail 
keyword is, the higher the chance you’re going to achieve your desired results. Long tail keyword 
phrases are what your potential consumers are going to search when they are looking for your product 
or service. By choosing the right long tail keyword that is most applicable to your brand, you can lead 
the potential consumer to your website, thereby gaining a new lead.  

2. Assess Your Target Audience 

After you’ve decided upon a long tail keyword phrase, you should then decide upon the target audience 
that you want to reach. Upon finding the right persona, you can create content with SEO that is not only 
relevant and interesting to the community you are trying to reach, but that also improves your 
conversion rate because potential customers are going to opt in to read more of what you have to offer.  

3. Keyword Optimized Blogs  

Writing a blog is much more difficult than it sounds. The most successful blogs are SEO optimized and 
they are written at a high-quality level in order to keep readers are interested as possible. In addition, 
the higher the quality of your blog, the greater the chance the post is going to rank well in a search 
engine, thus improving the chance that you gain new leads.  As a standard, you should write blog posts 
that are anywhere between 1000 to 1500 words and these blog posts should also have specific 
keywords that revolves around what you are offering. At the end of the blog, don’t forget to place an 
opt-in feature that allows the reader to subscribe to your product or service.  

Resources:  

• SEO for Leads  

 

 

 

 

http://optinmonster.com/improving-your-seo-to-generate-more-leads/
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Chapter 1.12: Email Marketing Campaigns  
Email Marketing Campaigns: Effective Emails   
While it may seem like the lead generation game is over once you accumulate leads, this cannot be 
farther from the truth. Your email marketing campaign does have the potential to generate even more 
leads. To do so, you need to be a bit more innovative and careful with your emails by using the right 
strategies. Below are a few options to make your email marketing campaign more effective.  

Top Four Implementation Methods  
1. An Email that the User Wants to Open  

Generating more leads through subscription to newsletters or emails is great, but it only goes so far. 
After the emails are sent, the user needs to have a desire to open the email. Otherwise, you risk  an 
ineffective email marketing campaign. The first tip is to increase your open rates by implementing 
subject lines that attract readers. For example, many users are highly attracted to subject lines that offer 
them something. For example, you can create a subject line that offers a promotion, a free e-book, or 
another attractive incentive.  

2. No More than 650 Pixels – Make it Fit a Page 

The more effort readers need to put into reading your email, the less likely they are going to fully read 
the email, respond to the offer, and even forward the email to their possibly interested friends. 
Therefore, when developing an email marketing campaign, you can improve your leads by creating 
emails that fit onto one page.  

3. Logo at the Upper Left-Hand Side  

One of the most important spots on an email is the upper left hand side. Studies show that when 
individuals open up emails, their eyes drift to the upper left hand side. As a result, you should make sure 
to put something important in that corner. One good option is your company logo. By presenting your 
company logo in a manner that allow for instant recognition, you can promote visibility. If readers know 
what they’re looking at, they can relate and even share the content that you’ve sent.  

4. A Clear Call to Action  

Lastly, your call to action should be as clear and recognizable as possible. By presenting such a call to 
action in your email, you’ll be able to help your leads move through the sales funnel so that you can 
generate the business that you are looking for.  

Resources:  

• The How To of Lead Generation and Email Marketing 

 

http://blog.hubspot.com/insiders/email-marketing-lead-generation
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Chapter 1.13: Optimized Landing Page 
Optimized Landing Page: The Most Important Tool in Lead Generation  
A brand’s landing page is one of the most important and useful tools for lead generation. The landing 
page is the first thing that a user sees when they click on a link, whether it is through search results or a 
lone-standing link on a website or social media page. For nearly all businesses, the landing page is the 
brand’s homepage. To improve your lead generation, there are a few strategies that you should 
implement to optimize your landing page.  

Four Implementation Methods  
1. Keyword Centric in Long-Tail Format  

The first thing that you should be concerned about when it comes to your landing page is the title of 
your landing page. This is most relevant when it comes to search results. When a user searchers a topic 
that is highly relevant to what you are offering, you want to make sure that your webpage is visible after 
they click “enter” on their search term. To make this happen, it is imperative to choose keywords in 
long-tail format. By optimizing the title, you’ll increase visibility and improve your lead generation.  

2. What You Can Offer the User 

Once you get users to your website, you need to take it a step further and provide information on what 
you can offer the user. Users who find your webpage are either looking for a product or service, and if 
they don’t know that you’re offering that product or service or what is special about what you have to 
offer, you can be sure that you won’t get a lead. Therefore, optimize your landing page by writing in a 
clear and concise manner about what you have to offer.  

3. The Sign Up Form  

Next, your landing page should also have a sign up form that attracts the users attention. While you 
don’t want to bombard the user with the sign up form at the onset, you also don’t want to hide in and 
make it difficult for the user to see. Therefore, the sign-up form should be in a box that is separated by 
the page. Add a heading and use colors that make the box pop out from the rest of your page content.  

4. Social Media Buttons 

Another great component to have on your landing page is social media buttons. Once leads sign up on 
your page and hopefully use your product or service after going through the sales funnel, they’ll share 
your page through social media buttons, thereby helping you generate more leads.  

Resources:  

• How to Optimize Your Landing Page 

 

http://blog.wishpond.com/post/68986872421/landing-pages-optimizing-your-landing-page-for


 

 
 

21 

Chapter 1.14: Blogging  
Blog Your Way to Leads  
If your brand doesn’t have a blog in place, then it’s time to jump on the blogging bandwagon and get 
yours started. Blogs are a wonderful resource not only to present your product or service or to connect 
with users, but also for lead generation. Focusing on the lead generation point, there are a few practices 
that should be employed in order to increase lead generation rates.  

Three Implementation Methods  
1. Keep Blog Content Diverse  

One of the main purposes of a blog is to attract readership. The more readers you can attract, the more 
lead generation you can garner. A great way to improve readership is to diversify your blog. Have a few 
writers on your blog project, make sure the CEO writes one once in a while, and constantly write new 
and interesting content. This technique will keep your blog visible on search results and it will also 
improve the number of readers that you have, which means you’ll get more people opting into your 
brand.  

2. Post Blogs on Social Media 

There are many ways to help your blog be visible, but social media is one of those avenues that you 
should focus on especially. After you’ve written your blog and you’ve noticed that it has become popular 
among readers, don’t hesitate to share it on social media websites like Twitter, Facebook, and LinkedIn. 
By promoting the content, you’ll improve visibility and gain more leads.  

3. Write Content that Satisfies the Reader 

There is nothing more disappointing to a potential lead than clicking on a blog post and being off put by 
the content. This not only doesn’t bode well for your brand, but it also turns away a potential lead who 
could have brought in business. Rather than fall into this type of scenario, you should always write 
content that speaks to the reader and that makes them want to opt into what you are offering. Your 
blogs should be insightful, well written, and it should also work to convince the reader that your product 
or service is worthwhile to their needs.  

Resources:  

• How to Turn Your Blog into a Lead Generation Machine  

 

 

 

 

http://www.entrepreneur.com/article/220244
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Chapter 1.15: Product Videos  
Product Videos: Film your Way to Leads  
If your brand’s marketing professionals want to be a bit more creative and innovative than simply 
written word content marketing for lead generation purposes, then another option that you have is to 
implement product videos. Videos are a useful tool because they are able to visually present your 
product or service in a manner that writing simply can’t do. Moreover, there is a chance that some users 
are going to respond better to videos because not everyone enjoys reading. To ensure that your video 
marketing strategy is successful, below are a few ways to ensure that your videos generate leads.  

1. The Value of What is Being Offered 

Your video can present many aspects of your brand, but one aspect that it needs to certainly cover is the 
value of what is being offered. Introduce your product or service, explain what is unique about it, and 
then inform the viewer why they should invest in what you have to offer. When fulfilling these 
requirements, be sure to do so in a refreshing and interesting manner. The better your video content is, 
the higher the chance the viewer is going to watch the entire video and ultimately opt into your brand.  

2. Connect with the Viewer  

Marketing is a lot about building trust between you and potential buyers. As a result, your videos should 
be able to build a foundation of trust through connecting with the viewer. This can be done by 
discussing a common ground. For example, if your brand is a consulting service that helps improve 
businesses, you can explain to the view that you realize how difficult it is to grow a business, especially 
with all of the competition out there. You can also present a personal challenge that you’ve faced and 
most other business owners face and how your brand solves that problem. Overall, by relating to the 
reader and building a base for trust, you’ll be able to generate more leads.  

3. Educational Videos  

Another avenue that many video marketing professionals use to generate leads is education videos. 
Education videos are wonderful because they provide the viewer with knowledge and at the end of the 
video, you can integrate email capture. After viewing the educational video, your viewer will want more 
and to view more videos, they’ll need to opt into your email marketing campaign.   

Resources: 

• Videos for Lead Generation  

 

 

http://www.brainrider.com/better-b2b-marketing/video-lead-generation/
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Chapter 1.16 Other Social Media Marketing  
Socialize for More Leads  
Sometimes, you just need a few more additional tips on how to generate leads through one specific 
strategy. In this case, because social media is such an effective way to generate leads, below are a few 
more strategies and tips to get you the leads that you are looking for.  

Three Implementation Methods for Additional Social Media  
1. An Expert in Your Market Through Social Media  

Social media is vital for your lead generation because with social media, you can position yourself as an 
expert in your field in charge of your brand. When advertising what your you have to offer as a 
professional, potential leads are going to read your compelling content and try out the brands and 
products that you have to recommend. For example, if you are a logistics professional, many individuals 
who are interested in logistics products and services will listen to your recommendations and try them 
out for themselves. As a result, you’ll gain more leads for a product or service that you advertise. Keep in 
mind, you don’t need to use yourself as a professional voice on social media. You can also reach out to 
someone else who is a respected individual in the field of the brand or service you are promoting and 
ask them to write a post about your brand.  

2. Q and A Forums  

Question and Answer Forums are also a highly effective solution to gaining more leads on social media. 
You can utilize social media websites such as Quora and LinkedIn for questions and answers and when 
you create a forum, you’ll find that many interested potential customers asking you their own questions. 
As you answer their questions thoughtfully, you’ll be able to convert them into leads in order to 
promote your brand. In addition, don’t forget to feature a subscribe button on the RSS feed so 
individuals can subscribe to the question and view when you answer in a timely manner.  

3. Mine Customer Contacts  

For solid customers who you know on LinkedIn, you can use these customers to generate new leads. 
Mine through your brand’s existing contacts and determine which contact may be interested in your 
product or service. Once you find someone, you can send them a simple and warm introduction to your 
brand or product and why they may be interested. So, leverage your existing contacts to generate new 
leads on social media.  
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Chapter 1.17: Influencers for Product Reviews  
The Public Figure: Influencers for Product Reviews 
Every good marketing professional knows that a well-recognized name presents a lot of potential for a 
brand. With a well-recognized name on the side of your brand, you’re gaining promotion and interested 
from potential leads. As an influencer promotes your brand, potential leads who relate to or follow your 
influencer will take into consider what your promoter has to say about your brand. As a result, you’ll 
gain many new leads.  

Four Ways to Implement Influencers  
1. Video Promotion  

There are many ways that you can get an influencer to promote your brand, but one of the easiest and 
perhaps most effective ways is through a video. The video can be featured on your website, on social 
media, and on the promoter’s blog, or even your own company blog. The wide range of aevnues 
available means more outreach and visibility, meaning that more potential leads will be able to tune into 
what the promoter has to say about your brand.  

2. Blog Promotion  

If your influencer isn’t too keen on promoting your product or service through a video, then you can also 
have them write a blog post or if they aren’t good writers, then get someone to write the blog post and 
allow the influencer to put their name on it. Blog promotions are effective for an audience that may be 
interested in reading about what the influencer has to say.  

3. Social Media Posts  

Another way that your influencer can promote your brand is through social media posts. Just make sure 
that your audience is prone to using the type of social media venue that your influencer users. For 
instance, Twitter is a great example of a social media venue that most people use. Through Twitter, your 
influencer will be able to post and reach an audience that is likely interested in your service or product.  

4. Speaking at Events 

For a highly targeted approach, you can even get your influencer to speak at trade show, industry event, 
or conference. By getting your influencer to speak at one of these events, you’re tapping into many 
potential leads. Just don’t forget to mention how these leads can get in touch with a representative for 
your company.  

Resources:  

• What to Know About Influencer Marketing  

http://www.marketingprofs.com/articles/2015/27720/influencer-marketplaces-your-beeline-to-bloggers-for-product-reviews-and-not-just
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Chapter 1.18: Events, Trade Shows, and Conferences  
Get in Touch with a Potential Audience Through Events, Trade Shows, and 
Conferences  
Trade Shows, events, and conferences are a highly effective resource that you have to generate leads – 
the only catch is that you need to know how to use these venues to your advantage. At the end of the 
day, trade shows, events, and conferences require investment on behalf of your brand of company, so if 
you’re going to use these options to generate leads, you should know what you’re doing. Below are a 
few top tips to follow when implementing this strategy.  

Four Methods to Implement Trade Shows, Conferences, and Events  
1. Have a Plan  

Going in mindlessly into a trade show, conference, or event is not going to be to your advantage and it 
certainly will not generate the leads that you are looking for. As a result, when choosing this option, you 
need to create a plan. Your plan should include what you want to focus on, how you are going to 
achieve that goal, and what you are going to do to set yourself apart from everyone else.  

2. Pick the Right Event, Show, or Conference  

One of the biggest mistakes that you can make is choosing an event, show, or conference that is not 
geared toward what you are trying to pitch to your potential leads. For example, if your products are 
power tools, you need to pick a trade show, event, or conference that includes individuals who will be 
interested in what you have to offer. By having the right audience at the trade show, you can easily 
ensure that you’re pitching to potential leads.  

3. Create an Effective Booth  

Another step that you should take if you go to a trade show is to create an effective booth. Your booth is 
how you are going to present your product or service to the trade show audience. When creating the 
booth, you should be sure that your product or service is the focus and that those who visit the booth 
have a place to consult with your team. To further the effectiveness of the booth, you should also do 
your best to ensure that your team dresses and plans for success for the duration of the entire event.  

4. Freebies  

One sure way to attract potential leads to your booth and to get them to subscribe is to offer freebies. 
To get a freebie, the potential lead should need to subscribe to your newsletter. With that, you’ve just 
generated more leads.  

Resources:  

• Secrets Every Marketing Professional Should Know  
• More Tips for Trade Shows and Events  

http://www.cbsnews.com/news/8-secrets-to-generating-leads-at-trade-shows/
https://www.handshake.com/blog/trade-show-tips-generating-leads/
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Chapter 1.19: An Optimized “About” Page 
Optimize the Page About the Brand  
Next to the landing page, the second most important page that users will revert to is the “about” page 
of your product or service. The main mistake that most marketing professionals make is failing to realize 
the potential that their about page holds. By optimizing the about page, you can generate leads and 
improve your brand’s business.  

How to Implement an Optimized “About” Page – Three Methods  
1. At the End of the Page – a Call to Action  

The about page should be all about the brand – at least almost all about the brand. At the end of the 
page, don’t forget to feature a call to action explaining to readers why they should try out or invest in 
your brand. By providing a call to action, you’re solidifying the fact that your brand is important and can 
offer something to the viewer. The next step is to create an opt-in option that pops up before the user 
moves to the next page.  

2. Add Statistics  

Sometimes, words don’t do enough to give viewers a reason why they should try out your brand. If your 
brand is a service, the best thing that you can put on the about page, aside from an effective statement, 
is a set of statistics explaining how your brand is better or more effective than other brands.  

3. An Offer to Find Out more  

Another important element that you can add to the about page in order to generate leads is a link at the 
bottom of the page that offers readers the opportunity to “find out more” about the brand. Once they 
click on the find out more link, a box should pop up that allows readers the opportunity to put their 
email address and a text box where they can write about how the brand can help them find what 
they’re looking for.  

Resources:  

• Anatomy of a Perfectly Optimized About Page 
• Keeping Google Happy  

 

 

 

 

 

http://backlinko.com/on-page-seo
http://www.wordtracker.com/academy/learn-seo/on-page-optimization/how-to-optimize-web-page
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Chapter 1.20: Slide Share for Lead Generation  
Present Your Way to More Leads 
If you haven’t heard of it already, Slide Share is a highly effective method for generating more leads 
through presentation. As you can probably reason, slide share allows you to utilize slide show format in 
order to present information about your brand. With the tips below, you can ensure that your next slide 
share presentation helps you gain the leads that your brand needs.  

Implementing Slide Share for Lead Generation: Four Methods  
1. A Great Title 

 Think of your slid share show as a potential book. Like books, your slideshow is going to be viewed only 
if the title attracts the reader enough. When creating your slide share presentation, make sure that your 
title is positive and it spans it 55 characters or less. By following this guideline, you’ll increase the chance 
that your slide share show will be clicked on and thus visible to more viewers.  

2. Optimize Your Cover 

The cover of your slide share presentation means choosing the right colors and style for your cover. In 
addition, it also means being as creative as possible. With a creative cover, you’ll be able to attract more 
viewers.  

3. Longer Slide Share Shows for More Views 

While it may seem odd, statistics show that longer slide share presentations have more views. The 
reason for this is that viewers are looking for more information and only the best brands are able to 
provide viewers with enough information to satisfy them. Therefore, when creating your presentation, 
make sure that you have an ample amount of information that is presented in a clear manner. The more 
accurate and confident your presentation is, the more trust you’ll build with the reader, thus increasing 
the chance that they’ll become a new lead.  

4. Feature Your Presentation on Industry Blogs 

Another option is that you can feature your presentation on industry blogs. Industry blogs are poised to 
present information that is interesting in the industry, so if your slide share show accomplishes this, 
then you’re bound to find a blog that will want to feature what you have. With that, you’ll be able to 
appeal to a wider audience and generate more leads.  

Resources:  

• How to Use Slide Share for Lead Generation 
• Ten Tips to Using Slide Share for Lead Generation   

 

http://www.socialmediaexaminer.com/use-slideshare-for-lead-generation/
http://www.marketo.com/ebooks/10-tips-for-using-slideshare-for-lead-generation/
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Chapter 1.21: Membership Leads and Perks  
Become a Member and Get a Discount  
You brand likely has potential customers who visit the webpage, browse around, but never purchase a 
service or product for a number of reasons. The most common reason is that your product or service is 
not in their price range. Therefore, while your product or service may appeal to an individual, it is out of 
their budget and out of their reach. To tap into this customer base, who still has the potential to become 
a better customer once they have the funds, you should offer discounts.  

Three Implementation Methods for Membership Leads and Perks  
1. Make Up and Coming Businesses or Individuals Your New Lead 

Up and coming businesses and individuals in the industry wan to purchase your brand, but the price 
point is out of their range. In this scenario, you should target these customers by offering them 
discounts when they purchase something from your brand. For example, you can offer them half price 
on their first consultation or even a free consultation. At the consultation meeting, you’ll be able to 
hook them in and take them from a lead to a full customer. In exchange for the free consultation, the 
other party simply needs to do is to become a member through signing up for a membership.  

2. Exclusive Memberships for Great Customers  

While you should certainly treat all customers well, you can also offer exclusive memberships for your 
best customers. The exclusive membership can also include discounts, invitations to events, a first peek 
at new products or services, and so much more. In exchange for becoming an exclusive membership, all 
the customer needs to do is refer three of their friends to your business by having them sign up for the 
newsletter. This method not only helps you generate more leads from some of your best customers, but 
it also allows you to keep your best customers coming back.  

3. A Constant Effort 

When offering memberships and advantages to the membership, you should also keep in mind that you 
need to make it a constant effort. Once individuals see that your brand isn’t offering much, they’ll likely 
take their business elsewhere, which means you just lost a lead.  

Resources:  

• Membership Websites –What to Do  

 

http://www.ironpaper.com/webintel/articles/improve-lead-generation-for-membership-websites/#.VgHl4ZfIBzk
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Chapter 1.22: Old Content  
Repurpose Old Content to Generate Leads 
Most well-developed blogs have a ton of old content. Any one of your content writing professionals will 
tell you that content takes a long time to produce, especially if it is the type of content that is quality 
driven, keyword reach, and attempts to reach the audience well. Rather than assign new content all the 
time, you can save time and repurpose your old content to generate leads.  

How to Implement Old Content for Lead Generation: Four Tips  
1. Publish the Old Content Again  

The first option that you have is to republish the old content. If the information in your old content is 
out of date, all you need to do is take a few minutes to update the old content. For example, refresh the 
statistics, add upgrades about technology if relevant, and so forth. The old content can be used to gain 
new readers and thus new leads for your brand.  

2. Old Content on New Social Media Sites 

There is a chance that some of the content you have was written at a time where certain social media 
sites were not in existence. If this is the case, then make use of the old content to reach new leads by 
publishing that content on the new social media sites. Again, don’t forget to update the information if 
there is a question of factual accuracy due to the time change.  

3. Target a New Audience  

As your brand expands, so will its target audience because you’ll have new products or services that 
others may enjoy from. You can also use old content to attract new leads in your target audience by 
tweaking your call to action, adding new data, and changing the key words in the post. By using this 
approach, you can improve your conversion rates and appeal to a whole new target market.  

4. Use the Most Popular Posts  

Lastly, before you make the final decision regarding which content to optimize, the best thing to do is to 
look at all of your old content and to choose the content that was the most popular. By repurposing the 
most popular content, you can be certain that you’ll gain new leads because it if was effective in the 
past, it is likely that it will be effective in the present time.  

Resources:  

• How to Use Old Content to Generate Leads  

 

 

http://www.iconsive.com/inbound-marketing-blog/how-to-use-old-content-to-generate-new-leads


 

 
 

30 

Chapter 1.23: Guest Webinars  
Webinar Your Way to More Leads  
Guest webinars are web meetings that come in the form of a discussion, instructional, demonstration, 
or presentation. Webinars are a wonderful way to promote your product through a range of options. 
Those who watch webinars are able to do some form literally anywhere, as long as they have an internet 
connection. With the vast ability of people to connect to your webinar, you have the potential to reach a 
vast audience. To make your webinar effective and to ensure that you’re gaining leads through it, follow 
the easy-to-implement tips below.  

Four Tips to Implementing Webinars for Lead Generation  
1. A Guest Post About the Webinar  

Guest posts allow you to post a blog post on someone else’s blog. The blog that you choose should be 
one that is relevant to your product or service and the target audience should be one that is likely to buy 
into what you have to offer. To promote your webinar, you can make a guest post about your webinar 
on a popular blog. This way, you’ll get more viewers to tune in and hear what you have to say, thus 
generating more leads.  

2. Promote Your Webinar on Twitter 

Twitter is a fantastic resource because so many individual use twitter. Once you have your webinar 
prepared, you can post updates about when the webinar will be featured. Most likely, you’ll have 
current leads and customers sharing your webinar content on their own Twitter pages, which helps you 
generate leads. The more visibility your webinar has, the better off you’ll be.  

3. Create a Facebook Event  

You may have interested leads that want to tune into your webinar, but one of the main issues that will 
thwart that interest is confusion regarding the webinar time. To ensure that potential leads tune into 
your webinar and end up subscribing, you should create a Facebook event. In addition, when you create 
a Facebook event, current individuals who are “going” will be able to share the webinar. 

4. Hold a Webinar with Another Brand  

Some brands may not hold webinars because they don’t want to make the time investment. If you know 
a few brands avoiding webinars for that reason and the brand has a vast audience, then you may want 
to offer that brand to become a part of your own webinar. You’ll do all the planning and work, they’ll 
just need to be there. With this strategy, you can access a greater audience who will also tune into what 
your brand has to offer.  

Resources:  

• 10 Reasons Smart Companies Use Webinars for Lead Generation 
• Five Ways to Generate Leads with Webinars   

http://unbounce.com/lead-generation/smart-companies-use-webinars/
http://diythemes.com/thesis/webinar-lead-generation/
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Chapter 1.24: Paid Promotion of Media Mentions  
As mentioned in the previous chapters, social media is one of the most important tools that you’ll use 
for your lead generation. In some instances, though, you may be wanting more promotion on social 
media, and that promotion is not one that you can necessary do yourself. Instead, one creative way to 
generate leads on social media is to invest in paid promotions. Paid promotions can be through the 
social media website itself. For example, Twitter offers paid promotion tools. The promotional tools are 
affordable, easy to use, and they are a highly effective method to generating leads.  

There are also other social media websites that offer you the same advantages. So, the social media 
website that you choose depends on your target audience and which one of those sites your target 
audience uses most. If you have enough to spend, you can do multiple paid promotions on various social 
media sites.  

Three Tips for Implementing Paid Promotions of Media Mentions  
1. Paid Promotions Reach a Wider Range of Individuals 

The main advantages of paid promotions are that it enables you to reach a wider range of individuals. 
The social media website will present the post to more individuals within their feeds. Those who see the 
promotion will be able to share the post with their friends, thus improving the effectiveness of the paid 
promotion. Keep in mind too that the paid promotions are essentially free.  

2. A Call to Action in the Paid Promotion  

When going the paid promotion route, it is advisable to include a quality call to action. If you’re using 
Twitter, the call to action should be short, simple, and engaging. For example, if you’re a restaurant, the 
paid promotion can include a call to action that lists happy hour times. You’ll generate more customers 
this way and you’ll also know which day to provide exceptional customer service.  

3. A Video Works Too  

If you’re not one to use a lot of words in your paid promotions, then you can also post a promotional 
video. The video can be about your brand, what it has to offer, and why the viewer needs your brand. By 
covering the basics, you’ll be able to gain more leads. Just don’t forget to invite the viewer to opt in.  
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Chapter 1.25: Segmented Contacts Database 
A Strategy to Swear By  
Segmented contacts database isn’t use often, but for those who use it, you’ll usually find the individual 
swearing by how effective it is. Segmented contacts database is the process of identifying segments that 
are going to be qualified sales leads after you generate them as leads. After you segment the market, 
you need to test the market.  Once you find the right market, you’ll be able to generate more leads, gain 
more revenue, and improve your business performance.  

How to Implement a Segmented Contacts Database   
1. Use Online Tools 

Fortunately, segmentation is a snitch when you have the right tools at your disposal. Through a simple 
search online, you can find the right program for your marketing campaign. The best applications will 
provide you with an in-depth knowledge of your target market. Some of the most important points to 
cover are the profile of your target market, which organizations are relevant, the industry your target 
market is in, which businesses they may be interested in, and what medium best gets their attention. 
The stronger your knowledge is of your target market, the more effective your lead generation is going 
to be.  

2. You’ll Get a Leads Database  

The database aspect of segmentation is relevant when it comes to gathering leads. The program of your 
choice should be able to capture the leads from your landing pages, promotional coupons, social media 
campaigns, and contests. Once the leads are identified, the program will store them in the leads 
database. After storage, the program will arrange the database according to demographic, interests, and 
what each is looking for. With these results, you’ll have a strong sense of who your leads are so your 
sales team can take the next steep to reel them in.  

3. Other Segmentation Options 

When you choose a segmentation program, you should aim to get a program that is able to segment 
your contacts by industry, job title, geography, engagement, lifestyle stage, and any other industry 
relevant data. By getting this information, you’ll be able to target each group based on your results. The 
more specific you are in your target marketing, the higher the chance you’ll not only generate more 
leads, but you’ll gain leads who will be interested in what you have to offer.  

Resources:  

• Segment and Test Your Market 
• Segmentation – The Key to Successful Lead Generation  

 

 

http://blog.pointclear.com/blog/bid/46857/Lead-Generation-Best-Practices-Part-2-Segment-Test-Your-Market
http://www.itsma.com/segmentation-a-key-to-successful-lead-generation/
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Chapter 1.26: Referral Strategy  
Referrals for Additional Leads 
Some call referrals the “ultimate lead generation strategy” and such a statement isn’t far from the truth. 
Referrals are highly effective in everyday life, so there is no reason that it wouldn’t be effective when it 
comes to marketing. Think about it – most of the people you hire or visit in your personal life are people 
who you were referred to. Your basis for visiting the referred individual is that you have a greater sense 
of trust that they are going to get the work done because someone you know was pleased with their 
own experience. The same idea applies to marketing and lead generation.  

Your customer is the best source of your referrals and just because they are a customer does not mean 
you can’t tap into their reservoir of people that could be interested in your product or service.  After all, 
if they’ve been pleased with your brand, why not ask them to share it?  

Three Ways to Implement a Referral Strategy  
1. Ask Your Best Customers to Promote Your Brand  

When it comes to referral strategy, your first option is to ask your best customers to promote your 
brand. While this is a pretty forward strategy, your favorite customers will be more than happy to 
oblige. Simply ask them to provide their contact lists so that you can send a friendly email out. The mass 
email will then generate you more leads and perhaps ultimately, more customers.  

2. The Implicitly Request  

If you aren’t comfortable with explicitly asking your current customers for referrals, you can always lead 
the conversation by trying to maneuver your customers to talk about their industry friends or other 
individuals who may be interested in what you have to offer.  

3. The Incentive Approach 

If there is anything that this e-book should have taught you, it is that incentives are one of your most 
useful resources. You can also gain referrals by incentivizing your existing clients. For example, offer 
your current customers a discount for referring a friend, give them a special membership, or offer free 
content.  If your incentives are good, so will be the effectiveness of your referral strategy and therefore 
this lead generation technique.  

Resources:  

• Referral Based Lead Generation  

 

 

 

http://www.business2community.com/strategy/referral-based-lead-generation-0541615
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Chapter 1.27: Local Promotion for Local Businesses  
The Offline Approach: Promote a Local Business and Have the Favor Returned  
This lead generation strategy works best once you have taken the time to identify your target market, 
their demographic, and most importantly – their location. Lead generation via local businesses is an 
offline approach that requires you to reach out to local businesses where your target market is located. 
Upon reaching out to the local business, offer to promote their products or services through your own 
channels and in return, they’ll promote your brand to their customers. As a result, you’ll gain a highly 
targeted approach to lead generation, meaning a higher success rate. Below are a few suggestions that 
you can give a local business to help you generate leads.  

Four Methods to Use Local Promotions for Lead Generation  
1. The Cash Register Sign  

The first approach is the cash register sign. Ask the local business to post a sticker or sign by their cash 
register that identifies your social media page, a picture of your brand, and other useful information. 
This way, every customer that purchases something from the local store will be able to see your brand 
and reach out to it.  

2. Window Clings  

A window cling isn’t a new concept, but for those who are unaware, window clings are stickers that go 
on a window that feature a company logo and some sort of contact information. People who trust and 
rely on their local business are more likely to reach out to the brands it advertises because the trust is 
transitional. They’ll trust you because their local business trusts you.  

3. Posters 

 Posters are a larger and more creative option that a local business can implement in order to promote 
your brand. The poster can include a short call to action and how to subscribe to whatever is being 
offered. If you want, you can also add an incentive to improve the chance that you’ll get leads.  

4. A Survey on the Receipt  

For this option, you’ll need to reimburse or exchange something of similar value with the local business 
that you choose. The survey approach requires the local business to print out a survey request at the 
bottom of the receipt. By completing the survey that can be about your brand, the customer will be able 
to gain knowledge about your brand and even subscribe.  

Resources:  

• Proven Strategies  

 

http://www.ducttapemarketing.com/blog/local-lead-generation/
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Chapter 1.28: Partnerships  
Find a Partner for New Leads  
A brand can also generate new leads through what is known as brand partnerships. Brand partnerships 
help your brand improve its visibility and exposure for lead generation. With a brand partnership, one 
brand’s audience also becomes your audience and vice versa. As a result, you need to be highly strategy 
when it comes to choosing the right brand. By choosing the right brand you can prevent the agreement 
from faltering and you can also generate new leads.  

How to Implement Partnerships for New Leads – Four Methods 
1. A Positive Reputation  

One of the biggest mistakes that some brands make is partnering with a brand whose reputation is not 
at the level that is should be at. If you choose a brand with a poor reputation, you risk associating 
yourself with a brand that will turn new leads for your brand away and it may even discourage current 
customers from buying what you have to offer. Therefore, when choosing a brand, do your research and 
choose one with a positive reputation.  

2. Work on a Webinar Together 

Another strategy for gaining leads through partnerships is to create a webinar with another brand. A 
shared webinar will expose both brands to each other’s target audience, thus generating new leads for 
both. Keep in mind that the webinars should be quality driven and about what the users are looking for.  

3. Guest Blogging 

Partnerships go beyond webinars. Another option that you have is to each do guest blogging for the 
other. For example, your brand can write a guest posts on your partner’s blog, thereby exposing you to 
their audience. In return, you’ll give your partner the same courtesy.  

4. A Specialized Program  

In addition to the above options, both of you can create a specialized program together that attracts 
both of your target markets. Your efforts will mean more solid credibility regarding your industry and it 
will work to boost leads by exposing your brand to more people.  

Resources:  

• Leads Through Partnership Marketing  

 

 

 

http://www.hingemarketing.com/blog/story/5-ways-to-generate-leads-through-partnership-marketing
http://www.hingemarketing.com/blog/story/5-ways-to-generate-leads-through-partnership-marketing
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Chapter 1.29: Lead Capture  
Lead Capture Comes in Many Forms  
Lead capture is an excellent option because it is highly versatile. Lead capture can come in the form of 
forms, applications, and even social media pages. If you don’t have great lead capture forms at your 
disposal, then you can be certain that your lead generation campaign is not going to be as effective as 
you’d like it to be. Below are a few strategies for creating a highly effective lead capture form.  

How to Implement Lead Capture  
1. Keep it Short  

A lead capture form shouldn’t be long. On the contrary, the form should be as short as possible and it 
should only include information that is relevant to you and the individual who is filling out the form. For 
example, the briefest forms include boxes for information like the lead’s first name, their last name, and 
their email. If you want to add a short call to action at the bottom of the page, then it is also wholly 
possible.  

2. Include a Privacy Policy  

When it comes to lead capture forms, many potential leads are afraid to fill them out become they are 
hesitant about giving out their personal information. This little problem can be dealt with by providing 
the potential lead with a privacy policy. Let the lead know that you won’t be sharing the sensitive 
information with anyone and that the information will only be used for the purpose of providing them 
with what you offered, whether it be a newsletter or other promotion.  

3. Find a Great Application  

If you aren’t keen on creating your own lead capture box, then you can download a number of 
applications and see which one works best for you. Some of the most popular lead capture apps include 
Zuant, On Spot Social, Validar Universal Lead Capture, and Qauicktap Lead. These lead apps are fully 
customizable and each one has its own advantages. For example, Quicktap is an application that works 
without you needing to be online. You’ll be able to capture a certain number of leads and have that data 
sent safely to your own handheld technology so that you can act fast.  

Resources:  

• Critical Components of a Lead Capture Form  

 

 

 

 

http://blog.hubspot.com/blog/tabid/6307/bid/28472/The-5-Critical-Components-of-Fantastic-Lead-Capture-Forms.aspx


 

 
 

37 

Chapter 1.30: Webinars  
A Webinar for Leads  
Webinars are a topic that has been peppered around in the previous chapters, but there has yet to be a 
chapter wholly dedicated to the webinar itself. With webinars, you have a strong resource at your 
disposal for generating leads. If you do decide to implement a webinar, there are a number of simple 
strategies that you need to implement in order to make your webinar as effective as possible.  

Implementing Webinars Four Strategies  
1. Different Segments of Customers  

When identifying your target market, it is likely that you decided among a few groups to specifically 
market your brand to. Rather than focus your webinar on one target market, as most marketing 
professionals do, the best approach is to offer the webinar to many different segments. You’ll get more 
leads through appealing to more potential customers because it is guaranteed that someone will be 
interested.  

2. The Title and Topic of the Webinar  

Think of a webinar as content. If the content is boring, people are not going to want to read it and if they 
don’t read it, you’ll probably not get a lead. Webinars work in a similar manner. When creating a 
webinar, you need to be certain that the topic is one that potential leads are going to be interested it. 
Keep it as brand specific as possible and choose a creative and fun title.  

3. Survey Your Prospects After Registration  

The best time to offer your prospects a survey is right after they register from the webinar. The reason 
is, they may not finish the whole webinar, thereby precluding them from registering. Or, it could also be 
the case that the lead will simply forget to complete the survey. The prime point of the lead’s attention 
is at the start of the webinar. So, right before it starts, present them with a quick survey where they 
need to provide their contact information.  

4. Make the Webinar Customer Centric  

Finally, there is nothing more off putting for a potential lead than watching a webinar that is only about 
the brand, how great the brand is, and what the brand has to offer. The purpose of the webinar is not to 
promote the brand, but to gain the lead’s trust and interests. Therefore, instead of making a webinar 
where the central topic is your brand, the webinar should be about how the brand can help the 
customer.  

Resources:  

• Five Ways to Generate Leads for Webinars  

 

http://diythemes.com/thesis/webinar-lead-generation/
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Chapter 1.31: E-Book  
Write Your Way to Generating Leads 
Fair enough – an e-book is a lot of work. Not only is it a great deal of work, but it is also a significant 
investment in time, resources, and energy for your content writers or third party writing team. 
Regardless, if you have the ability to implement an e-book for lead generation, then you should take 
advantage of it.  

How to Implement an E-Book for Lead Generation: Top Five Tips  
1. The Title Better Be Good 

As mentioned earlier, every marketing effort should have a good title if it needs one. By creating a great 
title, you increase the chance that people are going to invest their time and energy in learning about 
your brand. The same concept applies to an e-book. With a great title, you’ll attract more customers.  

2. Chapters with a Call to Action  

Despite having an e-book, you’ll still be able to incorporate a call to action. You just need to know the 
right place. Wherever it seems right to place a call to action – do it. With an effective call to action, you’ll 
be able to turn those potential leads into final sales.  

3. Forms in the E-Book  

While it may be an odd suggestion, having forms in your e-book can also be pretty useful because they 
allow reader to opt in whenever. Instead of placing an opt-in form on every page, you can have the opt-
in form popup when the reader decides to turn the page. Keep in mind that you don’t want to do this at 
the beginning of the book. Your opt-in forms should be at the point where the reader reaches a certain 
number of pages.  

4. Avoid Sales Pitches 

Another way to make your e-book effective is to avoid sales pitches directly in the book. The sales pitch 
will turn away readers and decrease the chance that the reader will opt-in to your brand. Therefore, to 
save your credibility and to build trust with the reader, the e-book should be real, honest, and genuine 
in its approach.  

5. Promote, Promote, and then Promote Some More 

Finally, your e-book is going to be worthless if you don’t promote it right. After your e-book is complete, 
be sure to promote it as much as possible. This will increase visibility and generate more leads for your 
business.  

Resource:  

• A Guide to Lead Generation Through an E-Book  

http://offers.hubspot.com/ultimate-guide-to-creating-ebooks
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Chapter 1.32: Product Demos  
Demonstrate for Leads 
Offering a demo to generate leads isn’t a highly popular option, but it can be effective if you have the 
right product. Product demos are most effective if your brand is in an industry such as food, technology, 
or software. Your brand also needs to be able to offer a product or software that can be used as a demo. 
For example, if you are in the food industry, a free sample is the surest way to generate new leads. On 
the other hand, if you are a brand that offers applications, then a demo of the application is another 
way to attract leads.  

How to Implement Product Demos for Lead Generation 
1. A Short Demo  

When using the demo strategy, you should make sure that the demo is short and to the point. Don’t line 
the demo with too much user interface and keep the demo sort enough so the user wants to use more. 
At the end of the demo, you can lead the user to a sign-up page that requires that they fill in their 
information. Afterwards, they’ll receive an email with how to extend the demo into a full version 
product. This way, you’re not only generating a lead, but you may just be landing a sale.  

2. Track the Success of the Demo   

Another way to make demos an effective form of lead generation is to track the success of the demo. 
This approach works best when you are pushing a few different demo options in into the market. Once 
you determine which demo is the most effective, start offering the most popular demo to people. This 
way, you can be certain that the new demo is going to generate leads.  

3. Notice the Downside with Demos 

While demos are certainly an effective lead generation strategy, before you use this strategy, it is 
important to recognize that demos can be expensive to create, difficult to implement, and a pain to 
manage. However, if you have the ability to invest in this option, you should do so because it does have 
the potential to generate leads.  
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Chapter 1.33: Purchase Leads 
As you can tell, the best lead generations were earlier in the chapter. The most desperate approach to 
generate leads is to purchase demographic data. This approach should only be used if all of the other 
options are not possible – which is highly unlikely. Purchasing demographic data is a bit precarious 
because you’re investing in something that you may not get a return for. If you do decide to use this 
approach, below are what you can expect.  

Implementing Purchased Leads: What You Should Know 
1. The Leads May Not Be Leads 

Purchasing demographic data means that you’ll get a list of potential email addresses to mail your 
newsletters to. The downside is that most of the people on that list may not be interested in what you 
have to offer and may even ask you to not send them any more promotional content. On the other 
hand, there is a still a chance that someone on that list will be interested and one lead is better than 
nothing.  

2. A Call List 

An approach that is even more challenging is a call list. A call list is a list of phone numbers that your 
sales team can call in order to promote your product. A sales list should only be bought if you are certain 
that your sales team can make an effective pitch since you don’t want to waste your resources 
purchasing something that will have little use to you.  

3. Qualified Sales Leads 

Lastly, if you do purchase leads, then there is a benefit and that is that you’re getting qualified sales 
leads. You’ll have a database of leads that fit into every type of industry. As a result, you won’t need to 
worry about pre-qualifying the lead, thereby making it easier for you to contact the lead and make a 
sale. If you do decide to purchase your leads, then you should make sure that the seller is legitimate, 
you’re getting a good deal for your investment, and that at least some portion of the leads are going to 
be interested in what you have to offer. Otherwise, stick to the many lead generation strategies above. 
Only desperate times call for desperate measures and if you aren’t desperate, then don’t go this route.  
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Chapter 2.1: Outreach Campaign  
The Human to Human Connection for Increased Traffic  
Outreach campaigns are a classic form of marketing that means reaching out to the consumer and 
building a level of trust with them. The most effective outreach campaigns will promote your brand by 
increasing traffic and social engagement. There are many forms out outreach campaigns and no matter 
which one you decide to implement, covering the basic steps for a successful outreach campaign is vital 
to increase traffic.  

Top Implementation Methods for Outreach Campaigns 
1. Input from a Third Party  

While you can certainly create an outreach campaign that comes straight from your brand, a more 
effective strategy is to have a third party express their opinion about your brand, obviously in a positive 
manner. Reach out to individuals who are long-time customers and ask them for testimonials regarding 
their experience with your brand. You can also send them a sample of new products that you’re offering 
so that they can write about them too.  

Your third party can post their testimonial on a blog that they may have or on their social media 
account. But as long as that testimonial gets out there, you can be sure that you’ll see increased traffic 
to your site. If the individual of your choice is a public figure, then all the better.  

2. Gifts for Top Influencers  

Influencers have a lot of value to you and your brand, especially if those influencers have an audience 
that is relevant to your brand. Outreach campaigns can also be done through influencers, another form 
of a third party. To get an influencer to recognize your brand and perhaps reach out to you, you can 
always send a gift to the influencer. If the influencer likes the gift enough, they’ll likely share it on social 
media and you’ll gain more traffic to your site.  

3. Build Legitimate Relationships  

On a final note, great outreach is all about building legitimate relationships that will help further your 
brand by gaining traffic to your site. These relationships can be with influencers, bloggers, vlogggers, or 
even your own customer who loves your brand enough to write you a testimonial. From the comment 
you make a connection to the second your outreach campaign works, follow up with the individual and 
thank them for their efforts. Your recognition will go a long way and put your brand in an even more 
positive light.  

Resources: 

• Measuring the Outreach Campaign  

 

http://www.searchenginejournal.com/measuring-blogger-outreach-campaigns/66196/
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Chapter 2.2: Cross Promotion  
Try Cross Promotion  
Cross promoting your content is an effective solution for gaining traffic to your website. For those who 
aren’t aware of the strategy, cross promotion is an easy to implement process that requires you to use 
one social media profile to enhance the visibility of another. As a result, you’ll be able to wire traffic 
from social media website to your profile on another social media site. The advantage of this type of 
option is that it helps improve your social following, it exposes your brand to more people, and it also 
routes traffic to your website and blog, which is the end goal.  

Three Implementation Techniques for Cross Promotion  
1. Create an Advertisement in the Form of a Banner  

Banners are highly effective because they are easy to read, they get the point across, and they are a 
relatively cheap way to advertise. After you’ve created your banner, you can have individuals or your 
own social media profile promote the banner to followers on the social media platform. Under the 
banner, you can invite individuals to find you on other social media accounts. The invitation will not only 
be seen by those who are following you, but also those who are friends with your followers.  

2. Write on a Guest Blog 

Guest blogging is a big theme in marketing because it is one of the best ways to tap into leads and even 
traffic to your website. To cross promote using blogs, you should find a guest blogger who is interested 
in writing on your blog and who is also interested in you writing on theirs. You’ll be able to tap into their 
audience and revert their audience to blogs on your own website, thereby increasing your own traffic. 
The great thing about this approach is that you’ll also be able to return the favor and help out a fellow 
brand owner along the way.  

3. A Promotional Team  

A promotional team will promote your products or services and they will be effective at it because of 
the clout they have in their industry. The only thing you’ll need to do in return is to promote their own 
products or services to your audience. This way, both of you gain traffic to your websites through each 
other’s audience.  

Resources:  

• Cross Promotion Ideas to Boost Traffic 
• Four Ways to Drive Traffic with Cross Promotion   

 

 

http://www.marketlikeachick.com/7-cross-promotion-ideas-boost-traffic-sales/
https://www.linkedin.com/pulse/4-ways-drive-traffic-cross-promotion-ashley-stevens
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Chapter 2.3: Email Signatures 
Harness the Power of the E-Signature  
From the last chapter, you probably realized the power of your email signature. Your email signature not 
only has the ability to improve your lead generation, but it can also drive more traffic to your brand’s 
website. The more traffic, the more leads, and ultimately, the more business. To help harness the power 
of your email signature, below are a few tips to optimize your signature in order to drive traffic.  

Five Implementation Techniques for Email Signatures  
1. Add a Logo  

The first step to optimizing your email signature to drive traffic is to add a logo to your email signature. 
People respond better to pictures, especially those they can match a new to. Therefore, after you’ve 
added an image of your brand to your signature, make sure that the brand’s name is also apparent. This 
way, you’ll improve the chance that your potential traffic will visit the website promoted in your 
signature.  

2. Invite the Audience 

Another way to optimize your email signature to drive traffic is to invite the audience to your brand’s 
blog. For example, you can write “Check Out Our Post on X Ways to Generate Traffic to Your Site!” This 
email signature invitation is simple, to the point, its fun, and it offers value to the reader. With these 
attributes, you’ll have people clicking on the link and generating traffic to your site.  

3. Post a Video  

You can also be creative and post a short and fun video about your brand. The video should be attractive 
and interesting enough that it makes the viewer want to visit your website. If your brand isn’t good at 
making its own videos, it can certainly reach out to a third party to create the video content.  

4. Change the Signature Regularly 

In addition to the above strategies, you should change the signature one a week. Updating the signature 
will allow you to appeal to different audiences and it will also keep people interested in what your brand 
has to offer.  

5. Introduce New Products or Services 

New products and services are not always easy to promote, but if you want to do it via email signature, 
then it is completely possible. Simply write a brief note about the product or service and a link to what 
you’re offering that makes people want to click.  

Resources:  

• Drive Traffic to Your Blog 
• Top Tips for Email Signatures for Traffic 

http://wisestamp.com/goodies/articles/marketing/drive-traffic-to-your-blog-simply-by-using-your-email-signature/
http://blog.wishpond.com/post/66108935355/12-tips-how-to-use-email-to-drive-traffic-to-your
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Chapter 2.4: Content Syndication  
Content syndication is a promising method for generating traffic to your website. Most importantly 
though, it is also an option that can be free or paid, making it accessible to nearly every marketer who 
wants to try it. For those who aren’t aware, content syndication is where you post your content on a 
third party website. By posting your content to a third party, you are able to expose your brand to a new 
target audience, thereby promoting traffic to your website.  

Four Implementation Methods for Content Syndication  
1. Social Media Websites 

The first platform that you want to start at is social media. Social media websites are great because they 
allow you to publish your syndicated content free of charge, unless you want to pay for other 
promotional options. To ensure that social media drives traffic to your website, the content that you 
have posted needs to be shareable, relatable, and relevant to your potential target audience. To 
improve exposure, you can have your content showcased by social media sites like LinkedIn or you can 
also try linking your social media content to directories in the local area. If you really want to get fancy, 
you should also reach out to social media websites that are specific to your industry so you can 
syndicate your content there.  

2. The More Members the Better 

While you can syndicate your content on any social media site, it is most worthwhile to choose a social 
media site that has the most members. The larger the social community, the higher the chance you’ll 
see more traffic driven to your website.  

3. Social Media Buttons to Content  

In addition, you should also add social media buttons to your content. This makes the content easy to 
share and it also exposes your content to a larger audience than you initially planned. Because the 
purpose of content syndication is to drive traffic, you should do everything possible to reach that goal.  

4. Try Content Syndication Platforms  

If you’re unsure about the process of content syndication, then you can also try a content syndication 
platform that enhance your brand though an engagement plan. A few examples of content syndication 
platforms include Outbrain, Zemanta, ARC, and Taboola.  

Resources: 

• Boost Traffic with Content Syndication  
• More Content Syndication Tips  

 

 

https://www.quicksprout.com/the-complete-guide-to-building-your-blog-audience-chapter-8/
http://www.business2community.com/content-marketing/boost-traffic-content-syndication-strategies-0935705
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Chapter 2.5: Optimized Lead Magnets  
Above and Beyond with Lead Magnets 
Lead magnets drive traffic to your website but more importantly than that, they also go above and 
beyond and help you convert that traffic into qualified leads and end users. For those who are not 
aware, lead magnets are an incentive that drives a potential lead to visit your website and opt into your 
website by providing you with the name, email, and other information that you may need. While some 
people oppose lead magnets because they dislike the idea of offering incentives, lead magnets are 
nonetheless a great option.  

Implementing Optimized Lead Magnets  
1. A Worthwhile Magnet 

You can post your lead magnet anywhere – and you should. Post your lead magnet anywhere you can 
because the greater visibility, the more traffic you’ll drive to your website, and the more people you’ll 
see opting into your newsletters and email marketing campaign. The magnet can come in the form of a 
promotional offer such as a discount, a free video, a free e-book, or whatever else you think will attract 
your target audience.  

2. The Magnet Should Relate to Your Audience 

When deciding which magnet to use, you should ensure that the magnet that you’re using is something 
that your audience will be interested in. For example, if your target audience is individuals who are 
looking for legal help, your magnet can be a free and confidential legal consultation. On the other hand, 
if your product or service is about improving small business, you can offer a free webinar. Each of these 
types of magnets should be featured on a third party website and revert the reader to your own 
website, therefore increasing traffic. In addition, you can go one step further and offer the visitor to opt 
in to receive the free item.  

3. Never Offer What You Can’t Provide 

While you can offer a range of magnets to generate traffic, you should also keep in mind to never offer 
something that you can’t provide. Not only will it ruin the credibility of your business, but you can be 
sure that traffic to your website is going to plummet because of a negative review or an unhappy 
customer.  

Resources:  

• 9 Lead Magnets that are Bound to Work  

 

 

 

http://www.digitalmarketer.com/lead-magnet-ideas-funnel/
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Chapter 2.6: Expert Roundup   
Expect the Experts to Drive Traffic  
The most successful markets know exactly which types of campaigns are going to drive traffic and if you 
aren’t at the level where you need to be in terms of marketing, then this next chapter is going to provide 
you with a strategy that you must implement. Expert roundup is the process of gathering enough buzz 
for your brand through rounding up industry experts and having them post about your brand. This type 
of strategy works well when you have a new product you want to promote, when something big is 
happening with your brand, or if there is some other monumental change that you want people to hear 
about.  

Through expert roundups you’ll not only be able to promote what you need to promote, but you’ll also 
be able to drive a lot of traffic to your website because you have industry experts on your side.  

How to Implement Expert Roundup  
1. Keyword Driven  

The posts that your industry experts write need to be keyword driven, no doubt about it. With a 
keyword driven post, you can be sure that their posts and subsequently your website will get the 
visibility and traffic that you’re looking for. The keyword needs to not only be a few times in the post 
itself, but it should also be featured in the title.  

2. Make Sure the Experts Have Reach  

If you’re going to invest in a group of experts, then you better be sure that the experts you choose have 
a lot of reach in the target audience that you are eyeing. The greater their reach and influence, the 
higher the chance that you’ll gain a lot of traffic for your brand. In addition, the more experts you have 
helping you out, the better.  

3. Gain Experts Through Trust  

The best way that you can get an expert to write for your brand is to build a trusting relationship. 
Experts respond best to brand who are genuine, real, and that really want to help the consumer. To 
build trust, send a kind email, reach out, and even offer them the opportunity to try out your product 
for free.  

Resources:  

• How to Create an Expert Roundup Blog Post 
• How Effective is Expert Roundup at Driving Traffic   

 

 

 

http://relevance.com/how-to-create-an-expert-roundup-blog-post/
http://backlinko.com/white-hat-seo
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Chapter 2.7: Weekly Roundups  
Roundup on a Weekly Basis if an Expert Isn’t Possible  
If you aren’t able to invest in a team of experts to promote your brand on their blogs or vlogs in order to 
drive traffic, then an alternative option that is nearly as good is to create a weekly roundup. A weekly 
roundup hinges on the same concept as an expert roundup – you find a team of influential web 
personalities to promote your brand at the same time. In this case, you don’t need to use experts and 
you don’t need to have the team write about something significant going on at your brand. On the 
contrary, the posts can be a simple review of your brand and the people who write the review can be 
people who have community reach to your target audience.  

How to Implement Weekly Roundups to Drive Traffic 
1. Gathering Roundups 

Before you can implement your weekly roundup strategy, you need to know how to find roundups. To 
find roundups you can do a simple Google search. When doing the search, use the word “roundup” and 
a keyword that is relevant to your brand. This way, you’ll be able to see people who are already 
participating in roundups so that you can reach out to them.  

2. Build a Relationship  

To get people to write about your brand, you first need to build a relationship. These relationships need 
to be more than a simple request to participate in a roundup about your brand. The proper strategy is to 
send an initial email, follow up, offer a sample of your product or service, and all the while – you should 
be as real and genuine as possible. Believe it or not, internet personalities can easily detect when 
someone isn’t as honest and genuine as they present themselves to be.  

3. Participate in the Pitch  

Internet personalities that you choose for your roundup will appreciate nothing more than you 
participating in the content pitch. But at the same time, allow the internet personalities to get together 
and brainstorm how to approach your roundup post because at the end of the day, you’re getting a 
team of writers who know what their audiences like and what their audiences will support. By following 
these methods, you’ll be able to successfully drive traffic to your site.  

Resources:  

• The Ultimate Guide 
• 23 Strategies  
• Using Weekly roundups Efficiently   

 

 

http://www.selfmadebusinessman.com/2014/07/20/link-round-ups/
http://coschedule.com/blog/best-blog-posts-get-more-traffic/
http://www.searchenginepeople.com/blog/15063-creating-roundup-posts.html
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Chapter 2.8: Leverage Lists  
Use Your Lists to Your Advantage 
Your existing lists, whether on email, social media, or otherwise, contain individuals who are already 
supporters and subscribers to your brand. However, not everyone on your list is opted in and you can be 
certain that your lists are an amazing tool to gain traffic for your website. All you need to do is to learn 
how to promote your brand’s website using your existing lists.  

How to Implement List Leveraging 
1. Introduce Your Brand 

When you have individuals on your lists who are completely unfamiliar with your brand, you need to 
introduce your brand anew. This means that in your next social media post or in your next email 
campaign, you should create a post for those who are not familiar with your brand. Introduce your 
brand, explain what it has to offer, and kindly invite people to check on the link that leads to your 
website. To sweeten the deal and increase the chance that you’re driving traffic, you should offer a 
discount or a promo code for a first-time purchase.  

2. Interact with Potential  

Another option that you should try out is interacting with individuals who may be interested in your 
brand. This interaction should be with people who exist on your brand’s social media friend list or email 
list and who you would deem to be “inactive.” To spark interest in your brand and what it has to offer, 
reach out in a friendly manner and try to build a relationship. Chances are, you’ll get the results you’ll 
looking for through a response and improved traffic to your website.  

3. Add a Testimonial to Your Post  

In addition to the above options, you should add credibility to your brand by adding a third party 
testimonial to your message. With a testimonial, the people you reach out to will be more likely to react 
in a positive manner that helps you generate more traffic for your brand’s site.  

Resources:  

• Building Your List with Leveraged Traffic 

 

 

 

 

 

http://www.earlytorise.com/build-your-list-with-free-paid-and-leveraged-traffic/
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Chapter 2.9: Repurpose Content  
Old Content to Drive Traffic 
Your old content shouldn’t be neglected. Not only does it provide valuable information to the reader, 
but it was a project that your brand and content writing team invested their money and time in. Rather 
than allow old content to fall to the wayside, you can easily repurpose old content to drive traffic with 
the following tips.  

How to Implement Repurposed Content for Traffic  
1. Update the SEO  

Depending on when the post was written, you may not have had the opportunity to optimize the 
content with SEO tactics. Content that is not search engine friendly will not be as visible and since it isn’t 
as visible, it won’t drive traffic. Therefore, the first thing that you should do is to upgrade the content 
with SEO. Find keywords that are relevant to the content and your target audience and have a content 
writer naturally put them in. If you’re having trouble finding the right keywords, there are applications 
online that you can use.  

2. Improve the Image  

Content is a vast word that goes beyond what is written. To improve your old content in a manner that 
drives traffic, you should add images to your post. For example, one of the best places to get your 
images is from your Pinterest account. Use the same image as your brand’s Pinterest account and not 
only will you direct readers to your brand’s social media account, but viewers will also gain more of an 
interest in visiting your website, therefore driving traffic.  

3. Share the Post  

Another way to drive traffic from your old content is to share the content on social media. Share your 
content, invite people to share that content, and even feature that content in some guests posts in a 
few of your brand’s favorite blogs. The wider the audience, the greater the chance you’ll see significant 
amounts of traffic to your website. 

4. Add Links to New Posts 

Chances are, you have a new post that is relevant to your own content. To drive more traffic to your 
site, it is a highly effective strategy to add a link to new content. Readers will view your old content, new 
content, and visit your website due to their interest.  

Resources:  

• Five Effective Tips  

 

 

http://www.allbusiness.com/5-effective-ways-repurpose-old-content-new-traffic-18459-1.html
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Chapter 2.10: Top Lists  
Build a List to Drive Traffic  
The great thing about content is that it is versatile. You can write about anything and ensure that it is 
effective if you have the right strategies on your side. This specific chapter deals with a particular type of 
content – list content. List content is significant because nearly every audience enjoys reading lists. Lists 
are easy to read, they are to the point, and they provide something useful to the reader. If you’re going 
to use the list approach, below are a few strategies to ensure that your list drives traffic.  

How to Implement List Building to Drive Traffic – Four Methods  
1. Searchable Content  

First and foremost, your list isn’t going to be very good at driving traffic if it isn’t relevant to the reader. 
To guarantee that your list will get viewers, you should create a list that is searchable. This can be done 
by naming your post something that utilizes keywords that potential readers will write into a search 
engine.  

2. Send the Post to Different Industries  

This tip is one that requires you to find a range of industries that may be applicable to your brand and to 
send your list to those industries. By appealing to a range of industries, you’ll appeal to more viewers 
and improve the visibility of your list and subsequently, your brand. If your list isn’t relevant to the 
industry, but you still feel that the target market will be interested, then write up a new list for that 
industry and send if forth.  

3. A Team to Write Lists 

If you’re going to use lists, you need a lot of them. The more lists you have for different industries, the 
greater the visibility and traffic to your website. At this stage, you should put together a competent 
team of writers to get your writing done. With an effective and reliable team on your side, you’ll be able 
to send out as many lists as you need to drive traffic.  

4. Create a Series 

If you want to be super creative with your lists and therefore even more effective, you can create a 
series of lists. For example, create a general theme and write a number of lists about that theme. With 
that type of approach, you’ll have new readers every time and more traffic to your website.  
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Chapter 2.11: Subreddit  
Tap into the Reddit Community 
Any marketing professional can easily realize the influence and mass audience that Reddit has. But what 
most marketing professionals do with this information is a different story. Rather than be inactive 
regarding information, you can be active by using it to your advantage. If you want a slice of Reddits 
massive user base, then start by driving traffic from Reddit to your website.  

Implementing Redding – Four Tips 
1. Reddit for the Inexperienced  

Fair enough – not everyone is familiar with Reddit and for those who are, there may be some 
components that need clarification. Reddit is one of the largest and most popular social sharing 
platforms on the web. Those who utilize Reddit participate in nearly any topic that one can imagine. For 
example, you can find Subreddits on information such as frugality, automobiles, relationships, 
electronics, real estate, and more. Chances are, your own brand can fit easily it a particular Subreddit, 
and once you find which one most appeals to you, you should take advantage of it. The most popular 
posts on Reddit gain up-votes, while the least popular posts are downgraded through down-votes.  

2. Talk to Your Audience 

Your audience on Reddit is a bit different than the average social media audience. Reddit users are 
skeptics, they love participating, and they are always skeptical about the truthfulness of what one has to 
say. Therefore, the first step to diverting traffic to your website is to get to know your prospects by 
conversing with them, commenting, and advising them. Your reputation on Reddit is the first thing that 
you should be concerned about because once you are able to build a good one, you’ll gain up-votes 
more frequently and subsequently more exposure for your brand.  

3. Submit Your Link to Reddit  

Creating a Reddit account is simple. After you create your Reddit account, you can submit a new link and 
create your own Subreddit. When creating your Subreddit, make sure that the information is appealing 
enough that people are going to want to up-vote it.  

4. Always Be Active  

Lastly, after you’ve created your Subreddit and you have an audience – participate. Your participation is 
what will push traffic to your site.  

Resources:  

• The Reddit guide to Drive Traffic 
• Master Guide to Reddit 

 

http://www.searchenginejournal.com/the-reddit-guide-to-massive-traffic/42368/
https://blog.kissmetrics.com/reddit-marketing-guide/
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Chapter 2.12: Quora  
Questions for Traffic 
Quora operates somewhat similarly to Reddit. The purpose of Quora is to bring the online community 
together in a platform that allows people to answer each other’s questions. For example, you’ll find 
questions about certain brands, about marketing, social media, and much more. Quora’s vast audience 
and its active community make it a prime place to promote your brand so that you can drive traffic to 
your website.  

Implementing Quora to Drive Traffic – Four Methods 
1. Participate by Commenting  

While it will take a bit of research on your end to determine which questions are suitable for a reply that 
encompasses your brand, the effort is wholly worth it. When using Quora, scour the site for questions 
that relate to your brand or that you can answer by using your brand. Once you find these questions, 
answer them and post a link that extends to one of your blog posts. For instance, you can answer and 
write that your blog post has more information about the particular topic. With this strategy, you’re 
bound to get more attention.  

2. Answer Popular Questions  

The great thing about Quora is that you can see how many views each question gets. By paying 
attention to the questions with the most views, you can single those out and answer those questions 
using your own web content. This strategy helps you tap into a larger and more varied audience. Keep in 
mind to also ensure that the question you’re answering is recent or one that has over 1,000 views.  

3. Don’t Be Overly Promotional  

One of the greatest downfalls that a brand can have on Reddit is losing the respect of the community 
through being overly promotional. Your brand will get quality responses if you’re honest about your 
answers and you’re fully engaged in helping people out. The traffic and promotion will follow through 
your genuine efforts.  

4. Track Traffic  

If you’re interested, you can track how much traffic Quora is generating though a program known as 
Wishpond. Once you have the program downloaded, find Quora in the Acquisition tab. After clicking on 
it, you’ll be reverted to posts that feature your website or brand on Quora. Through the program, 
Google Analytics will show how many page views and the duration of the views for each post. For a step 
further, the program will also break down how many of those views led to movement through the sales 
funnel such as sign up and upgrades.  

Resources:  

• How to Answer Quora Questions for Traffic  

http://blog.wishpond.com/post/115675435946/how-we-answer-quora-questions-to-drive-traffic-to-our-blogwebsite
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Chapter 2.13: Host a Forum  
Put Your Hosting Skills to the Test 
Another way to boost traffic to your website is to host a forum. Hosting a forum is a wonderful option 
because it allows your brand to build a relationship between it and its current and potential customers. 
More importantly, you’ll be able to drive a lot of traffic to your website through hosting a forum. The 
great thing about hosting a forum is that it is a relatively simple option, it just requires a bit of effort on 
your behalf.  

How to Implement Forum Hosting for Traffic 
1. Creating a Forum  

Creating a forum starts with finding the right online venue. The most common approach is to find a free 
hosting site that will allow you to host the forum. The other two options are to use a host site and buy a 
personal domain or to use your brand’s website for the forum. If you decide to undertake the last 
option, you’ll need to make sure that you’re putting much more effort into promotion so that you get a 
high amount of traffic to the site. On the other hand, hosting on a hosting site through a third party 
makes it less obvious that you’re looking to drive traffic.  

2. Find Participants  

The success of a forum is based upon its participants. For the greatest success, you should reach out to 
industry experts and big names in your industry. By finding the right people and picking an engaging 
topic, you’ll be able to get the buzz that you need for your forum to do well. The worst thing that can 
happen is a forum that starts of promising ends up empty because many people leave. Avoid this 
problem by investing in the right professionals. In addition, you’ll need to make decisions regarding 
forum moderation, membership, and traffic diversion.  

3. Get People’s Attention  

Hosting a forum can be a big job simply because you’ll need to get people’s attention so that you have 
an audience that you can divert to your website. To gain viewership for your forum, make sure that the 
page has a strong title, your headlines are creative, and that there is an “about us” page attached. After 
you’ve added all of the important components and have made all of the significant decisions, you can 
also add an opt-in option or links that will gather viewers to your brand’s site.  

Resources:  

• How to Use a Forum to Drive Traffic 
• Using Forums to Drive Traffic  

 

 

http://www.quicksprout.com/university/how-to-build-traffic-through-forums/
http://www.problogger.net/archives/2008/10/20/how-to-use-forums-to-drive-hundreds-of-thousand-of-readers-to-your-blog/
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Chapter 2.14: Specific Proof for Claims  
Promote the Truth for Traffic  
One of the worst things that you can do to turn away traffic and prevent movement through your sales 
funnel is to not provide specific proof for the claims that you make about your brand. Many brands out 
there boast about what they can do, but they fail to back up their claims with statistics, testimonials, or 
any other data that exemplifies how exemplary they are. Don’t make the same mistake when it comes 
to your brand. If you want to drive traffic, then show your potential buyers that your brand is legitimate 
and that it has credibility. Showing statistics also creates a basis that trust is built up, which is one of the 
most important factors when driving traffic to your site.  

Implementing Specific Proof for Claims to Drive Traffic 
1. Use Statistics  

It’s understandable – statistics are difficult to gather and it also takes a lot of time and investment to do 
so. To gain statistics about your product, you’ll need to send out surveys, get responses, and do product 
comparisons. However, if you are able to fulfill this step and get some useful statistics about your brand 
and how successful it is, you’ll be able to promote your brand in a concrete way. As a result, those who 
see the statistics that you present will be more likely to visit your website, thereby improving traffic and 
subsequently – sales.  

2. Refer to the Facts 

Another step that you can take is to refer to the facts when promoting your brand. For example, if your 
brand is a product for females, show facts that customers prefer your brand over other brands. You can 
gather these types of statistics by requesting testimonials from your customer base. When using facts, 
those that are financially based are also useful. For example, you can find a fact that shows that your 
brand is more economical than its counterparts. This fact can be found by doing a cost analysis of your 
product or service compared to other products or services in the same industry.  
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Chapter 2.15: Utilize and Address Blog Comments  
Comment for More Traffic 
Blogs have been discussed significantly in various sections of this book only because they are a truly 
useful tool for your marketing efforts. Not only are blogs effective tools for lead generation, but they are 
also a useful way to drive traffic to your website. For the purpose of driving traffic, you can use blogs in 
various ways. In this section though, you’ll understand how you can use a blog’s comments to your 
advantage.  

How to Implement Blog Comments to Drive Traffic 
1. Familiarize Yourself with the Format of a Blog Comment 

To improve the speed of your blog comment strategy, you should familiarize yourself with the format of 
blog comments. For nearly every comment format, you’ll need to enter certain information such as the 
name of your brand, your email address, the link of your blog, and then you’ll have a section where 
you’ll need to add your comment. After you understand how the format works, you can easily post 
multiple blog comments quickly to gain more traffic to your site.  

2. A Valuable Comment 

Blog commenting strategy is about adding value to the conversation. Individuals or brands who add 
values to blogs through comments are able to gain attention, thereby improving traffic to their website. 
Your additional value can come in the form of a positive opinion, knowledge in your industry, or 
background in anything that may be useful. When commenting on blogs, the one step never to take is to 
write a two worded comment that offers nothing to the reader. By doing that, you’ve wasted your time 
and you’ve done nothing to increase traffic to your site.  

3. Comment Frequently and in as Many Places as Possible  

Another strategy that you should implement is to comment frequently and on as many blogs as possible. 
By commenting on a frequent basis, you can become a known member in the community or industry 
and have your views respected. Those who have respected views gain more visibility for their site and 
the brand that they are trying to promote. 

4. Reply to Commenters  

Lastly, after you’ve posted a number of blog comments and links that revert back to your own blog, 
you’ll notice some people commenting. At this stage, don’t forget to reply in a timely manner. Those 
who comment have shown interest in what you have to say and you can expect that they’ll check out 
your brand’s page if you also respect what they have to say.  

Resources:  

• Blog Comments for Traffic 
• How to Generate Traffic with Blog Comments   

https://www.quicksprout.com/university/how-to-drive-targeted-traffic-with-blog-commenting/
http://www.thinktraffic.co.uk/blog-commenting-to-generate-traffic
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Chapter 2.16: Talk About the Product, Not the Brand 
Put Your Product in the Spotlight to Drive Traffic 
This traffic generating tactic has a lot of promise, especially if you have a new product or service that 
you are looking to promote. Many marketing professionals have a tendency to focus on the brand too 
much when there is a set of products that also need just as much promotion. For this strategy, you can 
easily drive traffic to your website by putting the spotlight on a product that your brand is trying to 
promote.  

How to Use Product and Not the Brand to Drive Traffic – Implementation Methods 
1. Promote Your Product on Social Media 

Instead of creating a page for your brand and focusing on that one page, you should also consider 
making a page for your product or a line of products that you are looking to promote. Chances are, 
people recognize your brand not because of the brand name and logo, but because of certain products 
or services that it offers. Therefore, with a product page, you can promote traffic to your site by gaining 
interesting on a product. When managing your page, participate frequently, comment, answer 
questions, and ask people to share what they like about the product the most. Through this approach, 
you’ll be able to generate more traffic to your site and a higher level of brand recognition.  

2. Send Out Samples  

Another way to use your product to increase traffic to your website is to send out samples for those 
who visit your website and leave a comment on a blog about your product. Not only is this option great 
because it increases traffic to your website, but it also allows potential leads to try out the product and 
enjoy what you have to offer. You’ll also become known as a brand that people will like to buy from 
because you actually want your potential buyers to enjoy your products.  

3. Promote a Blog About Your Product 

In addition to the options above, you can use a blog post to promote your product. As with all blog 
posts, you should optimize the blog with keywords that are relevant to the product and what users are 
searching. By choosing the right keywords, you can improve visibility for your brand by gaining traffic for 
your brand’s website.  
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Chapter 2.17: Search Engine Optimization  
Gain Traffic with Search Engine Optimization  
Like social media, search engine optimization is a big theme in marketing. Search engine optimization 
has the potential to not only help you gain leads, but it is also an effective way to generate traffic to 
your website. The only thing you need to worry about is using the right SEO tactics that get you the 
traffic that you’re looking for.  

Implementing SEO for Traffic  
1. Use the Right Long-Tail Keywords  

If you aren’t familiar with how to find keywords and if you are having trouble coming up with keywords 
that are frequently searched and relate to your brand, then you can always use online applications to 
get the job done for you. For highly effective search engine optimization that builds traffic, you should 
utilize long tail keywords, which are phrases that are searched and not just words. Factors to look at 
when searching long tail keywords are the volume and competition for the keyword. Once you find the 
right keywords, add them to your content, your descriptions, and social media posts.  

2. A Flat Site Architecture  

Users and search engines do not want to view a site that is difficult to maneuver through. To optimize 
your page for search engines, you need to make sure that your most important webpages are within 
three clicks of the homepage. The best way to verify that you’re meeting this standard is to look at your 
URL. There should be no more than three strings within the URL.  

3. Quick Loading  

Search engines take a lot into account when it comes to your website. One factor that is frequently 
overlooked is the loading time of your webpage. For effective search engine optimization, make sure 
that all your webpages upload speedily and what those who click on links are able to reach the next 
page without delay.  

Resources:  

• SEO Tips for Traffic 
• SEO Techniques that You can Use now  

 

 

 

 

 

http://codelessinteractive.com/seo-tutorial/
http://backlinko.com/seo-techniques
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Chapter 2.18: Use Alternative Products (Kindle e-Book, Apps, 
Smartphone Apps) 
Traditional methods are wonderful ways to drive traffic, but sometimes you want to implement a 
strategy that is more creative, different, and varied from what your competitors are doing. While there 
aren’t many alternative methods to driving traffic, those that do exist are effective. The only catch is 
that it may take more time to develop them, but as long as you keep your eye on the advantages, you’ll 
be able to reap the rewards.  

Implementing Alternative Options for Traffic 
1. An E-Book  

A free e-book is one of the first alternative options that you can implement to drive traffic to your 
website. Before you start posting your e-book on various sites, you need to strategize so that you’re 
getting the advantage of improved traffic. To use your e-book to drive traffic, promote the book to an 
audience and revert that audience to the website if they want to download the e-book. Promotions can 
be done through social media like Facebook, Pinterest, and Twitter. For an added advantage, you should 
also get influencers to promote your product. By specialty promotions, you’ll see improved traffic to 
your sit.  

2. Mobile Applications  

Another option is to develop a mobile application. Mobile application development, much like an e-
book, can take time and some investment, but if you do it right, you’ll be able to see a strong return 
through improved traffic. For the most success with your mobile application, make sure that you 
promote the application and that the application is something that users are going to enjoy. To avert 
downloaders to your website, simply require that those who want to use the application enter a specific 
code that they generate on your website. This way, you’ll get guaranteed traffic.  

3. Online Content  

Lastly, you can also drive traffic to your website by providing users with online content that they can 
share. This online content can include interesting GIFs with facts, pictures, and funny images that make 
it shareable. The more shareable the content is, the more views you are going to get for your webpage.  
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Chapter 2.19: Video Marketing 
Record Your Way to More Traffic  
Video marketing is a form of marketing that is enjoyable for most marketing professionals. With video 
marketing, all that is involved is coming up with a clever and interesting video that viewers are going to 
enjoy. Overall, it’s an easy task and with the right steps, you’ll be able to take your new brand marketing 
video to drive traffic to your brand’s website.  

Implementing Video Marketing  
1. Videos About Your Product 

You can create many different types of videos to drive traffic, but one of the most effective are product 
videos. Product videos that are well made are able to inspire the viewer to check out the brand’s page to 
learn more about the product. In addition, the product videos can be posted anywhere online, making it 
easily shareable and noticeable. When creating your product video, don’t forget to explain how your 
product solves a problem and makes life easier for the user. By achieving this, you’ll be able to generate 
more leads.  

2. A How-To Video  

Another type of video that you can create to drive traffic is a how to video. This type of video works best 
when its presented by someone who is actually using your product. For example, if your brand sells t-
shirts, you can have a user create a video about how to wear the shirts best or what the shirts look best 
with. Another example is if your brand sells a cooking product. You can have users create videos about 
how they used your product in the most innovative way for a meal. Through this type of video, you’ll be 
able to drive traffic to your site and promote the products that you’re selling.  

3. Customer Testimonial Videos  

Customer testimonial videos are similar to the video option above, except that they require the video 
subject to explain why the product is worth investing in. By promoting this type of video, you’ll get other 
potential users interested in the product, thereby increasing your website traffic. Just don’t forget to 
add a URL at the bottom of the video or within the video so the viewer knows where to go.  

References:  

• Ways to Use Video Marketing to Drive Traffic and Conversions 
• Top Video Marketing Tips  

 

 

 

 

http://www.socialmediaexaminer.com/use-video-to-drive-traffic-and-conversions/
http://www.autopilotyourbusiness.com/video-marketing-tips-to-drive-traffic-to-your-website/
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Chapter 2.20: Swaps  
Swap Your Traffic Resources with Others  
Traffic swaps aren’t a widely used traffic generating strategy, but that doesn’t mean that they aren’t 
effective. A traffic swap is when you exchange your traffic and advertising generating resources with 
those that belong to other people. With this option, you’ll be able to improve your visibility and reach 
out to an audience that may be interested in your brand. Most importantly, you’ll get to improve your 
website’s traffic. Below are a few things you can swap for effective traffic generation.  

Four Implementation Techniques to Swaps 
1. Swap Content  

If there is a particular blog that you enjoy reading and that is relevant to your brand, then you should 
take advantage of the blog and ask the owner to swap content with you. Swapping content means that 
you exchange posts and feature the post on each other’s blog. When doing this option, don’t forget to 
add your brand’s website right below the name of the author so that readers can reach out. For even 
better results, add some links within the post that avert the reader to your website’s blogs so that you 
get more exposure.  

2. Ad Swaps 

This is one of the most interesting options. An ad swap is when you exchange an advertisement with 
another brand. Each brand features the other’s advertisement in their brand’s next newsletter. As a 
result, you’ll be able to expose your advertisement another brand’s email list, this gaining access to a 
new audience that can click on the link to reach your brand’s webpage. When doing this option, just 
make sure that you’re swapping ads with a credible and well-liked brand. Otherwise, you risk mingling 
your reputation with a brand that can ruin you.  

3. Swap Tweets 

The final option is to do a tweet swap. A tweep swap is when you tweet about one brand and in 
exchange, your brand tweets about them. The tweet can be about anything related to the brand – for 
example, a product, service, feature, or even positive news.  

Resources:  

• How Ad Swaps Increase Traffic 

 

 

 

 

http://www.initiatedemand.com/increase-website-traffic/88-how-ad-swaps-can-be-effective-and-increase-your-traffic
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Chapter 2.21: Host or Write a Guest Blog  
Blog the Path for More Traffic – Additional Tips  
Blogs are a highly effective resource to help push traffic to your website. When using blogs, there are a 
number of tips that you can follow to ensure that your blog work leads to the level of traffic that you’re 
looking for.  

Implementing Host or Guest Blogs for Traffic 
1. The Golden Rules of Guest Blogging  

To get increased traffic from guest blogs, you need to make sure that you’re following the golden rules 
of guest blogging. By following these rules, you’ll ensure that the other bloggers will return the same 
kindness to your own. When writing a guest post on another’s blog promoting another brand, just as the 
blog owner would do for their own post on your blog, don’t forget to link to the post, promote the post 
on twitter, and share it through other social media channels that may be relevant. By taking these 
actions, you’ll get the same gratitude in return from the other blogger when they write a guest post on 
your blog.  

2. Offer Viewers to Subscribe 

Another way to increase traffic to your website and to gain leads is to offer blog readers the opportunity 
to subscribe at the end of the post. If they like the writing enough and if they enjoy what you have to 
offer, people will check out your brand’s website and subscribe to your brand. To improve the chance 
that you’ll gain that subscription, you can also offer advantages such as a discount off a first-time 
purchase.  

3. A Slide Share Post 

Slide share was mentioned earlier, but it wasn’t mentioned for the purpose of blogging. Instead of 
simply using slide share to present data and information about your brand, you can also utilize it in blog 
posts that you’ll feature on other blogs and websites. The slide share portion helps increase the chance 
that traffic will course to your website due to the concrete and useful data and information that it will 
offer readers. Remember – the more solid your posts are, the more traffic you’ll generate due to trust, 
credibility, and believability.   

Resources:  

• The Ultimate Guide to Guest Blogs and Traffic 
• How Guest Posting Grows your Audience  

 

 

 

https://blog.kissmetrics.com/guide-to-guest-blogging/
http://goinswriter.com/guest-posting/
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Chapter 2.22: Quality Backlinks  
Hyperlink the Path for Traffic  
Backlinks are a prime tool that you should be using to increase traffic to your brand’s website. A backlink 
is an incoming hyperlink that connects one page to a second page. In this case, the backlink will go from 
one main page to your website. Websites that utilize many backlinks have the potential to generate 
much more traffic than those which don’t have many backlinks. Therefore, when using backlinks, always 
find credible and legitimate sites for your links.  

Implementing Quality Backlinks  
1. Understand How Backlinks are Evaluated 

The better your backlink, the more of a chance you’ll gain the traffic that you’re looking for. The first 
characteristic of a quality backlink is a relevant source. Relevant sources are websites that are quality, 
that are visible on search engines, and where the featured content is written or designed well and is 
connected to the overall theme of the website. Another characteristic that you should be looking at is 
the trust factor. Backlinks also work best on websites that are trusted sources. The fewer seed sites it 
takes to get away from the original site, the more trustworthy the website is, which also means that the 
links are quality links. Lastly, the backlink needs to be on a website that generates a lot of traffic. The 
more traffic the website has, the more traffic your backlink is going to generate.  

2. Use Authority Websites 

When adding backlinks, you should also take care to use authority websites that work in the same 
industry that your brand is in. By posting backlinks on authority sites, you’ll find that your brand’s 
website will be ranked at the same bracket as the high quality authority site. Therefore, when it comes 
to backlinks, choosing the right site is of upmost importance.  

3. Put Backlinks in the Right Places 

The final strategy to use when implementing backlinks is to put the links in the right places. For example, 
many marketing professionals have seen success from backlinks featured in industry forums, Reddit, 
Quora, and other popular websites. You can also feature backlinks in round up posts for extra traffic 
generation.  

Resources:  

• Backlinks for Boosting Traffic 

 

 

 

 

http://www.entrepreneur.com/article/223157
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Chapter 2.23 Intermediaries  
The Top Channels to Use for Traffic Generation  
Out of the many traffic generation outlets that you have at your disposal, there are a select few that are 
the top choice among marketing professionals – and rightly so. Certain traffic generation outlets have 
more potential than others and in addition, they may be easier to implement. A few of the most popular 
traffic generation channels that you should be certain to use in your next traffic generation campaign 
are:  

How to Implement Intermediaries  
1. Pay Per Click  

If you own an e-commerce website, then pay per click is the surest way to generate traffic. With a pay 
per click campaign, you’ll be able to divert web browsers to your website for a relatively low cost. In 
addition, a pay per click campaign is very easy to implement, there are many companies willing to do the 
job, and you’ll also get the results that you expect for the level of your investment.  

2. Marketing Unique Content 

A second channel that you should implement is unique content marketing. Web browsers have become 
increasingly picky about the type of content they read. In nearly all cases, readers or viewers want 
content that is engaging, well written, and relevant to their search. Therefore, to promote readership 
and subsequently traffic to your website, you should create excellent and diverse content and promote 
It throughout the web.  

3. Active Engagement  

Traditional marketing tactics are still highly relevant in today’s technological society. The oldest and 
most proven method is marketing in the form of active engagement. Active engagement can occur in 
person, on the web, through events, or even through email lists. When you implement active 
engagement, you are able to promote your brand and increase the chance that interested users will visit 
your website.  

4. YouTube 

If you have a blog but still don’t have a brand YouTube page, then it is time to create one. YouTube is 
also an ideal way to generate traffic to your website. Remember, the more successful your YouTube 
page, the more traffic you’ll see on your website. Also, don’t forget to add a link on the YouTube 
account to your blog or brand webpage.  
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Chapter 2.24: White Labeling 
Marketing Your Brand Under a Different Brand Name  
While labeling isn’t widely used, simply because it doesn’t apply to every type of brand. The brands that 
will find this option most useful are travel, retail, and gambling. Therefore, if you fall into one of these 
categories, then you may want to pay attention to a few strategies that you can implement through 
white labeling in order to generate traffic to your website.  

What is White Labeling?  
White labeling is the process of selling your product under a different domain name. In some cases, you 
can also use an alternative company or brand name, but this would defeat the purpose of generating 
traffic. Those who use white labeling as a strategy are able to improve keyword overage and they also 
are able to become more competitive in their industry because of the traffic and leads generated 
through the second domain name. The traffic is best generated through local listings for each site.  

Two Ways to Implement White Labeling:  
1. Link Back to the Main Site  

The key to generating traffic through white labeling is to direct all traffic from your new domains to your 
main website in an inconspicuous manner. For example, you can create blogs on your new websites, 
write product descriptions, post reviews, or simply create websites that promote the main brand and 
the brand’s homepage.  

2. Understand the Advantages and Disadvantages Before You Go Ahead  

If you do decide to adopt white labeling as a strategy, you can feel confident that you’re gaining many 
advantages in addition to driving traffic to your main website. For example, you’ll be able to improve 
your bottom line and you’ll also be able to generate more leads overall. The only disadvantage of white 
labeling is that it can take a lot of time and energy to implement and if you’re a brand that is looking for 
some quick results, then white labeling is simply not an option for you.  
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Chapter 2.25: Affiliates  
Affiliate Marketing for More Traffic 
As a marketing professional, there are a few terms that you should be familiar with and one of them is 
affiliate marketing. Affiliate marketing has grown in the past few years and its use has become a given 
among many brands. However, while may brands may use affiliate marketing for a number of reasons, 
very use it to drive traffic to their websites – which means that they’re missing out on some great 
potential.  

Implementing Affiliate Marketing – Three Methods  
1. Understand Your Target Audience  

Affiliate marketing is useless if you aren’t able to determine who your audience is. By understanding 
your audience and targeting them closely, you’ll be able to use affiliate topics and links that are relevant 
to your potential consumer. In addition, you’ll also be able to pinpoint which sites you’ll want your 
affiliate links to be featured on. Keep in mind that because your affiliate links will be driving traffic to 
your website, you’ll also want to make sure that your website is constantly updated and that it features 
quality content. Otherwise, while you may drive traffic, you won’t be able to push users through the 
sales funnel.  

2. Decide What to Advertise 

When implementing affiliate marketing, aside from determining who your audience is, you also should 
choose what you want to advertise. By advertising the right brand products or services, you’ll be able 
attract more users to your website, thereby gaining more leads. A useful tip for advertising is to pick 
products that are already popular. This strategy is useful because if your product already has a strong 
customer base, it does so because it’s a good product. Since it’s a popular product, then it will be more 
likely to generate traffic for your website. 

3. Pick Your Publishers 

After you determine who your target audience is and what you want to advertise, you should also 
choose the right publisher. With the right publisher on your side, you can expect to get consistent and 
quality traffic to your site. If you like a certain publisher, don’t hesitate to build an ongoing business 
relationship with them.  

Resources:  

• Five Easy Tips 
• Affiliate Marketing for Social Media  

 

 

http://marketingstrategyhq.com/affiliate-marketing-with-social-media/
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Chapter 2.26: Text Ads 
Text Ads for the Right Content 
While a number of individuals will skip in-text ads, there are still some who will click on the ads and find 
themselves on some brand’s website. As a marketing professional, you can take the moment to browse 
the web and eventually, you’ll notice how many other brands utilize in text ads to drive traffic to their 
websites. If you haven’t tapped into this type of traffic generation strategy, it is time to do so now.  

Four Implementation Methods for Text Ads 
1. More Clicks 

One of the main advantages and purposes of in text ads are is to get more clicks to generate traffic to 
your website. To improve the chance that you’ll get more clicks, the best thing you can do is to make 
sure that the content that revolves around the ad is quality and keyword rich content that will do well in 
Google’s search analytics. By creating quality content for your ads, you can feel confident that the 
content itself will generate traffic, which ultimately means more clicks.  

2. Relevant to the Content 

The word “relevance” is a major theme in marketing, and rightly so. No matter what marketing strategy 
you undertake, you should make sure that the content you are producing is relevant to your brand. 
Therefore, when it comes to in text ads, make sure that the ads are ultimately relevant to your brand 
because when someone clicks on it, they are going to except to see what the advertisement represented 
to them.  

3. Try Decluttering the Content 

To make in text ads more effective, you should work on the content and position it in a manner that 
does not make it look cluttered. Content that is cluttered can be a negative for in text ads because 
readers will be turned away, thereby decreasing the chance that your in text ads are going to be 
effective.  

4. Creative Ads 

Finally, when using in text ads, you should ensure that the ads are creative, interesting, and that they 
represent your brand well. By using appealing ads, you’ll be able to inspire potential traffic to click on 
the ads and once they do, they’ll be redirected to your brand’s website where the lead generation 
begins.  

Resources:  

• Best Practices to Generate Traffic 
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Chapter 2.27: Testimony  
Product and Brand Testimony Drives Traffic 
When it comes to marketing, consumers are likely to check out brands that they are likely able to rely 
and trust. Building a base of trust is challenging for most brands because most marketing professionals 
don’t know where to start. But, once you get the ball rolling on improving how potential customers feel 
about your brand, you’ll be able to improve your brand’s site traffic, therefore generating more leads 
and ultimately, product sales. A resource that many marketing professionals usually tap into to drive 
traffic through building trust us brand or product testimony.  

How to Implement Testimony to Drive Traffic  
1. Actual Testimony Works Best 

Sure, you can generate testimony by writing your own testimony and posting it on social media, your 
brand’s website, guest blogs, and a range of other traffic driving outlets. However, this strategy is 
ultimately ineffective because consumers are able to differentiate between what someone would 
genuinely say and what brand managers say. Rather than risk alienating your target audience, the best 
thing to do is to get real and solid testimony from your existing customers. Obviously, you want to 
choose customers who have been in business with you for a long time. Before posting their testimonies 
though, always ask their permission – preferably written.  

2. Use Pictures  

To legitimize testimonials that you post about your brand, you can also request from those who use 
your product to take a picture of them using the product and benefiting from it. For example, some 
motorcycle helmet brand was able to run a campaign where they invited customers to post pictures of 
how they decorated their helmet and what they liked about the helmet the most. This not only drove 
traffic to the main website, but it also created buzz on social media.  

3. Add Videos 

If you really want to drive the point home, then you can run a campaign where you have current 
customers create videos, post it to social media, and attach your website’s URL. This is a highly effective 
strategy for generating leads from social media audiences. Keep in mind though that you’ll need to 
incentivize current customers to post videos. A good suggestion is providing them with a chance to win 
something from a product sweepstakes or lottery.  

Resources:  

• How to Get Great Testimonials  

 

 

https://www.quicksprout.com/2015/06/05/how-to-receive-great-testimonials/
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Chapter 2.28: Column Contribution  
Contribute on a Popular Column for Website Traffic 
If your brand has professionals who are experts in their field and who have something to offer the 
industry that your brand is in, then you may want to recruit their mind power to increase your website’s 
traffic and the popularity of your brand. The proposition is simple – ask them to be a member of a 
column on a popular website, news source, or even a magazine.  

How to Implement Column Contribution  
1. Targeted Traffic 

The main advantage of this opportunity is that it allows you to drive targeted traffic to your website. The 
reason behind this is that by posting on a certain new source, you already are aware of the audience 
that uses that new source. In the case of your brand, the most effective results show through choosing a 
website that is favored among your target market. For example, if own a technology brand, you’ll be 
able to gain traffic to your website by hosting a column or contributing on a technology website or news 
magazine.  

2. Write Well  

When undertaking this approach, one of the most important things that you need to focus on is writing 
well. By writing in a high quality manner, you’ll be able to not only attract an audience, but you’ll also be 
able to ensure that they’ll check out your website and what you have to offer. Writing well is not only 
writing coherent and grammatically correct sentences, it is also offering a unique and interesting 
opinion that has something to offer readers. If your writer needs to be controversial in order to be 
correct, then take that strategy. At least you’ll get the attention that you’re aiming for by seeing more 
traffic on your website.  

3. Track Results  

Another tip to help your strategy is to track results. By tracking which columns are gaining more traffic, 
you can either put more effort into your other columns or move your focus on one column that is 
generating a lot of traffic. Either way, you’ll also be able to see whether the column approach is working 
and whether you want to continue investing in it. For most marketing professionals though, this 
approach works very well.  
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Chapter 2.29: Check Out the Competition  
Look at What Your Competitors are Doing 
Checking out your competition does not mean copying its ideas. What it does mean though is taking a 
look at what your competitors are doing to generate traffic to their own website. For example, see 
which topics they are using to reach traffic, where they are posting, and what they are posting about. 
Once you are able to pinpoint this type of information from a few of your competitors, you’ll be able to 
try to enact a similar strategy to get more traffic to your website.  

The Most Promising Approaches  
The first place to look at when assessing the competition is social media. Social media sites will enable 
you to see what types of groups your competitors are creating, what they are posting on those social 
media sites to divert traffic to their website, and how users are responding to their social media 
campaigns. If you see something particularly appealing, then don’t hesitate to adopt something similar. 
But again, under no means should you copy a strategy. That not only is obvious to your audience, but it 
can cause you to lose out on vital traffic.  

1. The Most Negative Options  

While you’ll certainly be able to determine which approaches do work well, you should also be able to 
see which ones work quite poorly. For example, if you don’t see many responses to a certain traffic 
generating effort, then that signals to your brand that such an effort on your behalf wastes time, 
resources, and energy. At the end of the day, you’ll always want to stick with what works best and to 
distance yourself from those options that pose less promising results.  

2. Tweak Approaches  

If you find a particular approach that your competition is using to generate traffic, then the best thing 
you can do to use the same approach on your marketing efforts is to tweak that approach to suit your 
brand. You can also change the response in a manner that you think will create even more traffic, 
thereby one-upping your competition.  
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Chapter 2.30: Create a Community  
Traffic is in the Community  
Much of the traffic that reaches your website will find its roots from those who see your brand as a 
member of their community and therefore, one that is worth looking at. The reason that the community 
building approach is so effective is that potential customers are highly responsive to brands that they 
can relate to and trust. By being a member of a community, you’ll be able to build the necessary trust to 
not only generate traffic to your website, but to take your potential customer to a lead and eventually a 
buyer.  

How to Implement a Community for Traffic 
1. A Product Based Community  

You see product based communities that apply to many different brand, but the most recognizable 
product based community is the one that revolves around weight loss products. If your brand is a weight 
loss product, then you should consider joining online forums, websites, and social media pages that 
focus on fitness and weight loss. By joining this type of community, you can become a member of the 
community, get to know your buyer, and then promote your product in a way that will help drive traffic 
to your website. Keep in mind that this approach takes time and if you aren’t able to invest the time 
necessary to build a relationship, trust, and an interest in your target market, then you should use 
different strategies to generate traffic.  

2. Offer More than Just your Product or Brand  

Being a legitimate and effective member of your community to drive traffic means more than pushing 
your brand or product to your target market. For the most effective results, you should also offer 
community members information that will interest them and actually show that you care. For example, 
you can add a link to a guest post that you wrote on another person’s blog. Promote this link as a link to 
a blog that you find interesting. In addition to implicitly providing a link to your own website, you’re 
making it less obvious that you’re promoting your brand through simple self-interest.  

3. Create What Users React to Most 

Tracking the effectiveness of the community approach is important because it will enable you to see 
which types of posts and commentaries generate the most results. Once you realize which method 
works best, keep using it.  

Resources: 

• Practical and Proven Ways to Drive Traffic for Your Online Store 

 

 

https://www.shopify.com/blog/13869029-6-practical-and-proven-ways-to-drive-traffic-to-your-new-online-store
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Chapter 2.31: Winning an Award 
Excel Your Way to More Traffic  
Winning an award is a wonderful way to drive traffic tremendously, but this approach only works with 
brands that are established and that have already made significant efforts in their industries or fields. If 
your brand has been able to establish itself as a member of the community, as a contributor, and as one 
who has been able to garner a great deal of support and acceptance from customers and potential 
customer, then the award approach will yield significant results.  

Awards usually stem from third party endorsements of your brand. Once you win an award and are 
recognized for the quality of your brand, product, or service, you’ll be able to leverage your award to 
drive traffic to your site.  

What to Do After Winning an Award: Four Implementation Strategies  
1. A Press Release  

The first thing that you can do to drive traffic using your new award is to create a press release. The 
press release should be enthusiastic, fun, interesting, and targeted. After the press release is written, 
make sure to send it to a number of PR websites and news sources so word gets out about how 
spectacular your brand is.  

2. Social Media 

Another way to leverage your reward is through social media. Social media is highly reliable because 
you’ll be able to reach out to a wide ranging audience that is looking for products or services that are 
going to provide them with the outcome that they need. You can also ask your customers to share your 
award on their social media pages in exchange for a promotional offer.  

3. Cross-Market 

If you’ve won an award and another brand has also won an award in a similar field, then you could 
always cross market your awards. By cross marketing each other’s awards, you’ll be able to each appeal 
to divert audiences that can be used as traffic to your sites.  

4. How to Win an Award 

Winning an award usually comes from being the best in some respect. However, being the best does not 
mean that everyone knows that your brand is the best. To win an award, you’ll need to simply apply 
from them. When applying, you should always aim for the best so that your brand gets the most useful 
results out of the effort and time it takes to apply.  
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Chapter 2.32: AdWords for Traffic  
Use AdWords to Drive Traffic  
Google AdWords allows brands to advertise an advertising copy that utilizes keywords that will route 
reader from the advertisement to the brand’s website. The thing to note about Google AdWords is that 
it also requires competition between your brand and other brands. Therefore, if you’re going to use this 
strategy, you better aim to come out on top.  

How to Implement AdWords to Drive Traffic  
1. How to Start  

There are three components to starting a traffic driving AdWords campaign. The three components 
include picking the right keywords for your copy, reviewing the competition and putting a bit that 
outbids them, and lastly, writing a copy that is easy to ready, quality-driven, and compelling. By fulfilling 
these three components, you’ll be able to use your AdWords copy to drive traffic to your site in a 
meaningful manner. When choosing keywords, you want to pick keywords that are most relevant to 
your brand or product that you are advertising in your copy. Next, when it comes to bidding, the quality 
of your keyword needs to rank higher than that of your competition. If you win out at this stage, you’ll 
be able to write your copy and have it featured.  

2.  Group Keywords Correctly  

When grouping keywords, you need to group them in the right manner. Not grouping the keywords in 
the right way will reduce the chance that you’ll win the bid and if you do win the bid, your copy may not 
be as effective as it could be. Therefore, group your keywords in streams of what users will be searching 
for.  

3.  Use Both Negative and Positive Keywords 

Many marketing professionals have a misconception that the only types of keywords that can be used 
are positive keywords. To the contrary, Google AdWords allows both positive and negative keywords to 
be used and in some cases, negative keywords are more effective than positive keywords.  

4. Bid on Your Own Brand  

Yes – you can bid on your own brand. So when bid time comes, don’t forget to bid for your brand and 
hopefully, you’ll be able to out-bid the competitors.  

Resources  

• Focus on Google AdWords 
• More Traffic From AdWords 

 

 

http://unbounce.com/ppc/7-ways-to-improve-your-google-adwords-click-through-rate-video/
https://www.redflymarketing.com/adwords-tutorials/adwords-advanced-techniques/how-to-get-more-traffic-from-adwords/
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Chapter 2.33: HARO  
Help a Reporter Out and Help Your Brand 
Even if you’re a seasoned marketing professional, you’ve likely unheard of HARO. HARO stands for “Help 
a Reporter Out” and the purpose of the website is to connect you to reporters everywhere. With HARO, 
you can get some excellent free press that will essentially drive traffic to your website. Due to HARO’s 
popularity, having your story chosen is a competitive ballfield. But, for those who do get chosen, the 
advantages are numerous and one of the best of those advantages is the traffic that is generated from 
the story. To tap into this traffic driving wonder, below are what you need to do:  

How to Implement HARO 
1. Register on the Site  

The first step to using HARO is the registration process. There are four types of registration options: free, 
standard, advanced, and premium. If your brand can afford it, then premium is the way to go due to the 
advantages. With a membership on HARO, you’ll be able to attain real-time media opportunities that 
come straight from journalists.  

2. Fields of Interest 

Once you’re registered, you’ll be able to choose a field of interest. Obviously, your field of interest is 
going to be the industry that your brand is in and any other industries that are relevant to your brand 
and target audience. After you sign up for an industry, you’ll get alerts straight to your email. The emails 
will be reporters from your chosen industry who have queries about the topics they are writing about. If 
you’re a good fit, then write back immediately and let the reporter know what useful quote or 
information you can provide for the article.  

Tip: Respond fast! Otherwise, your opportunity will get snagged by someone else.  

3. Seeing Your Brand Published 

While you wait for one or a few of your responses to be answered, keep sending out more queries. 
Eventually, you’ll get something published and when you do, route to the webpage with the article and 
watch your brand website increase in traffic. While HARO does take some significant effort and time 
investments, the advantages and traffic generation are well worth it.  

Resources:  

• Traffic Using HARO 

 

 

 

http://growtraffic.com/blog/2014/09/respond-haro-inquiry-increase-traffic
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Chapter 2.34: Case Studies  
The Facts  
To conclude this chapter on traffic generation, it is useful to look at a few of the most popular case 
studies. By understanding the facts that case studies show, you’ll be able to make better and more 
effective decisions for your brand.  

Case Studies – What You Need to Know Before You Implement 
1. Social Media: Increasing Traffic from Facebook Groups  

Social media is a topic that has been discussed extensively in this e-book. To further solidify how 
important social media is, a few individuals have taken to performing a case study regarding the 
methods they have implemented and recording how effective they were. Out of the case studies 
available, the one that stands out most indicates that brands who post about 30-50 posts per day are 
able to increase clicks and subsequently traffic much more significantly than alternative methods. In 
addition, each post had a creative and unique image to go with it.  

2. Website Optimization: Google Website Optimizer  

Optimization of your landing page through Google Website Optimizer is also a highly effective approach 
to improving traffic to your website. With the optimizer, it shows that small changes can lead to big 
results. For example, one website owner was able to increase their traffic by over 500% by placing the 
call to action where the content was located and if relevant, include a low price for the product or 
service. This type of call to action is an optimization approach that improves interest from the behalf of 
the potential customer and inspires them to click on the link to reach your main page.  

3. Other: Press Releases  

If you haven’t already, you may also consider writing press releases for your brand and linking your main 
page to those press releases. Press releases are effective because you can post them on websites that 
individuals frequently use such as PR Newswire, Marketwire, PR Log, and Vocus. Once your press release 
hits these websites, other sites will distribute it, which means you’ll gain a wider reader and thus, more 
traffic to your website. For this approach to be the most effective, you should ensure that the press 
release follows the standard template and that it is written well enough that a potential audience will 
want to read it.  
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Chapter 3.1: Content that Rhymes  
Make Words Rhyme  
Conversion is perhaps the most challenging aspect of online marketing. Once you’ve generated traffic 
and leads, your next course of action is to convert those leads and traffic into paying customers. Rather 
than struggle in this area, there are many hacks that you can try out to improve your conversion rate. 
The first hack making sure that some of the content you use rhymes Rhyming content may seem trivial 
and irrelevant, but the truth is – rhyming content is extremely persuasive to readers.  

Implementing Content that Rhymes: Four Strategies  
1. Rhymes Create Believability  

The first reason that rhyming content is effective is that it creates believability among readers. Those 
who read content that rhymes are more likely to buy into what you are offering. For example, if you are 
selling hair products, an example of a phrase you may want to use within your content or as an image 
advertisement would be, “So simple and easy that you’ll never again be frizzy!.” Phrases that rhyme 
simply rolls off your tongue and are much more interesting to read than regular phrases.  As a result, 
next time you’re generating content, be sure to add a few rhythmical additions.  

2. Unfamiliar Material  

When readers view your content, they are used to reading content that is pretty standard – which 
means that nothing alarming or unique stands out. When you use phrases that rhyme, the reader is 
much more likely to remember what they’ve read. The more they recall your brand, the more likely it is 
that they will invest in it.  

3. The Truth is Repetitive  

Rhymes have another unique feature and that is their repetition creates a sense of truthfulness. When 
readers read phrases that are rhythmical, they are more likely to remember the phrase and repeat it in 
their mind. The more they repeat it, the more they’ll believe it. Thus, once someone trusts your brand, it 
is much easier to convert them into a customer.  

4. First and Last 

Finally, always keep in mind that readers most remember what they read first and what they read last. 
Therefore, the prime location of your rhyming phrases would be at the beginning of the copy and at the 
end of the copy. Don’t ever cram anything into the middle – it likely won’t be remembered.  

Resources: 

• Must Know Hacks  

 

http://writtent.com/blog/17-must-know-conversion-copywriting-hacks/
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Chapter 3.2: Keywords for Conversions  
Keyword Rich Content to Convert Visitors  
Keywords are a necessity if you want to improve your website’s visibility, traffic, and even its conversion 
rate. Since many posts already focused on traditional keywords, this particular section will focus on how 
to use keywords to improve your brand’s organic conversion rate.  

Here, rather than thinking of keywords as a way to increase your brand website’s ranking, you should 
think of the conversion rate for each keyword so that you can optimize the keywords.  

Implementing Keywords for Conversion Hacks 
1. Long Tail Phrases 

Unlike traditional keywords, which are one keyword that is relevant to a search, long tail phrase are 
much more effective because of their targeting abilities. Those who use long tail phrase are able to 
incorporate the long tail keyword into the text in a more natural and real way. Think of it this way: when 
a user searches on a search engine, they are more likely to search using a phrase and not just a simple 
word. Therefore, when working on content to improve your conversion rate, add long tail phrases into 
the content that mimic what users would look for in a search for your product. The users who use those 
long tail keywords are much more likely to check out your brand and buy.  

2. Use Local Terms 

Another tip is to use terms that include a location where your target markets are located. For example, if 
you market your brand to residents in Phoenix, Arizona, then you may want to add Phoenix to your long 
tail keyword phrase. By doing so, you’ll be able to drive conversions to your site.  

3. Top X List  

For an optimized landing page and to drive your brand’s conversion rate, you may want to write content 
that mimics what readers are looking for. For instance, many users have a strong interest in structured 
lists.  

4. Do Your Research  

Before you choose a keyword, you should do an analysis of the keyword’s conversion rate. To do so, you 
can use nifty tools such as Google Analytics and Web CEO Keyword Research tools. By using these tools, 
you’ll be able to get the most effective results to improve your conversion rate.  

Resources:  

• Finding the Right Keywords 

 

 

http://conversionxl.com/finding-high-converting-ppc-keywords/
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Chapter 3.3: Human Elements to Content  
Give Content a Human Side for a Higher Conversion Rate 
When deciding on whether or not to invest in a brand, one of the main questions that potential buyers 
are going to ask themselves internally is how credible your brand is. As mentioned throughout the entire 
e-book, your brand’s legitimacy, credibility, and honesty are of upmost importance. The more credible, 
legitimate, and honest a potential buyer thinks your brand is, the higher the chance the individual will 
invest in your brand and remain a long-time customer. In addition, it also means a greater likelihood 
that the customer will recommend your brand to others who are looking for similar services or product. 
Therefore, the next tip for higher conversion rates is to create a human element.  

How to Implement a Human Element to Content  
1. An Informational Webpage  

Many people link credibility and legitimacy to brands that are transparent – not only about their 
products, but also about their corporate structure. To truly indicate that you’re a credible brand, you 
can optimize your landing page by adding a link to individuals who users can contact if they have 
questions. Add a picture of the team, a description of each individual, and how each individual is 
dedicated to serving customers and interested individuals. With this strategy, you’re bound to increase 
your brand’s conversion rate.  

2. Pictures of the Business 

Another way to improve your brand’s credibility is to feature pictures of the business and of employees 
on your main page. Buyers want to see brands who not only care about them, but who also care about 
their image, their employees, and their overall goals. By featuring pictures of manufacturing facilities or 
of the main employment building, you’ll be able to help readers relate, thereby improving your 
conversion rate.  

3. The Local Community  

Your local community is one of your prime sources of a strong fan base. Since you may have many 
individuals from your local community working at your brand, ask them to write a testimonial and a 
picture that shows why they love your brand so much. If local employees are happy with a brand, then 
potential buyers will be able to relate to those employees and gain interested in buying from the brand.  
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Chapter 3.4: The Human Urge to Acquire  
Tap into Psychology: Human Urges  
Psychology plays a major role in marketing, if you haven’t noticed it already. By understanding basic 
psychological principles and how they work, you’ll be able to improve many aspects of your marketing 
business for your brand. A psychological feature that is a truly excellent way to drive conversions is the 
human urge to acquire.  

Implementing Psychology Tools to your Advantage  
1. The Desire to Gain and the Lack of Desire to Lose  

At the base of things, humans are creatures that are always looking to gain thing and to avert loss as 
much as possible. As a brand, you can take advantage of this common psychological feature by creating 
a loss aversion strategy.  

For example, make a brand offer and make it available for a certain period of time. You can list the offer 
as exclusive or you can note that it will stay available for a certain period of time or until supplies are not 
available. After you’ve decided the type of offer you want to pose to potential customers, the next step 
is highlighting to potential customers why they want to avoid the loss.  

2. Loss Aversion  

Playing on loss aversion is your next step. The offer should pinpoint to potential buyers why losing out 
on the opportunity is going to result in a loss to them. For example, you can highlight the lost 
opportunity, the lack of gaining something material, or that the deal will likely not come again for 
interested individuals.  

3. The Benefits of the Gain  

Once you’ve highlighted the disadvantages of the loss, you should also highlight the advantages of the 
gain. Let potential customers know why they need to invest in what you have to offer. By making things 
clear, you’ll improve the chance that a potential customer will convert. Don’t forget to make the text for 
the benefits as enticing as possible. The sweeter the advantages and the better the benefits, the more 
likely this strategy is going to work, and work very well.  

Resources:  

• The Psychological Principles Behind Conversion  

 

 

 

 

https://blog.kissmetrics.com/psychological-principles-converting-website/
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Chapter 3.5: Avoid Deception Tactics  
Deceit Turns Away Customers  
As mentioned before, potential customers are highly responsive to brands that they can trust. 
Therefore, when creating a conversion strategy, you should avoid anything that may seem deceptive.  

Deception Tactics Not to Implement  
1. False Claims  

One of the most common deceptive tactics that brands use in order to convert customers are false 
claims. Many brands will market their product as something that it isn’t. For example, this is very 
noticeable in weight loss products. A brand will market a weight loss product and its advantages, but 
when users use the product, they don’t get the results that they expected. As a result, while the brand 
received the first conversion, it will not get repeat business. Therefore, never make any false claims 
regarding your brand – at least not intentionally.  

2. Deceit Spreads Fast 

Another way that deceit tactics are not useful for conversions in the long run is that deceit is something 
that travels very fast. Once one customer experiences your negative conversion tactics, they’ll do 
everything they can to right the wrong that they’ve experienced. If you haven’t guessed it yet, the first 
place that they’ll target is your social media. One customer indicating what they dislike about your brand 
will leads many other customers to question whether they want to stay with your brand and it will also 
cause potential customers to be instantly turned off by your brand, thus losing you conversions.  

3. Real Individuals from Testimonials  

There are many ways that brands incorporate deceptive tactics to gain conversions, but another 
common tactic is to use fake testimonials. Fake testimonials are used when a brand can’t acquire 
enough individuals to write something good about their brand. If your brand falls into this category, 
then you shouldn’t worry about the conversion rate, but instead – focus on why people are unwilling to 
testify about how great your brand is. It’s likely that you have more serious problems than a conversion 
rate and once you fix that problem, more potential customers may buy into your brand, thus increasing 
your conversion rate. With this method and those above, you can prevent falling into some of the most 
common traps in marketing that create conversions in the short term, but ruin them for the long term.  
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Chapter 3.6: The Ambiguity Effect – Clarity is Necessary  
Always be as Clear as Possible  
Another way to improve your conversion rate is to understand the ambiguity effect. The ambiguity 
effect in psychology explains that when a reader notices missing information that makes the result 
unlikely, they will be turned off by what they are reading and move on. That is to say, those who 
purchase items from your brand are looking for products or services that make sense. If the content, 
videos, or other information that you pose about your brand doesn’t make sense to the viewer or 
reader, they will be much less inspired to purchase, thus causing your conversion rate to stagnate.  

Implementing a Non-Ambiguous Marketing Strategy  
1. Fill in the Blanks  

The first strategy to avoiding the ambiguity effect is to fill in the blanks for your readers. For example, if 
you’ve written content about your product or service, don’t just explain how the product or service 
helps the user, but also pinpoint the manner employed to achieve that goal. This type of issue is most 
common in brands that make claims such as weight loss, increased energy, fertility, and more. For 
instance, if you have a product that claims to increase the user’s energy, don’t point out that it increases 
their energy, but also explain what about the product causes that effect. That way, the reader will be 
able to see a rational outcome, make sense of it, and become more interested in purchasing the 
product.  

2. Use Science or Statistics  

Another great way to avoid the ambiguity effect is to use statistics or science. Statistics and science are 
highly underused in the marketing profession because many claim that they are too dense for buyers to 
understand or care about. To the contrary, you’ll always have a subsect of potential buyers who are 
interested in the concrete facts behind what you’re purporting. So, the next time you make a claim 
about your product or service, back it up with useful information that your reader is going to care about.  

3. If it is Unrealistic – Change it  

Lastly, if you have any unrealistic information floating around about your brand, then change it. You’re 
likely not maximizing the potential of your brand if you need to result to unrealistic information. Swap 
out for realistic results, support those results, and wait to see an increase in conversion rates. Again, 
buyers like honest brands and the most honest you are, the better it’ll be.  
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Chapter 3.7: Content that Can Be Scanned  
If a Reader Can Scan It, They’ll be More Interested in It 
Increasing your conversion rate is a big project that is achieved through may different methods – just 
check out all of these chapters for proof. Another simple method to increasing your conversion rate is to 
make your content more scannable. Readers, must like buyers at a store, usually know what they want 
when going in. To find what they want quickly, they look around, assess their surroundings, and pinpoint 
whether the store has exactly what they are looking for. The same goes for content and information 
about your products or services. When reading your content, conversion buyers know what they want 
and if your content shows what they want, they’ll improve your conversion rate. Below are a few tips to 
increase your content’s scannability: 

Implementing Scannable Content  
1. Headings that Stand Out  

The first method to making your headings more scannable is to write your headings in a manner that 
stand out. For instance, you can enlarge the words, put them in interesting font, and bold them. In 
addition, bold heading can be achieved not only by changing how the text appears, but also through 
what the text says. For example, your headings should grab the reader’s attention by being interesting 
enough that the reader will want to look at what else the article has to offer.  

2. Visuals that Explain  

Sometimes, visuals are better at showing what your brand has to offer than the text itself. If you can, 
use enticing visuals to present to the scanner what your brand does or what features it has. For 
example, if your brand is a repair shop, add pictures of cars that you’ve repaired completely to show 
how capable your business is.  

3. Use Bullet Points  

Scannability comes in many forms, but one of the most common and underused form is bullet points. 
Bullet points are wonderful because they make the content brief, easy to read, and simple to follow. 
Therefore, to improve the user experience and to convert those who are scanning your content, use 
bullet points. However, keep in mind that you shouldn’t use bullets carelessly or without a purpose. Add 
them strategically.  

4. Equal Paragraph Sizes 

Your paragraphs don’t need to be many, but when you write, your paragraphs should be almost equal or 
equal in length. This makes the content easier to read. Don’t forget to add headers so scanners can 
know what to expect.  

Resources: 

• Creating Scannable Content 

http://www.copyblogger.com/scannable-content/
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Chapter 3.8: Genuine Heartfelt Content 
Content that Reaches the Reader 
Individuals who are looking to purchase a product or service are already aware of what they want to 
buy. They likely have an idea in mind of what the product looks like, what the product will achieve, and 
how the product will help them. As a result, they are also likely choosing between a number of brands 
and all they need to do is to make the final determination regarding which brand is going to suit their 
needs most. At this point, you’re facing a tough battle as a brand. If you really want to convert a 
customer, then you need to be genuine because when purchasing a product, customers truly will choose 
a genuine and real brand over one that seems superfluous and unrealistic.  

Implementing Heartfelt Content  
1. The Purpose of Your Brand is to Serve the Customer  

The bottom line is – the purpose of your brand is to help the customer out by serving their interests. 
When marketing your content, market in a manner that address the customer’s need and explain how it 
meets those needs. You can show this through real testimonials, videos, awards, and any excellent and 
positive press releases that prove the point. If you really want to make this area effective, then aim for 
winning an award that shows your brand’s excellent customer service abilities.  

2. Giving Back to the Community  

Community events and charities are another way to show how genuine your brand is. By making 
donations, helping out the community, and caring about your potential customers, you show buyers 
that your brand is concerned with more than just the bottom line. When potential customers notice this 
side of a brand, they become more likely to invest in that brand and will happily become a part of their 
customer base.  

3. Responsiveness 

 Lastly, another point to focus on is the responsiveness of your brand to customer needs. The savviest 
potential customers will usually contact a brand before they make their final purchase. To snag these 
customers, the best approach is to reply and to reply quickly to all customer inquiries.  
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Chapter 3.9: Focus on the Benefits  
Overshadow the Negatives  
 Focusing on the benefits is an approach that is much more broad than you may notice at first and it 
mainly applies to brands where there are some negative online reviews that may give potential 
customers reason to stay away. To convert customers and gain the sales that you’re looking for, there 
are a number of benefit focus strategies that you can easily employ.  

Implementing a Strategy that Focuses on the Benefits  
1. Value Proposition  

The first strategy is to use value proposition. Value proposition is when you give your potential 
customers motivation to make the final push to buy your brand by presenting the perceived benefits 
and the perceived costs. In this situation, your benefits need to be much more substantial and 
numerous than the costs, making it more likely that your potential customer will be converted. When 
making the final sale to your customer, give them the proposition and remain focused on the points that 
give them the most value. In addition, if they counter with something negative, then re-counter with 
another positive proposition.  

2. Use Your Landing Page 

Apart from discussions with your potential customer, you’ll also be able to present your value 
propositions through your website’s landing page. Your landing page is one of the first and most 
substantial impressions that a potential customer gets about your brand. You can validate your 
customer’s needs be presenting your landing pages with what they stand to gain by using your brand. If 
you’re unsure about how to handle your landing page for propositions or whether the propositions you 
are using are effective, then you may want to test landing pages and see how your conversion rating 
goes. If a landing page causes your conversion rating to go up, then keep it. Otherwise, it’s time to do 
some edits and optimize your landing page in a manner that does help you gain conversions.  

3. Most Important Features to Your Prospects 

Figuring out what propositions you want to reveal to your customers is a tough job since it does take 
time, investment, and energy. A lot of brands find that the most effective approach is to conduct 
customer surveys and to incentivize these surveys, offer your current customers a discount or some 
other added benefit.  
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Chapter 3.10: The Framing Effect 
How You Frame Your Brand Matters 
Any professional that has to deal with an audience understands that one of the most challenging tasks is 
writing for that audience in an effective and successful manner. As a marketing professional who is 
trying to convert a target audience, you fall into the same category. However, very few of your 
colleagues and even you may not be aware of how important it is to frame content in a certain manner. 
For instance, you may have a target audience, but even within that target audience, you are going to 
have different categories that read content and take in content differently. A prime example is male and 
female audiences. Your male audience may read content differently than your female audience and by 
alienating one side, you’re losing out on the opportunity to convert them to. Below are a few 
suggestions for framing your content in a manner that leads to conversions throughout your target 
audience and not just from half of it.  

Implementing a Framing Strategy  
1. The Level of the Writing  

Depending on the type of service or product you offer, your target customers are going to read about 
your brand in a certain manner and be willing to purchase from the brand due to certain characteristics. 
For example, if your brand is geared towards professionals, the level of your writing needs to be highly 
professional, clean, in-tact, and feature words that appeal to that target audience. On the other hand, if 
you’re marketing the content to teens, you want to frame the content in a manner that is fun, funny, 
and quirky. By writing the content in the correct frame, you stand to convert many more customers.  

2. Encourage a Buying Behavior  

The frame that you use needs to also encourage a buying behavior and discourage opting out. This is 
perhaps the most difficult component to achieve because many brands are uncertain what causes a 
buying behavior. In most cases though, a customer’s ultimate choice to buy a product or service has to 
also do with how the website is framed. For instance, if your website is too casual for your potential 
customer base, it’ll be off-putting and thus your potential customer will opt out and seek what they are 
looking for elsewhere. In a sense, you should work to use visual design in a manner that creates the type 
of context your potential customers are looking for.  

Resources:  

• Psychological Framing 
• Utilize the Framing Effect   

 

 

 

http://www.copypress.com/blog/using-psychological-framing-can-make-you-a-better-marketer-and-manager/
http://www.powerretail.com.au/marketing/behavioural-economics-part-five-the-framing-effect/


 

 
 

87 

Chapter 3.11: Transparency  
Allow Customers to See Through Your Brand  
Owning a brand is a difficult job. Oftentimes, you wonder what to share with your customers and 
potential customers and in most cases, you’ll hide more than you’ll expose. There may be a number of 
reasons for your choices. Maybe you are worried about competitors, you could have fears of disclosing 
certain information, or worse yet – you may actually have something to hide that will be discouraging to 
your current and potential customers. At the end of the day though, transparency is a powerful thing, 
especially when it comes to conversion. The more transparent your brand is, the better your conversion 
will be.  

Implementing a More Transparent System  
1. The Most Important Factors 

Transparency is important because the more transparent you are, the higher the chance your potential 
customers will trust your brand and the more willing they’ll be to buy into it. However, if you can’t be 
fully transparent, then you should at least be transparent in the following areas:  

• The exact cost of your product or service  
• What your customer receives in exchange for the payment  
• The quality of the product or service and expectations if an issue occurs  

By being clear about these points at the onset, your potential customers will feel much more confident 
in buying your brand. In addition, if you’re able to create a basis of trust between your brand and your 
new customers, you’ll also gain the beneficial effects of word of mouth, thereby improving your 
conversion rate.  

2. Other Points of Transparency  

Another area that you may want to consider being transparent in is contact information for your brand. 
Many potential customers respond best to brands that they are able to contact, regardless of whether 
they are just looking for information or if they need help with an issue that has arisen. In addition to 
contact information, you should also consider being transparent about what materials are used in your 
products, especially if you are marketing your product as a green or organic brand.  

Resources: 

• Use Transparency Moderately  

 

 

 

https://zoompf.com/blog/2013/12/how-to-im
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Chapter 3.12: Rid Your Brand of Jargon  
The More Relatable – the Better 
Unfortunately, there are many brands out there that support using inapplicable and difficult to 
understand jargon during their marketing campaigns. While it certainly does make your brand sound 
more sophisticated, it certainly doesn’t bode well when it comes to conversion. Customers are willing to 
buy into brands that they can understand and relate to and jargon makes that very difficult. When your 
brand uses jargon, it cuts out a potential market and prevents individuals from feeling comfortable 
about buying your brand. Instead, opt for words that are relatable and easy to understand for everyone.  

Implementing a Strategy Sans Jargon  
1. As if You Were Discussing Your Product or Service with a Close Friend  

The best way to approach this strategy is to market your brand in a manner that is similar to how you 
would market it to a friend. Explain the brand in simple terms, discuss what products you are offering, 
and let the friend know the advantages of buying into your brand. Chances are, the simpler you make it, 
the more willing your friend will be when it comes purchasing something from your brand.  

2. Your Customers Are People, Not Companies  

Even if you sell your products to companies, there are actual people behind those companies who make 
decisions. Whether you are selling your product to a company or to an individual, you need to realize 
the everyone is looking for a simple, understandable, and relatable brand. If you make this difficult for 
potential customers, you’ll be barring people from making a purchase, causing you to miss out on 
conversions.  

3. Be Clear  

Lastly, excluding jargon from your sales pitches and your sales calls when trying to attain higher 
conversion ratings also means being as clear as possible with the customer. The clearer you are about 
your brand, what it offers, and what the user can expect, the higher the chance you’ll be able to 
increase your conversion rating, thus leading to better end results.  

Resources:  

• Avoid Jargon From Killing Conversion  

 

 

 

 

 

http://blog.crazyegg.com/2015/06/25/stop-jargon/
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Chapter 3.13: Embedded Commands  
Using Commands for Higher Conversion  
As a marketing manager for a brand, you’ve likely worked with commands numerous times. Commands 
enable you to steer customers or potential customers in the right direction, whether the end result is for 
purposes of increasing traffic or generating leads. However, what you’ve likely overlooked is using 
commands for conversion. The most generic command that increases a brand’s conversion rating is the 
“submit” command, which allows a potential customer to provide you with information that helps you 
reach out to them in the case that they want to buy a product. 

 There are many issues with this situation. First, the simple command “submit” is a boring one and it 
certainly doesn’t do enough to inspire the potential customer to want to buy or submit anything. 
Instead, you’re better off adopting the following alternative command strategies to improve your 
conversion rating.  

Implementing a Command Strategy  
1. Creativity  

Marketing is as much about strategy as it is about being creative. The more creative you are, the better 
results you are going to see. In this case, rather than opt for a boring “submit” button, you should 
change your strategy by switching it out for something more creative. For example, instead of “submit” 
the button could say, “Become a Member Today!” or “Join for Free Access!” As you may well have 
noticed, those two commands are much more welcoming, they’re more fun, and they make the viewer 
want to click on the button.  

2. Use Pictures  

Another way to creatively use commands is to do so through pictures. When prompting a potential 
customer to purchase something, you can add a GIF image and coordinate it with a command. For 
example, the image could declare, “Start Your Membership Today!” or “Buy Now!” With these types of 
commands and accompanying images, you’ll be able to improve your conversion rate.  

3. Optimize High Leverage Elements  

Finally, when using commands, you want to optimize your high leverage elements. These elements 
include the headlines and buttons. Each should be as prominent as possible and they should also 
encourage the viewer to fulfill the purpose of the command box or advertisement.  
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Chapter 3.14: Testimonials  
Get Great Testimonials  
Testimonials are an effective strategy for nearly every effort that gets your target into and through the 
sales tunnel. When it comes to conversions, testimonials are also an effective tool for improving your 
rating. If you’re considering using testimonials for the purpose of increases your conversion rating, 
below are a few strategies that you should implement:  

Implementing a Testimonial Strategy  
1. Testimonials are Powerful – So Pick the Best 

As a brand, you most likely get testimonials from hundreds of clients. However, when reading through 
these testimonials, you may have trouble determining which testimonials are worth putting up on your 
page to drive conversions. While you can certainly decide on your own, the safer strategy would be to 
get a neutral third party to help you pick out which testimonials are the most effective. By having a 
neutral third party choose the testimonials for you, you can feel more confident that the ones that are 
chosen will drive the conversion that you’re expecting.  

2. Position Testimonials in the Right Area 

Another strategy in terms of testimonials is to position the testimonial in the right area. While it may 
seem insignificant, where you position the testimonial does matter a lot. In most cases, marketing 
professionals will place their testimonials on one end of the conversion button. This certainly isn’t an 
awful strategy, but there is a more effective one. Marketers have determined that placing testimonials 
above and below the conversion button make it more likely that the individual click on the button. 
Therefore, if you’re having trouble, simply follow the strategy and place a few testimonials below the 
button and a few above it.  

3. Testimonials that Show Credibility  

As mentioned numerous times in earlier chapters, your brand’s credibility and legitimacy are key 
components to its success. In terms of conversion, the same rule still applies. Therefore, when featuring 
testimonials, you may want to add a few that indicate that your brand is a credible and legitimate brand. 
While the testimonial doesn’t necessarily need to say those exact words, it should provide users with 
that sense.  

Resource:  

• Improve Client Testimonials  

 

 

 

https://kinsta.com/blog/boost-conversion-rates-client-testimonials/
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Chapter 3.15: Meta Descriptions  
The Magnitude of Meta Descriptions  
Your brand’s meta description is the short and very brief description that shows up below the link to one 
of your brand’s pages, whether it is of social media, your site, or a third party website. In many cases, 
marketing professionals have become excessively lazy when it comes to meta descriptions. But, what 
many fail to realize is that meta descriptions have a magnitude of influence when it comes to conversion 
ratings. Paying a bit more attention to your meta description can mean more for your brand.  

Implementing Meta Descriptions  
1. Keep Meta Descriptions at One Line  

Meta descriptions are effective when they are done correctly. To gain an edge over your competitors, 
you should make sure that your meta descriptions are no more than one line. Within the one line, briefly 
and concisely explain what the purpose of your brand is and what you are offering customers. By 
creating a broad but descriptive meta description, you’ll be able to get more users to your site and 
eventually improve your conversion rate.  

2. Call to Action  

If you can cram it into one sentence, try getting your call to action into your meta description. By having 
a meta description with a call to action, you’ll be able to encourage trust between your brand and the 
potential customer, thereby leading to a higher conversion rate.  

3. A Unique Meta Description  

Another element that you want to consider when creating your meta description is uniqueness. When 
you create your meta description, make sure to write one that is unique enough that it stands apart 
from those of your competitors. Despite the unique characteristic, the meta description should still 
address the who, what, when, where, and why for writing a description. This type of formula will ensure 
that your meta description stays on track and that it addresses the points that need to be covered.  

4. Google + 

Google + is a highly effective tool in many areas of marketing and it works just as well when it comes to 
meta descriptions, too. With an optimized Google + account, you can link your search results to your 
own Google + account so that your friends and their friends are able to see the brand and what it has to 
offer.  

Resources:  

• SEO Meta Description Tags 
• How to Create the Right Meta Description  

 

http://www.conversion-rate-services.com/blog/2011/june-2011/how-to-write-seo-meta-description-tags-that-conver/
https://yoast.com/meta-descriptions/
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Chapter 3.16: Qualify Leads Upfront  
Better Sooner than Later 
Once you have a substantial number of leads under your belt, you need to qualify those leads. As every 
good marketing professional knows, you have qualified and unqualified leads to deal with and out of the 
two, the qualified leads are the ones you want to spend your time on as you work them through the 
conversion process. By differentiating the qualified from the unqualified, you’ll be able to focus more on 
the success of your sales tactics so that you can reach the conversion rate that you’re aiming for. Below 
are a few strategies to qualify your leads:  

Implementing a Strategy that Gets You Qualified Leads  
1. Narrower Parameters 

Getting qualified sales leads starts with narrowing down the parameters of who you are looking for. 
Many marketing professionals make the mistake of trying to gather everyone as a lead and this not only 
leads to mistaken notions on both ends, but it also causes a significant drain on time and resources. An 
alternative solution is to narrow your parameters by focusing on individuals who are highly qualified as 
opposed to just anyone. While it may take more work to find those qualified leads, using the strategies 
outlined in chapter two should help significantly.  

2. Determine the Importance of Your Brand to the Lead  

Conversion occurs when the potential customer is wholly interested in buying what you have to offer, 
whether it is a product or service. Before getting to this point, you can ensure a smooth conversion 
process by questioning the potential customer about how important your brand’s products or services 
are to their needs. By pinpointing what the potential customer is looking for, you immediately increase 
your chance of improving your conversion rating because you’ll know how to make the pitch and you’ll 
also determine whether you can deliver on the customer’s needs and expectations.  

3. Explain Your Product 

Marketing professionals also wrongly assume that leads are already aware of the brand and where it is 
going in the future. This leads many companies to deal with unqualified leads, thus wasting time and 
lowering conversion ratings. Instead of falling into this issue, the best thing to do is to still give an 
overview of your product and ensure that the potential buyer understands your brand and its 
projections. This way, you’ll be able to make efficient and effective conversions.  

Resources:  

• Getting Qualified Leads  

 

 

http://www.hubspot.com/marketing-hubs/marketing-charts/tactics-to-deliver-qualified-leads
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Chapter 3.17: Pay Per Click   
Pay Per Click Strategies for to Boost Conversion  
Some marketing professionals agree that pay per click marketing is advantageous, while others see it as 
a waste of funds. If you’re in the pay per click school and you support using this type of marketing 
strategy, then rejoice – because there are a number of pay per click strategies that you can implement in 
order to boost your brand’s lead conversion. The additional good news is that these strategies are also 
easy incorporate, which means that you can see results faster.  

How to Implement Pay Per Click  
1. Use Google Analytics Lists  

Google Analytics is one of your strongest marketing tools and when it comes to pay per click marketing 
for conversion, the two work splendidly together. To use Google analytics for your pay per click 
marketing campaign, you should look up certain metrics such as location, age, page views for every 
session, and the duration of each session for each pay per click marketing effort. The efforts that have 
the most result should receive enhanced targeting and by creating a more specific target, you’ll 
subsequently see your conversion rate increase.  

2. Ad Extensions and Cross Selling  

Cross selling with ad extensions is another opportunity that you can seize for your pay per click 
marketing strategy. The strategy involves finding promotional offers and using those links to cross sell 
with the ad extension. With this strategy, you’ll see a boost in conversion.  

3. Keywords with Great Conversion Rates 

When looking up keywords for your pay per click campaign, another tactic is to identify the keywords 
that have the highest conversion rates. By identifying these keywords, you’ll be able to make your 
campaign more effective, thereby not only getting your monies worth, but also improving your lead 
conversion rate.  

Keyword use should also be segmented into themes. The more specific your theme is and the more it 
applies to different stages of the sales funnel, the more traffic you’ll see, which increases the chance 
that your conversion rates will also improve.  

Resources:  

• The Average Rates 
• 20 Ways to Increase Conversion Rates 

 

 

 

https://klientboost.com/ppc/what-is-the-average-conversion-rate-for-ppc/
http://www.searchenginejournal.com/20-ways-increase-conversion-rate-optimization-ppc-advertising/97917/
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Chapter 3.18: Offers that Potential Buyers Can’t Resist   
Offer More than the Competition  
Lead conversion rates can be improved through many different strategies, including through providing 
potential buyers with offers that they simply cannot resist. Entice your potential buyer in a manner that 
goes above or beyond what your competitors do. This isn’t to suggest that you should offer your 
potential buyers freebies or massive discounts, it just makes being more strategic about the offers that 
you make and offering in a way that gives the potential buyer no other choice but to accept.  

Implementing the Offer Strategy  
1. Limited Time Offer 

As mentioned earlier, its human nature to be averse to loss. In this particular case, you want to pose to 
the potential client the suggestion that your officer is scarce – that is to say, it is a limited time offer that 
won’t come again and no other offer is going to be as good. If you really want to squeeze your potential 
customer into conceding, you can also pose the suggestion that it isn’t the offer that is limited, but the 
product or service involved in the offer. You can try implying that there are many customers interested 
and this is the potential customer’s only chance to “get a piece of the pie.”  

2. Those Who are Already Participating  

Another way to create an offer that a potential customer cannot resist is to explain to the customer that 
there is a significant number of individuals who have already made the move to purchase your product 
or service. If you really want to hit the idea home, then you can even throw out a ballpark number. With 
this strategy, you’ll likely see the customer react quickly by also buying the product or service.  

3. Show Your Product is Newsworthy  

You can capitalize on the news in order to create an offer that the potential buyer cannot refuse. 
Products and services that end up in the news suggest that the product or service is popular and worth 
investing in. By directing your potential customer to the news source, you’ll increase the chance that 
they too will go for the sale.  
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Chapter 19: Redesign Your Landing Page with a Darkened Overlay 
Redesign for Optimal Lead Conversion  
Overlays are not a concept that many are familiar with, because if they were, they’d use them. Overlays 
are light boxes that appear when a user either visits your brand’s website. If the overlay is an exit 
overlay, then it is a light box that appears when the program detects that the visit is about to leave your 
page. In general, overlays are used for a number of reasons, but not enough for the purpose of 
conversion.  

How to Use the Overlay Strategy – Implementation Techniques  
1. The Traditional Overlay  

In most cases, those who design the website choose overlay that mimic the original website itself. For 
example, the overall will have the same colors, the same picture as the page below, and the same 
components of the main page, just in shorter form. Case studies have shown that while this overlay 
option is effective, it is not nearly as effective as a darkened overlay because page viewers will still focus 
their attention on other areas of the website. To contrast this option, there is a darkened overlay, which 
has been met with more positive results.  

2. The Darkened Overlay  

A darkened overlay is great because it essentially clouds the page below, making it appear foggy and 
unclear against the clear and standard overlay above. This way, when the overlay pops up, the viewer 
can do nothing but look at the overlay itself and consider buying the product or submitting their 
information. Essentially, you’ll be able to target the viewer’s attention to one component of the site and 
increase the chance that they’ll make the decision that improves your conversion rate.  

3. Purpose of Overlays  

Overlays can be used for a number of reasons and keeping your overlay diverse also has an added 
benefit. If you’re a product or service, then an overlay suggesting the purchase of a product or service is 
wonderful because it will target the viewer’s attention to what you have to offer. Another purpose of 
overlays can be for opting in to your brand’s newsletter or email marketing campaign.  

Resources:  

• Six Overlays that Convert 
• 7 Habits of Effective Overlays  

 

 

 

 

http://blog.crazyegg.com/2015/07/27/6-exit-overlays/
https://blog.kissmetrics.com/highly-effective-overlays/
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Chapter 3.20: Visitor Gaze Patterns 
A Design that Leads to Conversion  
Gaze patterns are a thing and the sooner you recognize user gaze patterns, the sooner you’ll be able to 
improve your lead conversion rates. Think of it – every time you visit a website, there is a certain spot 
that your eyes revert to and a certain pattern that your eyes perform when viewing the entire page and 
additional pages. Potential customers do the same thing when they visit your brand’s webpage – they 
scan the page in a certain manner and by following where they scan, you can pinpoint where to put 
crucial information for your brand. Or you can simply learn how to direct the viewer to what you want 
them to see.  

Implementing a Strategy for Visitor Gaze Patterns  
1. Direct the Viewer  

The easiest way to bypass gazing patterns is to direct the viewer to the content that you want them to 
look at. For instance, if you have a page of content, having a subject on the page pointing or looking at 
that content will also cause the reader to look at the content. Therefore, be a bit creative and place 
images on the landing page that promote encouraging the viewers’ attention to the relevant content 
that will lead to more conversions.  

2. Information in Rows 

When reading content, viewers will pay the most attention to the content in the initial horizontal rows. 
This means that you want to essentially put your most important content in those rows. By placing the 
most important information in the most significant places on the page, you can make sure that the 
viewer sees what you want them to see.  

3. Black and White v. Color 

Believe it or not, greyscale has more potential when it comes to attracting viewer’s attention, compared 
to colors. Therefore, when developing the webpage and considering gaze patterns, don’t overdo it with 
the colors. Keep the most important text in greyscale form.  

4. Prevent Clout 

Lastly, one of the worst moves that you can make that discourages conversion is clouting your page with 
too much information. Don’t forget to leave enough whitespace to allow both the reader and your text 
the opportunity to breathe.  

Resources:  

• Marketing Lessons from Eye Tracking Studies 
• Visual Design Techniques   

 

https://blog.kissmetrics.com/eye-tracking-studies/
http://unbounce.com/landing-pages/designing-for-conversion-8-visual-design-techniques-to-focus-attention-on-your-landing-pages/
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Chapter 3.21: Other Sites and Their Legitimacy for Leverage  
Broaden Your Horizons  
While you may be able to track the reviews and posts that your customers make on your social media 
site and blog, there are some areas that you may not have as much influence over. For example, you 
may not be looking carefully enough at Yelp, LinkedIn, Twitter, and other social media sites that you 
don’t have specific control over. As a result, you may not be tapping into a resourceful resource: the 
information that your current clients leave on those sites.  

Implementing Other Sites as Leverage  
1. Legitimate Websites  

By scouring the internet for posts made by your current customers on third party websites, you’re 
bound to find something that catches your attention and that can be of use to you. For example, a 
wonderful review on Yelp or Google should not go overlooked, especially since it can help you by 
improving your lead conversion rate. To take advantage of this type of scenario, you can link your 
landing page to the Yelp review, or you can feature the review on your social media account or blog.  

By using a legitimate and credible source, you’ll gain the trust of potential customers and improve the 
chance that they’ll decide to make an investment in your product or service. If you really want to drive 
the testimonial home, then you can even include the reviewer’s photograph next to the review. For 
those who plan to do this, it is best to request the customer’s permission before doing so. While the 
web is public information, you certainly don’t want to take an action that may infringe upon the 
relationship between you and your current customers.  

2. Stay Away from Illegitimate Sites 

The purpose of this strategy is to leverage the authenticity and legitimacy of other websites to improve 
your conversion rate. As a result, you should always avoid posting anything that shows up on an 
illegitimate site because it can ultimately put your brand in a negative light and discount your positive 
efforts on legitimate sites.  
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Chapter 3.22: Utilize Mobile Technology  
The Handheld is Your Friend 
Mobile technology is one of the most important pieces of technology today. Almost everyone has some 
form of a handheld device and that handheld device is used at a nearly constant rate throughout the 
day. There are many ways that mobile technology influences and affects your marketing strategy and in 
terms of conversion, you also have a lot to gain by taking advantage of it.  

Implementing Mobile Technology  
1. Conversion from Phone Calls  

This strategy applies most to brands that provide products or services to other businesses. While a lot of 
conversion does happen online, it can also happen offline and through a mobile device. Inbound 
marketing calls are sometimes more effective for business owners because owners are warier of online 
media compared to listening to someone speak in person. In addition, a phone call is able to provide 
business owners with a better and more thorough understanding of the brand is being explained. With 
that, conversion rates for businesses are higher when mobile technology is added into the mix. The only 
other tip for this strategy is to make sure that you’re pushing the product, making it appealing, and truly 
providing the business owner with the quality information that they need to make an informed decision.  

2. Mobile Optimization  

It is also vital to recognize that much of today’s mobile technology is replacing the need for users to view 
content on a web computer. The result of this is that most of your conversions are going to come from 
viewing your brand’s webpage on a mobile device. Therefore, another strategy that you want to 
implement as soon as possible is to optimize your webpage. Not only should your brand’s webpage be 
optimized in web form, but it should also be optimized on a handheld mobile device, making it easier for 
the user to opt in. In addition, if your user is using mobile technology, certain technology that you put 
into the website can provide you more information regarding your user’s location, thus helping you 
understand your demographic more.  

3. Other Characteristics  

In terms of your mobile landing page, a few other characteristics to think about changing are the form, 
the text, and the design. Each of these characteristics shouldn’t be too big or take up too much space. 
The goal is to make conversion easier for the viewer, not more difficult.  

Resources: 

• Mobile Technology for Conversion  

 

 

http://unbounce.com/landing-pages/designing-for-conversion-8-visual-design-techniques-to-focus-attention-on-your-landing-pages/
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Chapter 3.23: Live Chat 
Real Time Chat 
Recently, you’ve likely noticed the proliferation of live chat boxes on numerous types of websites. 
Regardless of whether a brand provides a service or product, live chat boxes have become a steadfast 
feature of today’s websites. There are many advantages to providing your website’s visitors with a live 
chat box, but one of the most compelling for this purpose is the improved conversion rate.  

Implementing Live Chat 
1. Immediate Customer Service 

Out of all of the visitors who visit your brand’s website, a portion of those visitors are already at the 
point where they are able to be converted into sales. However, a lack of prompt and quality customer 
service can derail their interests, especially if customer service is something they expect your brand to 
provide. To remedy this issue and to create those conversions, chat boxes are a prime solution. With 
chat boxes, real time agents can answer a lead’s questions, gain information about their location and 
interests, and even route the customer to the right individual or page to make the buy. In addition, chat 
boxes are wonderful because they also allow a brand to impress the customer and even follow up later 
via email.  

2. Alerting the Sales Team  

Another way that chat boxes help spur lead conversions is that chat agents are qualified and trained to 
recognize when a sale can be made. As a result, the sales team will make the determination and route 
the conversation to a sales agent who can close the deal. With that, chat boxes are perfect for leads and 
sales.  

3. Saves Time 

Wasting time on unqualified leads is bad for business and for your conversion rate. With chat boxes, you 
can have your leads qualified so that conversions happen quicker and more frequently.  Those who 
implement chat boxes on their lead pages are able to allow the chat box to work 24/7, thus ensuring 
that customers who visit the site at all times are able to get the quality and swift service that they need 
to make a buy.  

Resources:  

• Untapped Potential of Live Chat  

 

 

 

https://blog.kissmetrics.com/live-chat/
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Chapter 3.24: A Trust Seal  
Visually Appeal to Leads  
Many customers are savvy and understand that many brands are not what they are purported to be. 
You’ll notice customer dissatisfaction with current marketing practices and brands through the 
numerous complaints that the Better Business Bureau receives every year. There are many reasons a 
customer can be dissatisfied with service, but the most common reasons are a lack of customer service, 
poor products or services, and a lack of payment security. To ensure that your brand doesn’t fall into the 
same pitfalls as many brands, you can improve your brand’s outlook and conversion rate by 
implementing a trust badge.  

Implementing a Trust Badge 
1. Understanding a Trust Badge 

Trust badges are geared to solve one portion of the problem, and that is the lack of security when 
making a purchase. Badges are linked to what is known as a Secure Socket Layer, or SSL. There are two 
types of SSLs: standard and extended validation. The only difference is that one of these requires more 
administrative efforts than the other. The badge doesn’t represent your brand’s heightened level of 
security, but it does signal to potential customers that your brand can be trusted due to a third party’s 
assessment of your brand’s security.  

2.   The Most Recognizable Badges Work Best 

If you’re working on choosing the right badge, then there are a few that stand out more against the 
others. Studies have shown that the most successful badges to improve conversion rates and to build a 
sense of trust between the brand and the consumer are PayPal Verified, GeoTrust, Better Business 
Bureau, McAfee Secure, and Comodo Secured. By implementing one of these badges on your website, 
you can ensure that your customer feels much better when buying something, meaning higher 
conversion rates for you.  

Resources:  

• A Trust Badge to Improve eCommerce 

 

 

 

 

 

 

http://blog.crazyegg.com/2014/08/22/trust-seal-ecommerce/
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Chapter 3.25: Generate Messages to Match Your Ad and Landing Page 
Match Your Messages 
Most of the time, those who visit your brand’s landing page do so after viewing some sort of add, 
banner, or blog on a different webpage. Therefore, the visitor is already going to your landing page with 
the expectation that they’ll be met with the same type of explanation about the product or service that 
the brand is offering. Once a potential buyer sees differing messages though, their desire to buy into 
your brand substantially decreases. So, another prime strategy to improve your brand’s lead conversion 
is to match messages.  

Implementing Messages  
1. The Ad and the Landing Page 

The first strategy is to match up your advertisements with your landing page. This goes beyond writing 
similar content on both, but it also extends to other elements that should also appear in common. For 
example, in addition to the content, both the ad and the landing page should have similar designs and 
the quality needs to be similar. If you’re concerned about what a quality score is and if it meets high 
standards, then you can use Google’s quality score definer to determine how well your ads, landing 
page, and keywords rank. The higher the quality on both and the more similar they are, the greater your 
conversion rate will be.  

2. Same Offers as Ads 

This tidbit of information was shared earlier, but not in the sense of conversions and ad matching. When 
you create an advertisement and as you tweak your landing page, you should also make sure to match 
up any offers that are featured on one of them. That is to say, if your advertisement features 10 percent 
off, then your landing page needs to also feature the same thing in the same color and design. This way, 
your potential buyer will sense the legitimacy of the offer and feel much more comfortable buying a 
product or service from your brand. In addition, it also works to enhance the trustworthiness of your 
brand, which is always excellent for improved conversions.  
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Chapter 3.26: Personalized Offers 
Personalization for Conversion  
There are numerous ways to attract customers and gain conversion, but one thing that customers truly 
love is personalization. Personalizing anything relevant to your potential buyer makes the buyer feel 
special, considered, and it also allows them to relate more to the brand and what the brand has to offer. 
If you’re looking to improve your conversion rate fairly quickly, one easy strategy that you should adopt 
is personalization of customer offers.  

Implementing Personalized Offers  
1. Segment 

One way to personalize for conversion is to segment your website’s visitors.  There are many ways you 
can segment your website’s visitors. The most approach is to segment based on the visitor’s behavior, 
geolocation, zip code, channel, or IP address. Other approaches will segment based on previous 
searches that the customer made. Once you segment customers, whether it is done when they visit the 
site or during your email marketing campaign, most customers respond very well and lead to brand’s 
seeing higher conversion rates.  

2. Customer’s Past Searches and Actions 

A customer’s past searches can help your brand target exactly what they are looking for, thus leading to 
an improved conversion rate. Not only are searches configured into the mix, but how many times the 
customer visited your website and how long they stayed is also relevant. The purpose of this whole 
strategy is to take initiative that guides the customer to the final purchase of the product or service. One 
example of a very popular strategy is to remind a customer that they have items waiting in their cart. By 
giving your customer a reminder, you increase the chance that they’ll go back to their cart and buy the 
product.  

3. Notify Customers When Products are Running Out 

Another strategy is to notify customers that items that they recently searched are low in stock. By giving 
them this personalized reminder based on products they are interested in, you’re increasing the chance 
that they’ll purchase the product. Overall, this aids your conversion and it helps improve your brand’s 
image because it shows that the brand cares about what the customer wants.  

Resources:  

• Personalized Offers and Behavioral Targeting  

 

 

 

http://conversionxl.com/how-to-use-personalized-content-and-behavioral-targeting-for-improved-conversions/
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Chapter 3.27: Survey Your Customers  
The More Feedback, the Better 
Out of all of the marketing tactics that a brand can implement, one of the most challenging is the 
customer survey. There are many reasons that brands dislike surveys – it is hard to get people to answer 
them, feedback may not always be honest, and a survey can also be a waste of time if doesn’t yield any 
results, especially if the company offered the customer and incentive to take it. However, surveys are 
worth mentioning because they do have the potential to improve conversion rates, especially if they are 
done right.  

Implementing a Survey Strategy for Conversions  
1. Create the Survey 

In this instance, the survey itself is the process to getting conversions. Therefore, the survey questions 
themselves don’t need to be your main focus. A few of the most common areas that many marketing 
professionals will utilize in their surveys are customer service, product quality, buying experience, 
website ease of use, and overall opinion of the brand against its competitors. Once you’ve incorporated 
these elements into your survey, you can create it and send it out to leads.  

2. The Plan 

The true strategy for conversion when it comes to surveys is the process of waiting for the customer to 
take the survey and the follow up. At the end of the survey, don’t forget to implement a section where 
the survey taker can provide their email address and other contact information. This section is where 
you’re going to make your conversions. If the potential customer was interested enough to take the 
survey, it’s likely that they are also interested in buying something.  

3. Follow Up 

Once you’ve collected the data from the survey taker, you should follow up by giving them a phone call, 
leaving a voice mail, or writing them an email. Out of these three options, the email is the most popular 
because it is least invasive and it lets the customer calmly consider their decision. In most cases, you’ll 
find that survey takers respond well to follow up emails and that they do reach out for more information 
and feedback about your brand.  

Resources:  

• Improving Conversions with Surveys  

 

 

 

 

https://blog.kissmetrics.com/improve-conversions-through-surveying/
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Chapter 3.28: Web Design for Lead Conversion  
More than Design on a Dime  
The way you design your website, landing page and all, has significant repercussions on the 
effectiveness of your brand and its conversion rate. If you’re looking to improve your brands conversion 
rate in a meaningful manner, then it is time to change the way you’ve designed your website. With an 
updated web design that truly appeals to user needs, you’ll be able to make those final sales that spell 
overall success for your brand.  

Implementing the Right Web Design  
1. Visitor Path 

The first element that you need to focus on in this strategy is to create a visitor path. The visitor bath is 
how you guide the visitor through your webpage to the end goal – a buy or opt-in that leads to a buy. 
The best places to guide your customer to are the shopping cart, the email marketing opt-in list, or 
product pages that also have easy to spot buying options. Another element that you want to steer your 
customer towards is the call to action. The way you design your call to action is ultimately going to 
depend on what your customers are more attracted to. Therefore, for the most success in this area, its 
best to test different options at different times and to see which one is the most successful.  

2. Easy to Use 

Not everyone is technologically savvy and moreover, this point matters more to you if your customer 
base are older users. When designing your website with conversions in mind, another element that you 
should focus on is ease of use. Your website should be easy to use for everyone. This means it should be 
easy to navigate, clear, and it should also project what your brand is, what it does, and what it can offer 
the customer. By attending to the right focus points, you can easily improve your conversion rate, sales, 
and the quality of your brand.  

3. A Thank You Page 

Lastly, in any instance, a thank you goes a long way. Therefore, never forget to add a thank you page. 
The thank you page can be featured as a popup that appears after a sale or even a page that appears 
after the customer visited your site. By recognizing a customer’s presence, you can improve the 
trustworthiness of your brand and your conversion rate.   

Resources:  

• Lead Generation Through a Website  

 

 

 

https://vtldesign.com/web-strategy/online-lead-generation-through-your-website/
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Chapter 3.29: Onboarding  
Every Move Matters 
Onboarding is a process that helps your customer successfully move through the sales funnel. Every 
move that your customer makes is one that should ensure that they get to the end, thus leading to 
improved conversion rates and more revenue for your brand. For those who are interested in 
onboarding, below are a few strategies that can be used to improve conversion rates.  

Strategies for Onboarding: How to Implement  
1. Onboarding Coupled with Business Goals 

Brands who use onboarding must first identify their business goals. By understanding business goals, 
you can provide for a better marketing campaign that improves your business. In this section, a 
business’s overall marketing campaign should be one that takes traffic, leads, and conversion all into 
account. The most you focus on these features, the better the business will grow and the more 
conversions that it will get.  

2. Knowing Who the Customer Is 

Another necessary component to the conversion process is understanding who the customer is. If you 
aren’t familiar with your customer base, their needs, and their expectations, then you can also expect to 
not see the results that you are looking for in terms of your conversion rate. Therefore, understand the 
customer and build a web design, blog system, and marketing plan that guides your customer to a final 
buy. This can be done by appealing to exactly what your customers are looking for.  

3. Sale Ready 

Once your customers are within the sales funnel, you need to do everything possible to ensure they are 
well guided through the buying experience. For example, guide them to information that will solidify a 
sale, send emails about user experience, and ask if there are any products they would be interested in 
buying and why. At the sales stage, you should expect to get inbounds ales calls that will lead to sale 
conversion, if you did things correctly. Another point to focus on for this strategy is your webpage. The 
most conversion friendly your page is, the higher the chance you’ll be able to generate conversions.   

Resources:  

• Convert Trials into Paying Customers  

 

 

 

 

https://vtldesign.com/web-strategy/online-lead-generation-through-your-website/
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Chapter 3.30:  Channel Your Audience Down the Sales Funnel 
Funnel Them Through  
Your sales funnel is an extremely important component to assessing your lead conversions and their 
success. The sales funnel is comprised of different sections and will differ for every brand. In general, 
though, the widest and topmost part of the sales funnel is your awareness portion, followed by 
consideration, preference, purchase, and finally loyalty and advocacy at the narrowest portion. The 
structure of your sales tunnel can help you convert more customers, thereby improving your revenue 
and your customer experience and loyalty.  

Implementing the Sales Funnel for Conversions  
1. Purchase Forms 

When assessing your sales funnel, you should think about which area you can use to your advantage to 
create more conversions.  For example, some sales funnels have sections where markers decide where 
to enable popups for the customer right before they exit the site. When the customer decides to leave 
the site, the popup appears and tries to drive them back into the sales funnel. Usually, the popup will 
require the customer to enter information such as their email, why they are leaving, and if there is 
anything they’d like to see when they come back.  

2. Direction to the Internal Page 

Getting qualified lead conversions is challenging, but it is made much easier by making it more of a 
challenge to get to the internal page. By determining where this strategy falls in your sales tunnel, you 
can pinpoint exactly how you want to guide traffic through the sales tunnel. For example, some brands 
will make it more difficult for leads to get to the internal page by enacting a popup that requires them to 
enter certain information, such as their email address, location, and more. If a customer enters this 
information, you know they are more serious about your brand, thus helping your conversion rates.  

3. The Follow Up Portion  

The best sales funnels have lower sections that include trust and advocacy. Even after you’ve converted 
a substantial portion of leads, you should advocate and build trust between your brand and those leads 
because they are the ones that are going to lead to more conversions through word of mouth and 
referrals.  

Resources:  

• The Sales Funnel and How to Use It  

 

 

 

http://blog.strategic-ic.co.uk/b2b-sales-funnel-look-like-can-convert-leads-opportunities-faster
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Chapter 3.31: Psychology Tools 
Break Out the Psychology Book  
To master lead conversion, you need to understand a few psychological premises about your potential 
clients. Most of the reasoning behind your customer’s decisions have to do with psychology, and by 
understanding psychology, you can help drive those decisions in a direction that leads to more 
conversions for your brand. Below are a few of the top psychological strategies to implement.  

Best Psychology Tools to Implement  
1. Emotional Motivation  

The notion of making decisions with one’s emotions is a real one and the decision to buy your product is 
usually driven by this notion. As a marketer then, one of your best conversion strategies in the 
psychology realm is to use emotional motivation to direct a customer. When presenting information on 
your landing page, on blogs, and in other areas of the web, always appeal to a customer’s emotions and 
relate it to why they need this product to help them out. As a result, you’ll see more sales and improved 
conversion rates.  

2. The Authority Factor 

As you’ve noticed in numerous stages of this book, authority has a great deal to do with your customer. 
By using authority figures at different stages of the sales funnel and by presenting those authority 
figures and what they have to say in relation to your brand, you’ll be able to guide customers to a final 
sale because they trust those authority figures. If you aren’t using authority figures in your strategies, 
then you can also turn your brand into the authority figure by adding command boxes that say, “buy 
now!” or “subscribe today.” It’s almost guaranteed that a few of your visitors will click and make that 
buy or subscription.  

3. Reward Visitors  

Another way you can use psychology is the reward factor. Those who visit your site, complete a survey, 
or provide your brand with something useful will be more prone to making the buy if they are rewarded 
for their efforts. Therefore, providing them with special and personalized offers is the way to convert 
these types of customers.  
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Chapter 3.32: A/B Testing  
A Bit Technical  
A/B testing isn’t is a strategy that some brands overlook because of the difficulty of understanding and 
implementing it. However, if you’re able to get it down, then A/B testing has great results for your 
conversion rates. For those who don’t know, A/B testing is the process testing a control version against a 
“real version.” The control version is A, while the real version is version B. By testing metrics against one 
another, you’ll be able to pinpoint which conversion strategies work best for your brand and your 
customers.  

How to Implement A/B Testing  
1. Things to Test 

The great thing about A/B testing is that it allows you to be creative. You can test nearly anything with 
A/B testing and see how it works for your brand. A few of the most popular things to test are your call to 
action, logos, social media buttons, content, images, headlines, trade associations, and trust seals. When 
testing these areas, change the colors, the wording, the format, the size, and especially the placement. 
This type of strategy does involve some time and a bit of effort on your behalf, but it does have some 
excellent results. With A/B testing, you’ll be able to pinpoint what converts your users. Once you decide 
on the best strategies, you’ll see your conversion rate skyrocket.  

2. Platforms  

To make A/B testing easier for your brand, there are a number of platforms available. For the best 
results, choose a platform that is geared toward your brand. For example, if your brand is a small 
business, you should use a platform that works specifically with small businesses. By undertaking this 
approach, you’ll be able to ensure that your A/B testing strategy is as successful as possible.  

3. When to Make Changes and Test 

A common point of contention among marketing professionals is deciding when its most effective to 
make the changes and test those changes. In general, you should schedule your changes in a manner 
that allows your home page A/B test to be completed in six months. In addition, your welcome emails 
test is something that can be done in a month.  

Resources  

• Your Quick Start Guide to A/B Testing  

 

 

 

http://www.conversion-rate-experts.com/cro-tips/
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Chapter 3.33: Use Your Analytics  
Analytics for e-Commerce and Conversion  
This particular section is dedicated to brands that have somewhat been put to the wayside during this 
book. E-Commerce is certainly a challenging field to be in, especially with all of the competition out 
there. If you’re an e-commerce website that is looking to improve your conversion rate, then this is the 
chapter for you.  

Implementing Analytics  
1. Promote On-Site 

Getting traffic and conversions to e-commerce sites is difficult. To cure that problem, on site-promotion 
is the way to go. With on-site promotion, you can have a range of third party websites direct traffic to 
the e-commerce site. The third parties will create personalized banners whose offers will come to 
fruition once the potential buyer visits the e-commerce website. With this strategy, those who visit your 
e-commerce site are more inclined to make a buy and they are also more likely to do repeat business 
because of the great online offers they find on third party sites. The analytics portion of this section 
comes in by determining which third party is the most effective. After you’ve done the analysis and 
segmented the best sites, use those in particular to drive conversions.  

2. Behavioral Data 

Behavioral data was touched upon briefly in previous chapters. You can use a potential buyer’s actions 
and visits to determine what they are likely to buy most and when. Once you’ve done the analysis using 
programs and have made the determination, you can use the behavioral data to create personalized 
pop-ups that help guide the potential buyer to a purchase, thus improving your conversion rate. By 
taking the right actions, you’ll be able to see the best results.  

3. Email Promotions  

Finally, you can also use analysis from your potential customer’s clicks and views to create specialized 
email promotions that target their buys. With personalized email promotions, you’ll be able to guide 
your customer to a targeted by, leading to more conversions for your brand.  
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Ok, So … What Next? 
Well, there are over 100 strategies for dramatically increasing your lead generation, traffic and 
conversions laid out in this book and we wanted to make sure you had each and every step to 
implement them. 

In effect, the next step is yours. 

I suggest that after you have read this once, go back through it again and pick the most applicable 
strategies that can help you move forward faster in your business and achieve multiple goals.  

For example, repurposing great content can be used to build traction in social media, nurture your list, 
be used in paid media campaigns and create incredible engagement. Think about your business, your 
immediate needs and start there. 

On top of that, we are all about automation and we also suggest you take a look at the new LeadsFlow 
Pro.  

If you are serious about your business, streamlining your processes and skyrocketing your lead 
generation then this is one of the most powerful systems built for businesses.  

In fact, we have run many of our businesses on this platform the for the last year. When you see how 
this can help your growth hack your lead generation, traffic and conversions, you will love it.  

You can take a look here and see just how powerful it is: 

HTTP://LEADSFLOWPRO.COM 

http://leadsflowpro.com/
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