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We are Complete. Complete Complete
Established 14 years ago, with offices in Dubai and the UK, Elevate your online Lead generation
Complete is an award winning, full service digital marketing user experience strategies

agency, providing online solutions, for a digital world.

In this session, we'll discuss lead generation strategies to help
drive your business growth, plus insights on how to elevate your
online user experience.

All designed to equip you with best practices to help your
business thrive in the ever-changing digital landscape.
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A Learn how to attract, engage, and convert high-quality leads Barney Rogan

for r busin Head of Marketing
Oor your business Complete

A Discover proven strategies to optimise your lead generation
campaigns, leverage data-driven approaches, and
maximise ROI

A Success stories and actionable tips to help you generate a
steady stream of qualified leads
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CoNVERT

Who are your
Ideal Customers?

How to find your customers? Where do they hang out, what channels are they on?

A The first thing we need to work out is who our ideal customers are. Without knowing who

we want to attract, our messaging and positioning won't be right. Meaning wasted time
and wasted money.

A The best way to start any new marketing activity is to create buyer personas. Its an

extremely important exercise and | highly recommend everyone runs through this before
anything else.
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Buyer personas are fictional, generalized representations of your ideal customers.

They help you understand your customers and prospective customers better, and make it
easier for you to tailor content to the specific needs, behaviours, and concerns.

Buyer personas are created through

A Research into new customers or current customers
A Surveys

A Interviews of your target audience

That includes a mix of customers, prospects, and those outside of your contact database
who might align with your target audience.

So let's look at an example..
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This persona doc is for some Human Resources software.

2 PERSONA NAME: 1 SECTION 1: WHO?

Head of Human Resources

Worked at the same company for 10 years; worked her way up from

BACKGROUND 2 HR Associate

Job? Career path? Family?
Married with 2 children (10 and 8)

«  Female
*  Age 30-45
DEMOGRAPHICS 3 »  Dual HouseHold Income: $180,000

Male or female? Age? Income? Location?

¢ Lives in the suburbs

Calm demeanor
* Probably has an assistant screening calls
IDENTIFIERS 4 U e
Demeanor? Communication preferences? * Asks to receive collateral mailed/printed
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This persona doc is for some Human Resources software.

PERSONA NAME: Sample Sally SECTION 2: WHAT?

+ Keep employees happy and turnover low
GOALS +  Support legal and finance teams

Primary goal? Secondary goal?

«  Getting everything done with a small staff
CHALLENGES * Rolling out changes to the entire company

Primary challenge? Secondary challenge?

+ Make it easy to manage all employee data in one place
WHAT CAN WE DO + Integrate with legal and finance teams’ systems

... to help our persona achieve their goals?
... to help our persona overcome their challenges?
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This persona doc is for some Human Resources software.

“It’s been difficult getting company-wide adoption of new
technologies in the past.”
“I don’t have time to train new employees on a million different

REAL QUOTES

About goals, challenges, etc.

databases and platforms.”
“I’'ve had to deal with so many painful integrations with other
departments’ databases and software.”

I’'m worried I'll lose data transitioning to a new system.
| don’t want to have to train the entire company on how to use a

COMMON OBJECTIONS &4

Why wouldn’t they buy your product/service? new SyStem'




This persona doc is for some Human Resources software.

Integrated HR Database Management
MARKETING MESSAGING
How should you describe your solution
to your persona?

We give you an intuitive database that integrates with your existing
software and platforms, and lifetime training to help new employees

ELEVATOR PITCH

Sell your persona on your solution!

get up to speed quickly.
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Where do they hang out?
What channels are they on?

©

A once we have a detailed persona to target, we then
need to think about where they hang out online
A Statistically, everyone is pretty much everywhere online!

But not all channels are equal!

~
J
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If we look at the different stages of a Funnel Stage Online Location KPls
marketing funnel, each channel can
fit in at multiple stages. Discovery Google Search Resuts New unique viitors
Simply put, the further down the bbeis i kLl
funnel the prospect is, the closer they
are to a conversion. Interest slog Aricles s
Digital channels fit into these at many - _
places.

H : Backlinks
Appra|sa| Review Pages Search Rankings

3rd Party Rankings

Competitors' Websites

We look at search channels as lower
down the funnel as the prospect is

Conversion-Focused
Landing Pages

actively searching for you product or . Confirmation | P cose studies
service and the social channels '

higher up the funnel as these are S

. R ] Product/Service Conversions
“interruptive ads” based off of b L Checkout Page
interests.

* We typically start with search as we can forecast numbers but segway into social ads and then
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We can forecast data and audience sizes in most channels. For example, Google
have their Keyword Planner which can be found in all google ad accounts.

X 4 Google Ads Keyword plan

4 Locations: United States Language: sh Search networks: Google Last 12months Jul 28 - Jun218 = 3
Keyword ioeas guage: Eng
Grauped ideas Q, boots Exciudng beand names DOWHLOAD KEYWORD IDEAS
Flan avervew Broaden your search: |+ sandals + loafers + hesls
A graups
Search volumd ronds +
Hrpwarcs B Toaal W Mobie
250
Lecations

- I.
.o Hm | II I. N B s 5m ==
ol 2018 g 2018 Sep 2018 Ot 2008 Moy 201& Des 2074 Jan 2019 Fel 201% Adar 2019 Agr 20119 Ay 2079 Jun 2019

Y Exchide adult ideaz  ADD FILTER  Showing 707 of 1,737 keyword ideas Ll L

D Keyword [by relewmnce] Avg monthly searches  Competition Ad impressian share Tep of page bid {low range] Top of page bid (high range}  Account states

Heywards you provided

O oeots 301,000 ’_/\_ High - [ 5177

ehalaea ooty 165,000 High 5072 $1%5
0
OO woemens boots s _ N High 061 168
[0  thighkigh boots 188000 ‘__./_"L___ High - 5060 s1m
[0 woekboms 185,000 ___/\ﬂ_._ High - 5090 $233
cowhay boots 135,000 High - 5088 5345
¥ 0
mens boois 200,000 High - 059 §300
1)
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Facebook have their audience size forecast in all ad set settings. Include
demographics and interests and you can get an idea of the audience size.

e

O NewCampaign > 3sNewAdSet > [T NewAd © In Draft . o

Z Edit ® Review

ince Audience definition
+who you want to see your ads. Learn More Your audience selection is fairly broad.

ite New Audience  Use Saved Audience » -,

m Audience Create New w
Jler Estimated Audience Size: 10M - 20M @

lude # Potential Reach is now Estimated
Audience Size

ons Estimated Audience Size is an estimate of the
range of people who match your targeting criteria

| States You can use this estimate to better understand
how your targeting selections can limit or expand
your audience size. This estimate may vary over

5+ time based on available data. You may see
improved performance with a broader audience
definition

r

'ders Learn more

ed Targeting

mographics, interests, and behaviours & .
o - Estimated Daily Results

anas Based on 7-dav click and 1-dav view conversion
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Looking at social media in
particular, FB is still the channel
with the most amount of active
users, followed by Youtube.

So these are great channels to
start with as we can be pretty
confident that your prospects
are on these sites daily.

| know there are quite a few in
the B2B space here, so FB
probably isn't on your radar as
a primary marketing channel,
but, you can turn it into linkedIn
quite easily for a much lower
advertising cost.

Here’s how...
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sl THE WORLD’S MOST USED SOCIAL PLATFORMS

RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS)

2,958
2,514

2000

2000

1,309

1,051

93]

s
700
635
T 626
584
K 5!
G 556

a4

SOURCES: 1 2 ADVISORY:
COMPARABILITY: -
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BONUS: B2B Tip

We have spent a lot of money on
LinkedIn and it works well for B2B, but
the cost against other channels has
always kept us from making it a
primary channel in our agency for our
clients.

That being said, the targeting on
LinkedIn for B2B marketing is the best
out there so its a double edged
sword.

Fb is the most similar in terms of ad
types for a third of the cost, so lets
turn FB in Linkedin...

O O

Avg CPC - $1.70
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Avg CPC - $5.30

Default Campaign Group 2
Website conversions #

Step 1

Set up Campaign

= Objective selection
= Audience

+ Ad format

* Placement

= Budget & Schedule

» Conversion Tracking &

Step 2

Back to account

Company Size

51-200 employees X I 201-500 employees X I 501-1000 employees x I 1001-5000 employees X

5001-10,000 employees X 10,001+ employees X JEd

Add more attributes (OR) +

AND also have ANY of the following attributes

Audience attributes

Add targeting eriteria like job title, industry, or

skills

Enable Audience Expansion &

Learn more about targeting criteria

Demographics
Education
Job Experience

Interests and Personas

View audience summary

Save as template

MNew Campaign

Forecasted Results @ ]

Target audience size
4,400+

Segment breakdown

Function -

Finance 86%

Administrative 3%

Hide segments

(D Forecasting for automated bidding is
ilable with your current
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I GO to Linkedln SOIeS NOVigOtor, mSALES NAVIGATOR HOME LISTS DISCOVER REPORTS

Q, search for leads or accounts Advanced

Lead results  Account results

2 Sign up to a lead scraping tool
(I can provide some if you are o ) 28 Combiims | e | i
interested) These automate the

Senior Manager of Marketing at Ventofase Technology

Selected filters (0) i Nicole Rachel Dwyer - 2nd .

1 3 4 th: le and + Create lead list
extraction of data from the R
San Francisco Bay Area
All saved leads (3,200)
m 9 shared connections | 12 TeamLink connections

sedrch listings. iy 2015 Lead 34

Q3 Leads to close (52)

Compan +
pany Alexis Wheeler - 2nd m My leads in progress (12) :I wen
( o1 Senior Manager of Marketing at Itkix Ltd.
Industry + ' % 3years4 monthsin role and company Q2 Customer Renewal (5)

San Francisco Bay Area

3 Set the tOOI ||Ve Gnd export up Company headcount . P Follow up with (24)
to 1000 users (max capability) .
Jared S. Young - 2nd
. y Senior Manager of Marketing at Zoomjax
from your search results into a ¥ @ :

S p red d S h eet. Senority level + Ew R
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4 From there, upload the spreadsheet to
Facebook as a customer match list.

You now have an exact list of prospects in
your audience list to target and with LAL
audiences Facebook will find users who
match their datapoints.

This means prospecting at a third of the
cost as Linkedin.

We run this for our B2B ads and have
exceptional conversion rates over 60% on
our ads and forms.

Just keep an eye on the comments!

Lead

generation
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Avg CPC - $1.70 Avg CPC - $5.30
Avg CPA - $5 Avg CPA - $20

HERE’S HOW IT WORKS |

=
£ vour patasase [ S @) Facesook €) LookALIKE AUDIENCE

» grace.gurner@email.com

< SEARCHBOX

v davidkavel@email.com

¢ ellieohea@email.com

» nataliefrank@email.com

» brockplowman@email.com
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How to engage them?

Once you are in front of your prospects,
you need to make sure you appeal to
them and their needs. Don't talk about
yourself or your product/service, talk

about the value it can bring to them. | =3

Eg, People don't want a better toothbrush, ’°/’/‘ -
they want a brighter smile... .

Colgate

- - tﬁ):
1 AL (-

s

Intoducing the new and Smile like you’ve never
improved Colgate smiled before
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X v
O ProsperOps O ProsperOps

Landing page copy is full of unfalsifiable,
blanket claims: “more, easier, faster ..."

If you want to stand out get specific.
Save more on your Save an average of

AWS EC2 bill. 33.7% on your AWS
EC2 bill.

24x7 autonomous Rl management

while giving you time back, peace of 24x7 autonomous Rimanagement
mind, and the flexibility to change EC2 i R :
while giving you time back, peace of

INSEANCETyPos Aty mind, and the flexibility to change EC2
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Call out the type of customer you serve. = reedsy
You did all the persona work earlier, so

use it. Talk directly to your personas.
People pay attention when they know el youwith your
something is specifically for them: )

reedsy

A creative hub for over
150,000 authors

We can help any author with their
literary endeavor.

A creative hub for anyone
and everyone

Strong female busines
leaders were missing
the fiction | was readi
So | wrote one.

Strong female busines
leaders were missing
the fiction | was readir
So | wrote one.

Small changes like this call out your
prospects and increase your click
through rate.




Convert.

So we know who your ideal customers dare, we have chosen
the channels to put ads in front of them and now we need
to engage them to click through to your website and
enquire about your services or products.

One of the easiest ways to get leads is through lead magnets.
A lead magnet is a free resource that attracts potential
customers for your niche. This free content, free tool or
something of value makes visitors more likely to sign up for
your email list and eventually become paying customers.
Why collect email addresses? Email is 40 times more effective
at acquiring new customers than Facebook or Twitter. And a
lot less upfront spend.

Lead

generation

sTRATEGES
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So what should a lead magnet look like?

Good lead magnets

A solve a problem

A Promise a quick win

A Are super specific

A Quick to digest

A offer High value

A Instantly accessible

A Demonstrates your expertise

Let's look at some examples..




Convert.

This is from a site called Digital marketer.

The Ultimate Social Media Swipe File
includes 72 headlines for social media
posts that you can simply, well, swipe!

Instant value add to anyone looking for
ideas for their social media campaigns.

Lead
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L oIGmALARKETES

WANT MORE CLICKS FROM SOCIAL MEDIA?
DOWNLOAD OUR 72 HEADLINE [t

YES NO

| want FREE ad headlines! ‘ | don't need more traffic...

&)
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Lists of resources are valuable because
they're huge time savers. Whenever you
pull all of the best stuff together, you save
your users d lot of research time.

“My Giant Guest Blogging Index” has been
a massive hit for that reason. All the
research has been done for someone
looking to write guest posts.

—
-

Lead
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FREE DOWNLOAD: The Giant Guest Blogging Index

All the best blogs to write
for. All in one place.

ACCESS THE GIANT GUEST BLOGGING INDEX

- 300
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Another interactive lead magnet you can

consider is a grader or calculator. HubSppt
o
Website Grader
HUbSpOt OffeI’S d WebS|te gl’(]del’, Wh|Ch Grade your website in seconds. Then learn how to
. improve it for free
takes seconds to scan your website and
provides a score based on performance, Website

mobile experience, SEO, and security. High
value tool for free (email address).

‘re committed to your privacy. HubSpot uses the information you

yur relevant content, products, and
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You can then look to take these to
the next level. Here is something we
use for a client of ours who works in
the business insolvency space.
*Dummy brand being used to demo.

This is really valuable when bringing
in new prospects. When you bring a
potential lead into your marketing
funnels, this method of lead magnet
allows you to pre-qualify them
before they submit their data.

Lead
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Lorem Ipsum Dolor It
Consectetur Adipiscing

Sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua!

Aliquet nibh praesent tristique magna fermentum

(i ] alquet enim tortor ot locul

Use the interactive quiz below to gather client info:




Convert.

To give you a visual on how this works, here is a basic
marketing funnel.

A

To o o

To

The prospects enter the funnel at the top through marketing
channels.

Sent to the landing page that matches up with the ad

The assessment/quiz pre-qualifies them behind the lead magnet
If they match the criteria you need, you gather their contact
details and they are sent through to your CRM/database. If they
dont, they are held back

The great thing about this strategy, is that if they don't qualify for
one of your services, they may qualify for another. Example, in the
finance sector, we have clients who need a prospect to have over
£500k in their investment portfolio. If they answer that they have
less than that, they can be passed to another partner, who wants
leads with less than £500k.

You're automating the quality of your leads without
having to speak to the prospect. Saves sales teams a lot
of wasted time and calls.

Ad Networks

000RG
J 1S
|

Landing Page/Assessment
e

Pre-Qualification Of Lead

Does Mot Complete Funnel

Lead
generation

sTRATEGES

Retarget Through Ad
Networks

000RG
J &)

Lead Nurture Campaign

Lead Submits Information
=& v
—.
'
'
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How to improve your form fills

So your lead magnet has pre-qualified the prospect, they've matched the criteria you
need and now you want to gather their information to contact them..
A simple form will do..right?

Lorem Ipsum Dolor It
Consectetur Adipiscing
Sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua!

Aliquet nibh praesent tristique magna fermentum

[i] alquet enkn tortor at kocul

Use the interactive quiz below to gather client info:

B . B
Option | Option 3 Option 4
;] . .
Option 5 Option 6 Option 7

NEXT
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Most websites will have a form like below. Contact details, maybe a bit more

information required off the prospect and you're good to go. BUT, the bigger the form
the more dangerous it is.

First Name

What Are You Interested In?

[ Just close my company

[J close this company and start another
[ BBL Fraud

[ overdrawn Directors Loan Account

[J Something Else

protected by reCAPTCHA  [lF )"
Privacy - Terms
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Using stepped forms, the landing page version of a “Yes Ladder” improves conversion rates
across all verticals we have used it on.

By starting with questions that are easy to answer, you'll give yourself a better chance of
guiding them through the entire conversion process.
The assessment/quiz we showcased earlier already started this process, so by the time the

prospect has completed it, been pre-qualified and landing on the “Results” page, they are
ready to speak with someone.

Below is 3 steps of a 6 step form, which out performed the regular form on the previous
slide. The end numbers were...

Claim Your FREE Consultation Claim Your FREE Consultation

Claim Your FREE Consultation

My Company Name

N secure
) Gz
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A increase of over 12% on the conversion rate, with the stepped form, which with these
numbers makes a big difference!
Views Conversions Conversion Rate Views Conversions Conversion Rate
2746 359 14.68% 2986 669 27.31%

Claim Your FREE Consultation

Claim Your FREE Consultation

3of6

My Company N

Claim Your FREE Consultation

Ealsign

The same ad spend, the same funnel and very similar traffic numbers.
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Your goal is to get the visitor to micro-convert on a step with questions that are easy
to answer, preferably with as little "work™ as possible. Once your visitor does that,

they're committed to your conversion path, and you unlock some pretty crazy
conversion potential:

“Once we've made a choice,
we will encounter personal and
interpersonal pressures to behave
. consistently with that commitment.”

RN
= - Dr. Robert Cialdini
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We could do another 30 minute on follow up process, but for now we have included our best practices
for following up with a lead.
A Be Consistent
A some leads need multiple calls and follow up attempts before engaging
A choose the right frequency - It depends on the service/product but a starting point would be:
A Follow up day 1, less than 20 minutes
A Follow up day 3
A Follow up day 7, then 14, then 28
A choose the right channels
A Phone call, SMS, email, remarketing ads? Depends on the vertical so dive deep into your data
to see where the highest engaging leads respond from.
A Provide more value
A Going back to the messaging points earlier, talk about the solutions and benefits you are
providing and how you can help the lead.
A Keep it short
A Get to the point. People are busy and have short attention spans. The quicker you can get the
benefit across the better. Think of the elevator pitch in the persona doc
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A Understand the pivotal role of user experience (UX) in driving Tom Smith
customer satisfaction, loyalty, and revenue Monggir::g l[;itreector

A Optimising your website for a better user experience P

A Simplifying your navigation

A Improving your website's speed

A Using clear and concise content

A Making your website mobile friendly

A Implementing clear call to actions (CTA)
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Key points for user

. op o ExPERIENCE
simplifying your
WERP<TE

Clear and Concise Menu Structure
A Keep it simple and limit the number of main menu categories to a manageable amount
A Organise the navigation in a logical way

Online solutions
for a digital world

Online solutions
for a digital world

Tt WAL (——
| | |

" h

Far too crowded Much cleaner, not overfacing for the user
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Use Descriptive Labels
A Ensure that your menu labels accurately represent the content or services they lead to
A Avoid vague or generic terms go for descriptive and understandable
About Blog Contact
o HEXACORP Products Services About Blog Contact o HEXACORP Compasses Chronometers  Charts & Maps

% o

Descriptive navigation, includes relevance Generic navigation, common to hundreds
to both search engines and visitors of millions of websites
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Drop-down menus with subcategories ExPERIENCE
A For large sites consider implementing drop-down menus to categorise related
content. This helps prevent overfacing visitors with too many options at once
A Avoid burying important pages too deep within your website's hierarchy. Aim for a
maximum of three levels of navigation to maintain simplicity and prevent users from

getting lost

Q HEXACORP Products Services About Blog Contact Q HEXACORP Products Services About Blog Contact
Lighthouses MARINE PERSONAL FOODS CLOTHES
Buoys Lighthouses Compasses Shrimp Ponchos
Foghorns Buoys Sextants Clams Raincoats
Beacons Foghorns Chronometers Lobster Rain Boots
Signals Beacons GPS Equipment Scallops Sweaters
Leghorns Signals Charts Catfish Slickers

Leghorns Maps Tuna Hats

3 o

Example of a simple dropdown menu Example of a mega dropdown menu
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Add a call to action to your header ExPERIENCE

A visitors who are ready to reach out will look for a way to contact you in the header.

It's a common location. 55% of marketing websites have a contact button in the
top right, making it a web design standard

Iz~ Thecall to action uses
O e =« Strong colour contrast

Online solutions
for a digital world

difference especially when it comes
to click through rates

Contact us Schedule a conversation
Learn more Make an appointment

Click here Get started
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Mobile Responsiveness ExPERIENCE

A Ensure that your website's navigation is optimised for mobile devices.
Implement a responsive design that adapts to different screen sizes, and
consider using a collapsible hamburger menu for better mobile user experience

QHEXACORP G & = oHEXACORP © & =

eHEXACORP % Co"Q

CHICAGQ’
HOTDOGY. >

SHOP SHOP

FIND VIENNA BEEF KITS & GIFTS

CHICAGO’S HOT DOG DOGS & FRANKS

BEHIND THE GRILL CELIMEATS

PICKLES & CONDIMENTS

BRANDS SOUPS & CHILLI

RETAIL FIND VIENNA BEEF

CHICAGO’S HOT DOG

OUR COMPANY
@ ' BEHIND THE GRILL
[ ¥ oee :
Tap the ...to see the mobile ...to see the interior
hamburger menu... menu. pages.

Then tap the +icon...
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