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The Dirty Dozen: 
12 Filthy-Great Ideas to 
Boost Quality Lead Flow
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It’s No Mystery About What Works

Marketing is typically known as a discipline governed by great  
creative, but resorting to mere “gut feel” when asked to measure ROI 
and impact. But today, with advanced analytics, Hubspot and CRM 
systems, we’re able to know what works. By combining “right brain” 
creativity with “left brain” analytics, we’re able to take the guesswork 
out of marketing.

Left Brain Right Brain
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Which KPIs To Manage?

•	 2% Site Conversion

•	 20% Landing Page  
Conversion

•	 $.05 Cost/Impression

•	 $10 Cost/Click

•	 $25 Cost/Lead

Every good lead generation plan begins with a clear set of  
goals. Just as we’re working to identify which clicks and leads  
truly matter – which turn into quotes and then customers – we  
have to hone in on which SMART Goals are important to driving  
ROI for the business. Decide on 2-3 of these Goals, or others on  
your list, before you begin the program.
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Building the Brand via Lead Generation

“According to an  
MIT study with  
Insidesales.com,  
78% of sales that  
start with a web  
inquiry go to the  
company that  
responds FIRST!”

Remember the click-to-lead-to-opportunity-to-customer  
chain we’re driving is important – and it’s simple to use metrics 
to measure and your efficiency and effectiveness over time.  
But many companies are so focused on filling the sales funnel 
with new leads they forget to market aggressively to the last 
quadrant – their customers. That’s where all your repeat  
business and profit margins live!

https://www.facebook.com/pages/ggcomm/123796067643083
http://www.linkedin.com/in/joelkgoldstein
https://twitter.com/jkgoldstein


w w w.ggcomm.com

Share This Ebook!

1    Only 10 Pages Matter

OK, let’s get started. Your 
website is likely hundreds  
of pages deep. But only  
10-15 pages truly matter!  
The bulk of traffic for  most 
companies is concentrated  
on just 10-15 pages. So  
optimize aggressively those 
pages first, for the BEST user 
experience and lead conver-
sion offers you can muster.

https://www.facebook.com/pages/ggcomm/123796067643083
http://www.linkedin.com/in/joelkgoldstein
https://twitter.com/jkgoldstein


w w w.ggcomm.com

Share This Ebook!

2    More Buttons and CTAs on the Site

How many Quote  
buttons and Calls-to- 
Actions do you have  
on the site? Whatever  
the number, find ways  
to double it!
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3    Phone Numbers/Social Media

Go for the low hanging fruit here.  
The “E” eye pattern of reading 
shows that the reader’s eye  
begins on the upper left, moves 
horizontally across, and then 
down the left margin in a  
continuing E pattern. Web  
designers who understand that 
have standardized on logo in  
upper left and phone/social icons 
in upper right. That’s what people 
are used to today, so make it easy 
for people to engage with you!
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More content, handbooks, offers  
and landing pages

4    Make It Easier to Generate Content

Even our clients that are billion 
dollar companies only have so 
much time. Make efficient use 
of your time and your dollars 
by seeking ways to aggressively 
re-purpose your content. An  
article becomes a white paper,  
becomes a webcast, becomes  
3-4 blog posts, becomes  
re-published in Europe, etc.
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5    Every Blog Has An Offer

Hubspot, one of the b-to-b  
marketing industry’s preeminent 
lead generator, gets a huge  
portion of its leads from…blog 
posts! It’s not because its blog  
gets more traffic than its website, 
but because every blog post has 
a Call-To-Action button and offer.  
As should yours.
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6    Use Integrated PR 

PR drives credibility, thought leadership, brand impact – and priority 
links that lead to traffic. Make sure your news release flow, with online 
distribution on PR Newswire or Businesswire, is steady. And, recognize 
that news release content should be multi-published as well, on  
social media, slideshares and infographics.
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7    Five White Papers = A Handbook

•	  Data acquisition 
•	  Semiconductor tutorial
•	  Enclosures
•	  Encoders
•	  Temperature control
•	  Infrared cameras
•	  Sensors
•	  Process control
•	  Dust collection
•	  Pollution control

Nothing shows expertise like a handbook. More than that, in terms 
of lead generation, handbooks are the “home run” of high value 
offers. Group several white papers or articles together as chapters, 
and voila – you have a handbook!
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8    Media Blogs To Drive Traffic and  
	  High Domain Authority Links

Media websites are hungry for credible guest  
bloggers. It puts your voice and content in front  
of readers in your industry, and creates high  
domain-authority links back to your site.
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9    Automated Workflows Move Them  
	  Down the Funnel

•	 Begin to program  
Automated Workflows  
For your Downloads

•	 Minimize the  
CASL Hassle!

Move beyond just email blasts to create more sophisticated,  
automated email workflows. By segmenting your audience and  
creating automated sequences of touches after a trade show visit, 
after a quote, after a white paper download, you’ll move your  
prospects through the sales funnel more rapidly and with less cost.
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10    Best Quality Leads Come From Organic Traffic

Enough said. Sure Google makes it harder for us to understand 
rankings because they block keyword data today. But every month, 
you should focus on generating great content and top links to drive 
your organic traffic higher. Track your rankings, look at competitor’s 
sites to identify untapped keywords, and manage the system to 
drive your traffic and lead flow.
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11    Secondary Offers on TY Pages

Great, you’ve got a lead.   
And you’ve sent them to 
your Thank You page. Now, 
try to move them down  
the funnel RIGHT NOW by  
including secondary offers 
on your thank you pages.  
This works!
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12    Sharable Social Infographics

Don’t just create infographics, 
PUSH them! Be sure to include 
searchable text on the top of the 
page, code at the bottom for  
other webmasters to grab and 
simply embed your infographic 
on their sites, and include share 
icons. Consider pushing it further 
with sponsored tweets.
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13    Selector Guides/Cost Calculators

Sure, we said Dirty Dozen ideas, but  
here’s a bonus idea – by creating product 
selectors and loading them with quote 
buttons, you’ll instantly boost both the 
flow and QUALITY of inbound leads.
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The Magic Of Marketing

There’s never been a magic wand 
in marketing, or fairy dust you can 
sprinkle on your marketing plans 
to make customers magically  
appear. But now, with detailed  
analytics, we can move marketing 
away from the “black art” of  
magicians. We know what works, 
we know how to improve it, and 
we know how to drive results! 
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Goldstein Group Communications, a technology 
b-to-b agency, brings an unusual combination of 
corporate communications management and  
engineer-level writing capability to its national  
client roster. With deep experience in electronics  
and industrial markets, the agency is able to draw  
on its skills to articulate with impact and clarity  
the technical advantages its clients bring to their  
customers. Unlike other agencies, staff members  
for the most part have built their careers on the  
corporate side of the desk, rather than as agency  
executives, a perspective that results in a higher  
level of accountability and measurability in the  
agency’s programs.

About Goldstein Group Communications
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