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Planning a lead gen campaign



Planning a lead gen campaign

• What is a lead?

• What do you want from lead generation?

• Is there such thing as Lead Quality?

• Advertiser considerations

• How do you determine success?
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What is a lead?

• There is a common misconception between lead generation and data capture

• A lead is...

• Engaged Consumer

• Express Consent

• Targetted

• Real-time generated

• A lead is not....

• A name and a contact number

• Old list of contacts e.g. CCJ register



What is a lead?
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What do you want from lead generation?

• Leads are a means to an end

• Your objectives should shape the way you plan your campaign

• Building a prospect database?

• Generating leads for call centre fulfilment?

• Quantity and Quality 

• Short term vs. long term
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Is there such thing as Lead Quality

• Lead Quality or ROI?

• You pay for what you get – the psychology of lead gen

• The importance of processing costs

• Contactability vs. Convertability
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Advertiser Considerations

• How are the leads generated?

• Multiple methods....

• What should you pay for a lead?

• Cost variables

• Revenue variables

• Conversion rates

• Conversion to what?

• Some verticals are more suitable than others

• Finance to  travel and everything in between

• Real time vs. reaction time
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How do you determine success?

• Literally how do you measure! 

• Software

• Time period

• Lead nurturing

• Multiplier effect

• One lead to many conversions....

• Prioritisation

• Best supplier first or most expensive leads first?


