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___________________________________________ 
 

Two Marketing Challenges 

 that are costing you 

 a small fortune! 

 
If you’re failing in either of the following two Marketing Challenges, you’re making mistakes that are 

costing you a small fortune: 

 

Challenge #1: “Well, I’d Hope So!” 
 

Look at your current marketing (and that includes any ads, flyers, 

promotions, elevator speeches etc). Are you using the same old concepts, wording and ‘jargon’ that 

everyone else uses – that makes it almost impossible for your target market to tell you apart and identify 

YOUR true uniqueness?  

 

Take an accountant as an example. How often do you hear them say “I’ll help you with your Accounts”? 

They fail the challenge because we can all say:  

 

Well, I’d hope so! 

 

What about the moving company who goes to great lengths to tell you they’ll look after your prized 

furniture when you move?  

 

Well, I’d hope so! 

 

Let’s face it; there are many companies who do what you do. If you don’t differentiate yourself with your 

REAL uniqueness, then the perception is that you’re all the same. That means the only determining factor 

is PRICE...and the cheapest wins! 

 

Make sure YOUR Marketing messages pass the “Well, I’d hope so” Challenge! 

 
Challenge #2: “Who’s Buying Now?” 

 

At any given time, only 1%-5% of prospects are ready to buy your product there and then, at the moment 

they see or hear your Marketing. And yet, what do most Marketing messages say? That’s right: BUY 

FROM ME NOW! 
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Here’s the point: Up to 99% of people are not READY to buy from you yet, so you’re wasting your 

money if you’re trying to get them to buy now! 

 

There’s a simple 4-step marketing strategy that will dramatically improve the results you achieve with 

your Marketing. It’s called the Conversion Equation. 

 

The Conversion Equation 

 

1. Interrupt the conversation going on inside their heads. Address their issues upfront. For 

example, many people are afraid of going to the dentist because it will be painful. Imagine a 

dentist who promised a pain-free experience. Wouldn’t THAT enter the conversation going on in 

your head?  

 

Grab the attention of your target market with a relevant, important question or statement, so you 

can start communicating with them. 

 

2. Engage them, with a promise of more information to help them make the right buying decision. 

 

3. Educate them with specific and quantifiable facts, establishing your position as the expert in your 

field and showing them how to solve their problem.  

 

4. Offer them a low-risk or (better still) no-risk way to take the next step in their buying journey 

with you. Crucially, this may not be actually BUYING something from you. For example, some 

of our Clients’ best marketing campaigns have involved a free report that helps prospects 

understand their problems better…and the various options available to them. 

 

When you follow the Conversion Equation (and become expert at it) you’ll create an unlimited number of 

qualified leads for your Business. You’ll realize the importance of attracting great clients/customers who 

will help you build and develop your business, as well as realizing that you don’t want to attract poor 

quality leads who will waste your precious time (and money). 

 

Can you now see that Marketing has to be about ‘them’, not ‘you’ and that Sales is not really about 

SELLING at all? It’s about attracting the RIGHT prospects and helping them decide to use you, as the 

best solution to their problem.  

 

Let’s explore this further: Where do your customers come from? 

 

Most people would probably choose advertising as an answer.  Or referrals.  Or direct mail campaigns.  

This may seem true, but it’s not really accurate. 

 

Your customers come from leads that have been turned into sales.  Each customer goes through a two-

step process before they arrive with their wallets open.  They have been converted from a member of a 

target market, to a lead, then to a customer.   

 

So, would it not stand to reason then, that when you advertise or send any marketing material out to your 

target market, that you’re not really trying to generate customers?  That instead, you’re trying to generate 

leads. 

 

When you look at your marketing campaign from this perspective, the idea of generating leads as 

compared to customers seems a lot less daunting. The pressure of closing sales is no longer placed on 
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advertisements or brochures. From this perspective, the general purpose of your advertising and 

marketing efforts is then to generate leads from qualified customers.  Seems easy enough, doesn’t it? 

 

Where Are Your Leads Coming From? 
 

The first step toward increasing your leads is in understanding how many leads you currently get on a 

regular basis, as well as where they come from.  Otherwise, how will you know when you’re getting more 

phone calls or walk-in customers? 

 

If you don’t know where your leads come from, start today.  Start asking every customer that comes 

through your door, “how did you hear about us?” or “what brought you in today?”  Ask every customer 

that calls where they found your telephone number, or email address.  Then, record the information for at 

least an entire week. 

 

When you’re finished, take a look at your spreadsheet and write down your top three lead generators. 

 

From Lead to Customer: Conversion Rates 
 

Leads mean nothing to your business unless you convert them into customers.  You could get hundreds of 

leads from a single advertisement, but unless those leads result in purchases, it’s been a largely 

unsuccessful (and costly) campaign. 

 

As we explained in the very first chapter, the ratio of leads (potential customers) to actual customers is 

called your conversion rate.  Conversion rate is calculated by taking a specific time frame and dividing 

the number of customers who actually purchased something by the number of customers who inquired 

about your product or service, and multiplying by 100. 

 

So, for example, if, in a given week, you have 800 customers come into your store, and 140 of them make 

purchases, the formula would look like this: 

 

140 (Customers) / 800 (Leads) x 100 = 17.5% (Conversion rate) 

 

What’s Your Own Conversion Rate? 

 

Based on the formula above, you can see that the higher your conversion rate, the more profitable the 

business.   If you don’t already know this (and as a Business Owner you should!) take a moment to 

calculate your current conversion rate and reflect on how you feel about it. 

 
Quality (or Qualified) Leads 
 

Based on our review of conversion rates, we can see that the number of leads you generate means nothing 

unless those leads are being converted into customers. 

 

So what affects your ability (and the ability of your team) to turn leads into customers?  Do you need to 

improve your scripts?  Your product or service?  Find a more competitive edge in the marketplace?   

 

Maybe.  But the first step toward increasing your conversion rate is to evaluate the leads you are currently 

generating, and make sure those leads are the right ones. 
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What are Quality Leads? 

 

Potential customers are potential customers, right?  Anyone who walks into your store or picks up the 

phone to call your business could be convinced to purchase from you, right?  Not necessarily, but this is a 

common assumption most business owners make. 

 

Quality leads are the people who are the most likely to buy your product or service.  They are the 

qualified buyers who comprise your target market.  Anyone might walk in off the street to browse a 

furniture store – regardless of whether or not they are in the market for a new couch or bed frame.  This 

lead is solely interested in browsing, and is not likely to be converted to a customer.  

 

A quality lead would be someone looking for a new kitchen table, and who specifically drove to that same 

furniture store because a friend had raved about the service they received that month.  These are the 

kinds of leads to focus on generating. 

 
How Do You Get Quality Leads? 

 

 Know your target market. Identify specifically who your ideal clients are – the people who are 

most likely to buy your product or service.  Know their age, sex, income, and purchase 

motivations.  From that information you can determine how best to reach your specific audience. 
 Focus on the 80/20 rule.  A common statistic in business is that 80% of your revenue comes 

from 20% of your customers.  These are your star clients, or your ideal clients.  These are the 

clients to focus on recruiting.  This is the easiest way to grow your business and your income. 
 

 Get specific.  Focus not only on who you want to attract, but how you’re going to attract them.  If 

you’re trying to generate leads from a specific market segment, craft a unique offer to get their 

attention.  
 

 Be proactive.  Once you’ve generated a large number of leads, make sure you have the resources 

to follow up on them.  Following up within 48 hours increases your chance of converting them 

tenfold. So, be diligent and follow up in a timely manner.   
 
 
Get More Leads from Existing Strategies 
 

Increasing your lead generation doesn’t necessarily mean diving in and implementing an expensive array 

of new marketing strategies.  Marketing and customer outreach for the purpose of lead generation can be 

inexpensive, and bring a high return on investment. 

 

You are likely already implementing many of these strategies.  With a little tweaking or refinement, you 

can easily double your leads, and know that they are more qualified. 

 

Here are some popular ways to generate quality leads: 
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Email Marketing 

 
Email Marketing is one of the fastest and most effective ways to generate leads that will build your 

business.  It’s a simple strategy – in fact, you’re probably already reaching out to potential clients through 

email with enticing offers.  

 

The secret to doubling your results is to craft your email campaigns specifically for a highly targeted 

audience of your ideal customers.   

 

Direct Mail to Your Ideal Customers 

 

Until email marketing provided a more immediate method for delivery of a marketing message, direct 

mail campaigns were often considered the most effective way to target your ideal customers. The only 

way to be sure of what works best for you is to test and measure the results of everything you do. 

 

It all comes down to knowing your ideal customers.  

 

These are the people who buy the most of your products or services.  They are the customers who will 

buy from you over and over again, and refer your business to their friends.  They are the group of 20% of 

your clients who make up 80% of your revenue. 

 

Identify your ideal customers 

 

It’s worth reminding you of the importance of knowing your ideal customers. You must be specific, so 

that when you have identified who they are, you can begin to determine how you go about reaching them.  

Will you market to households or apartment buildings?  Families or retirees?   

 

Mailing lists are available for purchase from a wide range of companies, and can be segregated into a 

variety of demographic and socio-economic categories. 

 

Craft a special offer 

Create an offer that’s too good to refuse – not for your entire target market, but for your ideal customer.  

How can you cater to their unique needs and wants?  What will be irresistible for them? 

 

For example, if you operate a furniture store, your target market is a broad range of people.  However, if 

you are targeting young families, your offer will be much different than one you may craft for empty-

nesters. 

 

Court them for their business 

 
Don’t stop at a single mailshot.  People may delete your email or throw your letter away up to seven times 

before they are motivated to act.  Treat your campaign like a courtship, and understand that it will happen 

over time. 

 

First, introduce yourself, and your irresistible offer.  Then follow up regularly with additional 

information.  Repetition and reinforcement of your presence is how your customer will go from saying, 

“who is this company?” to “I buy from this company.”  
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Advertise for lead generation 

 

Purchase decisions are motivated by targeted advertising so it can be an effective way of generating leads.  

 

However, advertise to the wrong target market…and you waste 100% of your money. Of course 

advertising companies won’t tell you this, but you really only need to advertise when you DON’T know 

who you Ideal Clients are. When you do know them and have their home and email address, you can 

communicate with them far more effectively and at a fraction of the cost. So, identify and find those ideal 

clients!  

 

If you do advertise, your advertisements must be purpose-focused. The general purpose of most 

advertisements is to increase sales – which starts with leads.  However ads that are created solely for lead 

generation – that is, to get the customers to pick up the phone or walk in the store – are a category of their 

own. 

 

Lead generation ads are simply designed to create a sense of curiosity or mystery.  Often, they feature a 

special offer.  Their purpose is not to convince the customer to buy, but to contact or visit the business for 

more information. 

 

As always, when you are targeting your ideal audience, your ads need to be placed prominently in 

publications that they read or listen to.  This doesn’t mean you have to spend lots of money for expensive 

display ads.  Inexpensive ‘piggy-back’ advertising can be found (especially online) and can be very 

effective for lead generation. 

 

Here are some tips for lead generation advertising: 

 

Spark curiosity 

 
Don’t give them all the information they need to make a decision.  Ask them to contact you for the full 

story, or the complete details of your amazing offer.   

 

Grab them with a killer headline 

 
Like all advertising, a compelling headline is essential.  Focus on the greatest benefits to the customer, or 

feature an unbelievable offer.  

 

Referrals and host beneficiary relationships 

 

A referral system is one of the most profitable systems you can create in your business.  The beauty is 

once it’s set up, it often runs itself. 

 

Customers that come to you through referrals are often your “ideal customers.”  They are already trusting 

and willing to buy.  This is one of the most cost-effective methods of generating new business, and is 

often the most profitable.  These referral clients will buy more, faster, and refer further business to your 

company. 

 

Referrals naturally happen without much effort for reputable businesses, but with a proactive referral 

strategy you’ll certainly double or triple your referrals.  Sometimes, you just need to ask!   

 

Here are some easy strategies you can begin to implement today: 
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Referral incentives 

 
Give your customers a reason to refer business to you.  Reward them with discounts, gifts, or free service 

in exchange for a successful referral.   

 

Referral program 

 

Offer new customers a free product or service to get them in the door.  Then, at the end of the transaction, 

give them three more ‘coupons’ for the same free product or service that they can give to their friends.  

Do the same with their friends.  This ongoing program will bring you more business than you can 

imagine. 

 

Host-beneficiary relationships 

 

Forge alliances with non-competitive companies who target your ideal customers.  Create cross-

promotion and cross-referral direct mail campaigns that benefit both businesses. 

 
Lead Management Systems 
 

Once your lead generation strategies are in place, you’ll also need a system to manage incoming inquiries.  

Create a script to receive enough information from each lead to follow up on at a later date.  Create a 

system to organize that information, and track the lead as it is converted into a sale. 

 

Gathering Information from Your Leads 

 

Here are key items of information to gather from your leads. 

 

 Company Name/Name of Contact 

 Alternate Contact Person 

 Mailing Address 

 Phone Number 

 Fax Number (if appropriate) 

 Cell Phone 

 Email Address 

 Website Address 

 Product of Interest 

 


