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Digital Lead Generation

Three Part Workshop Series
Part 1: July 7" Using your website for lead generation
Part 2: August 4™ Using channel management for lead generation

Part 3: September 1t Creating contentfor lead generation



What willyou get fromthe workshop 22w

series?

* Understand when digital marketing can promote your business and
when to use it to sell your capabilities

* Apply a simple funnel framework for lead acquisition, curation and
conversion to a prospect

e Learn the techniques to implement or improve paid or organic lead
generation
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* This workshop series relies on the application of

the value proposition design methodology
presented by the LSBDC in the “What Customers  Value Proposition Canvas

Product Customer

Really Want to Buy Workshop” on May 6%, 2021
* To view the recording visit o ”

https://youtu.be/tLojDcsHI-A

e The VPD worksheet will be circulated with this ‘

Company:

Product: Substitutes
e C Ideal customer:



https://youtu.be/tLojDcsHI-A
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Value Proposition Canvas How would your
product change
Product What would Customer what the
make this job customer does?
easier for
. What does it mes
Benefits fee ke o use
Use VPD to confirm Why would

thereis a product to EXDerlence Tt they not buy?
solution fit.
Features
What would they do
if they did not buy
L —— your product or
: ice. Including
Company: Whatwould Itell What do people SEIVICE ;
: b famil i currently do doing nothing?
Sl Substitutes <y
Ideal customer: purchasewould

make lifeeasier? .

Released under creative commens license to encourage adaption and iteration. Mo rights asserted.

Based on the work of Steve Blank, Clayton Christensen,

Source Peter) Thompson - https://www.slideshare.net/peterjthomson/value-proposition-canvas-28218650



https://www.slideshare.net/peterjthomson/value-proposition-canvas-28218650

Workshop #1 Using your website for PR,

lead generation summary

 Social media channel are rented property, your website is what you
invest in and build on for effective lead generation

* Models of lead generation are rarely singular. Most of the time are a
hybrid of traditional and account based marketing campaigns

* Lead capture is good, but without lead nurture, it is too often wasted

* Your martech stack and maturity drives complexity of campaign
strategy and execution

* Thought leadership and delivering value is the core of content
marketing



Using Channel Management for
Lead Generation

Workshop 2
Subodh Nayar Help@masonsbdc.org
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* Simple sales funnel and the importance of product-market fit
e B2C marketing with Pinterest, Facebook and Instagram

* How to use solution briefs and/or other similar downloadable content
to shorten the sales cycle

* B2B and B2G How to expand your business network with LinkedIn




N
Step 1 —Isthere a product-market fit? .=

Step 2 — Target and attract
your customer segments

Step 3 — Inform and educate
interested leads

Interested

Step 4 — Begin discovery

to convert using BANT Prospects

All marketing is intended to engage.

How |.ntU|t.|ve the mafcch betwe‘en a D

functionalityand desired use dictates

progression through steps 2-4. That is BUDGET AUTHORITY NEED TIMING
established with your message map -

Who is the What immediate In what time frame
decision-maker? needs or urgent will they need a
problems are there? solution?




Establishing product-market fit

Problem Solution Unique Value Unfair Advantage Customer
Proposition How much education is Segments

How much interaction Will configuration or required to understand

is required to define customization be Can you articulate a and embrace your How broad is your

and resolve your required to deliver the single, clear, value proposition? market?

client’'s tOp three tOp three features? Compe"ing message

problems? that states why you are
different and worth ( /
/ \ paying attention to? \
Key Metrics Channels f\ i

Are there performance Can the customer

metrics associated with largely self serve

the product or service (purchase and

that impact the price provision)?

paid?
Cost Structure f\‘lﬁ. Revenue Streams

/ \ Will the addition of new features and capabilities serve to

How tightly associated to cost of provisioning and delivery is retain customers or create additional sources of revenue?

the the number of unit sales?
Does unit cost drop as the number of customers increase? / \
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Work from left to
right

Lean Canvas is adapted fromThe Business
Model Canvas

(http://www.business modelgeneration.com)
and is licensed under the Creative
Commons Attribution-Share Alike 3.0 Un-
ported License.


http://www.businessmodelgeneration.com/
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Demonstrate
competence, reliability

Now Has a burning bridge | am uniquely qualified Sell what you can

to help you deliver now ) Erertenes
Have you considered What have | learned
Soon Has a need what’s on the that can help you Inform and engage
immediate horizon? prepare?
Interested in the How will your market Become a trusted Attract, create
Eventually ) awareness and
subject matter change and why? source
educate
A message map works most effectively when it enablesthe 70/20/10 approach to selling:
e 70% Now Converting prospects to customer. Determining and address each prospects BANT

e 20% Soon Funnel progression from lead to prospect
e 10% Eventually  Attractingleads with education. Then curate from educated to informed




Choosing how to attract, inform,
educate and convert

Retail

39%

more likely to
be activa retail

8 6% shoppers®

use Pinterest to plan life
moments, big and small’

A snapshot of
millennial Pinners

Style

+30%

Auto

+29% 18%

more spent on more likely to buy a new
ratail than vehicle than people not
people who on Pinterest™

don'tuse

Pinterest™

+16%

more spent on cosmetics

mr.nr'-:r!il:n-:rntorl e S pe CIOS e 1
63% ; fashion than people than people not on Pinterest™

not on Pinterest™

say “Pinterest helps me
discover new brands or
products to buy™

S50

have an annual household
income over $75k’

Email Social In-person

cus’ Intelligence Group, US Pinterest audience study, March 2017

What is the preferred channel for you to engage with a brand?

Chat

T
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Food

33.5%

+5%

of people who more spent by
bought groceri Pinterest households
inthe last 30 days™ on groceries than

Home

40%

of people who bought
homedecor inthe last 6
months®™

Blog

kd Campaign Monitor

the national average™

+27%
more spent on home

decor than people not on
the platform®

Source: https://www.campaignmonitor.com/



https://www.campaignmonitor.com/
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* Using solution briefs and/or other similar downloadable content to
shorten the sales cycle

* Expanding your business network with LinkedIn

Linked [T}}




sing solutions briefs to shorten the ARERICAS

sales cycle

First, Email

B 0 § & & &

) This message is from a mailing list.

you are having troutle reading this emal, road the caine version

4 sLackaveatch

Now Available | 3 August 2021

Transformation of the U.S. energy grid is underway against a backdrop of aggressive
decarbonization goals even as electric utilities modernize to accommodate an influx of
distributed energy resources (DER) and mitigate risks to system reliability. Integration
of information and operational systems is key as DER cause a fundamental shift in how

energy is managed on the grid.

Black & Veatch's new eBook, Smart Utility eBook: Industry Benchmarks for

Progress and Future Actions, explores this theme to help electric utilities reflect

@

=
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Capturelead nurture information

53 Move to R, 2021 Smart Utility eBook | Blac X +
X 0 C www.bv.com/resour
Unsubscribe
o tdoo... B Employmen

Contact us Subscribe @ Location: United States = Search Q

BLACK &VEATCH

EMPLOVEE-OWNED ) . )

Industries Services & Solutions ~ Company ~ Careers

Business Email

2021 Smart Utility eBook

Industry Benchmarks for Progress and Future Actions
First Name

Recent federal regulations propel the U.S. towards the decarbonization of
energy and transportation. With no retreat from our changing energy
landscape, electric utilities must integrate system planning and operations to
be fully modernized and flexible in the distributed and often volatile energy Last Name
environment.

To understand U.S. utility grid modernization progress and obstacles, Black &

E d u Ca te Veatch conducted surveys in 2020 and 2021 and researched industry trends ompany
and data points to form a comprehensive snapshot. In an era of ever -

increasing risks and investment in rapidly changing technologies, this eBog

benchmarks utility progress and provides signposts to guide future 3
Distribution Modernization, Cybersecurity, Asset Management, 3

Title

(Complete the form to the right to download.)

) 1would like to receive future email marketing communications from Black &

Veatch

Get Download

Prospect



@ Live Demonstration
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All marketing is intended to educate and engage. How intuitive the match between
functionality and desired use dictates effective use of digital marketing for lead

generation

Value
Proposition Target Attract Inform Educate Prospect
Design

\ /
f

Digital marketing’s contribution is directly
proportional to the role of people/interaction in the
conversion of lead to prospect to customer.
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Please ask now or email your questions to
help@masonsbdc.org
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* How to engage your prospects on Facebook, Instagram and Twitter
* How to write and post the contentyour clients and prospects want
* How to put your business where your targetis
* How to create (recap from workshop 1) and use a message map
* How to use your email list to lower the cost of paid social media

* The business case for investing in social media
* What does contentdo for you?
* Would you have more clients if you engaged more on social media®?

* Would educational, informative contenthelp your business to get noticed in
social media?



