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Prospects, leads, new customer enquiries, new business, new clients…   
whatever you call them, the ability to generate qualified leads from your 
target audience can be a frustrating challenge for many sales, 
marketing and business leaders.  

This eBook includes practical tips and suggestions on how to do that, 
both in terms of digital marketing through your website and other 
channels such as LinkedIn, at conferences and networking events and 
through your sales team. 

So, grab a coffee, chai latte or whatever takes your fancy, sit back and 
let’s get started!    

Section 1 – How to capture Leads on your website

Section 2 – Ways to generate more leads for your business

Section 3 – Creating a lead generation strategy
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How does your website capture 
leads?
In the spirit of keeping this simple, let’s look at a typical customer journey…    she 
needs to find a product or service, she Googles it and is presented with a list of 
possible companies. She then clicks on one of those links and ends up on your 
website – success!   Or maybe not…   at this point, if she has never heard of your 
brand, you have, on average, 7 seconds to capture her attention.

This is where many companies are throwing money 
away, they either focus too much on creating a 
beautiful looking (and highly impractical) website 
that isn’t clearly telling the visitor what they do, or 
they load their website with too much information.

Either way, it becomes a frustrating experience for the visitor, 
who will click the back button and go to the next company 
on those search engine results. What’s scary is you’ll never 
know they were there…    other than as a bounced visitor 
statistic (assuming you’re looking at those!).  

Now, let’s take a moment here to consider how much time 
and money you have put into social media, paid Google ads 
or SEO to get them to your website…   only to make them work 
hard to figure out what you do and how you can offer them 
something of value. You are literally throwing money down 
the drain!   But it doesn’t have to be this way.

Your website captures leads by giving visitors an an-
swer to the questions they are asking online.

Whether you are selling to individuals (B2C) or companies 
(B2B), a human being is doing the research and making 
the buying decision.

How To Capture Leads On 
Your Website

Section 1
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The human brain is very efficient at filtering out anything that 
doesn’t add value, so you need to make sure you are talking about 
your value proposition and making it as easy as possible for that web-
site visitor to engage with your brand. Let’s take a look at the common 
mistakes’ companies are making:

The 4 Common Mistakes 
Companies Make On Their 
Website

Mistake #1 - Too much information that doesn’t serve the purpose of the website

Mistake #2 - No clear statement of the frustrations you help to resolve for your customers

Mistake #3 - No direct call to action

Mistake #4 - No transitional call to action

If you are making some or all of these mistakes on your website, they are easy to fix with a bit 
of effort and could see your conversion rate increase significantly. Check out this blog post 
on our website for more detail on these common website mistakes, or click here to 
schedule a discovery call with the One Zebra team – we help companies fix these issues and 
create compelling content to drive lead generation.

https://www.onezebra.com/post/4-common-mistakes-companies-make-on-their-websites
https://www.onezebra.com/post/4-common-mistakes-companies-make-on-their-websites
https://calendly.com/onezebra/discovery_call20
https://calendly.com/onezebra/discovery_call20
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We’ve looked at where you might be going wrong, now let’s take a look at the opportunities 
to turn your website into a lead generating machine!

Whether searching on mobile, tablet or desktop, when a potential customer lands on your 
website, they are probably going to scroll a few times to see if they are in the right place. The 
right layout for your website will depend to some extent on your industry, product or service 
mix, but you should be aiming to answer these questions as a visitor scrolls down your site…

Step 1- 
Get the layout of your website right

5 Steps To Optimize Your Website 
For Maximum Lead Generation 
Success.

Has this company solved this problem or provided this product to 
other happy customers? Is this company an authority or expert in 
relation to the solution I’m looking for?

You should also include videos or images that compliment these 
messages. What you shouldn’t do however, is create long para-
graphs to answer these questions. You must keep it concise 
and avoid the curse of knowledge…    this is something we 
all suffer from, we’re so engrossed in our own business that when 
we talk about what we do, we over-complicate it.

• Does this company do or sell what I am looking for?

• What value does this company offer and how is that different from the competition?

• How should I engage with this company?

• What happens if I decide to engage this company?

• What do I stand to gain if I engage this company?

• What is at risk if I don’t engage this company? 
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Step 2 - Create a lead generator

We talked about this earlier in this eBook, not everyone that lands on 
your website is going to be ready to engage with your sales team or 
make a purchase. They may just be browsing or doing their research, 
so the question is - how do you capture these visitors and stay front of 
mind when they are ready?  This becomes increasingly important the 
longer your sales cycle gets. 

One way to do this, is to create a Lead Generator, sometimes called 
a lead magnet. Lead Generators come in different forms, it could be 
an eBook like this one, an expert interview, free trial or interactive quiz. 
Check out our blog post 6 Lead Magnet Ideas to capture your 
customers attention for info on these lead generator ideas and 
more, to augment your marketing campaigns. 

When you have your Lead Generator, make it available on your website 
and also promote it to your target audience through email marketing, 
social media and your sales team. You’ll want to look into the right lead 
generation software to automate this process, check out this article 
for insights on the marketing automation tools you might want to 
consider. 

Bonus tip – once you’ve created your Lead generator, make sure you 
plan how you will stay in touch with any new contacts that it generates. 
This could be through an e-mail nurturing campaign or calls from 
your sales team for example, but it does require some thought and 
planning as part of your marketing strategy. What you don’t want to do 
is offer a great piece of valuable content that your potential customers 
appreciate and then erode that goodwill with aggressive sales tactics.

https://www.onezebra.com/post/6-lead-magnet-ideas-to-capture-your-customers-attention
https://www.onezebra.com/post/6-lead-magnet-ideas-to-capture-your-customers-attention
https://www.getapp.com/marketing-software/lead-generation/
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Step 3 – Hire an SEO expert

In one sentence, SEO is a strategy that ensures when someone Googles your product or service 
category, they find your website. If you can get your company onto Page 1 of Google for 
the right keywords, you will generate significantly more relevant leads. If you’re look-
ing for more detail on the topic of SEO, check out this article.

On one hand, we highly recommend engaging an SEO expert because it’s a full-time job that 
requires ongoing attention. On the other hand, we’ve had our share of bad experiences with SEO 
experts that just create confusion with jargon and ultimately don’t get results. With this in mind, 
we also recommend checking out this blog post – 8 ways to avoid getting ripped off by 
your SEO expert…   there are some great companies out there, you’ve just got to find the right 
one and then hold them accountable for getting results!

You can manage SEO yourself with a keyword research tool, but be prepared to invest a sig-
nificant proportion of your in-house marketing teams time to make the most of it. SEO can cost 
anywhere between $75 and $1200 per month if you do it yourself with a keyword research tool 
(at the top end of that budget, you’re delving into the realm of artificial intelligence – if you 
can afford it, it’s a game changer).

An external consultant will cost between $70 and $170 per hour and up to $8,000 per month 
if you hire a full-service marketing agency. Small and medium sized companies usually spend 
proportionally less on SEO than big brands, but don’t underestimate how powerful it can be. 
Done well, SEO ensures you are answering the questions your audience is asking. N.B. you’ll likely 
hear your SEO Consultant refer to long-tail keywords, which is where your potential customer is 
getting more specific with their search engine queries. We prefer to drop the jargon and focus 
on answering the questions your customers are asking, but it’s all connected. If you want to read 
more on long-tail keywords, check out this article.

https://blog.hubspot.com/marketing/what-is-seo
https://www.onezebra.com/post/8-tips-to-avoid-getting-ripped-off-by-your-seo-consultant
https://www.onezebra.com/post/8-tips-to-avoid-getting-ripped-off-by-your-seo-consultant
https://searchengineland.com/back-to-basics-what-does-long-tail-keyword-really-mean-311910
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When a visitor first lands on your site, they are focused on finding 
a solution to their problem or something that will benefit them, or 
by association, their company (if it’s B2B).

In order to avoid losing them to the next search engine result, we 
recommend the following:

1. Use images, video and/or words that communicate what you 
do, how it will make their life better and what they need to do 
to buy or engage with your company. 

2. Pick three key benefits of working with you or buying your 
product; keep these benefits concise and focus on real value 
rather than vague buzzwords. We suggest including these 
early on your main home page. 

3. Stop using long paragraphs of text about your company 
mission, vision and values, your customers don’t care at this 
stage and it only serves to distract from the primary objective 
of the site – to convert visitors into real customer enquiries. 

4. Don’t include links to every part of your site and every product 
in the main body of your website, these only serve to divert 
your visitor’s attention away from your calls to action. 

5. Don’t be afraid to remind your customers what’s at stake if 
they don’t buy your product or service. If there’s nothing at 
stake and no consequences for not working with you, 
there is no reason to work with you. 

6. Make it easy for your customers to see how they can do 
business with you, give them a simple roadmap or plan 
for success. Three step plans work best here, even if working 
with you involves 10 or 20 steps, try to break it down into 3 
easy to understand phases. 

This is all about inviting your customers into a story, a story that’s 
about them, where they achieve success with your help. It’s not 
a story about you or your brand. Check out this blog post on 
our website for more info on inviting your customers into a story

Step 4 - Make it about them

https://www.onezebra.com/post/how-to-invite-your-customers-into-a-story
https://www.onezebra.com/post/how-to-invite-your-customers-into-a-story
https://www.onezebra.com/post/how-to-invite-your-customers-into-a-story
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Step 5 
Invest time and money in creating great blog content

It’s no secret that getting found on Google means getting onto page 1, because rarely does anyone 
click past the first page of search results. To do that, you need to write great content that answers 
the questions your customers are asking. Leverage copywriters on your team or hire an external 
copywriter that understands the value of writing for a commercial business. 

Spend time with your subject matter experts and marketing team in a room, figuring out what content 
you need and building that into a calendar, with a clear project plan detailing who is accountable for 
writing it and by when. Build on this content and drive traffic to it through your social media channels, 
always focusing on giving something that your target customers will find valuable. With enough time, 
it’s easy to create lots of content, but if it isn’t valuable to the specific audience your targeting, you are 
wasting resources. You should also avoid being cute, unless it serves the overarching strategy for your 
business. 

As you work through your content strategy, ask yourself these key questions:
1. Does it add value to your customer? i.e. are you genuinely giving away your expertise for free?
2. Does it position you as an authority in your industry?
3. Does it resolve a problem or frustration your target customer is facing?
4. Will it create a sense of reciprocity?
5. Will your customers be prepared to exchange an e-mail address in return for the more in-depth 

content you plan to produce?  E.g. eBooks
6. Have you got compelling titles for your blog posts, eBooks and e-mail marketing campaigns?

If you can’t answer yes to these questions, go back over your plan and be tough on what stays in 
and what ends up in the recycle bin. Great movies often have lots of deleted scenes; the reason 
they delete these scenes is because they don’t serve the overall plot of the movie. Make sure 
your content serves your plot!

If you have the budget to invest in keyword research tools, do it, it beats guessing! Along with 
the right lead generation software, this is a key part of your marketing technology stack. If your 
budget stretches far enough, look at what’s possible with artificial intelligence. 

The days of stuffing content with keywords, or spending multiple days researching content will soon 
be a thing of the past; analyzing copious amount of data and making “Ai powered” content 
recommendations is a reality today if you have the budget to invest in these platforms.

If you need support with your overall marketing strategy, creating a sales funnel, making your 
website work for you, creating eBooks or you would like to leverage our artificial intelligence tools 
to create powerful content for your business, click here to schedule a discovery call with the One 
Zebra team. We help companies align their marketing strategy, get a clear message, connect 
with more customers and ignite their revenue growth.

https://calendly.com/onezebra/discovery_call20
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Before we dig into other ways to generate leads, you should first consider if you need 
to and, if so, how many?   You don’t need to use every channel available to you, if your 
marketing strategy is robust, you can become far more effective and invest your re-
sources in the right channels, rather than every channel.

How many leads does your business 
need to generate?

If you’re reading this and you’re a Sales or Marketing VP, a Sales 
or Marketing Manager or a member of the Exec team for your 
company, you should know how many leads your com-
pany needs to generate in order to hit your next monthly, quar-
terly or annual sales target. This number has a significant im-
pact on major cost lines in your P&L, not least your marketing 
budget and sales salary budget for example.

The question is, how many of you can confidently say how many 
leads your company needs?

In order to calculate this number, you’ll need the following 
information:
1. Your monthly, quarterly or annual revenue target
2. The proportion of that target that should be driven by 

marketing leads
3. The average deal or transaction value
4. Your lead conversion ratio – how many of your relevant leads 

turn into sales opportunities
5. Your sales closing ratio – how many of your sales 

opportunities turn into closed deals

Ways to generate more leads 
for your business

Section 2
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When you have this data, here’s the calculation you’ll need:

Step 1 – MARKETING REVENUE TARGET / AVERAGE DEAL VALUE = NUMBER OF 
CLOSED SALES REQUIRED

Step 2 – NUMBER OF CLOSED SALES X SALES CLOSING RATIO = NUMBER OF 
MARKETING LEADS REQUIRED

You can also go a lot deeper with your calculations and start to look at the cost of 
acquiring each lead and therefore predict your overall budget more accurately. 
Once you have that data, you can start to fine tune what’s working and what’s not 
and work on improving some of those ratios mentioned above.
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Whilst your website is likely to be your primary source for lead 
generation, depending on your industry and target audience, 
it’s not the only way to generate leads. 

Here’s a list of ideas that you could consider to make your 
marketing strategy more robust:

1. Referrals – the most powerful leads come from 
someone your customer already knows, a personal 
recommendation reduces the risk of working with you. 
Does your company have a strategy and system in place 
to consistently ask for referrals from existing customers?

2. Automate your marketing – not every potential 
customer you come across is ready to buy today, or 
tomorrow, or next week. So, how are you keeping in touch 
with them?   Leverage automated e-mail marketing to 
share relevant, useful and valuable content that your 
customers will be happy to receive in their inbox. Whatever 
you do, make sure you’re clear on GDPR (if you’re not 
sure, click here) and don’t spam!

3. Social selling – First figure out where your customers are 
most likely to hang out, and then implement a campaign 
to get active on that platform. For example, if you are B2B, 
get on Linked in and find your target customers, like their 
content, suggest other content they might be interested 
in, contribute to forums and discussions. Make this part of 
your sales teams daily or weekly activity.  

4. Optimise your e-mail signatures – find something 
of interest, something compelling related to a current 
campaign, or something your customers are interested 
in, such as a blog or interactive quiz, and then link to it 
from your e-mail signatures (make sure every member 
of your team from ops to manufacturing has this e-mail 
signature updated), you might just be surprised how 
many new or existing customers click through. 

Other ways to generate more leads for your business?

https://eugdpr.org/
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5. Participate in forums – online or in person, forums that 
are relevant to your industry are a great place to connect 
with people who may end up being future customers, or 
might know someone that is relevant.

6. Interview influencers – Find an angle relevant to your 
live or upcoming marketing campaigns, a perspective 
that connects an influencer to the interests of your target 
customers and then interview them. Publish that interview 
on your social channels or website and share with your 
customers.

7. Share videos on You Tube – think about the questions 
your customers might be asking, what challenges are they 
facing as it relates to your industry?   Capture your team 
on camera offering answers to these questions, share 
your expertise on video and then publish on You Tube. 
If you can position your people and your company as 
the authority on a topic, when your customers need your 
product or service, they are far more likely to contact you.

8. Create interactive quiz content on your website –
People love an interactive quiz or calculator, something 
that gives them an insight to themselves or something that 
matters to them. Again, think about what’s on the minds 
of your customers and brainstorm the types of interactive 
content you could produce and share on your website 
or social media.

9. Implement a Live chat function, to make it easy for 
potential customers to engage – This can be a time-
consuming resource, but done well, live chat is a great way 
to generate more leads for your business. But be aware of 
the risk If your response time isn’t very quick – you might 
end up creating a bad customer experience, rather than 
generating more leads.
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Lead generation strategies that are planned, well thought out and executed 
effectively have the potential to ignite revenue growth. If your marketing 
team or agency are not starting with this objective in mind, they should be. 

Revenue is a lagging indicator of success however, and whilst it remains top 
of our list for measuring ultimate success, here are some of the other metrics 
you might want to track as you implement your lead generation strategies and 
marketing campaigns:

What results can you expect with an 
effective lead generation strategy?

1. Organic traffic – how much of your website traffic is coming from organic 
(i.e. not paid) website searches?

2. Time on page – Whether they got there from a Google ad, a blog or some 
other source, how long are your potential customers spending on your 
website?

3. Bounce rate – closely linked to Time on page above, this is a measure of 
how many people hit your site and then immediately leave.

4. Customer acquisition cost – Divide your marketing spend by the number 
of closed deals resulting from this spend and you’ll get your customer 
acquisition cost.

5. Visitor conversion ratio – This is the number of visitors that hit your 
landing pages, home page or blog posts, that convert into a lead, enquiry 
or sale.

6. Lead conversion ratio – Of all the leads that you generate, how many are 
actually converting into sales opportunities?

7. Sales conversion ratio – what percentage of sales opportunities 
are your sales team closing?

8. Cost per lead – Do you know how much each lead, your marketing efforts 
generate, costs you?

9. New meetings / demos / discovery calls – pick the one that’s relevant 
to your business

10.  Lead source – This is a great metric to help you make ongoing decisions 
about where you spend your marketing budget.



15

At One Zebra, our Premium Business Growth Package customers can access live 
dashboards, customized to show the metrics that matter to them, along with regular 
customized reports that allow them to make smarter, more robust decisions and ignite 
revenue growth.
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Lead generation describes the process by which you capture your customers attention in 
your product or service, in order to build a sales pipeline. If you have a lead generation strat-
egy, that means you have a systematic approach and plan to generate the required num-
ber of leads to feed your sales pipeline and ultimately hit or beat your sales targets. 

Do you have a systematic and planned approach to lead generation?    If you do, 
is it getting you the return you’d like?   Let’s start by looking at the four key components of a 
strategy:

Creating a lead generation 
strategy

Section 3

What is a lead generation strategy?

Intent

A lead generation strategy starts with clear intent and we believe 
that intent should be to earn your customers attention, 
not to buy or coerce it. If you take this authentic and value driv-
en approach, you will earn, keep and sustain the respect of your 
customers for the long term. 

Data and Metrics

When you are clear on the intent of your strategy, you need to be 
clear on the measurable objectives that strategy is intended to de-
liver. Start with how many leads your strategy needs to deliver, in 
order to achieve the marketing proportion of your sales target; re-
fer back to section 2 of this guide where you’ll find more detail on 
how to do this.
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How do you identify what you need 
in your lead generation plan?

The first step to identifying what should be in your plan, is to get crystal clear 
on how your company generates profit. I say profit not revenue, because 
as the saying goes…    revenue is vanity, profit is sanity. There may be products 
or services that you are promoting and investing marketing dollars in, that are 
detracting from your core, profitable business. If you can identify the primary 
drivers of revenue, this will act as the lead domino in building a simple and highly 
effective lead generation plan. 

When you are clear on the product(s) or service(s) that warrant the investment of 
time and effort, you need to start with your sales targets and reverse engineer 
your other metrics for this plan. Remember, if you don’t have clarity on these met-
rics, you won’t know if it’s working and, more importantly, you will find it much 
harder to make decisions around adjustments and enhancements to the plan as 
you implement in real time.   

As we mentioned before, your intent should always be to earn your cus-
tomers attention, so the next step is to define the valuable content or exper-
tise you will give away and the platforms you will you use to promote this content. 
Consider these questions when identifying content ideas:

Attract

Now you’re clear on your metrics, you need to define the methods 
you will use to attract potential customers to your website and land-
ing pages. Social media, e-mail marketing, podcasts, whatever your 
approach, it should be included in your lead generation strategy.

Convert

When you’ve captured your customers attention, how will you con-
vert this interest into a live enquiry, a demo, a conversation or a sale?  
Always aim to give something of value through the attract and 
convert phases, before asking for something from your customer in 
return. Free trials, white papers, eBooks, webinars, expert interviews 
and podcasts are all options to help you attract and then convert 
your customers. Go back to section 1 for more lead generator ideas 
and how you can maximise these through email marketing.
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Top challenges to creating a lead 
generation strategy?

The number one challenge we see our customers face, is alignment of their key stakehold-
ers. Often times, this lack of alignment results in a lack of clarity and focus, which is reflected 
for the whole world to see in their confusing marketing campaigns and websites. 

Different opinions as to what should be the main focus, what should go on a website and a 
reliance on opinions of what a particular stakeholder likes, versus what will be most appeal-
ing to customers, often get in the way of creating a lead generation strategy and overall 
marketing plan that drives the desired revenue growth for a business. 

We work with our customers by first getting key stakeholders into a room together, debating 
and ultimately agreeing on the marketing strategy together, which then enables a much 
faster and more effective execution. 

This approach, whether supported by an external marketing strategy facilitator or internally, 
will save you a huge amount of time and avoid a confusing message for your prospect 
customers that drives them away.

If you can offer something of value, resolve a frustration or make your customers life easier 
in some way, you are on track to attracting their attention and positioning yourself as an au-
thority in their field of interest. 

When you’ve figured out the what, you then need to think about the where…   where do your 
customers consume their content?  Are they more likely to be on Linked In, Facebook, Insta-
gram, Twitter, Tik Tok?  Or would the more relevant format be e-mail?  There is no one right 
answer here, but it’s important to consider who your customer is, what they want and 
what’s getting in the way of them getting what they want. Where will it be most 
convenient for them to access the content you are offering?

Finally, you need to include a strategy for converting your customers into buyers. If you are 
using e-mail or social media to drive traffic to your website, or if you are using paid ad cam-
paigns, when they hit your website, is it clear and easy for them to see how you can 
help make their life better?   Refer back to the 5 Steps to optimize your website for max-
imum lead generation success in section 1 for more detail on this.

• What are the challenges facing your customers in relation to their industry?
• What is causing your customer to feel frustrated?
• What might make your customers life easier?
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We hope you found this guide useful, but if there’s anything you’d like to see more of, feel free to 
reach out to us on matt@onezebra.com. We exist to simplify the way marketing is done, remov-
ing the complications, adding value to customers, enabling sales teams and driving growth for 
medium and small businesses everywhere. This growth can benefit the owners, the employees 
and the customers the business serves and that sounds pretty awesome to us!

If you’d like more info on how we use storytelling and artificial intelligence tools to build effective 
marketing strategies, powerful content and to support the effectiveness of sales teams, click 
here to schedule a discovery call.

www.onezebra.com

Other challenges to look out for include:
• Lack of clear measures of success, including both leading and lagging indicators so you

can remain agile and adjust to focus your efforts on what’s working, in real time, rather
than waiting until it’s too late and playing the blame game

• Failure to create the content agreed upon in your plan because its extra work for your
subject matter experts. Great content, requires great copywriters, which your
internal team may be; but do they have the time to commit to researching and writing
content?  Don’t overcommit your internal resources, be realistic about what they can
write and if you think it’s going to be a stretch too far, hire an external copywriter to work
with your experts to consistently produce great content.

• Confusing messaging that just doesn’t capture the attention of your customers. Even with 
clear intent and great content, if your overall message doesn’t resonate with your
target customers on a level that matters to them, they just won’t notice you
amongst all the noise. Your average adult is bombarded with more than 3000
commercial messages every day and their brains do a great job of filtering
out and ignoring anything that is irrelevant. Don’t let a confusing message make
you irrelevant in your customers eyes.

• Failure to execute. Often times, even when a great plan is created, a lack of discipline or
consistency results in mediocre execution. This may be due to over commitment, lack
of resources or mismanagement of stakeholder’s expectations, resulting in demands to
change direction before the plan has had time to show a return on investment.

All of the above can be avoided, but it requires taking the time to plan effectively in the first 
place and not overcomplicating the strategy, simply because that’s always the way it’s been 
done. 

mailto:matt@onezebra.com
https://calendly.com/onezebra/discovery_call20
https://calendly.com/onezebra/discovery_call20
http://www.onezebra.com

