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THIS ISN'T S e e
A B o U T LEADS.
LEADS.




of all prospect data on average is
garbage.

Removing it gives you an immediate
transformation in your performance without
coaching and without massive cost.
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1. Make the form easy to fill in

2. Make sure they fill the form in
with their correct details

3. Stop bad leads getting in AND
prevent good leads missing out



1. You just let it through and hope for
the best

2, You highlight to them that you
need a different number - What if
they don’t have a different number?
3. You allow the lead to be

submitted, but re-check the number to
see if its been turned on, and only
then deliver to the sales team
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v M 1. You reject the lead and say it’s bad

WHO THE HECK ARE Y% 2. You try and sell this to new person
®

3. You email the person who
submitted the lead and ask them to
update their number




WHAT ABOUT HIGH FRAUD CHANNELS?

AFFILIATE MARKETING
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Put verification on every field

Use recaptcha to catch bots injecting data
behind forms

De-dupe on IP’s

Use anti fraud tech to reject bots, tor
browsers etc

Use double opt in mechanisms to ask the
user to confirm interest

Have different rules dependent on the
quality of the affiliate partner and how
stringent you want them to be



AND NEITHER ARE THE SOURCES




DON'T BE THIS GUY



A CHECKLIST FOR RECEIVING LEADS

¥ TRACK AT A GRANULAR LEVEL
W ENSURE THEY CAN BE A CUSTOMER

W ARE THERE ANY MICKEY MOUSE
DETAILS OR SWEAR WORDS?

¥V DOES IT CONTAIN ALL THE
INFORMATION YOU NEED?

¥ IS IT A CURRENT CUSTOMER?

W IS IT A LEAD YOU'VE RECEIVED
BEFORE?

V2 IS IT ON A DO NOT CONTACT LIST?

¥ ARE THERE ADDITIONAL
VERIFICATION CHECKS NEEDED?

¥ DOES THIS LEAD NEED ENRICHMENT?






A CHECKLIST FOR DISTRIBUTING LEADS

WV DISTRIBUTE IN REAL TIME (UNLESS THE LEADS ARE BOOKING
SPECIFIC APPOINTMENT TIMES)

::j) Databowl

Contact Rates

Measured by response times from initial point of lead generation to first call.




A CHECKLIST FOR DISTRIBUTING LEADS

V| BE SURE YOU CAN RECEIVE RESPONSES FROM THE SYSTEM YOU
ARE SENDING TO AND MAP THEM

V| DOES IT NEED TO GO TO A CRM FOR MARKETING? A DIALLER FOR
SALES TEAM? OR BOTH?

V' SET UP RULES TO AUTOMATE YOUR LEAD DISTRIBUTION



FEEDBACK
LOOP

If you don’t optimise for sales,
you’re optimising for leads.



FEEDBACK THE OUTCOME FOR EVERY LEAD AS
IT REACHES A SPECIFIC STAGE




THIS ALL NEEDS TO HAPPEN IN REAL TIME

ENSURE YOU ARE CONSTANTLY OPTIMISING FOR THE MOMENT,
RATHER THAN FOR A SNAPSHOT IN TIME

- TRAFFIC CAN CHANGE
- LEADS CAN CHANGE
- SALES CAN CHANGE

IT’S BETTER TO WORK ON THESE CHANGES IN REAL TIME RATHER
THAN WAIT UNTIL IT’S TOO LATE



Trackmg s*omeone

means you ?Iove them.
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IS WHERE YOU CAN MAKE A REAL
DIFFERENCE

e WHAT IS DRIVING THE SALES?
e ISITDEMOGRAPHICS IN THE DATA?
e IS ITTHE SOURCE, SUB-SOURCE, CHANNEL?

ANALYSE AND INFORM



Month 1 Month 2 Month 3

Volume Conversion % Action [volume |Conversion %|Sales |Action |volume |Conversion % Sales |Action
Source 1 | 1500 5.00% 500 5.50%| 27.5 500 6.00% 30
s ISub Source  |volume Sales %
Source 4 500. Sub Source 1 100, 10.00%
Source 5 1000
oo | 2ol |SUb Source 2 1000, 4.00%
sacer | solll | Syb Source 3 400, 6.00%
Source 8 500
— Sub Source 4 650, 3.50%
21:’ Sub Source 5 700, 4.50%
Source 12 TOtaI 3000 4.5%
Totals 10000 5.20%| | 10000] 6.50%| 650 | 10000 6.94%| 694 |




DON’T THINK HIGH PERFORMANCE AT LOW VOLUMES CAN
SCALE

KNOW UNICORN DATA DOESN'T EXIST

STAY FOCUSED. EVERYTHING CAN BE AUTOMATED, BUT YOU
NEED TO ACTION KEY INFORMATION IN THE DATA
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