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INTRODUCTION

Lead generation is probably one of the oldest

marketing techniques in existence and one that is

enhanced by digital advertising and marketing

automation methodologies. 

According to the annual IAB / PwC Value of the

Online Performance Marketing Industry study in 2014,

online lead generation (OLG) accounted for $2 billion

worth of sales via 30 million leads generated and

returning an average ROI of $14 for every $1 spent. 

LEAD GENERATION



INTRODUCTION

As a revenue earner for publishers, OLG is an attractive option. It is all about consumer engagement.

Every lead – a piece of personal information provided by someone in exchange for something of

value such as an offer, sample or voucher – has a cost per lead (CPL) value. This can range from cents

to tens of dollars dependent on how much information someone provides at the lead capture stage. 

For advertisers, the acquisition of permissioned personal data has both conversion value, where a

product or service is made as a direct result of the lead information generated, or as an addition to

their prospecting database. 

OLG is a mainstay of B2B marketing, where sales cycles tend to be long and complex and sales

values are typically high. For consumer goods and services there are sectors which rely on lead

generation to grow their markets and fill their sales pipelines. The automotive and finance industries

are typical examples. However, even sectors such as FMCG are recognising the value of OLG as

advertisers are looking to develop new kinds of direct relationships with their consumers. 

With ‘always-on’ connected audiences, it’s never been easier to establish communication channels,

but there are clear rules governing the collection, use and storage of lead data which responsible

practitioners need to monitor constantly in order to remain utterly transparent. 

Lead Funnels Australia, through its Online Lead Generation Committee, has created this handbook to

explain the multitude of processes and technologies in place to conceive, plan and manage OLG

campaigns. Whether you are new to OLG or looking to review your existing OLG management, this

handbook has been designed as your principle reference point. 

On behalf of the OLG Committee and in particular the Working Group, which devised and created

this publication, Lead Funnels Australia is pleased to present the industry’s first working handbook

on OLG.   

BY MONTY VAN DYK 
HEAD OF BUSINESS GROWTH, LEAD FUNNELS
AUSTRALIA



DEFINITIONS

As with all marketing practice, expectation management is key, and learning

what (and what not) to expect from your lead generation campaign is the best

start! 

A lead is … a prospect customer 

Regardless of source, a lead is someone who has expressed an interest in your

product or service. Is the ‘warmth’ of this measurable? Absolutely! Identifying

where the lead came from will allow you to determine the level of interest. 

If the lead came via a branded email, the prospect has seen your brand, read the

email, clicked through to your form, continued to read on, and completed and

submitted a lead. 

If the lead has come from an opt-in on a co-registration page, the chances are

they may not have had the chance to fully inform themselves on who you are

and what you offer. These leads will require additional nurturing to be converted

into a warm lead or even a sale. 

A lead is … available from many different sources 

Leads can be generated by your own website, email activity, PPC, social channels

and affiliate partners. It’s important to treat all lead sources separately and

measure them using individual KPIs and benchmarks. For example, a PPC lead

generated from the search term ‘BMW Test Drive Sydney’ is going to be a much

warmer prospect than one coming from a third-party affiliate partner, and as

such, the success of the lead should be measured separately. 

Be mindful that on-going contact needs to engage and not bother a prospect.

Consider what you’re selling. 

WHAT IS AND ISN'T A LEAD
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A lead is … qualified or not qualified 

A lead can be as basic as a name and email address or as comprehensive and

qualified as including a postal address, telephone number and date of birth (the

list goes on). 

Basic leads are cheaper, but the chances of conversion will be lower and this will

require further investment over time. However, this process of nurturing also has

relationship development benefits. 

Leads that are more qualified provide a much more profiled prospect, and

usually one with multiple contact routes. In most cases, the more qualified the

lead, the higher the lead price. 

A lead is … to be handled and nurtured 

You’ve called a lead several times and they have not answered; do you disregard

it and close it off? No! 

Continue to contact and engage with the individual. Formulate a lead handling

process. For example, month one – email with an exclusive percentage off their

first purchase; month two – send an exclusive discount offer; month three –

break out the big guns and offer a voucher off their first purchase. 

Be mindful that on-going contact needs to engage and not bother a prospect.

Consider what you’re selling. 

A fashion retailer would be expected to contact prospects every season and sale

period, whereas an automotive brand may reasonably be expected to make

contact twice a year when registration plates change. 

Your lead handling process should suit your product, your brand and your

customer type. Design it carefully. 

WHAT IS AND ISN'T A LEAD
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A lead is … just the start 

A lead is much like a first date – you’ve learnt the prospect’s name, their contact

details, maybe even their date of birth. Now it’s time to delve deeper and find

out as much as possible about your lead. DON’T ask to get married on the first

date, however – that just leads to rejection. 

Based on where and how the lead was generated, what offers they’ve engaged

with and which products they’ve expressed interest in etc., you should shape

your future contact with them to ensure they convert or, better, become a

customer for life. 

Your lead nurturing process provides the best opportunity for turning your leads

into an engaged database. Be mindful though that this process is for the long

term 

– invest the time in learning more about your leads and they will invest in you! 

A lead is not … a guaranteed conversion 

All too often we hear, ‘these leads came in yesterday and none of them have

converted’. Maintaining that all leads are prospect customers, a thorough lead

handling and nurturing process is absolutely vital to get the best out of your

leads! 

Also, don’t forget your product’s conversion time frame. For example, someone

interested in joining a gym may convert in a number of days, whereas someone

looking to study at a university may take months to consider their decision. 

If you’re running a ‘brochure request’ piece, ensure that the first thing the

prospect receives from you is a brochure. 

Contacting someone in a way they did not request can cause them to lose trust

in your brand and they are likely to feel hassled and not helped. 

WHAT IS AND ISN'T A LEAD
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A lead is not … to be ignored 

If a customer were to walk into your store, or call you on the phone, would you

keep them waiting? No, of course not, and your online leads should be treated

the same. 

An article published by Ken Krogue1, co-founder of insidesales.com, showed that

on average, most companies make their first contact with a lead 46 hours after

the lead was generated – with only 27% of total leads actually being contacted

at all. 

In most cases, the quicker the initial contact, the more likely you’ll make an

impact and the more likely you will convert. The same study showed that leads

contacted within the first 5 minutes were 21 times more likely to be qualified. 

A lead is not … to be misled 

Have you ever filled in a form for a free online quote then received a call

moments later that you weren’t expecting? Yes? Then remember that feeling! 

The definition of a lead is ‘a customer or prospect who has given their express

consent to be contacted about a product or service’, but the method of contact

and how you respond is key. 

If you’re running a ‘brochure request’ piece, ensure that the first thing the

prospect receives from you is a brochure. 

Contacting someone in a way they did not request can cause them to lose trust

in your brand and they are likely to feel hassled and not helped. 

WHAT IS AND ISN'T A LEAD
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Marketers looking to develop successful lead generation campaigns often pose

questions centred around the worth and value of a lead. How much will the lead

cost to acquire? I have leads to sell, but at what price? What is a lead worth to

my business? Why are some leads more expensive than others? The value of a

lead is said to be intrinsically linked to its overall quality, but in a competitive

market place it is arguably the buyer of the lead who determines its price. Let’s

take a look at value from each side of the equation… 

THE VALUE OF THE LEAD
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A difference in value 

At the point of exchange, a lead seller will have invested time, revenue and

resources in both capturing and validating leads in order to ensure their

potential worth has been secured and optimised. After all, a lead that has not

been validated and proven to be legitimate will hold little market value. Sellers

know that taking more measures to verify a lead ultimately leads to an increase

in value. Coupled with verification, the more targeted the lead is to a specific

vertical, sector or demographic, the more desirable this will be to potential

buyers looking to acquire such leads to meet their own business goals. 

Lead buyers will measure value on what revenue potential a lead holds for their

business. Accordingly, the better a business knows their target customer, or

indeed what an early stage customer looks like, the more effectively they can

look to source leads that match that profile. Buyers may be willing to pay a

premium to sellers who are able to deliver against exact profiles, but less so

where the probability of converting that lead into an acquired customer

declines. 

It’s often said that ‘value lies in the eyes of the beholder’, and in many ways this

rings true for lead generation. Business, however, can only take place when the

goals and values of the buyer and seller are aligned. There needs to be a match

between both parties before agreeing on a value. A high quality online dating

lead, for example, holds little to no value for a mortgage provider. Similarly, an

email address alone holds little value in comparison to full disclosure of

personal details and an expression of interest towards a particular product. 

THE VALUE OF THE LEAD
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Factors affecting lead value 

Once armed with an understanding of value, it’s important to consider what

factors can manipulate it. 

• Verification: Covered in detail elsewhere in this handbook, suffice to say that

increased verification results in a higher market value. 

• Age: The age of a lead, from form submission to lead delivery, is critical in

preserving value. A person registering interest may well ‘go cold’ if the buyer is

unable to 

follow up on their interests immediately. 

• Response times: In a real-time situation, it’s critical that lead buyers are able to

respond to sellers in milliseconds. When multiple buyers are auctioning for the

same lead, the fastest response may well get the lead over a buyer willing to

purchase at a higher price but reacting slower. 

• Enhancement: It’s possible to enhance a lead by adding further information to

increase value and enable additional marketing possibilities. A call centre, for

example, may be used to gain additional data points after speaking to the

person, which in turn enriches the lead either for reselling or better targeting. 

• Exclusivity: Leads sold exclusively by a seller to a single buyer are deemed to be

the most valuable. In the event of no exclusive buyer (or one willing to pay the

premium), a lead seller may choose to sell the lead to multiple buyers at a lower

value. 

THE VALUE OF THE LEAD
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Factors affecting lead value 

.Intent: Understanding a person’s intent at the point of form completion can be

difficult to measure, however, the effect on value is clear. A person incentivised

by other means to complete a form will not have the same value as somebody

motivated only by their desire to be contacted, purchase or seek further

information. 

• Duplication: Duplication occurs naturally in lead generation (as with other

media channels), but that doesn’t necessarily mean a reduction in value to your

campaign. Investing in the ability to cross- reference your own database in real

time with partial lead data sent by the seller (such as email address) will allow

you to respond and reject immediately, and in doing so, to recognise more value

from your budget. This type of functionality is often referred to as ping-post. 

Automation and engagement 

If the thought of managing all the variables above sounds daunting, don’t worry

– help is at hand. Leading end- to-end lead generation technologies are able to

process the above variables, deal with the most complex campaign setups and

ensure that value is not only retained, but also maximised according to your own

business logic. However, that’s not to say that this is the end of the story. Once a

lead has been acquired, it’s important to recognise that the value chain does not

end, but rather continues and will fluctuate over time according to how

engaged (or not) the individual is with your company. Lead scoring and

marketing automation technologies can be used to enable you to track

customer engagement from lead acquisition through to eventual conversion. 

THE VALUE OF THE LEAD
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Sourcing to Success in 9 Easy Steps 

A lead generation campaign consists of a fairly linear path, starting with

sourcing leads and ending, hopefully, with a successful sale. Along this path,

there are many opportunities to enhance the quality of good leads, weed out

tyre-kickers, minimise wastage and reduce costs. The key is to make small gains

at each stage of a lead’s life cycle to significantly increase the overall campaign’s

ROI. There are nine stages of a lead’s life-cycle. 

Step 1: Identify your audience 

The audience you target is your first decision. Age, gender and location are the

cornerstones of audience targeting. Some sources offer additional targeting

options, but these should only be introduced once a baseline has been achieved,

so as not to limit lead volume unnecessarily. 

The other consideration is the environment where the offer or ad will be

displayed. Typically these include: email, promotional sites, vertical content sites

and comparison sites. Each environment has its own specific characteristics and

will generate different types of leads at different costs per lead. 

THE LIFE CYCLE OF A LEAD
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Sourcing to Success in 9 Easy Steps 

Step 2: Set your offer - Quantity vs quality 

The offer or ad is an area where there’s often a balance to strike between volume

and lead conversion rate. At extremes, this ranges from running a competition to

deliver a high volume of leads, but which will have a low conversion rate to sale,

to running a mini- survey to qualify leads, and this delivers a high conversion

rate to sale but a low number of leads. 

Generally, the higher the opt-in rate, the less you will need to pay per lead.

However, the conversion rate will drop if the incentive is too great or unrelated

to the product being promoted. A good middle ground is to offer a discount,

bonus gift or sales promotion which is only awarded once a purchase has taken

place. 

Step 3: Capture 

Leads are captured using various methods, including co-registration, branded

forms or generic quote request forms (see glossary page 60). Forms can be pre-

filled to aid people or blank to ensure fresh details are entered. Form validation

ensures people are prompted to complete all the fields correctly. Other common

features may include a postal address look-up function, and a security CAPTCHA

system that verifies a human and not a BOT is filling in the form. 

THE LIFE CYCLE OF A LEAD
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Sourcing to Success in 9 Easy Steps 

Step 4: Process - Validation 

Once a lead has been captured, the first task is to ensure it meets any campaign

constraints. Typical examples are: 

• Demographics such as age (between 18 and 50, for instance) 

• Correctly formatted data, such as dates, phone numbers, postal addresses and

email addresses 

• Filter out invalid names and swear words – it does happen! 

Typically, leads are de-duped at this point, so only new leads are accepted to be

paid for. 

Step 5: Process - Verification 

Verification is when lead data is actively checked against a third -party service

or database. The most common verifications include checking if an email box

exists, if a mobile number is registered as active and if a postal address is

recognised by the Australia Post’s PAF database. There are many other

verification and scoring options that can be utilised depending on the

requirements of the campaign. For example, fraud detection systems can be

added into the mix and are recommended if networks are being used to

generate traffic and leads on a cost per lead (CPL) basis. 

THE LIFE CYCLE OF A LEAD
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Sourcing to Success in 9 Easy Steps 

Step 6: Process - Lead enrichment 

Lead enrichment is achieved by appending data to leads from third-party

sources. These should be considered especially for B2B and high value sales.

Typical enrichments can include geo-demographic and credit worthiness

scoring, or perhaps appending data from matching social media profiles. 

Step 7: Automation 

Automation via a CRM triggers a series of direct communications, and is strongly

recommended for most lead generation campaigns. As a minimum, this should

consist of an email auto - responder sent to someone thanking them for their

interest and explaining what will happen next. As well as immediate

engagement, it also allows for additional information and calls to action at this

early stage. Automation can be expanded into a full lead nurturing journey,

utilising multiple channels. 

THE LIFE CYCLE OF A LEAD
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Sourcing to Success in 9 Easy Steps 

Step 8: Qualification and routing 

In some circumstances, post-capture qualification and routing may be

appropriate, where leads are reconfirmed via marketing automation or 

by an initial out-bound telemarketing function before being directed to the

appropriate internal resource for follow-up and conversion. The importance of

qualifying out low value leads should not be underestimated because it allows

resource and communications to be focused on the most qualified and engaged

consumers. 

Step 9: Conversion 

The ultimate goal of any lead generation program is to convert a lead into a sale

and a new customer. However, in reality, the majority of leads will not convert

into a short-term sale and should be flagged for an agreed follow -up – normally

a call-back, or passed into a lead nurturing program such as a newsletter

database. If a lead has been qualified out or has opted out then the lead should

be retired and removed, added to a suppression file, or archived, depending on

the business rules of the organisation. 

THE LIFE CYCLE OF A LEAD



IT 'S  ALL ABOUT
THE DATA

Abstract 

Lead generation and its associated management is a complex process that could

involve multiple parties, all playing a specific function. Each party must

participate in a complex negotiation of security protocols, data transfer

methodologies and business processes to ensure the most valuable asset

throughout this concert of activities is protected – the lead information. 

Lead information may need to be validated, enriched with additional

information, routed to multiple parties depending on complex business

processes, or persisted in a secure manner, all while maximising overall

performance of the lead management system. 

Succinctly, secure communication between the various participants (e.g. HTTPS

using the ‘POST’ method) is paramount, with speed and efficiency of

communication a close second. Securely storing any lead information can be

achieved via a combination of encrypting specific lead elements as well as

securing the persistence layer in its entirety. 

It is the responsibility of the lead management system to ensure best practices

are put forward, and that all participating parties adhere to those best practices

insofar as is feasible. 

LEAD TRANSMISSION AND PROCESSING
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Introduction 

Online lead generation requires data validation, enrichment, transmission and

persistence strategies benchmarked against industry standards and regulatory

requirements. 

All parties involved in the lead management process have a responsibility to the

lead to ensure that their information is transmitted, processed and persisted

securely and expediently. 

Lead information should be transmitted securely at all times to all involved

parties. Where possible, appropriate security considerations should be in place

between all participants to minimise the risk of lead information being made

visible to unknown third parties. 

Modern lead management systems will employ a variety of secondary protocols

to validate and enrich the lead data. Interaction with these validation and

enrichment systems should follow a ‘need-to- know’ process whereby only the

relevant fields of information are provided. 

Lead information must be securely persisted, with sensitive information

encrypted within the data store itself. Data persistence standards will vary from

participant to participant; standards and practices must be communicated to, or

be able to be referenced by, all parties as regulatory requirement and applicable

laws require. 

The objective is to implement a business process that enables sending lead

information from one system to another securely and efficiently,and receiving

confirmation that the lead information has been accepted. 

LEAD TRANSMISSION AND PROCESSING
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Transmission 

General best practices between all elements of the lead generation process

require securely transmitting the lead information. This transmission should be

done expediently, with all validation and enrichment protocols occurring in as

close to ‘real time’ as possible. Real time processing of leads benefits all parties

involved by allowing for faster reconciliation and simplified data persistence of

the lead information. 

The de facto standard method of transmitting leads between involved parties is

‘HTTPS’ (HTTP over SSL) . Individual lead information is sent to a known location

and in a secure fashion; the HTTP POST method is significantly preferred over

HTTP GET, though both provide adequate security. When passed via HTTP GET,

embedded or linked third- party content on the source will receive the full URL

(including sensitive lead information) via the referrer header. When passed via

HTTP POST, lead information is secured in the POST body, ensuring only the

intended recipient has access to the data. 

There is a strong preference to send lead information individually, as opposed to

sending information in batch. Individual transmission reduces the risk of data

loss, provides per-lead receipt and response validation, and provides immediate

feedback should a different business process need to be followed based on

other telemetry. 

LEAD TRANSMISSION AND PROCESSING
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Processing 

Lead management systems will route specific leads based on business-rules-

specific criteria for additional validation or enrichment. For example, leads that

originate from a specific source could follow an additional layer 

of validation before being sent to its final destination, in the event a specific

source has a lower than average signal-to-noise ratio. 

In addition to following best practices around transmission considerations, only

relevant or necessary lead information should be sent to third-party validation

and enrichment systems, to ensure the sanctity of the lead. For example, address

validation oftentimes does not require name or other personally identifiable

information to be sent to the address validation service, and thus no other

information should be sent. 

LEAD TRANSMISSION AND PROCESSING
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Persistence considerations 

Different parts of the lead management process will have different persistence

requirements. Volatile lead information may be persisted only in memory (i.e.

not easily retrievable via external systems), while stable lead information will be

persisted in a meaningful fashion. In general, the closer to the final state a lead

is in vis-à-vis the lead management process, the more stringent the security

considerations around persistence need to be. 

The data being stored determines the level of security necessary through the

persistence layer. Personally identifiable information should be securely stored,

with financially relevant data possibly being remitted under the Financial

Services Authority. 

Similar to how physical access to data must be restricted at all times, so should

programmatic access. Data access must be logged, auditable, and repudiated at

regular intervals. The data itself must be stored in encrypted fashion, with

particularly sensitive data being further encrypted to prevent direct,

unauthorised access. 

For example, a lead information database must be encrypted as a whole, with

the individual fields being encrypted as well (if it were to contain tax ID

information), so as to prevent a simple database query from returning those

values. It is widely accepted that data persistence and its associated regulatory

compliance is the responsibility of the data owner. As such, great care must be

taken to ensure the sanctity and the security of the data. 

LEAD TRANSMISSION AND PROCESSING



BEST PRACTISE

The time invested in planning and preparing a lead generation campaign is

critical to its success. This means planning the entire process from lead capture

through to lead handling and measurement. 

The benefits are: 

• Avoiding most potential problems 

• Optimising results 

• Efficient marketing spend 

• Most positive communications with prospects 

• Well managed stakeholder expectations 

The main areas for consideration are: 

Lead type 

• What type of contact is appropriate for both your audience and business? 

• Can you facilitate appropriately? Is there a limit to, or capacity for, facilitation? 

• Can you track it? 

• What is the follow-up format? 

• Does it allow for cross/up-selling? Should it? 

• Is it long or short term ROI focused? 

• How can it be nurtured towards conversion over time? 

PLANNING AND PREPARATION
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Data Capture Form 

• What’s the minimum amount of information needed to maximise the value

from the lead? Does this fit above the fold? 

• Are the instructions and messaging clear? 

• Is it inclusive of privacy policy and terms and conditions? 

• Is all copy and imagery relevant and inviting? 

• Is the form device responsive? 

Throughput: 

lead submission to delivery 

• Where does the lead need to be delivered to? 

• What’s the delivery method? Is this in line with the facilitation time frame

required? 

• Can the lead data be correctly interpreted by the facilitators? 

• Will the lead be verified or need criteria to adhere to? How will this be

implemented? 

• How/will you de-dupe? If so, how will this fit into the overall process and

impact lead sources? 

• Do you have transparency on what does and doesn’t pass as a lead? 

• Is throughput as a whole as seamless as it can be? 

PLANNING AND PREPARATION
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Lead handling 

• What are the potential customer touch points? 

• How quickly is the lead dealt with? 

• Are all stakeholders fully briefed on the campaign (including call centres and

CRM team)? 

• Is there a limit to the lead facilitation capabilities? E.g. call centre capacity, free

sample limit 

• Are prospects’ expectations managed throughout their journeys? For instance,

do the confirmation page messaging and auto-responders confirm next steps

and indicate time frames for contact? 

• Is there message continuity? 

Reporting: 

• Can you feedback on a per-lead level? 

• Are the data fields sufficient to calculate your performance metrics? 

• What information can be returned via customer touch points to aid conversion? 

• Can you differentiate performance across products/services? 

• Can you differentiate the touch points by device? 

• Can it be updated regularly? 

• Can it be automated – (perhaps when the campaign is a little more mature)? 

• Can the data be used to build a more in-depth lead landscape and insight into

longer term customer behaviour, e.g. lead time between capture and conversion,

repeat purchase frequency, average contract length etc.? 

PLANNING AND PREPARATION
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Performance metrics 

• Which target metrics are important to your business? E.g. cost per action/cost

of sale. Are these realistic and relevant for the activity? 

• Over what time period will they be measured (short or long term ROI

dependent on lead type)? 

• What optimisations can be made to affect each of the metrics? 

Testing 

End-to- end testing and troubleshooting should be the final, but most

important, step prior to the campaign going live. This has to include feedback

on the customer journey, continuity, lead facilitation, speed and quality, and

ensuring the correct reporting metrics are being captured. Once all this is

ticked-off, your campaign is ready to go live. 

PLANNING AND PREPARATION
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The lead generation landscape can be difficult to navigate, particularly when it

comes to assessing lead capture methods. There are a plethora of methods, each

with its own distinct characteristic and related best practice. It’s essential to

understand these capture methods and the best practice for each. 

Lead form marketing is a method of lead capture designed to generate high

quality leads, and hence it attracts a corresponding higher cost per lead. The

lead form is hosted within a landing page designed by the advertiser agency,

with the single purpose of capturing leads. This landing page is promoted by

publishers on a cost per lead (CPL) basis via email, display ads and social

channels owned or controlled by the publisher. 

A consumer will respond to an email or social media invitation, or click on a

display ad taking them to the landing page. When people complete the form,

their details will be passed to the advertiser for action. Another execution of

lead form marketing is a vertical specialist, where a publisher operates a site in a

specific vertical, e.g. automotive, finance or education. The publisher presents

people with lead forms at various stages of their journey through the site. With

vertical sites, it’s important to understand if people will be opting into an

exclusive branded offer or if they will be opting to receive calls from a number of

competing brands. Lead forms normally generate the highest quality leads in

terms of conversion rates, but volume can be constrained by the willingness of

publishers to run the campaign if the conversion rate or cost per lead is not high

enough to justify space on their email or display inventory. It’s therefore

important to provide email and display creative that will grab the consumer’s

attention and interest, and then follow through with a landing page that instils

trust and persuades the consumer to complete the lead form. 

Landing page design is an art and a science, and there are a number of proven

page elements that will increase conversion rate. Make sure when designing or

reviewing a landing page that you have ticked off each of the key page elements

noted in the Top Tips: 

DIFFERENT WAYS TO CAPTURE LEADS
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Lead form – Top technical tips 

• Use form validation to help people complete the form correctly 

• Use data verification and fraud detection systems 

• Start with a small test and adjust the cost per lead offered based on results 

• Test long and short form versions and measure the impact on total sales 

• A/B split email and display creative 

Lead form – Top persuasion tips 

• Clearly present your value proposition 

• List key selling points 

• Try and include a limited time offer 

• Add trust elements, including testimonials, accreditations and security icons 

• Include FAQs to deal with common counter objections 

• Be transparent in explaining what you will and will not do with their

information 

DIFFERENT WAYS TO CAPTURE LEADS
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Co-registration is a method of lead capture designed to generate a high volume

of low cost leads at the early stage of a consumer’s consideration process. The

mechanism is relatively simple, but designing, deploying and managing a

campaign can be more complex. 

With co-registration, consumers will have registered on a site to buy a product,

access information or enter a competition. The site will therefore hold key

contact and demographic information about the consumer. 

Once the user has registered, the site will display one or more co-registration

offers, for example: ’Would you like to receive a call from Brand X to discuss how

you can save money on your utility bills? [Yes/No]’. Offer questions are normally

accompanied by a logo or banner and sometimes a short summary about the

advertiser. 

As the site already has the consumer’s contact details collected during site

registration, it simply passes these on to the advertiser as a lead if the consumer

opts in to the offer question by ticking ‘Yes’. Co-registration offers a low barrier

opt-in from a consumer’s perspective and can therefore be used to generate a

high volume 

of low cost leads. However, the consumer is normally at the early stages of their

consideration process and so this approach to lead capture requires a

sophisticated email lead nurturing program or an outbound call centre to work

effectively. Consequently, co- registration is a popular capture mechanism with

insurance, charity, travel, retail and gaming advertisers. 
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Continued in Part B we look at the topics of: 

Online Lead Generation Channels - The Pros and Cons of Each 

Processing and Verification 

Measurement KPIs 

plus we include: 

A guide to mobile Lead Generation 

Case study - High Flying Leads Save Lives 

DIFFERENT WAYS TO CAPTURE LEADS - CONTINUED 
IN PART B


