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Serious about sales? Dialogue is — and that's why we're spilling the beans that are packed into this e-book.

In a nutshell, it's the product of nearly two decades of experience that Dialogue has in generating leads and

getting superior responses for clients.

Dip in, mix them up, kick them around. We promise by using even a few of them, you will see superior leads

being generated by these tips before too long.
More? You want even more information?

Certainly — but you'll have to ask in person. We'd be delighted to show you how you can kickstart your
responses and grow your business by introducing you to the discipline of Inbound Marketing. Give us a
call or email us and we'll give you the full story of what Dialogue has done and who we've done it for - in

Ireland and around the world.
Then we'll tell you how we'll do it for you.

So why wait? Get in touch today!

Michael Killeen, Gary McLoughlin & The Dialogue Digital Team

E: mkilleen@dialogue.ie
E: gmcloughlin@dialogue.ie
T: (00 353) 1 662 2277
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THE BASICS OF ONLINE

From a tactical perspective, a marketer needs four crucial elements to make online inbound lead generation happen:

CONTENTS
& OFFERS

An offer is content that has a
high perceived value. Examples
include e-books, whitepapers,
free consultations, coupons and

product demonstrations.

MULTI-CHANNEL
LEAD GENERATION

CREATING
IRRESISTIBLE OFFERS

A Call-To-Action (CTA) is either
text, an image or a button that
links directly to a Landing Page
and enables people to find and
download your offer.

LANDING PAGES
THAT CONVERT

A Landing Page, unlike normal
website pages, is a specialised
page that contains information
about one particular offer and a
form to download that offer.

OPTIMISE
YOUR FORMS

You can't capture leads without forms.

Forms will collect contact information

from a visitor in exchange for an offer
and allow you to start the tracking
process through the sales funnel.

Your website isn't a silo. You should use many other channels like retail store, direct mail,

telemarketing, door stepping, social media platforms, email or text messages to maximise

your lead generation efforts. Make it easy for buyers to research, evaluate and purchase

products in any way they like and at just the right time they need it.


http://www.dialogue.ie/

URGENT

When an offer is exclusive, scarce, or in high demand, it becomes more desirable. Scarce elements like whitepapers, free
trials, memberships, free gifts and movie or music downloads can all overcome a lead'’s typical resistance. And the more

valuable it seems, the more irresistible the offer becomes.

Make it scarce

With something limited in quantity, it suddenly becomes more unique or exclusive.

We've found that limited quantity or limited supply offers often outperformed limited-time offers. Why?2 Because it's hard to

tell when an offer of limited quantity will suddenly become unavailable. A time-based offer has a known end time.

So when you need to stop people hum-ing and ha-ing, limited quantity offers can really do the trick.

Limited Time and Limited Quantity

Groupon is the perfect example of using both tactics. All Groupon deals end within a certain time frame,
and they limit the number of people who can buy a Groupon. Do this while discounting at the same time and

you've got a killer combination. Ireland’s GrabOne takes exactly the same approach simply because it works.

Limited Community Offer

If you limit offers to members of a programme, they become far more exclusive and desirable. The power of

this was made very obvious to Dialogue during our time working with the Aer Lingus Gold Circle Club.
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BANDWAGON

It's not confined to goths, trainspotters or fans of Daniel O'Donnell. Virtually every human wants to be a member of a tribe or social community.

And when we notice our social circle is doing one thing, we tend to copy. So a great way to make an offer more valuable is to show that other

people who the audience can identify with, are participating in that offer.

Proof in Numbers
In 1959, RCA issued a record called ‘50,000,000 Elvis fans can’t be wrong’. OK, so his gold suit was
a bit suspect - but the thinking behind the title was solid.

When possible, a great way to indicate how strong an offer is to mention the number of people who

have purchased, downloaded, signed up, or donated.

Examples include:
WEBINARS: The statement showing how many people have signed up to a recent webinar makes

this offer from Dialogue’s partner Amdocs even more compelling.

BLOG SUBSCRIPTIONS: Similarly, on their blog under the ‘subscribe’ module, HubSpot have
indicated over 130,000 people have subscribed. This indicates a highly trustworthy and popular
blog that people should follow.

CONFERENCES: Events like the Dublin Web Summit are some of the hottest events because
they aren’t shy about saying how many are attending each year — and how dramatically this has

increased over the previous year.

Just make sure your claims are both true and believable.

50,000,000 ELVIS FANS
CAN'T BE WRONG

HubSEpt B3

Free Ebook & Webmar: All You Need (o Know About Aligning Sales & MarkeSng
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When something is buzz-worthy, it creates high demand.

In situations like this, you can align offers with ‘what’s hot’. Companies
will often leverage newsjacking for this type of technique and it works very

well for offers, too.

Remember when the Irish Food Safety Authority announced that horsemeat
had been found in food products? The story spread like wildfire across

Europe as it was discovered that every country had been affected.

In the midst of this, Mini Cooper wasn’t slow in seeing an opportunity.

They ran the ad on the right within days of the news breaking

Our best friends in Owens DDB, also hit the newsjacking mark when
Ireland beat England in the Cricket World Cup. Jumping on the fact that
three of the Irish players had the surnames Johnson, Mooney and O’Brien,
they produced a gleeful press ad the following day for their client, the
bakers Johnson, Mooney & O'Brien.

BEEF.

WITH A LOT
OF HORSES
HIDDEN IN IT.

B WORKs—2
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A BOOK IS
BY ITS COVER

If your offer is a piece of content, such as a whitepaper, e-book, or presentation, make sure you

turbocharge its title.

To prove this works, our partner HubSpot once changed the title of an e-book. They then ran an A/B test
to see which one performed better: the original title ‘The Productivity Handbook for Busy Marketers’ or the
new one, 7 Apps That Will Change the Way You Do Marketing’.

As you can see, the revised version generated an incredible 776% more leads (first time submissions) than

the original. It also resulted in more customers.

Mame Yiews Conversion Rate  Submissions  First Time Submissions Customers
7 Apps That Will Change the Way You Do Marketing 37.636 51.7% 19 465 2116 g
The Productivity Handbook for Busy Marketers 1.233 3239 2333 310 0

If you're struggling to come up with the perfect headline, try using the Headline Analyzer Tool by

Advanced Marketing Institute or read 7 Proven Headlines that Convert.

Better still, contact us at letstalk@dialogue.ie and we’ll be happy to help.
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TRY DIFFERENT OFFERS
OF THE SALES FUNNEL

‘Contact Us’ is usual command we see plastered over Irish and international websites.

But we all need to get real. Not everyone is ready to talk. Buyers usually do their own research before even engaging

with a sales rep. And every prospect is at a different stage of exploration. Some may need more education than others.

lt's important to develop different offers at different stages of the buying cycle.

Someone at the top of the buying cycle may be more interested in an informational piece like a guide or e-book.

Someone who is more committed at the bottom of the cycle might be more interested in a free trial or demo.

So create offers for each phase and include a primary and secondary CTA to these offers on various

pages throughout your site.

CONSIDERATION ¢+-) coch
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AVOID
BULLSHIT

Remember when ex-taoiseach Brian Cowen slurred his way through an early-morning interview?

He trotted out the big words and clichés — “sustainable position”, “illusory figure”, “the

seriousness of our intent” efc - o cover up his condition. But no one was fooled.

Corporate mumbo jumbo is used when people can’t think of anything original to say. Clichés
most often appear in the high-tech and FMCG sectors but everyone can be an offender. Words

like this are meant to add more emphasis. Instead they make eyes roll and toes curl.

Here are a few that Dialogue automatically deletes when we see them:

Cutting edge Robust State of the art
Ground breaking Scalable World class
Best of breed Killer! Awesome
Mission critical The business! Wicked!

Next generation Easy to use Bleedin’ deadly!
Flexible
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USE HIGH-VALUE

Not all offers are created equal. Some types of offer perform better than others at converting leads.

For example, what's more valuable: a whitepaper or an e-book? Years of experience have shown

Dialogue that the following B2B offers - listed in order of performance - generate the most leads online:

E-books or Guides On-demand Videos
SlidePresentations Blog (including offers in the navigation
or sidebar)

Research & Reports

Whitepapers Blog posts (if there is a CTA in the post)

Multiple offers packaged fogether] Middle-of-the-funnel offers: Demo
Requests, Contact Sales, Request for

Live Webinars Proposals, Etc (more sales-ready offers).

It's vital to continually test different types of offers to see what works best for you. E-books might score

high on our list — but you may find that reports, videos or other formats do the business for you.
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MAKE
VISIBLE

Calls-To-Action do best ‘above the fold’ i.e. the section of your web page that the visitor can see without

having to scroll down. According to heat map analysis, anything ‘below the fold” will only be viewed by 50%

of people who visit your page. Doubling impressions on your CTAs can significantly increase your lead count.

Home Tour Signup Mobile About

Notice the placement 0000000000000 000000000000000
D2skieh

of the primary CTA on N Say.HeI IO tO Pkt

Freshbook’s homepage. ® .
Two buttons for Cloud Accounting

“Try it Free for 30 Days’

°
Join over b rgiili{:un people using
stand out above the fold. FreshBooksgo make billing painless.

h 4

Try it Free for 30 Days « lakea Quick Tour

Contact | Wea're Hinng!

FRM Call toll free 1.866.303.6061 W
m mlmm 71 Cloud Accounting Specialist for Small Busingss CwWners.

Support

. Digital ‘Fold’
590 pixels

. A
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BE CLEAR

Irish marketers aren’t the only ones who often try to be clever rather than clear.

Be crystal clear about what the offer is in your Call-To-Action. And be specific.

If you're giving away a free e-book, say ‘Download our FREE e-book about X'. If you're hosting a free

webinar, say ‘Register for our FREE webinar on X'.

X should clearly convey a compelling benefit of receiving the offer. This is much more effective than

‘Download Now’ or ‘Get a Free Article’. These CTAs simply aren't specific enough.

CLICK HERE TO DOWNLOAD OUR E-BOOK

O SREALS

Notice that this CTA is to promote a free e-book.
There is little copy in this banner ad and it has a
button that indicates it’s clickable.

At one paint,
everyone thought
the Earth was flat.
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CONTRAST
STAND OUT

A Call-To-Action must stand out like the Pope in a pub. So if your CTA blends in too much with your site

design, no one will notice it. Use contrasting colours to make the CTA stand out. Give it plenty of space.

More importantly, use design to make it clear it's a clickable Call-To-Action.

g EVEENOTE

Evernote has a beautifully Remember everything.
designed website. However, the

prlmary ca"-To-ACIlllon for thelr q EVEENOTE PRODUCTS »  BUSINESS  THETRUNE  BLOGS =

free trial is buried since the button E =] -
is the same colour as the green j s E:
background. Dialogue would have e My A sohere
recommended testing a different 2 e o o e bsiselgaestit b O

thera

colour - like blue, red, or orange -
to see if resulted in more clicks. eeccococo0 } () cer evemnore, s s

Capture anything.

s you ke, things you

e - e
L.l Get Evernote — It's Free

Ea P
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LINK TO A
LANDING PAGE

Calls-To-Action are meant to send visitors to a dedicated Landing Page where they receive the specific offer.

Don’t use CTAs to drive people to your homepage or they will get distracted too easily.

Even if your CTA is about your brand or product (and isn’t an offer like a download), still send them to a targeted and relevant

Landing Page that can convert them into a lead.

W, ted this CTA f
WE BELIEVE e created this CTA for KEY
G our client Key Capital. CAPITAL
b i U A CTA for an e-book
actions andhe avice it gives o .
to clients. To downioad your drove visitors directly to a WE BELIEVE
copy of "We Believe', plaase . .
dlick below dedicated anchng que. Thank you for taking the time 1o find out mare about our coré beliets regarding
investmant and parsonal wealth managamant. To dewnload your copy of "Wa
CLICK HERE TO DOWNLOAD Baliave, first anter your nama and email address.

Mr D MrE () Mg ) MEER () Chiek o samplete an appenprisse
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PROMOTE

PRODUCT PAGES

If your company offers various products or services, you should create different offers for each of them.

Then you can place CTAs linking to each offer on the relevant website pages. The example below shows

how Irish company Boutique Wines has done this.

Fird @ wirw by Typa

facebook
~5

Call Us; 01 8818811

Moulin Montarels,
Cabernet Sauvignon

Vintage: 233
Repeoa: LInZusic-Rougiton
Couatry: Fraccs

tepiaticn BUY 6 CASES -t

CLICK HERE

*H you ity besfiore B8 Oclober

In this example, our
client Boutique Wines
placed a special offer
CTA on a product page.
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THANK YOU

Take a bow - someone has converted themselves into a lead by completing a form on your website.
So you stop, pat yourself on the back and make a cup of teq, righte
Wrong.

Don't stop there. You want to turn prospects into loyal fans — and that's why increasing engagement is also a

top priority. In particular, you need to give a brilliant welcome experience.

When someone reaches your ‘thank you page’ - the page that a visitor arrives on after completing a form -
use this space to promote even more offers and content. For example, if a visitor on HubSpot.com downloads

a guide on email marketing, they're also offered a demo of its email marketing platform.

PrecallPro offers a
° | ] |

secondary Call-To-Action DO fOraLive Thank yout

Plaase chack ot and subscriba to tha fine r!'.'b.'rll_.:“ salas

fOI" a demonstral’ion on fornce effectiveness insights that you can use nght away
their thank-you page.
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LANDING PAGE

Now it's time to reel in your visitors. Landing Pages (or more accurately ‘Lead Capture Pages’) convert

visitors into leads by getting them to complete a transaction or by collecting contact information from them.

To make sure Landing Pages don't let visitors slip off the hook,

we've found they need:

A headline and (optional) sub-headline eeo0o0o0 }
A brief description of the offer e0o0ccooooe }

At least one supporting image 00000000000 ¢6¢ V¢ To6000 o}

(Optional) supporting elements suchas e @ @ @ @ @ }

testimonials or security badges

And most importantly, they need a form to capture

information

20 Marketing Trends & Predictions for 2013 & Beyond

What if you had a gimpse mbo the future?
What would you change today to plan for
tamarmaw? In reality. the future can be
pradbcted and the best marketars alréady have

In 2012, ther weorld of marketing undemwent
major changes. We s the nse ol Faleoes)
sl IFOG and acoquesibions, an aggressne
palitical il wim, Facebook™ 1 Enlhonth usaer
and waibched ame Komen b lurn nla a
global phenomenon thanks 1o YouTube

Dut what's in store for the nest year? Lat our
new guide serve as your navigation

m gkt Id gf m tigg i
g TETVEETVeooeo00000000000
Mor L, let™s gazze il the mamkefing crystal ball, and unceoer whill markelmg walll look Dk o 2003
In addition. you'll read predictions fram indusiry leaders such as

Rand Fishkin. SC0moz founder and CEQ
Grian Halligan. HubSpot cofounder and CEQ
David Mearman Scott. Dest-Salling Author
Greg Alexander, Sales Denchmark Index CEQ
Hick Johnson, Useful Social Media founder

Lflin]S] [ P]

a8 & & &

)

Download These Trends

First Name *

dessica

Last Mams *

Rurhes

Email {praacy palicy) *
prhesf@bubspal com
Diggest Marketing Challenge

This is just a test]

7] Please have somecne call me about HubGpot's
software

Download These Trends
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REMOVE
NAVIGATION

Don't distract your visitors! If your Landing Page has links to other parts of your website, they’ll

wander off and you'll lose the chance of a conversion.

So one of Dialogue’s handiest tricks is a simple one: increase your Landing Page conversion

rates by getting rid of the main navigation.

In the immortal word of the meerkat: “Simples”!

D

DIALOGUE

The Essential Step-by-Step Guide to Download Your Free Guide:
Internet Marketing

Leamn the latest tips and tricks to online marketing
by downloading the brand new edition of our most G
popular ebook! GUIDETO
INTERNET

" 5 4 bk T4 (oM . " -
s back and befier than ever Wih over 74,000 downioads, we've h‘.ﬂ RH ET”;.J(_'| Ermial {
compielesy revampsd our most downioaded eboak 1o include the .

et e hiniques 10 intemat markiting
Phans
Whelher you'ne st getling started wilh inlemet markehng or you
wan o brush up on e BASKS. Nis chook Can Serve as your
essental gulde 1 Setmng up and |mp|ementmg 3 successful
internet marketing strategy. Step by step.

Campany

This comprenensive quite will cover 1he following 8 essenbal steps 1o
Campany Wabsis =
nberniel markeling Success

1. How o define a keyword Siralegy R
obe 3 Coampany *

2 How o optimize your website 10 gt found Pleass Solect

=]

3 How o creat: biko] & other market "IE content

Remove the Main
Navigation. Keep them
fully focused on the
offer. And if someone in
marketing tells you to
put it in... we'll send the
meerkats after them!
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Your CTAs promise should match what's on the Landing Page.

If people click on a link for a free offer and then find a catch on the

Landing Page, you'll lose their trust.

Similarly, if the Landing Page headline reads differently than the
CTA, it can be confusing. Visitors might wonder if the CTA is linked

to the wrong page.

MATCH THE
HEADLINE TO ITS CTA

HubSpot Inbound Marketing

www._hubspot.com/Inbound-Marketing

Inbound Harl'ﬂimh

Easy To Use] Get A Demo Mow!

Ad copy to

HubSppt

landing page

Definitely not your Everyday Product Demﬂl

Huabnt s al-b-pre roound Lignesng Sotaarg coneRDy SRS mOoR BalE 0
el 000 MANEaTE w0 e B vy O B8 vOu TE MENE DECEUEE YOu Wl 1D I0w
Wl B0l S G B YOU. 50w ST Sof S0 SN D 4R0w pou ExBcl
SO FUDE00N Ca TN OLT DURIMERL DeSer

Haow's Faow B worie:

P G T T O B QRTINS Ol OF O Frieedly InGound Marurbing
Speciafcty will phve you 8 call i 3 oouple O 23S

2 VTR wvaioate pour webee's curment parformance Sow el ane you
SETenDy uing Mg of IMDoung manoering T We'll Sng ool

3 Vel compars BOU Sgined pour commpattioe @ o coporiunties o
PR P irg

b T B0 0 POW 10 SOV IO WERTTOEN INBO: BRI 10 MCIREE PO
R O T I

5T SETOTEITEE MOw HUD Bpol trecas e RO of pour maresning #Toti
B3 POU SO I OnEr T

So whal gy pou swting tol? Grap s emn oy | ———

A o

| Requesta demo call today! |

FIFEL balrmed -

Land Feame =

Ereaa -

Peong ©

Coseat "
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LESS
MORE

Everyone's busy. So get to the point — like we will here.

Give more information in the offer itself. In addition to your headline, just include a brief paragraph explaining the

offer or a few bullet points outlining its benefits.

ncing
dlnight @ trader
Extended Hours

FARLERE mah e, Tlia)

Eill:__]'1 ;_.II;_| Tu:':-:];.j-:l.-f

[ e SR REo Ty B BN E T SN R o N
B TR ] ) ] T T T .
el e e e e

—— s e s e D

L e e o T i ]
RN e N ES I G a—
il . N S e T -
=il e S ik R F R RS
e T T o o) ]

Frifoaps

. Sl Doyl Mg b=l W] P00
it - S Fp Sl S
[ S WE Rl T o o B
Lo Pl L e e s ]

= e B R e et
T T P S
T ey e

O mem e - P P e bR [ W T
B i A TS Rl e R 7 e S e e B S e e
el Sl BT TR ECTTE g

“ L e e e L
[ = PR N MR S EE Ry Y )

GEmmEmE R TE R A
*h _H-“ H-I-I-I* *H-&f"--ll-l----

"-_F—__;_-__.._._ T B P A LR ELE LR LW O e
e e e e e e e riu -1 W AN

e e ba o ey e S bdd
Eha T o b o N o
Byt - - FEorET
T T T TN, e T
R L L
o ot o= L T T TR T
ERRTGE T B e T

1 Srm Tipmm By s VL e o) e e— A
R L e R R I R
bl S R e e T T e

BT _ L W& _ __

ATUIT

The: Better Way to Mansge Tasks and Incréase Produdctivity

Thib kiBigs = wal Bagndd Vash
ik gt ] M=y [efisa ] ¥

Py BB — Th e ol
T omilimn Mo nj, (gde b P, W Juadd horma
] e T m ey Foddd ety Ue

Crad 00 ol ol Fiperians 100 Trowt Qs e as Touk ELenppaemant Tl s

Gougle [{{m}]] M KESSON eh '
o jetBiue PG ..%..
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Ml ik Toichl (F v bepew o ad) Bevagl Tiemjjoiree] o ored] i sangjejmin®]
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EMPHASISE
BENEFITS

Highlighting the advantages and benefits of an offer rather than just its features is one of the oldest selling skills in the book.

Well, Dialogue’s book anyway.
Think FAB: Features, Advantages, Benefits.

Here's what we mean: ABS (Anti-lock braking system) is a bog-standard feature of a car. Thinking about it, the advantage of ABS is
that it stops you skidding. And a benefit of this could be that you've more money to spend on, say, a weekend away because your

insurance costs are |OW€F.

So think about what the end benefits of your offer could be. In other words, convey the true value of your offer clearly and effectively.

This free, 52-page quide is the ultimate resource to having a killer website.
You'll learn:

* How to get found online with Search Engine Optimization (SEQ), including building inbound links, meta
tags and more

* Important design and usability factors you need to know
» Tips for creating awesome content that affracts and keeps visitors on your website

* Best practices for converting traffic into leads, including Calls-to-Action, Landing Pages, and Forms

&l Tweet This eBook Share on :ateccckﬁ Share on Linkedin

The Landing Page copy tells the visitor what they
will receive when downloading the offer.

a D


http://www.dialogue.ie/

A P

ENCOURAGE
SHARING

Let visitors be your sales force! Put buttons on your Landing Page that encourage prospects to share content and offers

with like-minded friends.

People have different sharing preferences. So include multiple social media channels as well as email. The more your

offer is shared, the more people will land on your page - and become lead:s!

Social media sharing
buttons are prominently
displayed on this page.

Free Ebook: How to Use Pinterest

for Business

Tk | 4233 | 2,337 | D39
Dim ik o

g - 'Imulﬂmrc Ellse | Emad

Learn how to increase traffic, leads and sales by
reaching more than 11 million people on Pinterest.

Pimberest isn'l jus! anolber social media nelwork

Whal appears o be ihe fasiest-growing social media sie evemnas
become a huge traffic referral {arguably, more powerful than
Google+) for all businesses An increasing number of companies are
leweeragging the platform (o reach a new audience, nerease visits o
thizir wepsites, and gencrate leads or retall sales. And guess what?
It's working

Download this free, 43-page ebook and learn:

+ How Pinlerest works and lop reasons you shoubd be using it

+ How to create a Pinterest account and grow followers

PINTEREST
FOR BUSINESS

Download Your Free Copy

First Mams *

Last Mame *

Email [prvacy po

Phone *

Company *

¥ebsie ®

Rele at Company *

- Please Select - =

Humbar of Employens *

r'i _ i _I |
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MORE LANDING PAGES
MORE LEADS

Here's a little known secret: companies have boosted their leads by 55% when they increased their Landing Pages

from 10 to 15 - fact.

lt's a simple equation. The more content offers, and Landing Pages you create, the more opportunities for generating

leads. So make sure you offer some or all of the following, whenever you can.

E-BOOK WHITEPAPER WEBINAR ﬂ
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LENGTH RIGHT

There’s no magic answer to how many fields your Form
should contain. But the rule of thumb that Dialogue uses is

to collect only the information you really need.

The fewer fields your Form has, the more conversions

you'll get. Each new field you add to a Form creates
friction. More work for the visitor means fewer conversions

for you.

However... the more fields you require, the better quality

your leads might be.

In the end, we've found the only way to learn the best
length is to test. Then test again. Then do another test.
And when that's done, why not test? After than, make sure

you test.

And finally....test.

Form only
requires three
fields, all others

are optional.

Firsl HName "

Ll Pldwimas ™

()=

T b |
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TO SUBMIT

Here's a surprising one. A great way to increase Form conversion rates is NOT to

use the standard SUBMIT word on your send button.

No one wants to ‘submit’ to anything. Instead, turn the statement into a benefit.

One that explains what they’ll get in return.

For example, if the form is to download a brochure kit, the submit button should
say, ‘Get Your Brochure Kit . Other examples include ‘Download whitepaper’,

‘Get your free e-book’ or 'Join our Newsletter'.

And for God'’s sake, make the button BIG, BOLD and COLOURFUL. Make sure
it looks like a button. So make it beveled and something you really want to click.

(Remember the big red button that Fr Dougal just had to push when he was in the

cockpit of the plane?...)

NOT TO SUBMIT

First Name *

Lasl Name ~

Company ~

Email *

I”I sign up for the Marketing
with Microsoft CRM
Newsletter

Don’t do this!
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REASSURE

Nasties like spam and viruses have made people reluctant to give up their details.

N Norton
So reassure your visitors by : SECURED
Adding a privacy message (or link to your privacy policy) that indicates

powered by VeriSign
their email will not be shared or sold.

Including security seals or certifications so that visitors know their

information is secure.

Adding testimonials or customer logos. .
Example of security
seals at the bottom of
a Landing Page form.
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MAKE THE FORM

SHORTER

Life is short. And there are box sets of Breaking Bad, Mad Men and tons of other good telly series still to be watched.
So people often won't fill out a Form just because it ‘looks’ long and time-consuming.

If your form has lot of fields, try making the form look shorter by adjusting the styling. For example, reduce the

spacing in between fields or align the titles to the left of each field. If the form physically covers less space on the

page, it may seem as if you're asking for less.

0 Name:*

Email*

Company*

Phone*

coce)

Both forms have the same amount of
fields, but version ‘A’ looks shorter
than ‘B’ on the page.

o

Name:*

Email*

Company*

Phone*
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BLOGGING
LEADS

Our partner HubSpot's recent Benchmarks report shows that companies which blog 6-8 times per month

double their lead volume.

And in every blog you post, make sure you include hyperlinks to Landing Pages within the text of the post.

And don't forget to include a prominent Call-To-Action.

An example of a CTA at

the bottom of a HubSpot Free On-Page SEO Template
blog post. The offer —
matches the content of : — . Follow and implement HubSpot's SEO best practices
the post for relevance. Rt by downloading this free template.

Download Now »
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EMAIL

Email isn't just for existing prospects and customers. Email can also be a

great channel for new lead generation. But only if you:

Focus on an opt-in strategy. If you're buying email lists and
spamming your prospects, they’ll just unsubscribe. So make sure your

subscribers enjoy receiving emails from you.

Send people valuable offers. If you send really interesting or valued
offers like downloads, discounts or educational content, people are more

likely to share your emails with friends or colleagues.

Add sharing tools. Don't forget to add a ‘Forward to a Friend’ link or
social media sharing buttons within each email so people are encouraged

to pass it on.
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DIALOGUEMARKETING

THIGROWTHFALTORT

30 Greatest Leod Generation Tips, Tricks &
Ideas

CUheck cut these prowven - yet aften overlcoked - lead generation
strategies

Generating leads is 2 marketer's single
e . vy Live. Vi, uely 7 .

T marktary Ly T laad gensrson
efruiae

That's why we've compled e 30 greatest ;.

Clemimad thun oo hank S tn b
* W¥hal makes the bes? inad penerabng
condent

B NG OYNES IOWVET AT Dapr

in] f

SHARE THESE TIPS

8 3013 B g

Simple email promoting a
valuable offer that includes
social media sharing buttons.
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SOCIAL MEDIA

Had enough of cute cats or seeing what your cousin had for breakfast? We don’t blame you -
Dialogue much prefers to use social networks to generate leads. Here's how:

Aim for quality rather than quantity. Social media is about people-to-people not always
company-to-individual. So get to know your audience online, communicate and share information.

To generate leads, you need to have relevant human interaction.

Remember, social media is a dialogue. Years of experience have shown us that companies

that only use social media to blast out messages about themselves are ignored. Interact with

others and make it as convenient as possible for them to pass your content on. Don't always post

something that relates to your company. Sharing links to other interesting things you've found

online is a real vote of confidence.

Influence connections for content sharing. Publishing and sharing content that directs traffic
to targeted Landing Pages is the single biggest lever to increasing lead generation through social
media. So share your new content offers by posting links to Landing Pages. Also share blog posts,

discounts and other useful resources.
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Remember, people have better things to do than waste time hunting for you.

So make it easy for them to find your Landing Pages through search engines.

Apply Search Engine Optimisation (SEO) best practices to your Landing

Pages. These include:

Picking a primary keyword for each Landing Page and focusing on
optimising that page for that word. If you oversaturate a page with too
many keywords, the page will lose its importance and authority because

search engines won't have a clear idea of what the page is about.

Placing your primary keywords in your headline and sub-

headline. These areas of content have greater weight to search engines.

Including the keywords in the body content - but don't use them

out of context. Make sure they are relevant to the rest of your content.

Including keywords in the file name of images

(e.g. mykeyword.jpg) or use them in the ALT tag.

Include the keywords in the page URL.

ORGANIC SEARCH

Example of a clean URL containing primary keywords:

| 4D http: / /www.dialogue.iefinternet-marketing-company/

j Headline

Free Ebook: The Essential Step-by-Step Guide to Internet Marketing

The Building Blocks for Succeeding With
Marketing on tha Web

A o e st eBng 1larted with mismat manebng of pou sk
r————
WP 12 SPLILT i) O TV i et eDOOK CAR S0 &5 pil Bold text
o saahisl guie 10 wWithng v and inglpmenbng o s Cessiul =
mberned maietng strriegy, siep by step
From estatishng your mdal smyeord shabegs i leeapng 1000
s o ™ el ne & T8 Wiy Buoush o anaboey anad
Fnsg i dcieg ¥ or g o T S ESNG '
s pOU ot STy §3 5 enhad Thep shiould b tainag fo
T l'\.II - ne L Tid L L
= Car 3 L r i IudbS Joetl. bl Aama b few

¢ Sub-headline
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USE LINKS

WITHIN OFFERS

Your offers are great channels for lead generation.
For example, we've included links to other content
offers you can download in this e-book. As people
share this, they may discover other resources that

we offer by the links in the content.

Within this e-book

‘5 Website Must-Haves’
are links to other
e-books and guides.

Get Found Online: | Title Tag & Meta Tags

Here is example of what meta tags look like in an HTML document:

= Title: The title of the page seen at the top of a web browser, also the main headline displayedin
search engine results.
<title>HubSpot Inbound Marketing Software</title>

= Description: Aconcise description of the page.
<meta name="Description™ content="5top pushing. Start attracting. Stop
interrupting. Start engaging. HubSpot's Inbound Marketing Software...™>

How the Titleand * HubSpot Inbound Marketing Software
Description tags are www_hubspot.com/
displayed in search It's time to reshape the way we think about marketing. Stop pushing. Start attracting.
engingresults Stop interrupting. Start engaging. HubSpot's Inbound Marketing Software ...

= Keywords: Words that identify what the page is about. Keep to less than 7 keywords per page.
Keywords in meta tags are not visible in the search engine results like Title and Description.
<meta name="keyworda"™ content="inbound marketing, marketing socftware">

\% More Resources
3 Meta Description Mistakes You Might Be Making

Hubﬁa‘bl’ Tweet this Webinar Shareon Facebook Share on Linkedin
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TESTING

OK, fair cop. This isn't a channel - but it is an absolute must-do

if you want to increase leads across all channels and tactics.

Use A/B testing in Callsto-Action, Landing Pages, Email
marketing, Advertising and more. Time and time again, we've
found that A/B testing your Landing Pages and other assets

can help generate up to 40% more leads.

If you want learn more, put your name down for our future
publication Using A/B Testing to Optimise your VERSION A
Marketing. 20%

conversion
rate

TRAFFIC

VERSION B
35%_
conversion
rafe
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THE FINAL WORD

Nice one — you've just let yourself in on Dialogue’s 30 top tips for generating
leads. They've taken us years to learn but you've probably soaked them up in

under 30 minutes.

Now it's time to start using them. Together, they should reduce your cost-per-lead

while delivering higher quality leads. But remember what we said about tweaking

and testing.

It's the only way to learn what really works for you. And the added bonus is that

it keeps life really interesting!
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LET’S TALK

Dialogue was founded in Dublin in 1994 — and our name is our philosophy.

As this e-book should have shown you, we're in the business of growing
companies. In particular, we've done it by developing one-to-one relationships
with prospects and customers — and we’ve done it for some of the most renowned

names in the Irish and international marketplace.

There are too many to list here. But clicking here will give you an idea of the

depth of our experience and the quality of our clients.

But let’s not leave it there. If you liked what you read, why not sign up for a free
Inbound Marketing Assessment and we'll be in touch as soon as you can

say “Bleedin’ deadly”!

Click here
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