


Our Point of View

ÅIn response to recession, marketers need to 

know how to use resources efficiently and 

advise on how to convert prospects to leads 

ÅThis creates demand for trends and research 

that points to Best Practices in reaching IT 

prospects

ÅTodayôs content focused on providing insights 

and practical examples to help you do this
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Agenda

ÅThe lead generation landscape

ÅInsights from research

ÅCustomer case study

ÅLead Activity Analysis

ÅTop considerations for Best Practices 
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Managing lead gen programsé
Just some of the things you must do



1. Choose product/service to promote
2. Define target audience
3. Create media plan - best sites ïvenues to reach them
4. Goals for program - fill pipeline - build key accounts - net 

new - attract early middle or end stage
5. ROI expectations
6. Sales criteria
7. Registration questions
8. Landing page creation
9. Content assets needed
10. Type of media assets needed videos, wps , banner ads
11. Integrate keyword buy with campaign
12. Email strategy
13. Promo copy
14. Offers for campaign
15. Tracking source codes
16. Closed loop strategy
17. Nurturing tactics
18. Role of telemarketing 
19. Nurturing tactics external
20. Nurturing tactics internal
21. Integration of all leads into sale pipeline
22. Prioritization of leads
23. Presentation of lead reports to sales
24. Tracking thru lead system to revenue
25. ROI report to exec management25.

Lead Gen Checklist
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buy with campaign

10 . Type of media 
assets needed videos, 

wps , banner ads

9. Content assets needed8. Landing page creation7. Registration questions6 . Sales criteria5. ROI expectations
4. Goals for program - fill pipeline -

build key accounts - net new -
attract early middle or end stage

3. Create media plan ïbest sites ï
venues to reach them

2 . Define target audience1. Choose product/service to promote
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